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Disc Jockey News
Make life easy on yourself.

Copyright © 2007 Fidelity Media, Inc. Mac, iTunes, and iPod are trademarks of Apple, inc. 

There’s no reason to fear computer 
mixing ever again ‒ MegaSeg is built 
from the ground up to work on the Mac 
platform, the best and easiest to use 
computer around; unlike most crash-
prone PC software.

Besides being the most stable DJ 
software available, MegaSeg is also the 
most flexible to use. You can mix music 
from your iTunes or iPod library, includ-
ing protected music purchased from the 
iTunes Music Store.

Other features include Hot Keys for 
instant sound effects, Rules for artist 
separation, Request Lists with reminder 
notes, History Logs (to play music from 
past events), Music Scheduling, Event 
Timers, and much more! 

With MegaSeg, you can even mix music 
videos seamlessly with the Ambient 
Video Playlist feature. Simply connect a 
TV or projector to your Mac, and play 
various file formats encoded from DVD 
and other sources.

Streamline your mobile DJ system with 
MegaSeg, and make life easy on yourself 
starting today!

Get a free demo at MegaSeg.com
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It doesn’t take a lot to get MDJs riled 
up. An offhand comment here and there 
can garner the same effect as pouring gas-
oline on a smoldering fire.

Words like bottom feeder, hobbyist or 
part-timer evoke a retaliatory response 
that is validated by self incriminating in-
feriority. Disillusioned MDJs clamoring 
to an equality that is beset by the “just as 
good as” argument in place of actual cre-
dentials.

On one side we have the Worth Move-
ment. A simple appeal to sensible business 
practices and profitability via ethical com-
mercial business practices and decision 
making. In all reality, the Worth Move-
ment is not unique to MDJs. In 1937, 
23 year old Myra Wolfgang organized a 
sit-down strike in one of Detroit’s forty 
Woolworth’s five and dime stores for bet-
ter working conditions. In the 1960s, 
Wolfgang, led a sleep-in in the Michigan 
state house to persuade legislators to raise 
the minimum wage. Ironically, Hugh He-
fner was brought to the bargaining table 
by Wolfgang over working conditions of 
Playboy Bunnies. Financial remuneration 
and intrinsic value have always played 
key roles in worth debates.

On the other side we have the ‘Worth-

less Movement’. A rapacious and com-
plex appeal to defend a price that is lower 
than the average cost of production. This 
movement ‘members’ might partake in 
shady activities including: an unrelenting 
willingness to steal music, karaoke and 
video media or the open and notorious 
theft of website content, serial duplication 
of entire libraries for unfair competitive 
advantage, under reporting or cheating on 
taxes, slandering a specific company to 
attain a competitive advantage, dumping 
lower priced contracts for higher priced 
contracts, an unwillingness to honor or 
enforce a contract, the insolent attitude of 
generally placing clients at risk, the sys-
tematic and subconscious devaluation by 
actions or inaction, or the apathetic atti-
tude towards becoming a responsible eco-
nomic citizen.

The most common vilifying condem-
nation of the Worth Movement from the 
nay sayers camp is the allegation that it’s a 
money making scheme designed to make 
the presenters rich. When in reality, the 
time spent researching, compiling data, 
traveling and speaking leaves little time to 
attend to the regular day to day business 
activities. To fault a person for charging a 
fee to impart knowledge is no less insult-

ing than having a potential client expect 
you to perform for free because you love 
to DJ.

Is it possible for a MDJ to offer sincere 
respect while lacking self respect? Perhaps 
it’s impudence that impedes growth within 
the MDJ industry. After all, who desires to 
be a victim of their own venom? 

If I had to choose which are the most 
offensive in the Worthless Movement, I 
would have to say it’s the willingness to 
steal music, karaoke and video media with 
serial duplication of entire libraries for un-
fair competitive advantage.

Why?
Because it perpetuates all other related 

problems. 
For example: Prior to the MP3, serial 

duplicating a music library was cumber-
some and time consuming, which lacked 
overall quality in the end. Compilation 
tapes would require a physical media 
source and considerable time to compile. 
Album to tape required real time media 
transfer. Most high speed cassette to cas-
sette decks could cut the duplication time 
in half, however, creating an en mass li-
brary of music still required a catalog sys-
tem which would need to be continually 
updated. The sheer time involved would 

The Non-Worthless Movement
By Dude Walker

dissuade many from tackling a full library 
duplication.

Today, serial duplication of entire 
music libraries can take place with a key 
stroke. Most computers today can import 
80 minutes of music in under 4 minutes. 
With online CCDB libraries, most nam-
ing conventions are hassle free. In es-
sence, every song contained within a 500 
CD library could be imported as a one-off 
recording within 34 hours. Serial duplica-
tion of that library could take a matter of 
a few hours and re-duplication is just as 
easy.

The mere existence of a serial dupli-
cated library is a serious threat. The serial 
duplicated library represents a perpetual 
competitive threat that absorbs millions in 
event revenue annually. MDJs that prolif-
erate multi unit companies with only one 
music library are the lowest form of life 
within the Worthless Movement. They are 
not professional, they do not deserve any 
measure of respect and they don’t deserve 
to steal your events.

So here we are…two extremes. Do we 
need to create the “Non-Worthless Move-
ment” to let the rest fit in?

Dude Walker can be reached at dude-
walker@discjockeynews.com.
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Who Won The Cola War? NOT The Customer!
By Jeffery Gitomer

Music City USA Hosts

Our Biggest 

Event To Date

Full Slate of Top Line 

Educational Seminars

& Special Show Events 

APRIL 10-12
Building For 

The Future IV

APRIL 10-12
Building For 

The Future IV

New Conference Committee 
Schedules Top Industry Speakers:

Steven Muchnij,  owner of COMMANDING TOP DOLLAR.com
Todd Mitchem- Mitchem Interactive.com
Dean Lichtenwalner A/K/A “Game Show” Dean
Cap Capello - Concepts of “How To Work a Money Back Guarantee”
Ray Mar(tinez)- “Music & Passion Are Always In Fashion”
Laura Gibbons- “A Woman's Point of View” 
Larry Rodkin- “99 Ways To Improve Your Business”
David Hanscom- “How Will My Business Survive?” 
Robb Smith “The Art of Role Playing” 
Matt Peterson- “Networking Opportunities Abound”
Tony Alonso- “High Energy- High Profit- High Schools”
Jeff Siegel - “Advertising & Marketing To Increase Your Bottom Line”
Eric Godfrey- “Digital Karaoke” 
Plus Doug Dandler, Marc Burgess and many more

EXCLUSIVE RIAA
SEMINAR ANNOUNCED
Come hear direct from the RIAA - Where they stand with the DJ Industry, 
how they will proceed moving forward,complete questions and answer 
sessions and more.

EDUCATION  • EVENTS  •  NETWORKING
BUILDING FOR THE FUTURE IV

Educate Your Mind - Build Your Business 

CALL (800) 434-8274
Visit www.nameentertainers.com

Special Conference & member pricing until 3/15/06

N.A.M.E. and It’s Growing Membership....

Building the Future of the Industry Together 
It’s Your Association and We Work For You

Largest DJ Association

Most Comprehensive Insurance Program

Traveling Tour Stops

Education Conferences

Association Newsletter

Banking & Business Benefits

& Much More  Simply Put... No One Offers More Than NAME

Call 800.434.8274 To JOIN TODAY  • www.nameentertainers.comCall 800.434.8274 To JOIN TODAY  • www.nameentertainers.com

“I’d like a Coca-Cola please,” I said to 
the waiter. 

“Will Pepsi be OK?” he replied. 
“No, I don’t like Pepsi. I’d like a Coke,” 

I said. 
“We only serve Pepsi products,” he 

stammered. 
“Does anyone ever ask for a Coke?” I 

asked.
“All the time, but we only serve Pepsi.” 

He said.
“ C o u l d 

you run down 
to the 7-11 and 
get me a Coke 
-- they have 
plenty over 
there?” I asked 
with a smile. 

“We only 
serve Pepsi. 
Do you want 
a Pepsi?” He 
commanded. 

“No, I’ll 
have iced tea,” I said. 

Think about that dialogue. It happens 
tens of thousands of times a day. Some-
one wants a Coke and the restaurant only 
serves Pepsi. Or someone wants a Pepsi, 
and they only serve Coca-Cola.

Either way, half of their customers are 

disappointed.
Hotels are the same. Coke or Pepsi. 

One, or the other. Never both. Hotels brag 
about their service: “We’re the greatest, 
we serve the best, 100% satisfaction guar-
anteed. We treat our guests royally (er, as 
long as you don’t want a Coke, because we 
only serve Pepsi).”

Here’s the truth: Coke and Pepsi are at 
war. They offer “incentives” to huge ac-
counts to get the business, and sell their 
product exclusively. It’s referred to as 
“The Cola Wars.” And it’s bitter. Hilton 
– Coke. Marriott – Pepsi. Hyatt – Pepsi. 
Starwood -- switched from Coke to Pepsi. 
And Las Vegas is one huge Pepsi. Forced 
loyalty. Contracted loyalty. And my ques-
tion is “why?” Answer: Greed, evolution 
of business practices, profit incentives, and 
fierce competition have created this mish-
mosh. 

Supermarkets and convenience stores 
sell both. They get it. Give the customer 
what they want: A choice.

Why am I so insistent on ordering 
Coke? It’s the drink I grew up with. I’ve 
been drinking Coca-Cola for more than 55 
years. My grandfather’s motel had a Coke 
vending machine. For 10 cents you could 
get a large, ice-cold bottle. And as kids 
we’d check the bottom of the bottle to see 
what city it came from -- a geography les-

son. Today the small glass bottles of Coke 
are the official drink of my company, Buy 
Gitomer. I don’t like Pepsi. Personal pref-
erence.

When customers visit our office, they 
are always offered food and drink. If they 
refuse I ask, “Are you sure? We have those 
little Cokes -- ice cold in glass bottles.” 
They always say OK – then often talk 
about the quality, or a personal Coca-Cola 
memory.

For me, Coke isn’t just a drink, it’s a 
memory – especially Coke in an old-fash-
ioned glass bottle I’m sure it’s the same for 
others whether it’s Coke or Pepsi. It’s what 
you grew up with.

Well, I have the Coke Pepsi answer, 
and neither company wants to hear it. I’m 
suggesting a revolution and a revelation to 
all hotels and restaurants – serve BOTH! 
Let the customer have a choice and let 
them have what they want. Give the cus-
tomer what they want – there’s a concept 
that might just work.

What choices are you offering to your 
customers? Are they always asking for 
things you don’t have? Or needing services 
you don’t offer? What are you doing about 
it? How is it affecting their loyalty to you? 
Should you be offering more choices?

Don’t you think if Marriott said, “We’ve 
decided to give our customers the choice 

of what they want, so we’re offering Coke 
AND Pepsi,” that they could get their way 
with both vendors? And have a market-
ing advantage? Well, Marriott may not be 
a good example, it took them eight years 
to realize that Westin’s fluffy beds were 
cleaning their clock. And that fluffy beds 
were what the customer wanted. Hello! 

I’m issuing a wake-up call to hotels and 
restaurants and sandwich shops and pizza 
parlors. Tell the Coca-Cola guy AND the 
Pepsi-Cola guy you’re going to serve both 
brands or you’ll buy nothing.. My bet is 
that they’ll still be more than happy to sell 
you. 

Give the customer what they want. 
Maybe they’ll come back. 

If you want my formula for loyalty, go 
to www.gitomer.com, register if you’re 
a first time visitor, and enter LOYALTY 
FORMULA 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.train-
one.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

Spring is Here
I’ve come to know many DJs from 

across this great country.  Fantastic 
entertainers in California, sprawling 
Multi-Ops in Chicago and just wonder-
ful representatives of our industry ev-
erywhere.  And one of the things that we 
all share in common is that the Mobile 
DJ Industry is seasonal.  There are peak 

times and slow 
times for all 
of us.  Times 
when we wish 
we had 20 
more DJs (or 
for my Sin-
gle-Op read-
ers 20 more 
Saturday’s in 
a month) and 
times when we 
wish we could 
just hibernate 

till the Spring.
Well, the Spring is here!  And with it 

comes more parties.  Here in the North-
east, and pretty much everywhere in 
the country for that matter, the arrival 
of Spring ushers in more and more 
events.  Brides who were reluctant to 
roll the dice on a winter wedding (who 

wants to get hit with a Nor-Easter and 
have only a third of your guests show 
up?)  start lining up to get married on 
the Saturdays in May and June.  And 
with all that works comes added pres-
sure for us all.

This is a great time of year for me 
to be more thorough and make sure my 
staff is completely ready to represent 
my name.  This means reviewing poli-
cies and brushing up on programming 
at our monthly meetings.  It means hir-
ing new assistants to get ready for the 
busy days ahead.  And it means person-
ally getting ready for the responsibili-
ties of over-seeing an increasingly busy 
schedule.  The time and energy it takes 
to get through a ten event weekend (like 
most of our Winter weekends were) is 
far less than what it takes to manage a 
forty event weekend (like most of our 
May and June weekends are.)

As far as our monthly meetings, the 
ones that takes place in April and May 
are our most intensive.  In contrast to 
the Winter monthly meetings, which 
are normally less than an hour and fo-
cus on a single topic, when we get to-
gether as a group this time of year our 
meetings can run 90 minutes to even 
2 hours.  I like to review our “Policies 

and Procedures” for the benefit of any 
new employees but also as a refresher 
to the veterans.  I also like to run an 
annual meeting we call “Let’s Talk 
About Sets.”  I did an entire article in 
these pages a few years ago about this 
meeting format so I won’t expound too 
much on it.  Suffice to say our annual 
“L.T.A.S.” meeting gives everyone on 
staff a chance to present an idea for a 
three to five song set that they’ve been 
using with success at their events.  
There is no better way to brush up on 
programming than hearing 20 great 
ideas in one night.

As far as hiring goes, I’ve spent 
enough time in this column offering 
ideas for recruitment. Well, now is the 
time to implement that plan.  April and 
May are two of the most active months 
we have here at Elite in terms of cast-
ing the net and bringing in new talent.  
Some will stay, some will go.  But in 
the meantime, they will serve as valu-
able music mixers for all those two-
person weddings in May and June.

And for me personally, I always try 
to take a vacation in early April.  This 
year I am heading west to see the Grand 
Canyon and parts of Utah.  Recharging 
the battery for me this time of year is 

essential.  I know full well that with the 
increase of gigs, comes an increase of 
work and responsibility and pressure.  
Entering a 10 week stretch like that 
with no break would be foolish and it 
would set myself up for burnout.  But 
taking some time now to relax and get 
away from the office, makes those 40-
event Weekends somehow more bare-
able.

Hopefully where ever you are read-
ing this right now, the weather is warm-
ing up, your garden is blooming, your 
baseball team is in first place and your 
upcoming schedule is packed.  Spring 
is many things to many people but civi-
lizations forever have thought of this 
time of year as a time of renewal.  It’s 
the perfect time to renew your commit-
ment to this great industry of ours by 
preparing for a busy and eventful sea-
son!

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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Starting From Scratch
By Jeff Richards

Starting from scratch is a monthly col-
umn 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: Tipping the DJ. 

 If you’ve dinned at a nice restaurant, 
bought a latté at Starbucks, or stayed at a 
quality hotel you know all about the con-
cept of tipping. A tip is an “extra” gratuity 
given to an individual for a service well 
done, the better the service the better the 
tip. Many jobs pay rather poorly and the 
employees rely on the tips to live. It seems 
like almost everywhere you go today the 
working class has their hands out reaching 
for spare change to just get by while the 
top dogs live high off the hog.  

When it comes to the DJ industry I have 
seen DJs with a container like a fish bowl 
sitting on their table with a “Tips” sign at-
tached to it. I have read DJ contracts that 
automatically add a specific $$ amount or 
percentage to the bill for a tip. I have spo-
ken with DJs who expect (demand) a tip at 
every event and get very upset if a tip isn’t 
given because they depend on this tip to 
get by.  Here are some general rules and a 
few hints to help you with your concerns 
about “Tipping the DJ”.

Never put out any type of container to 
collect tips from guests of a private event 
like a wedding. (or any event)  This is a 
sure sign of a less than professional DJ. 

This says to the guests that the host (Bridal 
Couple – DJ Company) is not paying you 
enough, so you need to beg for money.

 Never except a tip from guests who ask 
you to do something like play a particular 
song for them.  Tell the guest that the host 
(Bride & Groom) has taken care of your 
financial needs and you’ll be happy to play 
any requests that you can.  A truly profes-
sional DJ will not drink alcohol before, 
during or after an event and should never 
except an alcoholic drink from a guest as 
a “tip” for doing your job. This is a safety 
concern as well as a professional perception 
concern from the client’s point of view. 

Never demand/expect a tip from any 
client.  A tip is for a job well done, if you 
go beyond the expectations of the client or 
if you do something extra special to enrich 
the nuance of the event. Just because you 
showed up is not a reason to expect a tip. 
Many people just don’t know or think about 
tipping a DJ unlike tipping the bar tender 
at their favorite lounge.  Most clients have 
never hired an entertainer or never have 
given any thought as to tip the DJ or not. If 
you have it in your contract that the clients 
have to tip an $$ amount or percentage this 
also shows a lack of professionalism on 
the company’s image. Again, a tip is for an 
exceptional job done and not a mandatory 
item for a job that in the clients eyes could 
be fair to poor. 

I have seen multi operational DJ ser-
vices that charge the client extra if the cli-
ent requests an individual DJ to perform 
for their event.  To me, if a client requests 
a particular DJ it’s because they have seen 
this person perform or have heard wonder-
ful things about this DJ which lead them to 
their business.  This DJ is doing a fantastic 
job at his/her events and this draws clients 
to the business like an ad in the yellow pag-
es or a web site without the costs involved.  
This extra client charge basically acts as 
nothing more than a “mandatory tip” for 
that particular DJ  when in reality this DJ 
should be getting paid a higher rate all the 
time because his/her performance is bring-
ing clients to the business while giving the 
business a good reputation in the competi-
tive market.  

If you are now receiving tips from cli-
ents on a regular occurrence then your cli-
ents are saying to you that they believe you 
are worth more than you’re charging. You 
are providing clients with a service beyond 
what they consider standard or average.  
This is a perfect sign that you should con-
sider raising your rates to what your clients 
consider you are worth.  If you are receiv-
ing on average $100 tip from your clients 
then try raising your rates this amount. 
After the raise if you are still consistently 
receiving tips from your clients, once again 
try raising your rates. 

At some point the tips will slow or come 
to a stop.  This means you have reached the 
level your clientele feel you are worth for 
your services. It won’t really matter to you 
if the tips stop because you are now mak-
ing a steadily higher rate for every event 
you perform and don’t need to beg for a tip 
to get by. The next step would be to then 
work on your service, talents, techniques 
and skills to improve your overall busi-
ness and once again begin receiving tips. 
Always strive to be better, always strive to 
be the best!  

Remember how good you feel when a 
client hands you a tip at the end of the night 
when you’re charging “x” for your events, 
just think how much better you will feel 
when you get a tip after charging double 
“x”.  Being a DJ is tough enough, why do 
it if you have to beg for money? 

Read Jeff’s blog at www.discjock-
eynews.com click on 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 Professional Disc Jockeys, 
He speaks at National DJ Conventions and 
for local DJ Associations. Jeff also offers 
private consultations to DJ services.

Never miss out on a potential customer again! With 
this great new service from DJEventPlanner.com, you 
can receive an INSTANT SMS message  with a custom-
er’s contact information when they fill out the Request 
for More Information form on your site.

• Fast and easy for your clients to use

• Impress your clients with immediate follow up

• Turn your prospects into clients faster than ever!

djeventplanner ad2.indd   1 2/5/07   11:41:31 PM

Disc Jockey Company
Information Request Form



Registration:
Full Show Pass: $145 until June 1st, 2007

Call 320.285.2323 to reserve your seat today or online at http://www.discjockeynews.com
Show Passes $295 at the door

Staff/Spouse passes are $125 (only available via phone orders)

Hotel:
Holiday Inn Select, Bloomington, Minnesota

Discounted Rooms $79/night
Call 800.465.4329 and reference Disc Jockey News Northern DJ Conference

Free shuttle to/from airport
Free wireless internet

Free shuttle to the Mall of America

Exhibits:

For information on exhibiting at the Northern DJ Conference 2007, please call 
320.285.2323 or email sales@discjockeynews.com
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NDJC07 Schedule:
Sunday, October 28

7:00 pm - 8:30 pm: Eric Taylor
Have Your Best Year Ever!

Eric is part Bryan Dodge, and part Jeffery Gitomer. You will get a strong motivational speaker who will help you get make 2008 your best year ever! Eric was part owner in 
one of the most successful multi-system dj companies in New Jersey before taking his knowledge of sales/marketing/motivational speaking on the road to change lives.

9:00 pm - 11:00 pm: Sunday Night Welcome Party
Holiday Inn Select BallroomTBA

Monday, October 29
9:00 am - 11:30 pm: Carr Hagerman

Top Performer: A Bold Approach to Sales & Service
Top Performer is about what is perhaps the most powerful force in the entertainment and sales world, Natural Energy - the force that gave birth to every 
new entrepreneurial venture and successful performance. Natural Energy is that unstoppable power that is unleashed in every authentic human interac-
tion; which is what a disc jockey does, each and every night. It is created in those deep connections that free people to leap forward into new possibili-

ties. You will learn how to tap that power to improve your show and improve your performance.

Monday Afternoon Options
1:00 - 3:30 pm: Session block 1
4:00 - 5:30 pm: Session block 2

Monday afternoon sessions are small group-round table discussion sessions unless noted as private training. Sessions include:
- Private entertainment training with Carr Hagerman*
- Private business coaching/training with Eric Taylor*

- Website marketing and tools - Wedding Sales Discussion - Marketing to Schools Discussion - More sessions TBA

8:00 pm - 11:00 pm: Schtick Night
Holiday Inn Select Ballroom

Tuesday, October 30
9:00 am - 11:30 pm: Todd McDonald

High Trust Selling
The High Trust Selling program includes 14 Laws of Selling to help people supercharge their selling techniques and take control of their lives. High Trust 
Selling is packed with the insights, illustrations and practical advice that has boosted seminar attendees to sales productivity level increases as high as 

300%. This session is presented by nationally know corporate trainer Todd McDonald of INJOY and MAXIMUM Impact.

Tuesday Afternoon Options
1:00 pm - 5:00 pm

blocks and afternoon times are TBD
Tuesday afternoon sessions are small group-round table discussion sessions unless noted as private training or a general seminar. Sessions TBA

Orchard Ballroom (The main seminer room)
Sunday: 6:00 pm - 9:00 pm
Monday: 8:30 am - 5:30 pm
Tuesday: 8:30 am - 5:00 pm

The Grove
11:30 am to 5:30 PM Monday/Tuesday

Orchard Foyer & 
Private Demo Rooms

Hours set by the vendor



PAGE 8 • Disc Jockey News • MAY 2007

Is The Glass Half Full Or Half Empty?
By Larry Winget

Who cares! It doesn’t matter if the glass 
is half full or half empty. The only thing 
that matters is whether it quenches your 
thirst.

In other words, does it work? There are 
literally thousands of motivational speakers 
spouting ridiculous platitudes that do noth-
ing more than make you feel good for the 
moment and have very little lasting effect. 
They sound good, but they don’t work.

Let me prove it to you. I bet you’ve 
heard these lines: ‘As long as you have a 
good, positive attitude everything will be 
all right.’ Sorry, but that is a lie.

I’ve had a positive attitude my entire 
life and had plenty of crap happen to me. 
So get a little negative. Get sick of the way 
things are so you will take action to change 
things. Get fed up; realize you deserve bet-
ter and that you aren’t going to be satisfied 
with anything less than the best for your-
self and your family.

Remember: You have to get negative 
about your life before you can take positive 
action in your life. You can be whatever 
you want to be, do whatever you want to 
do and have whatever you want to have...
More lies. You can’t be whatever you want 
to be or do whatever you want to do. If you 
are short, fat and ugly, that supermodel 
thing probably isn’t going to work out for 
you. You can do what you have the talent 
for and are willing to dedicate the time and 
effort into becoming based on your innate 
potential. You can always do more than you 
think you can but you can’t do anything. 

And you certainly can’t have whatever you 
want. You can have whatever you believe 
you deserve and whatever you take action 
toward achieving, utilizing your abilities, 
your thoughts and your words.

There are no problems, only opportuni-
ties...This one is not only a lie - it’s just stu-
pid. I have problems. Period. I bet you do 
too. And I find it insulting when someone 
tells me otherwise. Sometimes, there is no 
way to dress up the problem and call it an 
opportunity. Instead, face the problem. Ac-
knowledge the problem for what it is. Then 
circle the wagons and tackle the problem 

head on.
My point? Be careful what you buy into 

and act upon. When you hear something, 
make sure it makes good sense, and then 
try it. If it works, run with it. If it doesn’t 
work, dump it and run from it.

Larry Winget, The Pitbull of Personal 
Development®, is the New York Times 
Bestselling author of It’s Called Work For 
A Reason and Shut Up, Stop Whining & 
Get A Life. He is also the star of A&E’s hit 
reality series, Big Spender. Find out more 
at www.larrywinget.com.

make your life easier
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At what age did you stop growing taller? 
The average age when the human body stops 
getting taller is debatable, but it’s gener-
ally between the ages of 16 and 21. I often 
wonder at what age most leaders stop grow-
ing. Unfortunately, in my experience, most 
people settle into average by the end of their 
20’s. Rarely will you find a person commit-
ted to a comprehensive personal growth plan 
into their 30’s, 40’s, or beyond.

As children we grew year after year, 
sometimes in spurts, sometimes imper-

ceptibly, but 
our bodies 
were always 
growing. The 
growth of a 
leader can 
be similar. 
At times, it 
may feel like 
the wheels 
are spinning 
and no head-
way is being 
made. In other 
seasons, new 

breakthroughs and victories are clear indica-
tors of a growth spurt. To grow consistently, 
the key is to manage your daily agenda. I 
wish I could pass along an easier solution 
or secret formula for leadership growth, but 
daily discipline makes all the difference be-
tween growth and stagnation.

In this edition of Leadership Wired, I 
would like to pass along a few growth prin-
ciples to guide you in your daily journey of 
leadership growth. This lesson draws heav-
ily upon a brilliant resource, The Laws of 
Lifetime Growth, authored by Dan Sullivan 
and Catherine Nomura. You may visit their 
website at http://www.lifetimegrowth.com.

Law #1 – Always Make Your Future 
Bigger Than Your Past.

“The past is useful because it is rich with 
experiences that are worth thinking about in 
new ways-and all of these valuable experi-
ences can become raw material for creating 
an even bigger future. Approach your past 
with this attitude, and you will have an insa-

tiable desire for even better, more enjoyable 
experiences. Use your past to continually 
create a bigger future, and you will separate 
yourself from situations, relationships, and 
activities that can trap you there.”

- Sullivan & Nomura
Thoughts about the Future:
Abraham Lincoln said, “The best thing 

about the future is that it comes only one 
day at a time.” The secret of your success is 
determined by your daily agenda. We spend 
each day either repairing the past or prepar-
ing for the future. We can try to fix our past, 
but we can’t rewrite it; we can only author 
our future.

The future is that time when you’ll wish 
you had done what you aren’t doing now. 
Don’t fear failure so much that you refuse 
new things. The saddest summary of a life 
contains three descriptions: could have, 
might have, and should have.

Law #2 – Always Make Your Contribu-
tion Bigger Than Your Reward.

“As you become more successful, nu-
merous rewards will come your way: greater 
income, praise, recognition, reputation, sta-
tus, capabilities, resources, and opportuni-
ties. These are all desirable things, but they 
can be growth stoppers. They may tempt you 
to become fixated on just the rewards, rather 
than focus on making still greater contribu-
tions. The way to guarantee that rewards 
will continually increase is to not think too 
much about them. Instead, continue making 
an even more significant contribution.”

- Sullivan & Nomura
Thoughts on Contribution
To make your contribution bigger than 

your reward, adopt an anti-entitlement at-
titude. Believe you must give before you 
receive. Expect to serve before feeling like 
you deserve a reward. Determine success 
by the seeds you sow rather than the har-
vest you reap. Each morning, I ask myself, 
“Who can I add value to and how can I do 
it?” It’s amazing how much I’ve been able 
to contribute by answering this simple ques-
tion each day and following through to help 
a friend or colleague.

Law #3 Always Make Your Performance 

Laws of Lifetime Personal Growth
By Dr. John C. Maxwell

Greater Than Your Applause.
“The greatest performers in all fields are 

those who always strive to get better. No 
matter how much acclaim they receive, they 
keep working to improve their performance. 
Continually work to surpass everything 
you’ve done so far, and your performance 
will always be greater than your applause.”

- Sullivan & Nomura
Thoughts on Performance
To make sure your performance stays 

a step ahead or your applause, be growth-
driven instead of goal-driven. I’m not criti-
cizing goals, but if we aren’t careful, they 
can limit our growth. If we set them too 
high, they de-motivate us. If we set them too 
low, we are tempted to relax when we hit 
them rather than pushing for our best per-
formance. Growth is a long and consistent 
process. No substitutions can be made or 
shortcuts taken which avoid the day-to-day 
process of growth.

Law #4 – Always Make Your Gratitude 
Greater Than Your Success.

“Only a small percentage of people are 
continually successful over the long run. 
These outstanding few recognize that ev-
ery success comes through the assistance of 
many other people – and they are continu-
ally grateful for this support.”

–Sullivan & Nomura
Thoughts on Gratitude:

We see the value in people and things 
through proactive gratitude. Once we see 
this value, we naturally treat these people 
and things with greater respect. People and 
resources are drawn to where they are val-
ued most. The world responds to gratitude 
by making more of everything we appreci-
ate available to us.

To adopt an attitude of thankfulness, 
Oprah Winfrey keeps a gratitude journal. 
She recommends her habit to others: “Every 
night, list five things that happened this day 
that you are grateful for. What it will begin 
to do is change your perspective of your day 
and your life. If you can learn to focus on 
what you have, you will always see that the 
universe is abundant; you will have more. 
If you concentrate on what you don’t have, 
you will never have enough.”

Review: Laws of Lifetime Growth
Always Make the Future Bigger Than 

Your Past.
Always Make Your Contribution Bigger 

Than Your Reward.
Always Make Your Performance Greater 

Than Your Applause.
Always Make Gratitude Greater Than 

Your Success.
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.”

DJ Utilities
a DJ can buy anything

but experience...until NOW!

Books • DVDs • Videos • CD-Roms
DJutilities.com

How To Videos Now Available Through NetFlix



PAGE 10 • Disc Jockey News • MAY 2007

Upgrade Your Show - Look Like a Pro!

Accu Scan 250 Martin MX-1

Accu Spot 250Focus Spot 250

EMI Rentals • 2852 Johnson St NE • Mpls • 612-789-2496 • www.EMIrentals.com

Wow the Crowd with Stunning Light Shows!

EMI Rentals now carries a full line of intelligent DMX lights

length away.
Here are some specific tips to handle 

the cynics in your company and your 
life:

Be positive with them. Show them the 
alternative. Talk about what the company/
CEO/your boss has done, such as offer-
ing telecommuting, childcare, and seeing 
things from the employer’s viewpoint. 
Cynics hate positive talk, which drives 
them crazy.

Point out reality to a cynic. Most cyn-
ics exaggerate reality because they only 
stress the negative. Providing the full pic-
ture to a cynic creates an antidote to their 
one-note hopelessness.

If all else fails, avoid them. If the cyn-
ics are only going to demoralize you and 
make your life miserable, stay away. You 
have little to gain from spending time 
with them and have your peace of mind 
to lose.

Mackay’s Moral: The worst pest in 
the world is the pessimist.

Reprinted with permission from na-
tionally syndicated columnist Harvey 
Mackay, author of the New York Times #1 
bestseller “Swim With The Sharks With-
out Being Eaten Alive,” and the new book 
“We Got Fired!...And It’s the Best Thing 
That Ever Happened to Us.”

A Cynic Burns His Bridges Before He Gets To Them
By Harvey Mackay

A friend of mine was a high school 
teacher at a tough, inner-city school. On 
the first day of school, he got on the el-
evator to reach his classroom when a col-
league muttered under her breath “188.” 
Unfortunately he knew what she was 
referring to: only 188 teaching days left 
until summer vacation. That cynicism af-
fected his morale. Negative people affect 
our morale no matter how much we try to 
ignore them.

My trusty Webster’s dictionary defines 
cynic as “a 
fault-finding 
critic who is 
distrustful of 
human na-
ture and mo-
tives.” That 
sounds like a 
good defini-
tion to me.

But what 
stands out 
to me about 
cynics is that 
they want to 

bring other people down. Cynics are only 
happy when everyone else is unhappy. 
That teacher who muttered 188 wanted 
every other teacher to be as unhappy as 

she was. The positive, upbeat teacher 
threatened her insecurities.

Hence, cynics prefer that others join in 
their misery. Why suffer alone when you 
can take good people along for the ride 
and lure them into your depressive view 
of the universe? Why indeed? No one, it 
seems, wants to be miserable alone.

In an office situation, cynicism can 
spread like a virus. One cynic starts getting 
negative about the company or a manager 
and starts affecting everyone’s morale. 
That cynicism can be so contagious that it 
destroys the spirit of the office. It reduces 
productivity and increases turnover. If not 
addressed or stopped, cynicism can have 
very damaging effects.

How can you tell if you’re dealing with 
a cynic? They tend to make telltale state-
ments, really half-truths, such as “manage-
ment always lies,” “the company doesn’t 
care about you,” and “the CEO only cares 
about himself.” My advice: When you 
hear these phrases, run for cover and start 
a conversation with someone else.

Cynics often have a greater impact on 
others than themselves. Reveling in being 
negative, unhappy and pessimistic, cynics 
derive real pleasure from making others 
unhappy. They’re like bloodsuckers that 
feed off other people.

If you want to be unhappy, go right 
ahead, but please leave everyone else out 
of your bleakness.

Maya Angelou once wrote, “There is 
nothing so pitiful as a young cynic be-
cause he has gone from knowing nothing 
to believing nothing.” As Angelou sug-
gests, cynics are quick to attack, denigrate 
and critique but never offer solutions. 
They only see the worst in any situation 
and never suggest any glimmer of hope of 
turning things around. In my mind, cyni-
cism is one step removed from hopeless-
ness.

I’ve always considered myself some-
one who doesn’t follow the crowd. When 
I’m confronted by negative, cynical peo-
ple, I take a step back and will not take 
what they say seriously. Then I’ll ask 
some pointed questions: “What exactly 
do you believe in? What do you feel pas-
sionate about? How would you improve 
the situation?” Usually they are dumb-
founded and can’t respond.

Becoming friendly with cynics in the 
office can be damaging to your business 
health. If you become part of the cynical 
crowd, you’ll be branded as a loser by as-
sociation, even if you’re not cynical your-
self. Managers will keep their distance, 
and fast trackers will also stay an arm’s 
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Dear Subscriber,

We’re preparing to mark a very special occasion this June and wanted to begin 
by saying...

Thank you for being there when, some fifteen years ago, we launched Promo
Only, and became the first to offer 12” promotional releases on CD.

Thank you for standing by us, year by year, as our ever-growing line of clean edits, exclusive 
remixes and “unavailable for sale” versions have earned the right to be called industry standard for excellence.

Thank you for the feedback you’ve given us at the many trade shows and conventions we’ve attended with you
over the years.  We never tire of meeting our customers, and certainly, we never tire of hearing from you how our
customer service has exceeded expectation.

Most of all, thank you for your continued support, and the singular distinction you’ve afforded us of being able
to provide you with the superior product you deserve at the same rates our subscribers have enjoyed since 1992;
when it all began.

Join us this June 2007 as we celebrate our 15th anniversary... thanks to you!

Sincerely,

This service is for professionals only, you must meet
qualification requirements, not available to the general public.

Jim Robinson
Director
co-founder

Pete Werner
Executive Program Director
co-founder

promoonly.qrk  5/2/07  2:08 PM  Page 1
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You’ve stopped at many green lights, possi-
bly ran a few reds but for the most part you obey 
the law. You recognize society has established 
some laws to make life safer for everyone. You 
don’t knock old people over for walking too 
slow in front of you, you don’t walk into the 
neighborhood bank and scream, “stick em up”. 
In order to keep our world civil there are thou-
sands of unwritten rules we all just know and 

usually follow. 
Most of the 

rules we follow 
were never taught 
to us directly nor 
were they read in a 
book. Most of the 
rules we follow 
result from mod-
eling the behavior 
of the adults in our 
lives. This isn’t 
bad or good, it just 
is. These “agree-
ments” come with 
a huge expense.  

The expense is the utter lack of greatness, 
the lack of realizing one’s potential. This is why 
99.9 percent of us never even recognize the po-
tential of our potential. We don’t know what we 
never knew. We lead ordinary lives because the 
bar is entirely too low to begin with. We learn 
that comparing ourselves to others is a norm. 
We agree to be average without ever recogniz-
ing it. We agree to be appropriate and the world 
suffers the loss one “man” at a time.

Kurt Hahn, the founder of Outward Bound 
said it so well, “There is more in us than we 
know. If we can be made to see it, perhaps for 
the rest of our lives we will be unwilling to 
settle for less.” 

Where is it you settle? Where is it that you 
fail to step out? Are you William Wallace or Joe 
Schmoe? If you’re not scared, embarrassed or 
hurt on a regular basis you are being entirely 
too appropriate.

Contrary to popular opinion, life is a dress 
rehearsal. Why not get a little reckless and make 
some waves? Why not get booed off stage and 

then come back the next day and the next and 
the next until you’re upped to Broadway or 
maybe just tossed out of the play? 

The conundrum is pretty easy to solve. Con-
sider that maybe you don’t like failure and re-
jection. For me, I’ve tasted failure and rejection 
often and neither of them scare me. I’m here in 
the arena because I’m not afraid to lose. I’ve got 
this spot because I’ve stuck out my neck. One 
thing that keeps me sticking out my neck is that 
I know that the worst thing in the world isn’t 
regret. The worst thing in the world is being too 

old and tired to do anything about your regrets. 
As William Wallace in Braveheart said, 

“All men die, few men really live.” Will you 
really live? Be careful not to be so agreeable, be 
aware that success comes to those not always 
willing to agree.

If you’d like more information on getting 
your business off to a fast start or you need help 
in determining which step to take next to grow 
your business, then be sure to visit Dan Nichols 
online at http://www.businesslaunchexpert.com

Paralyzed By Appropriateness
By Dan Nichols

Disc Jockey News

A Free Subscription
You can use this form to sign up via mail and continue to receive the 
FREE monthly Disc Jockey News. Subscription submissions prior to 
February 1, 2007 have been removed so you need to re-subscribe to 
remain on the mailing list. You do not need to re-subscribe via mail if 
you have subscribed online after February 1, 2007.

Business Name: ___________________________________

Contact Person: ___________________________________

Address: _________________________________________

City: _________________ State: ______ Zip: ___________

email:____________________________________________

Please clip and mail this form to:

29442 120th St. • Grey Eagle, MN 56336
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Visit www.djmgr.com today to download your no-obligation, 60-day free trial

Mobile 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.  
Searches are available by area, music lists, and more. 

Get your business listed today!

Last summer, one of my better cli-
ents (a dude ranch set up for corporate 
picnics) called our entertainment agen-
cy needing some entertainment for the 
weekend – I was glad to oblige.

The client invited me out to the ranch 
that Saturday to see some of the new 
improvements he had made for the new 
season. I also thought it a good opportu-
nity to check out some of my entertain-
ers – so, I accepted.

Upon arriving, I noticed a DJ set up 
at a strategic part of the ranch (a DJ my 
client had not hired from me).

My client confided in me that he want-
ed a full time DJ on the ranch – this was 
the first day of this DJ’s trial period.

After further investigation, I was told 
that this new DJ (we’ll call him Frank) 
showed up on time. He had a neat and 
clean appearance, was friendly and like-
able. He had great sound equipment and 
an extensive song list – all positive at-
tributes. But was that all that would be 
needed to secure the position? Time 
would tell.

I went over and introduced myself to 
Frank. I have to admit he was likeable 
sort of guy. He knew his music and he 

More Than Just A Service
By Michael Edwin Q.

could read a crowd; he seemed to be 
playing all the right songs.

He took great pride in giving me a 
tour and demonstration of his DJ system. 
Being a layman, I was flabbergasted to 
see the technical advances the industry 
had made in since the day of spinning 
discs.

Frank’s system did everything but turn 
itself on – everything was pre-program-
mable and automatic. With a little train-
ing, pretty much anyone could run it. But 
as I said Frank had other good qualities 
besides state-of-the-art equipment.

Just then my client showed up. He 
handed Frank a list of announcements 
he wanted after each song. He also gave 
him a cart of paraphernalia to conduct 
kid games with (Hula Hoops, sack races, 
etc.). Frank was also told that once lunch 
was served he would be needed in the 
main pavilion to call Bingo.

I back off as Frank took stock of his 
situation. A green hue came over him 
– he wasn’t looking very well at all.

At the end of the day, a report of 
Frank’s efforts would read something like 
this: His announcements were amateur-
ish and awkward – he stumbled over his 

words and tried to make jokes and wise 
cracks that only he must have got. As for 
the children’s games, it was clear he did 
not relate well and was poorly organized. 
And as for his Bingo calling (keeping in 
mind that Bingo is not one of the fast-
est paced, exciting games ever played) it 
couldn’t have been more boring.

Understandably, Frank was not of-
fered the DJ position at the ranch. I made 
sure though I got one of Frank’s business 
cards. With all his good points, and un-
der the right circumstances, he would the 
perfect DJ for certain events. But, why 
had Frank failed at the ranch? That got 
me thinking.

Today’s DJ has to keep in mind that 

with today’s technology every mother’s 
son with a few grand to spare can be a 
DJ. And if that person has all the posi-
tive qualities Frank had, they are sure to 
achieve some level of success. But who 
are the ones who will soar high above 
the crowd, who will find their place at 
the head of the pack? It will be the ones 
who go beyond being just a DJ service 
and learn how to become an essential 
part of any event. And the only way to do 
that is to be entertaining – to be an enter-
tainer. Services are a dime a dozen, but a 
top notch entertainer is priceless. Always 
remember, you can’t demand more, if 
you’re not in demand.        

October 28-30, 2007
Northern Disc Jockey Conference

Bloomington, MN
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Pop
1	 Gym Class Heroes	 Cupid’s Chokehold
2	 Fergie	 Glamorous
3	 Akon	 Don’t Matter
4	 Gwen Stefani	 The Sweet Escape
5	 Pink	 U + Ur Hand
6	 Timbaland F/N.Furtado	 Give It To Me
7	 Avril Lavigne	 Girlfriend
8	 Daughtry	 It’s Not Over
9	 Maroon 5	 Makes Me Wonder
10	 Red Jumpsuit Aparatus	 Face Down

Urban
1	 T-Pain	 Buy U A Drank
2	 R. Kelly F/T.I. & T-Pain	 I’m A Flirt
3	 Ciara	 Like A Boy
4	 Akon	 Don’t Matter
5	 Crime Mob	 Rock Yo Hips
6	 Huey	 Pop, Lock And Drop It
7	 Lloyd	 Get It Shawty
8	 Shop Boyz	 Party Like A Rock Star
9	 DJ UNK	 2 Step
10	 Ne-Yo	 Because Of You

Monthly Music Charts
By JonesTM.com

Rock
1	 Ozzy Osbourne	 I Don’t Wanna Stop
2	 Linkin Park	 What I’ve Done
3	 Three Days Grace	 Pain
4	 Daughtry	 It’s Not Over
5	 Breaking Benjamin	 Breath
6	 Papa Roach	 Forever
7	 Rush	 Far Cry
8	 Saliva	 Ladies & Gentlemen
9	 Stone Sour	 Sillyworld
10	 Tool	 The Pot

Country
1	 Rascal Flatts	 Stand
2	 Carrie Underwood	 Wasted
3	 Sugarland	 Settlin_
4	 Billy Currington	 Good Directions
5	 Toby Keith	 High Maintenance Woman
6	 Alan Jackson	 A Woman_s Love
7	 Emerson Drive	 Moments
8	 Brad Paisley	 Ticks
9	 Tracy Lawrence	 Find Out Who Your Friends Are
10	 Dierks Bentley	 Long Trip Home

The DJ Swap Shop

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@discjock-

eynews.com

NAME’s Building For The Future
Atlanta, GA

April, 16-18, 2007
http://www.djkj.com

Camp Mobile Beat
Sturbridge, MA

June 26-28, 2007
http://www.mobilebeat.com

DJ Times DJ Expo
Atlantic City, NJ

August  2007
http://www.djtimes.com

Disc Jockey News Northern Conference
Bloomington, MN

October 28-30, 2007
http://www.discjockeynews.com

Upcoming Events
Mobile Beat Florida DJ Conference

Ft. Lauderdale, FL
October 29-31, 2007

http://www.mobilebeat.com

Mobile Beat Las Vegas Convention
Las Vegas, NV

February 12-14, 2008
http://www.mobilebeat.com

NAMM 2008
Anaheim, CA

January 17-20, 2008
http://www.thenammshow.com

Regional Leadership Conferences
TBA

http://www.discjockeynews.com

For Sale: Purchase the BPM List 2006 
Edition today at bpmlist.com.Also pick up 
the Most Requested Songs Checklist, a great 
tool for client requests, at djmusiclist.com

Help Wanted: Golden Touch Dj Enter-
tainment Is Looking to Hire A Part time 
Dj Assistants this coming year Exp is Pre-
ferred, Serious Inquires Only.... Contact 
Bill  at  763-557-6462 

For Sale: Two Carvin 1588 cabinets.  
These are 3-way with 2-15” subs, 2-8” 
mids and a horn in each and can handle 
800w.  About a year on the road.  Ask-
ing $400 for the pair. Call DJ Johnny at 
410-703-1724 or email talentkeydjs@
comcast.net

For Sale: Gemini CD-9500 Pro II dual 
CD player -variable pitch-player/con-

trol unit- litlight receptacle etc. Gemini 
PMX-2500 Pro pre-amp mixer - 14 vari-
able eq - sound effects - 5 line/ 3 mic - rack 
mntble plus. Gemini PMX-2000 Pro pre-
amp mixer - 14 variable eq - 2 phono/5 
line/ 2 mic - rack mountable and more. 
Lineartech CD-1900M Pro single play cd 
players - two available - with play/track-
ing remote control receivers-lit indicator 
display - programmable - rack mountable 
- black buttons and finish.  All units have 
original manuals,rca cables and cartons. 
Galaxy mixer/cd players hard case - dark 
gray color - top hinged lid-Hubbell power 
receptacle - front/back removable easy ac-
cess - dark hdwre - recessed side handles 
-hinged removable top lid - 12 spaces on 
top - 8 spaces on bottom front - grey finish.   
For inquiries call Phil @ 612-760-1851 or 
e-mail PRspindoc@aol.com. 

For Sale: Entry Level Complete DJ Rig 
w/Lights, Sonic Rack Slant Top, Nu-
mark/PPD Mixer, Dennon Model 1800F 
CD Player, Werk Lite, 2 AKG Wireless 
Microphones, Ultra Mic Stand Black 
Tri-Pod w/Boom & Spring Clip, Furman 
PL-8 + Power conditioner, PV. DECA 
554 Amp, 2 14 G Rapco 25ft.Speaker 
Cables, 2 PV. SP-3 Spkr’s, Wheeled 
Dollys for Speakers, 2 Four Head helos, 
2 Large Strobes, 2 12” Mirror Balls w/
Mtrs, 4 Pin Spots, Stands & Brackets. 
Carpeted Sonic Case for Mirror Balls, 
Large Commercial Storage Box (Needs 
casters installed comes w/casters) Add 
it all up and its about $5259! I’ll take 
$2750.00. Call Jim @ (316)776-1332 or 
(316)776-9191 or (316)259-5593

For Sale: (4)Double 15” Subwoofer 
Sugar Scoop Sub Cabinets with 1/4” 
terminal jacks in the rear.  They can 
be purchased as unloaded cabinents 
for $800.00 or loaded with Peavey 15” 
Lowrider Subwoofers for $2000.00.  
Call D.J. Cuttmaster at 478-957-6911 or 
email me at prodjservices@windstream.
net 

Have an upcoming event or meeting? Email the information to us at sales@discjockeynews.com



PAGE 16 • Disc Jockey News • MAY 2007
©

2
0

0
7

 M
S

L 
M

D
Ja

d
2

5
0

7
.0

4
2

3

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

The Area’s #1 Supplier 

of PRO DJ 
Equipment
• PA • Lighting • DJ•

• Recording • Karaoke •

The Area’s #1 Supplier 

of PRO DJ 
Equipment
• PA • Lighting • DJ•

• Recording • Karaoke •

M
E

M
BER

NOW! BUY ONLINE!shopMSL.comfor online only specials!

A total all-in-one
music nerve center!
• Internal 40 gig hard drive
• External USB device

support
• Keyboard support &

intuitive live navigation
system

• 4 Superb built-in EFX
• 3 Platter EFX

DN-HD2500
Hard drive based,

professional media
player/controller

Available in May:
BU-4500

Add-On Dual CD/MP3 Drive
for DN-HD2500!!!

only
$379. 00!

NOW in STOCK!
only $899. 00!

Special
MAPDJ price:

$549. 00!!!
($799 retail)

NE
W!

MBT LED-PAR96 PAK includes:
(4) LED-PAR96 LED lighting fixtures 
· Built-in dimming and strobing 
· Color-mixing capability 
· 3-Pin XLR in and out, DMX address switches 
· Max load: 10 watts per fixture/40 watts total 

LTS06 tripod stand with crossbar 
and mounting hardware
· PC4 4-outlet power center
· All connecting cables

LEDC easy preprogrammed controller 
· 9 Preset color selection 
· Master dimmer 
· 9 Chase patterns with 

speed/fade control 
· 32 Spectrum color mixing 
· Blackout, full-on, audio select

LED-PAR96 PAK
Portable lighting

package
Portable package uses LED

technology to project 
a deep color wash 

or exciting chases on 
a stage or dance floor!

Ideal for bands, mobile DJs,
theaters, clubs and churches. 

Each LED-PAR96 fixture is 
capable of projecting 

32 colors!
extra 

PAR96LED
fixtures:

only$89. 00!!!


