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MOBILE BEAT DJ SHOW AND CONFERENCE, RIVIERA HOTEL AND CASINO, LAS VEGAS    WWW.MBLV08.COM

THREE-PLUS NON-STOP DAYS of Informational Seminars and Workshops, Educa-
tional Speakers, Massive Expo Hall (The Largest Ever) including Demo Rooms with 
the latest DJ Technology and Services, Networking with other Professionals from 
across the country and around the world, Show Parties and Las Vegas Nightlife (right 
on the strip!), Prizes and Giveaways. SPECIAL GUESTS: Tuesday Night’s All-Stars 
TONE LOC and C&C MUSIC FACTORY feat. Freedom Williams, Keynote Speaker 
JAY CONRAD Guerilla Marketing LEVINSON on Guerilla Marketing For Mobile DJs.
SEMINARS, EXHIBITORS, EVENTS, AND MUCH MORE DETAIL ONLINE AT MBLV08.COM.

MBLV08 IS PROUDLY SUPPORTED BY DISCJOCKEY NEWS.
GET THE BEST PASS PRICE NOW AT MBLV08.COM
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As we conclude 2007 and move into 
2008, it is a great time to re-evaluate not 
only your business, but also your per-
sonal life.

“I HATE that!” might be the common 
cry from those in the disc jockey indus-
try as we ask them to take time to have a 
hard look at themselves. It is much easier 
to get busy in the day to day, gig to gig, 
contract to contract lifestyle that working 
for yourself in entertainment business 
tends to offer.

But, let’s put things aside for just a 
minute on the business front, and look at 
you. 

How is your personal life? Are you 
making time for friends and family? Do 
you spend more time in front of a com-
puter on a chat board than watching your 

children play?
Do your children cringe when ‘Mom 

is on the computer again” or when ‘Dad 
has another DJ call?’

Will their memories from their youth 
be of you staring at the computer and 
them getting a great view of the back of 
your head?

Ah yes, this same computer that can 
make our lives easier and help in so many 
ways, is just like a very sharp knife. If 
used well, it is a great tool. If not used 
well, it can cause serious damage.

One thing I have found with working 
more and more on the computer is the 
number of things that now pop up that 
are ‘urgent’. The initial plan was to just 
jump on the computer to check email 
quickly and get to the family activity. 

Which Way Are Your Wheels Spinning? But, someone emailed with a question. 
Now, the question may or may not be 
critical, but we tend to make that email 
urgent and answer quickly (heavens, 
how could we delay a reply to an email 
in this day and age!) Hence, our initial 
plan is steered off course as a short email 
check becomes something that might 
take research or some sort of generated 
documentation which certainly wasn’t in 
the plans and now has delayed or elimi-
nated personal time.

“But, I have to make money!” True. 
We all have to put food on the table. But, 
if your table is a collection of strangers 
who just happen to share you last name 
and address... maybe you need to re-
evaluate a few things.

We have so lost the idea of what is 
important in life. Would the world really 
have stopped if we either didn’t check 
email or the chat board one more time 

that evening? We have come to the place 
in our society where people have up the 
‘urgent’ need to reply to a post on a chat-
board or a question on a email after hours 
ahead of their real life. I can remember 
when it used to take a day in most cases 
for people to reply to your business relat-
ed emailed questions. Now, I am amazed 
at the number of professional people that 
are answering emails during their own 
personal time instead of living life.

This is a great time of year to set 
some new boundaries. Maybe for you, it 
means no more business related work af-
ter a certain time a day. Maybe it means 
just cutting back your hours away from 
those you love.

Or, maybe you just need to slow your 
spinning wheels down, narrow your fo-
cus, and define what is really important 
in your life. If you define and focus on 
the important parts, the rest is easy!
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Time is a determined thing. In most 
cases it passes faster than we can per-
ceive it and react to it.

Looking forward to the future of 
the mobile disc jockey industry, more 
specifically, the wedding mobile disc 
jockey poses some harsh realities. The 
US population continues to grow, yet 
the marriage ratio fails to keep in step 
with that growth. There are more MDJs 
without business sense entering the mar-
ketplace every month. The imbalance in 
supply and demand, coupled by the ig-
norance of taking any price out of abject 
desperation just to get an event paints a 
pretty bleak future.

2007 was a turning point for many in 
realizing the impact of social dynamics 
and economy on their wedding calen-
dars. While the final marriage numbers 
from the CDC will be released in about 
nine months. Based upon first quarter 
2007 marriage rate statistics, which were 
among the worst in over a decade, 2007 
is expected to close out with a marriage 
rate of 7.2 marriages per thousand or 
around 2,150,000 marriages. Which is 
slightly lower than 2,161,812 marriages 
in 2006.

The forecast for 2008 isn’t much bet-
ter. Expect a decline in marriages to an 
all time historical low marriage rate of 
7.0 marriages per thousand in popula-
tion or around 2,100,000 weddings.

However, the long term forecast 
show some promise. The ECHO Gener-
ation, nearly 80 million babies born be-
tween 1982 and 1995, will be entering 
the optimum marriage age group which 
should reflect a rise in marriages as we 
approach 2011.

A significant rise in weddings from 
1975-1980 (254,046) marked an in-
crease in births (453,802) for the same 
time period. Births rates continued to 
rise through 1990 which is notable. 
1,034,802 more births in 1990 than 
1975. Babies born in 1990 will be en-
tering the 2nd largest marriage group 
20-24yr olds. The largest being 25-29yr 
olds.

It You Want It, Come And Get It
By Dude Walker

Continued on page 13
















































             
























































             











PAGE 4 • Disc Jockey News • JANUARY 2008

What Would Ben Franklin Think Of The Ben Franklin Close?
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

The Benjamin Franklin Close (also 
known as “The Balance Sheet Close”) is 
one of the classic old time sales tactics 
used to close a sale. Never heard of it? 
Shame on you. Not enough sales train-
ing.

      The scenario is this: You’ve made 
your presentation, but the prospect is on 
the fence and won’t make up his or her 
mind. You’ve tried everything, but can’t 

get them to 
budge.

 Then you 
say, “Benja-
min Frank-
lin was one 
of our wis-
est citizens. 
W o u l d n ’ t 
you agree, 
Mr. John-
son?” (Get 
p r o s p e c t ’ s 
agreement.) 
“ W h e n e v e r 

he was faced with a decision, and he had 
some pretty big ones back then, he would 
take a plain piece of paper, draw a line 
down the middle, and put a plus (+) on 
one half, and a minus (-) on the other.”

 “In his genius he discovered that by 
listing all the positive elements on the 

plus side of the paper, and the negative 
things on the minus side, the decision 
would become obvious. Pretty sound 
concept, agreed?” (Get prospect’s agree-
ment.)

 “Let me show you how it works. 
Since you’re having a tough time decid-
ing, lets list the benefits -- some of the 
reasons you may want to purchase. Then 
we’ll list the negatives. Fair enough?” 
(Get prospect’s agreement.)

Now you list every good thing about 
your product or service. Get the prospect 
to say most of them. What the prospect 
says will be the main points of inter-
est to him. Take your time to develop a 
complete list. THEN YOU SAY: “Okay, 
let’s list the negatives.” Hand the pen to 
the prospect and push the list towards 
him. Don’t say a word. The prospect will 
typically think of responses having to do 
with price or affordability.

In theory, this sounds like a good way 
to close a sale.

There’s one big problem with the 
Benjamin Franklin Close. Its old world 
selling that doesn’t work AND annoys 
the buyer. Try that close on someone 
who has ever taken a sales course, and 
it’s an insult.

The reality of the sale is -- the pros-
pect has already made up his mind -- he’s 

just not telling you.
Should you forget it and never use the 

Ben Franklin Close? Heck no! Just use 
the Ben Franklin principle in a differ-
ent way. Do what Ben would have done. 
Figure out a new way, a better way, and 
use it.

Here’s a powerful new way to re-use 
this classic close. Use it on yourself -- 
before you make the sales call. Use it as 
a preparation tool. Use it as a strategizing 
device. Use it to get ready to make a big 
sale.

Get a plain piece of paper (or your 
laptop), and draw a line down the middle 
of the page.

On the plus side…
• List the prospect’s main needs.
• List the questions you want to ask.
• List the benefits and main points 

you want to cover.
• List one or two personal things in 

common to discuss.
• List the decision maker(s).
• List why you believe they will buy.
On the minus side…
• List the reasons why the prospect 

may not buy -- and your responses.
• List the obstacles you may have to 

overcome.
Now you’re ready to make the sale, 

and Ben helped you.

If you use the Ben Franklin Close on 
yourself before you go in to make the 
sale, then you can ask the buyer intel-
ligent closing questions. Questions that 
might lead with the phrases: What are the 
major obstacles… or What would pre-
vent you from… or Is there any reason 
not to proceed with…?

Try this new version of an old classic. 
Close yourself before you make the sale. 
Ben would be proud. So will your boss.

I think it was Franklin who said, “A 
close in time saves nine - objections,” 
but history has distorted it for the people 
who knit. Pity.

If you would like a few famous Ben 
Franklin quotes that will inspire you, 
motivate you and help you see the ob-
vious in a new way go to www.gitomer.
com, register if you’re a first-time visitor 
and enter the words BEN FRANKLIN 
SELLS 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.



Disc Jockey News • JANUARY 2008 • Page 5

After World War II, a general and his young 
lieutenant were traveling by train in England. 
When they boarded, the only seats left were 
across from a beautiful young lady and her grand-
mother. The soldiers sat facing the ladies. As the 
train pulled out it went through a long tunnel. 
For about ten seconds there was total darkness. 
In the silence of the moment, the train’s passen-
gers heard two unmistakable sounds – a kiss and 
a slap. Everyone on the train had their own per-
ceptions as to what happened.

The young lady thought to herself, “I’m 
fl attered that the lieutenant kissed me, but I’m 

terribly em-
barrassed that 
Grandmother 
hit him!”

The grand-
mother thought, 
“I’m aggravated 
that he kissed 
my grand-
daughter, but 
I’m proud she 
had the courage 
to retaliate!”

The gen-
eral wondered, 
“My lieutenant 

showed guts to kiss the girl, but why did she slap 
me by mistake?”

The lieutenant was only one who knew what 
had happened. For, in the brief moment of dark-
ness, he had seized the opportunity both to kiss a 
pretty girl and slap his general.

BLIND SPOT
Blind spots are the areas where we are in the 

dark about ourselves. We are oblivious to our 
blind spots, and they may wreak havoc on our 
leadership. Last edition of Leadership Wired, I 
began a discussion of leadership blind spots by 
looking at the dangers of a self-centered perspec-
tive. In this article, I’d like to examine another 
widespread blind spot—insecurity.

The Blind Spot – An area in the lives of 
people in which they continually do not see 
themselves or their situation realistically. This 
unawareness often causes great damage to the 
people and those around them.

BLIND SPOT: INSECURITY
Personal insecurity may be the most wide-

spread blind spot in leadership. Insecurity causes 
a leader to think selfi shly when the very essence 
of leadership is to focus on others. Insecure lead-
ers place their followers in jeopardy, put the 
organization in peril, and even endanger them-
selves.

Telltale behavioral signs make insecure lead-
ers easy to spot. First, insecure leaders have a 
hard time giving credit to others. Insecure people 
operate from an internal defi cit. They are empty 
inside, and, as such, they are constantly seeking 
affi rmation. Bottom line: insecure people are 
needy people.

A second symptom of an insecure leader is 
the habit of withholding information. Commu-
nication can be a form of empowerment, but in-
secure leaders conceal it to gain control. They 
may even leverage information to manipulate 
those they lead. By releasing information a lead-
er demonstrates trust and confi dence, whereas 
withholding it belies a fear and insecurity.

Another warning sign of an insecure leader 
is the habit of feeling threatened by the growth of 
others. Instead of empowering those they lead, an 

insecure leader may deliberately stunt the growth 
of followers. A classic example comes from ob-
serving a bucket of crabs. If one crab is trapped 
in a bucket, it will have no trouble climbing out. 
However, if several crabs are trapped, they will 
never escape. As soon as one begins to climb to-
ward freedom, the others will pull it back down. 
Like the crabs, insecure leaders habitually drag 
down those around them.

A fi nal quality of insecure leadership is mi-
cromanagement. Insecure leaders are control 
freaks. Distrustful, they have tight reigns on ev-
eryone and everything.

SHEDDING LIGHT ON THE BLIND 
SPOTS

As a leader, how do you fi x a blind spot when 
you can’t even see it?

# 1 Ask Those Who Know You Best to Iden-
tify Your Blind Spot.

For instance, I’ve asked my assistant, Linda 
Eggers, for feedback on my blind spots, and she 
has kindly and candidly helped me to discover 
them.

My Blind Spot: Since I assume right motives 
in those around me and believe in the importance 
of a great attitude, I do not always give a timely 
and realistic assessment of the people and situa-
tions around me.

I couldn’t have articulated this blind spot on 
my own. I needed someone else to verbalize it 
for me, and Linda enabled me to see it.

#3 Openly Discuss Your Blind Spots With 
Your Inner Circle.

The Blind Spot
By Dr. John C. Maxwell

Be transparent with you inner circle about 
your recurring blind spots. You will need to rely 
on your team to counterbalance your personal 
weaknesses.

#4 Assume Your Blind Spots Cannot Be Re-
moved By You.

Remember our defi nition of the Blind Spot 
– “An area in the lives of people in which they 
continually do not see themselves or their situa-
tion realistically.”

I have had the same blind spots my entire 
life. I’ve learned to compensate for them, but 
I’ve never been able to remove them.

#5 Develop and Empower a Team to Cover 
Your Blind Spots.

I’ve been able to avoid the pitfalls of my 
blind spots by surrounding myself with quality 
people. For instance, whenever I face a major 
business decision, my brother, Larry, goes with 
me. He is much shrewder than I am in the busi-
ness arena, and his perspective covers the defi -
ciencies in my vision.

Delegation can also save you from the dan-
gers of a blind spot. My tendency to see the best 
in others and to put my faith in their potential has 
led to some horrible hiring decisions. My orga-
nizations didn’t start to hire better people until I 
quit being the one who hired them.  

Dr. John C. Maxwell has authored over 30 
books, including such New York Times best-sell-
ers as “Failing Forward” and “The 21 Irrefut-
able Laws of Leadership.” Global Truss Intro-
duces A Portable Archway System

make your life easier

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!
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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: DJ signage at 
an event.

 In the words of The Five Man Elec-
trical Band: “Signs, signs everywhere 
there’s signs, blocking up the scenery 
breaking up my mind.” 

  If you read on most any DJ chat site 
you will find that DJ signage at an event 
is always a hot topic amongst DJs.  At 
the Northern DJ Conference a few years 
back I was speaking with a friend and a 
person (DJ) that I greatly respect, Mr. 
Bill Hermann. I was showing him a pic-
ture of my set up when he commented on 
my Compact Disc looking sign hanging 
in the background. (One picture still ap-
pears on my web site)

  We talked about why I had a sign 
and what was its purpose. For most of 
my career I had some form of signage.  
I thought that I had to have a sign in or-
der to get people to remember my name 
and possibly hire me in the future (Sound 
familiar?)  Through the years my signs 
got smaller and at the same time more 
professional and attractive. Mr. Hermann 
then challenged me not to use the sign 
for the next several months to see what 
effect if any it would have on the busi-
ness.      

   Look around the room at your next 
wedding or any other kind of event. Does 
the caterer, photographer, videographer, 
florist or even the location site display 
a sign around the beautifully decorated 
room? No? Then why do DJs insist on 
doing this?

    While I was researching this col-
umn I came across many very bad look-
ing signs by DJs who could be great en-
tertainers, but their huge menacing sign 
says to viewers “Amateur”. I viewed one 
DJs web site that had a three foot wide by 
ten feet long sign.  It had a bright white 
background with huge black letters of 

the name of the company. The sign hung 
along the front of the DJ table area be-
tween the two front light poles. Not only 
did it look “cheesy” it also blocked the 
way for any guests to come up and re-
quest a song or ask for a business card. 
This sign was so loud and obnoxious 
that it could be seen/read from anywhere 
in the room. What really made this sign 
(DJ) look bad was that these pictures 
were taken before and during several dif-
ferent events and no matter how full the 
dance floor, portions of the sign could be 
seen in every picture. With an empty or 
partially filled room it just completely 
overpowered the entire banquet hall and 
stuck out like a soar thumb. It didn’t 
matter where in the room the picture was 
taken, there in the background was this 
sign.  To me this also means that in every 
picture the bride and groom had taken, 
professional or otherwise, those pictures 
also had the DJ sign in them. Five, ten or 
twenty years from now when they look 
back at their wedding day, all the bride 
and groom will see and remember is this 
huge hideous sign put up by the DJ and 
not the beautiful memories of their spe-
cial day. Why would you want to possi-
bly ruin their wonderful occasion? 

  I have completely stopped using 
signage over two years ago and have 
found not having a sign did not hurt my 
business, but may have actually helped 
it. Not displaying a sign helped to look 
more professional and at the same time 
helps me to qualify possible clients. I’m 
not the DJ for everyone, but for those 
who enjoyed my work, they will come 
up during or after the event and ask for 
a business card.  This gives me a chance 
to have a one on one conversation with 
them. They get to know me a little bet-
ter and qualify myself as their possible 
DJ while I qualify them as my possible 
clients. 

  I have personally seen in banquet 
halls and all over the internet DJs with 
signs advertising their business. Some 

hanging from the table, some from the 
light pole or truss systems and some 
taped to the sides of their speakers or to 
the wall of the hall. I saw one DJ that had 
all of theses plus streamers that looked 
like police tape with their name on it.  Is 
this really necessary?

If you are a good entertainer and the 
guests liked your work they will ask for 
your card, or speak to you personally. If 
they need a DJ down the road and they 
didn’t pick up a card they will ask the 
bride and groom of the event they saw 
you at.  When all else fails they will then 
search the internet until they find you. 
Look at it this way, if you had an off night 
or just did a bad job, because of your sign 
they will always have your name locked 
into their memory. It is much easier to 
remember the bad things in life then the 
good. 

  Hanging signs at events, especial-
ly a wedding is one of the most tacky, 
unprofessional things that you can do. 
Your events should not be viewed as a 
free advertising opportunity for you us-
ing a sign, but as a free advertising op-
portunity for you using only your skills 
and talents to show potential clients your 
value and worth.

  I would like to challenge all of you 

to STOP hanging your DJ signs at events 
and rely on your talents and skills to sell 
yourself and entice those guests to hire 
you in the future. Get them to ask for 
a business card and not attempt to re-
member your name from your signage. 
“A card in hand is worth money in the 
bank.”  

  Begin 2008 with a new and fresh 
start and see how it can help your profes-
sional appearance to the general public.  
Take new pictures of your set up without 
the signs and get rid of those old ugly 
pictures on your web site and advertis-
ing as soon as possible. You image is ev-
erything and hanging signs up is hurting 
your business. 

  Read Jeff’s blog at www.discjock-
eynews.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 Mid-
west Association of Professional Disc 
Jockeys, He speaks at National DJ Con-
ventions and for local DJ Associations. 
Jeff also offers private consultations to 
DJ services.
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The Complete Multi System 
Staff Training Program

Full Review in December Issue!!
Contact Mike at:

mikewalter@discjockeynews.com
to order your early release copy

NEW!! DVD Looking for back issues?
http://www.discjockeynews.com

Hit the ‘Previous Issues’ link
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Disc Jockey News Conference 2008
October 19-21, 2008 • Sheraton, Bloomington, MN
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Disc Jockey News

Conference 2008

The Disc Jockey News Conference 2008 will feature a focus on performance 
skills with experienced entertainers teaching you the what (they do), why 
(they do it) and how (they do it) in their seminars.

This is a can’t miss year to pick up new ideas to help your business move 
ahead of your competition!!

“The Year Of The Performer”

Purchase your tickets by February 1, 2008 for the absolute lowest price on the full show pass!
Full Show Pass Without Lunch Sessions:  $139 Until February 1st, 2008
Full Show Pass With Lunch And Bonus Lunch Seminars: $169 Until February 1, 2008
      *The Full Show Pass With Lunch And Bonus Lunch Seminars includes lunch on both Monday and Tuesday with bonus lunchtime seminars for these pass holders only.

Hurry! Full Pass Rates Go Up February 1st, 2008!!
Purchase Tickets Online at:

http://www.discjockeynews.com
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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

time and stash your briefcase in a closet. 
Spend the hours doing something you 
love—anything but work! You know the 
old saying about all work and no play. 
Would you really come back—just for 
one more day of work?

Take your vacation time. Hoarding 
earned days? Do you lose them if you 
don’t use them? Maybe you are just build-
ing up a cache of time that you will use 
“when you need to.” People seem to be 
almost unwilling to take breaks when they 
really need them. Keep in mind that the 
workplace and world will survive, prob-
ably quite well, if you go on vacation. If 
you think you are indispensable at work, 
stick your finger in a bowl of water and 
notice the hole it leaves when you pull it 
out. Now try to imagine the hole in your 
family’s life without you. It suddenly be-
comes a clear choice!

Mackay’s Moral: You can’t count 
your days, but you can make your days 
count.

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.”

Take Time For Yourself To Do Ordinary Things
By Harvey Mackay

Author Mitch Albom says he wrote 
his book “For One More Day” when he 
became fascinated by how people an-
swer this question: If they could spend 
one more day with a loved one already 
departed, how would they spend it? What 
would they do?

In Parade magazine, Albom says that 
he repeatedly found that people wanted 
to spend an ordinary day doing ordinary 
things with the people they had loved. 
Notably, almost everyone wanted to tell 

a special per-
son just one 
more time 
how much 
they loved 
him or her. 
Others men-
tioned that 
they wanted 
to do the 
things they 
always did 
with that 
person, such 
as head to 

the racetrack, eat in a favorite hamburger 
joint or talk about old times.

One son wished that he could share 
knowledge that would have eased his 
father’s guilt over an incident where the 

father threw a snowball and accidentally 
blinded another son. Later, after the fa-
ther’s death, the family learned that the 
son had a condition that had predisposed 
him to such an injury. He wanted to help 
his father lift his burden.

One man longed for a moment with his 
son who died in a car accident. He wanted 
to relive a favorite getaway, a walk with 
him in the woods.

Asking people to describe their wishes 
helped Albom understand what we yearn 
for. Often it’s not something exotic or 
faraway. The most common responses in-
volved personal connections and realizing 
that a normal day is something we should 
all treasure.

Chances are, you’ve been blessed with 
success and tremendous opportunity. You 
can likely recall some colossal failures and 
deep disappointments. Would you choose 
any of those for one more day? No mat-
ter how much the big things have changed 
your life, it seems that it’s the little things, 
so many of which we take for granted, 
that make our lives worth living.

How does this relate to careers and 
work issues? No matter how passionate 
you are about your work, it’s only part of 
your life. As you’ve heard so many times, 
don’t work so hard at making a living that 
you forget to make a life. When work 

stress spills over to disrupt the rest of your 
life, you need to plug the dam. Is this how 
you would spend your “one more day?”

When you feel like you are tottering on 
the edge and you just need a break—you 
should take one. In today’s busy world, it 
is easy to fall into the trap of never tak-
ing any time for yourself. Just about every 
time you pick up a newspaper or maga-
zine these days, you find a study declaring 
that Americans are more stressed, sleep 
deprived and time-crunched than they 
ever have been. That’s no way to spend 
one more day.

While you can’t turn the clock back, 
you could certainly benefit from some 
real time away from the things that drain 
you. Spend that time instead with the peo-
ple who are special in your life. Here are 
some simple suggestions:

Disconnect. Promise yourself that you 
will not answer your cell phone, return a 
text message or check your email. Lest 
you think I’m crazy, let me remind you 
that people have survived for centuries 
without these things. It’s highly likely that 
you’ll not only survive, but also probably 
emerge refreshed from unplugging and 
turning off for a change. When was the 
last time you had an uninterrupted din-
ner?

Escape for an evening. Leave work on 
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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.

• No software to load
• Access from anywhere
• Consistent, easy to use interface
• Find info fast with the search function
• Constant upgrades
• Planning tools for clients
• Enhance your current website
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Factoring in the birthrate offers a 
glimpse of total market potential, how-
ever, increases in the number of MDJ 
entities will most likely negate any ad-
vances in numbers offered by the influx 
of the ECHO generation.

Curiously, the very generation 
(ECHO) that marked a substantial in-
crease in births and a moderate increase 
in future weddings are the incoming 
MDJ competition that the wedding mar-
ketplace must contend with.

The ECHO generation is already ex-
erting it’s affect on several segments of 
the economy. Early indications suggest 
that conventional purchase processes are 
not employed by the ECHO generation, 
due in part to being “the most watched 
over generation in history”; according 
to Steve Kroft, CBS News. Steve Kroft 
adds: “Sometimes, they don’t know 
what to do if they’re just left outside 
and you say, ‘Well, just do something 
by yourself for a while,’”. “They’ll look 
around stunned. You know, ‘What are 
we supposed to do now?’”

The ECHO generation bride will ul-
timately require more target marketing 
to entice and prove to be more fickle 
when applying Google pricing mental-
ity.

The ECHO generation class will 
most likely exert more damage on the 

Continued from page 3 MDJ industry by creating a new breed 
of “bottom-feeder” that applies faulty 
logic to attain instant gratification over 
long-range thinking and delayed grati-
fication.

Bracing and positioning oneself in 
the coming years to achieve or main-
tain profitability takes simple common 
sense. The WalMart of MDJs mental-
ity will eventually fail. Consumed by 
itself and the faulty logic from whence 
it came.

2011 could offer 2,683,200 wed-
dings, however, a projected MDJ popu-
lation of 115,000 could lower the aver-
age weddings per capita for MDJs from 
28 per/yr to 23 per/yr. 5 weddings per 
MDJ doesn’t seem like alot, however, 
it equates to around 18,642 MDJs that 
would essentially go without or fall se-
riously short of profitability inducing 
more predatory pricing techniques.

Perhaps the most moronic logic ap-
plied in pursuit of the ECHO generation 
is: “you can’t pay your bills with integ-
rity”.

My response: “You cannot achieve 
success by embracing mediocrity”.

Dude Walker can be reached at dude-
walker@discjockeynews.com.

Leadership II
April 6-8, 2008

Holiday Inn Select, Bloomington, MN

LImited Seating
Tickets Available online at:

http://www.discjockeynews.com
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Somet imes 
there comes 
along a new 
lighting tool that  
just jumps out 
and makes you 
take notice!

A some new lighting fixtures from 
BlissLights can certainly do that!

BlissLights introduced two new laser 
lighting effects that past fall with the Bliss-
light-15 and the Blisslight-50. Each light 
contains a high power green laser along 
with a blue ‘nebula’ projection system.

Now, for the cool part! They took those 
high power lasers and created thousands of 

beams of lights which when projected on 
the ceiling look like you are dancing below 
the stars. The blue nebula shimmers amidts 
the slowly moving stars as a true night sky 
‘Milky Way’ effect.

The Blisslight-15 or 50 are both incred-
ible easy to use! They are plug and play, 

and they have 
an amazingly 
wide coverage 
pattern! The 
Blisslight-15 is 
listed as able to 
cover a 25’by 

25’ room, and the Blisslight-50 can cover 
a 50’ by 50’ room. After reviewing both the 
Blisslight-15 and the Blisslight-50, both 
estimates are a bit conservative. The laser 
beam are VERY bright and can be seen on 
surfaces almost double the listed distance.

Visit www.djmgr.com today to download your no-obligation, 60-day free trial

Product Review
BlissLight-15/50

Unlike most laser effect, the 
Blisslights do not really need fog 
or haze. The “Wow” factor with 
these lights are the starfield they 
produce on the ceiling (or walls). 
If you can’t run fog at your event, 
you still have the impressive light 
show. If you can, it gives you a 
completly new effect with thou-
sands of beams shooting through 
the fog.

This is certainly one light 
fixture aimed for the higher end 
wedding market. You can have 
a beautiful introduction of your 
bride and groom, then invite them out for 
their first dance ‘under the stars’.

The Blisslight-15 has a MSRP of $995.  
The Blisslight-50 has a MSRP of $2995.

For more information on the Blisslight-
15 or the Blisslight-50, visit: http://www.
blisslights.com

Call your LEAD while 
they are still HOT!

Use the best lead-generation services 
online: DiscJockeys.com, 
Planning.ProDJ.com and 

DJIntelligence.com! 
www.DiscJockeys.com

If you’re not in here, you won’t be found!

*requires DJIntelligence activation.

Login to yourDiscJockeys.comaccount fordetails!

Powered By
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Pop
1	 Timbaland	 Apologize
2	 Alicia Keys	 No One
3	 Fergie	 Clumsy
4	 Colbie Caillat	 Bubbly
5	 Rihanna	 Hate That I Love You
6	 Chris Brown	 Kiss Kiss
7	 Finger Eleven	 Paralyzer
8	 Jordin Sparks	 Tattoo
9	 Flo Rida	 Low
10	 Natasha Bedingfield	 Love Like This

Urban
1	 Trey Songz	 Can’t Help But Wait
2	 Alicia Keys	 No One
3	 Chris Brown	 Kiss Kiss
4	 Alicia Keys	 Like You’ll Never See Me Again
5	 Kanye West	 Good Life
6	 Keyshia Cole	 Shoulda Let You Go
7	 J. Holiday	 Suffocate
8	 Playaz Circle	 Duffle Bag Boy
9	 Mary J. Blige	 Just Fine
10	 Webbie	 Independent

Monthly Music Charts
By JonesTM.com

Rock
1	 Seether	 Fake It
2	 Sixx A.M.	 Life Is Beautiful
3	 Foo Fighters	 The Pretender
4	 Alter Bridge	 Rise Today
5	 Finger Eleven	 Paralyzer
6	 Three Days Grace	 Never Too Late
7	 Kid Rock	 Amen
8	 Godsmack	 Good Times Bad Times
9	 Linkin Park	 What I’ve Done
10	 Hellyeah	 Alcohaulin’ Ass

Country
1	 Taylor Swift	 Our Song
2	 Josh Turner	 Firecracker
3	 George Strait	 How ‘Bout Them Cowgirls
4	 Sugarland	 Stay
5	 Montgomery Gentry	 What Do Ya Think About That
6	 Rascal Flatts	 Winner At A Losing Game
7	 Keith Urban	 Everybody
8	 Brad Paisley	 Letter To Me
9	 Gary Allan	 Watching Airplanes
10	 Carrie Underwood	 So Small

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@discjockeynews.com

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: Denon DND-9000 Dual CD play-
er $895.00, Excellent Condition!!!-In box 
w/manual, The Features Are Endless. Con-
tact Robert 908 451-4562 

For Sale: DJ’s collection of LP’s. Albums 
of all genres. Music from 1943 to 2004. 
Collection includes over 40k LP’s. Looking 
for a quick sale. Only serious offers will be 
considered. Contact “Paul” via telephone at 
(973)727-2907/(973)373-0642, or via email 
at djpaul8463@verizon.net
 
For Sale: 4 ADJ Pocket scans with cables and 
solo controller, 2 ADJ Deco 250’s, 1 set (4 lights) 
ADJ Fearsome 4 with tri-pod, 1 set ADJ Color 

Flash 4 with tri-pod, 8 small par can colored lights 
with controller and tri-pod. Call for details. Eve-
nings or leave message 715-842-0593.

For Sale: Lightly used DJ/KJ equipment. 2 com-
plete Systems. Peavey, Gemini, Numark, MBT, 
BBE, American DJ, complete light show and 
more. Central Florida area. Call 1-352-303-5834 
or email: williamnmillsjr@embarqmail.com for 
list/prices.

For Sales: Digital amps, xovers, EQs, ACL DMX 
par 38s with software, ProBeam Meteor, SKB cas-
es, Crank up tripods, fog machines, mirrorballs, 
Primecut CDs, TopHits CDs, training and DJ 
educational CDs/DVDs/VHS, Martin 812s,JBLs 
new in box.  Multi-system close-out sale too much 
to list:  for lists, descriptions, photos and links to 
videos on YouTube on craigslist in Minneapolis 
search “Dassel DJ” or call 888-449-7386.

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 Acti-
vated 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.
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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 •

• Sales • Service • Installation •

• Great Selection! 
• Great Prices! 
• Great People!

or …  

• Sales • Service • Installation •

• Great Selection! 
• Great Prices! 
• Great People!

or … 

… and
many
more!
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www.metrosoundlighting.com
1731 University Ave. W., St. Paul

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

VISIT OUR SHOWROOM!

VISIT OUR SHOWROOM!
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