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The Q Corner, Where Quality Meets Quantity

By Mike Walter

Five years ago John Young told me he
was putting together a new publication for
the DJ Industry. He asked me if I"d like to
be a regular
contributor.
I thought,
Yeah what
the heck, I
can do that.
750 words
a  month,
easy right?

Well, it
been.

and

has

Easy
fun. I en-
joy the
discipline
involved
in sitting
down every
few weeks
and penning an article and getting it out to
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John before his deadlines. And I enjoy the
feedback that I get from my readers, both
the positive stuff and yes, even then nega-
tive stuff. I’m proud to say that in the Disc
Jockey News’ long running history I've
only missed three issues.

One of my earliest challenges was
finding a title for my column. I have to
thank my good friend (and fellow “Jersey
Boy”) Marcello for coming up with “The
Q Corner.” 1 loved it the second I heard
it because it describes my business phi-
losophy perfectly: “Where Quality Meets
Quantity.”

I feel this has almost become a crusade
for me. It’s an issue I find myself in the
middle of constantly, that Multi-Op Mo-
bile DJ Companies CAN stand for the right
things in this industry. We CAN be ethical.
We CAN charge a respectable fee. And we
CAN make our industry a better place.

Peter Merry has said publicly that he
had a poor opinion of Multi-Ops before he
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The Mega Moon™ creates
an LED beam effect that
features individual control of
red, green, blue and white
LEDs within each of its four
clusters. It offers adjustable
strobe speed of the razor-
sharp beams. It also offers
build-in automated and
sound activated programs
via master/slave or DMX.

met me. He thought we were all bottom-
feeders and that we all did things like bait
and switch to our clients. But meeting me
and my staff and seeing how we operate
changed his opinion. I was flattered when
I heard that but it also makes me realize
that not everyone with a poor opinion of
Multi-Ops is going to have the opportunity
that Peter Merry had of seeing my opera-
tion. So how do we go about changing all
those opinions?

It’s a conversation I have often with
other Multi-Op owners who, by the way,
run their organizations just as profession-
ally as I do. Elite Entertainment is by no
means the exception. There’s plenty of us
out here, like Denon and Doyle in Pleas-
ant Hill California and Spinnin Discs in
Chicago, just to name two. I talk to my
good friend Adrian Cavlan about this all
the time. He co-owns Sound In Motion
DJs in Santa Cruz California and we are
the two big Multi-Op flag-wavers on Mark
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The Eclipse™ adds

an exciting red and
green laser star field
to a deep blue, high
power LED aura effect.
The independently
controllable lasers
with the fully
dimmable LED
illumination create an
awe-inspiring look that
is equally effective
with or without fog.

Ferrell’s great chat board “Disc Jockey
America.” Adrian and I discuss how we
got here, and more importantly how we can
turn it all around.

And so if this article has helped that
cause over the last five years I am proud of
that. And I will continue. I will continue
addressing issues that matter to Multi-Ops
and thus, probably should matter to Sin-
gle Ops as well. For example when I tell
Multi-Op owners that they are crazy not to
have regular staff meetings, I would hope
a Single-Op would read that and think,
“do I do something regularly to improve
my craft?” That’s what our meetings do,
they make sure that once a month myself
and my staff are thinking, “what can we
do to get better at what we do?” That’s a
question anyone with a desire to succeed
should be asking. At our latest meeting
I had a Chiropractic come in to talk to us
about proper lifting and posture. He gave
us some simple stretches we could do in
the parking lot of our car before we get out
to start loading in. That’s just an example
of the things I try to cover with my staff to

Continued on page 2
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Somebody... Give Me A Pencil

By John Young

This is it! The first official month of the
new version of the Disc Jockey News! (this
also happens to be issue #60 for those of
you counting)

This month we are introducing two new
writers, Jake Palmer and Ken Petersen,
along with the return of Dude Walker.

The feedback from our August issue
has been way beyond my expectations!
Our readers really liked the variety of writ-
ers and the perspectives offered in our new
look. DJs writing from their life and busi-
ness experience really connects well with
many of our readers and judging from the
feedback, many are very excited for this is-
sue!

In our last issue, Mitch Taylor had
referred to the mental disorder of schizo-
phrenia in describing one’s business prac-
tices. The common use of the word schizo-
phrenia in his article would be a defined by
Webster as ‘a mentality or approach char-
acterized by inconsistent or contradictory
elements.” Hence, he referred to marketing
and business efforts that were all over the
board and lacking consistency.

While the term is accepted as a descrip-
tive term in general society, it can be a bit
offensive to those suffering from this disor-
der or those who know someone with this
disorder. Mitch Taylor nor the Disc Jockey
News meant any harm or offense by the use

Continued from page 1
make sure they are as fully prepared as any
DJ could ever be.

So for my regular readers, I thank you
for checking me out once a month. I love
it when I get an email or a text that says
(to the effect) “your recent article struck a
nerve — thanks!” That’s the best I can ask
for. If I can make you think or question
one of your business practices, then my
750 words every month have meant some-
thing. And if not, turn the page, I’'m sure
one of the other great writers in this publi-
cation will getcha!

If there’s a topic you’d like to see me
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of this term. It has been used many times in
different presentations within the industry
and we viewed it as a common use descrip-
tor of unfocused marketing.

You will notice over the next few
months that we will have more sponsors
for the paper. Those sponsors are the rea-
son why the paper only costs $12.50 a
year! Without their support, we could not
afford to keep the paper coming to you
with such great content at such a reason-
able price. PLEASE support our sponsors!
They make it possible, and they need your
support to show them how much you ap-
preciate them helping bring this paper to
you each month!

Fall is near, which means school dances
for DJs from across the country! Our sea-
son in the Upper Midwest starts in about
two weeks with our Homecoming dances.
Two quick thoughts.. if you are not into
the teen music scene, take page 15 with
you with the top 15 songs in each popular
charts. This will help give you an idea of
some of the hot, recent songs that most of
the students will know. Secondly, be sure
to buy your music from one of the repu-
table music services. They (in most cases)
have gone through the trouble of editing
the songs for content and have taken out
any language which would not be appro-
priate at most teen events. While some

discuss in this space, send me an email and
let me know. Next month I understand
there’s a “theme” of Bridal Shows. My
biggest challenge will be keeping myself
to just 750 words. At Elite Entertainment
we do about 45 showcases a year and other
than “word-of-mouth,” they are the biggest
reason for our continued success.

Mike Walter is the owner of Elite En-
tertainment of New Jersey and a nationally
recognized expert in the area of multisys-
tem company development and staff train-
ing. You can contact Mike at mikewalter@
discjockeynews.com.

Sales:
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Free Swap Shop Classified Email Ads:
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Deadlines: Advertisement deadlines are
the 20th of the month. The publication is
distributed to all zones on the 1st of every
month.

Letter to the Editor: Questions can be sub-
mitted to the editor or writers of the paper
via mail or email. All letters must have
complete contact information included for
use and publication. Personal information

songs are just a bit too nasty to play at a
school event, most of the releases from the
main DJ music services are safe to use at
your events. But, as always, take the list
and preview those songs prior to playing
for the first time this fall.

I would recommend taking some time
to look up the song lyrics online. Some
songs sound very harmless until you really
listen to the words. It is a very uncomfort-
able feeling to be playing a song and have
a principal come up and ask, “do you know
what they are singing about in this song?”’
“Um, isn’t it about eating a sucker?” Do
a bit of research prior to your dance and
make the adults in the crowd appreciate
your preparations and your music selec-

tions.

In a couple of months we will all be in
full swing for the bridal shows. Some of
us do them, some do many, some are not
involved but still see a bump in the phone
calls during bridal show season. In the
next issue, some of our writers will be giv-
ing some suggestions you can use during
bridal show season to be more effective
in communicating to potential customers
and making the best use of your time and
money.

Now, because I don’t want to be the
ONLY publication in the country (especial-
ly from Minnesota) that hasn’t talked about
Brett Favre, we will now dedicate the rest
of my article to the return of..
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Starting From Scratch

By Jeff Richards

Starting from scratch is a monthly col-
umn that will help those new and old to the
Disc Jockey industry. Each article will cov-
er what it takes to be a successful mobile
DJ. Today’s
topic: Taking
Requests.

Do you
take and
play re-
quests from
your B&G
and/or their
guests? I
was amazed
when I read
a DJ chat
site  thread
where some
DIJs said
“Absolutely
Not!” when it comes to requests. They
don’t want their clients to be involved in
music selection except for those few “Spe-

cial Moments” songs. Many also do not
want to take any kind of requests from the
guests they are performing for.

In my opinion this is just bad business.
The latest catch phrase in the DJ industry
is “Customization,” but yet they don’t want
to accept song requests, how is that cus-
tomization? Of course you don’t want a cli-
ent who gives you a list of several hundred
songs but you really should have their in-
put into the planning of the music to make
it a true success.

I have several forms for the B&G to fill
out including a “Play List” that allows them
to select 10 fast and 10 slow songs other
than those already selected for their special
moments dances with the idea that they
may not all get played. I also my clients
get short lists of songs from their parents
and their bridal party prior to the event.

An important lesson that I learned years
ago from Jim Cerone of “The Perfect Host”
is to mingle with the guest before and dur-
ing dinner by walking table to table and
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asking for song titles that they would like
to dance to. I have found that people do
not typically like to approach the DJ to re-
quest a song, this way I go to them. I can’t
tell you how many times I have over heard
from the previous table “That was great, |
have never seen a DJ come to the tables
and ask for requests.” I find if I play songs
that were requested, those guests then have
a tendency to come up to me and request
another song later in the dance.

I try to get to know a few of the guests,
especially the older folks because they
sometimes feel left out. By spending a few
moments with them, they then can feel a
little more relaxed and that the DJ isn’t go-
ing to just BLAST loud music all night. It
is fun to see their faces light up when they
request a song form the 40’s or 50’s and I
can instantly rattle off the singer or groups
name. Older guests really don’t believe
DIJs today know their style/genre’s of mu-
sic. When I play the classic song requested
it can become their favorite moment of the
evening bringing back memories of days
gone by.

I try to create a fast friendship with the
guests and hopefully have a laugh or two

with them. In a few minutes at each table I
can get a better feel for who the guests are
and what they really would like to dance
to. I can get anywhere from a few to hun-
dreds of song requests. Many are repeats,
so when you play them each of those who
requested that particular song think it was
played just for them - making you a hero to
them. I will load all these requests into a
wait list in my PCDJ and play as many as |
can that fit into the flow of the night. Most
of these requests will turn out to be the
“over played” typical songs for a wedding,
but every now and then someone pulls out
a great song that [ haven’t played in a long
while that will go over big with the group.

It’s all about creating a comfort zone for
everyone there so that they are comfortable
and familiar with me as I try to do the same
with them. I also find when you speak one
on one prior to those first introduction an-
nouncements - the guests have a tendency
to stop and listen to you without having to
get their attention and wait for them to stop
talking. They are already interested in what
you have to say.

To respond to Jeff's column send an e-
mail to jeffrichards@discjockeynews.com

What Is Your Motivation?

By Kelly Suit

To recap last month’s article, I think
the Mobile DJ Industry needs a big kick
in the rear. For too long many of us have
been watching and waiting without very
good results. I hear daily how bad the
economy is
and [ read
on the chat
boards how
the sky is fall-
ing. I think
it’s time for
a DJ revival
_|and it’s my

| opinion that it
has to happen
on two levels,
locally and
globally.

Assum-
ing you agree with me, the next question
should be “Where do we start?” John
Kennedy said, “Ask not what your coun-
try can do for you, ask what you can do
for your country!”, so with that spirit I
say “Don’t ask how the DJ Industry can
help you, ask how you can help the DJ
Industry!”. This month I want us to fo-
cus locally because that is where we can
have the most impact. Everything begins
with YOU! I know this is scary, but let’s
break it up and see what all of us can do
to uplift our beloved industry.

First thing we need to do is be bru-
tally honest with ourselves. Regardless
of where you are in your business and
performance skill set, there is room for
improvement. Decide the areas that you

feel are your weakest and make it a point
to do something about it. If you are a
great performer, but average marketer,
see if your community college or Small
Business Administration offers classes to
help you get better. Go to the library or
local book store and get a book on the
subject. Go on-line and get ideas. There
are so many opportunities to learn and
grow. Utilize all the opportunities at
your disposal.

Attend networking meetings not just
to promote yourself, but to improve the
opinion others have about our industry.
Too many people have either poor or
wrong impressions about who we are and
what we do. If possi-
ble, offer to perform for
the networking event.
People need to see that
we aren’t all the loud
guy with the powder
blue tux with ruffled
shirt that the media has
portrayed us to be.

I highly recommend
being part of a local
DJ association. The
benefits are too numer-
ous to not be a part of
one. If you want to get
the most out of these
meetings, you need to
check the ego at the
door. The reality is that
we are all unique and
offer our clients some-
thing totally different,

but having friends in the industry espe-
cially on a local level can be invaluable.
I have friends that if I have a problem
I can count on to help out and they can
count on me. If your area doesn’t have
a local association, organize a DJ night
out. Pick up the phone and call other DJs
in your area just to get to know one an-
other. You won’t connect with everyone
and some won’t be very receptive to your
offer, but it’s amazing what can happen
if you get enough people of like minds
together. I have seen first hand how the
bar of professionalism can be raised by
just a few DJs banded together.

As I mentioned in my last article,
our industry was growing and making
so much progress just a few short years
ago. I know that many people are con-

w

cerned with the current economic reali-
ties, but now is not the time to regress.
I’'m always amazed when I read on the
chat boards DJs arguing about what can’t
be accomplished with people that have
already achieved it. There are lots of
DJs making a living (and in some cases a
very good living) doing what we all love
to do.

Next month I’ll end this series with
what I believe we need to do globally
as a body of DJs. I really challenge you
to consider and hopefully act upon what
I’ve said. 1 see the promised land up
ahead.

Well my brethren, are you up for the
challenge?

Kelly Suit can be reached at kelly-
suit@discjockeynews.com.

Can You Afford to Let
Customers Slip Through
Your Fingers?

In today’s tough economy, finding new leads is more challenging
than ever. DJ Event Planner makes it easy to keep close track of all
your leads - no matter where you are - with one simple, easy to use

Web-based system.

Appointments

To Do Items

Client Contacts
Emails
Client/Employee Info

Leads
Documents
Mail Templates
Equipment Lists
Music Lists

Venue Info .
Expenses .
Contract Details «
Planning .
Information .

To find out more and to get a FREE 30 Day Trial,
visit our web site at: www.djeventplanner.com
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Your Best And Most Costly Lessons

By Jeffery Gitomer

How good are you, really?

Be your own customer, and find out, re-
ally.

Yesterday I got the shock of my life: 1
tried to buy something on my own website
and couldn’t.

Funny, I buy all kinds of things on other
people’s websites. I’'m a one-click buyer on
Amazon. I’'m a Paypal customer. And I have
my credit card registered and saved on every
site that will allow it. In short, I trust the In-

ternet.
In  short,
short - if T de-

cide that I want
to buy some-
thing  online,
I want to buy
it fast. And I
don’t  know
# about you, but

i an online order
= form (where all
the boxes say
mandatory” to enter my information.)
Many of you subscribe to my weekly
email magazine and have taken advantage of
the “deal of the week,” a special offer on a
bundle of my books and CDs. Last week we

9, 66

it’s

"Your.compefitors
will be there.
=VVill. you?”

decided to present something for the first time
—a $20.00 discount off any of my upcoming
public seminar tickets. Fair enough...

So I went to my own site to test the of-
fer. I put in a request to buy five tickets. The
website (my website) promised fast and easy
purchase. And that promise was ANYTHING
BUT the truth. It was a pain in the butt. I
clicked off of my own site in frustration and
disgust.

I immediately pulled the offer and we
went through an e-commerce exercise that
brought me back to reality. We revamped the
purchasing process to where it IS fast and
easy. And easy to understand. It’s now fixed
for the short term, and we have a long-term
plan in place (actually in motion) to make it
even faster and easier.

MAIJOR CLUE: Had I not tried to buy
something from my own website, I would
have never known. I would have danced
along actually believing my own words, nev-
er realizing that customers were frustrated
— and worse — not purchasing. Clicking off
— abandoning the next step in the buying pro-
cess because it was slow, cumbersome, and
uninformative.

How’s yours? Think your e-commerce is
great? Ever try to buy something from your-
self, or are you just taking “IT’s” word for it.
Or worse, believing your own instructions?

-JA

‘"‘:!

CHALLENGE: Be your own customer at
least once a month.

In these “trying” times, many customers
(yours and mine) are struggling to maintain
volume, profit, and productivity. Somehow
the stimulus package and bailout have not yet
reached them — me either. You?

REALITY: Each of us is responsible to
stimulate and bail out ourselves, in spite of
what you may be hearing.

If and when your customer calls or goes
online, they expect instant answers, instant
service, and instant delivery of whatever they
need — or they will seek a competitor.

And they expect multiple options to con-
nect with you, any time of the day or night, to
get the help they need, or purchase the prod-
uct they need.

REALITY: Their need is your opportu-
nity. Your challenge is to turn them into a
happy, LOYAL customer who is willing to
repeat purchase, tell others, and refer others
to you.

Not “satisfy” them.

Here’s what to do to self-insure your own
success:

1. Call your business five minutes before
you open, and try to place an order, or get
service.

2. Call your business five minutes after
you close, and try to place an order, or get
service.

(That should be enough to make you an-
gry — but wait there’s more!)

3. Go online and try to buy something.

How long does it take (how many clicks?)
compared to Amazon’s one?

4. Call your business during the day and
complain to someone. Then ask for the per-
son’s boss — or even your CEO. Make certain
you have plenty of Pepto-Bismol on hand —
because I promise your stomach will be turn-
ing upside-down.

4.5 Now call yourself and listen to your
pathetic voicemail that tells me everything I
DO NOT want to hear, and DOES NOT tell
me the one thing I want to hear — where the
heck are you?

REALITY: Whatever your experience is
when you call yourself or buy from yourself
online, that’s the same thing your customers,
your life-blood, and your money-line is expe-
riencing. OUCH!

Fix it fast. Your customers need you.

If you want an idea to eliminate the silly
computer that answers your phone before and
after hours telling me “how important my call
is,” go to www.gitomer.com and enter the
words ANSWER LIVE 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 sales-
man(@gitomer.com.
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Analysis Paralysis

By Mitch Taylor

Have you heard this phrase before?
It’s an often heard phrase in business
when one is
so bogged
down in the
decision
making
process that
they  fail
to act on
what they
are trying
to decide
upon ..
sometimes
until it’s
too late and
they lose
that window of opportunity. I have a
friend of mine who says that he can’t
join Facebook yet because he needs to
study it and decide what the best course
of action is or if he even wants to be on
Facebook.

Some decisions in life are simple...
what to eat for breakfast, which way to
drive to go to work, to shave or not to
shave in the morning....others are more
complicated. Being on Facebook defi-
nitely falls under the former category
and not the latter. Now, we can all
jump in the discussion of “why” to be
on Facebook for your personal life...
and there are “Pros” and “Cons” to it I
suppose, but for business this should be
a split second decision and you should
move forward. The advantages FAR
outweigh the disadvantages.

Take a look at your own business...
do you suffer from Analysis Paralysis?
Maybe you’ve failed to launch your
website or blog because you want it to
be “just so”. Maybe it’s a new busi-
ness card design or booth setup? What
about those customers you could have
sent to your blog yesterday that want-
ed to know more about your service?
Without one launched, it’s more dif-
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ficult to showcase your business. It’s
understandable to want to spend time in
the development phase with anything
worthwhile, and that doesn’t mean I
recommend throwing any item of your
business up willy-nilly, however...
analysis paralysis shouldn’t prevent
you from succeeding in business and
losing out on opportunities.

Let’s look at ways to overcome
Analysis Paralysis. In your decision
making process, ask yourself these
questions.

1. What is crucial to make my deci-
sion succeed?

2. What items of this decision must
be decided before I act upon the deci-
sion?

3. What could hurt the most later to
change about my decision?

4. What could realistically go right
and wrong?

Here are 4 tips to help you answer
these questions in your own business.

1. Set a deadline for when you want
to act...and STICK TO IT.

2. Ask for help by asking a friend or
colleague who’s a bit more spontane-

ous to give your idea a look.

3. Make decisions in personal life
faster. This will hopefully carry over
to your business life.

4. Start small. Create the to do list
and start with smaller items first. Once
they are scratched off, that will give
you momentum to attack the bigger
ideas and items on your list.

There’s an old saying that goes fail-
ing to Plan is planning to Fail. Analysis
Paralysis has shown us...too much can
be as crippling as not enough. Bottom
line...To think is to create but it takes
action to DO. As the famous slogan for
Nike says....JUST DO IT!

Mitch Taylor is a 17 year veteran of
the mobile disc jockey industry and got
his start working on the cruise ships of
Carnival Cruise Lines. He is a mem-
ber of the American Disc Jockey Asso-
ciation and WED Guild™. Mitch owns
and operates Taylored Entertainment
in the Upper Peninsula of Michigan
and can be reached at 906-786-6967.
Mitch can be reached at mitchtaylor@
discjockeynews.com

A Good Gig At 41

By Dan Nichols

So a young lady approaches me at
one of those weddings where you can
see you are amidst a flock of brides to
be. These are the nights where upping
the ante, stretching the old ways of be-
ing and doing are not just fun, they are
down right rewarding.

Come to think of it, I love playing
a variety of music and reaching deep at
many events.

Come to think of it, maybe, just
maybe ex-
perimenting is
more my norm.
Have you been
stretching
“you” for im-
provedrespons-
es from them?
Have you been
stretching you
to separate you
from the com-
petition?

The re-
ally neat thing
about what we do as DJs is that a
change of just 20% can reap returns of
200%. A change can elicit immediate
results. Unlike many businesses that
have to wait for months or years to see
the effects of their incremental busi-
ness changes we can watch it unfold
minute by minute on the dance floor.
We can actually get measurably bet-

ter on the fly... how’s that for a t-shirt
slogan... “I Get Measurably Better On
the Fly” — it’s almost a double enten-
dre. Assuming you average 18 songs
per hour you’d only have to change
3-4 songs per hour to come up tasting
like something other than water. What
is so nice is you get immediate “soles”
on the floor feedback. You can read the
energy level in the room almost right
away. How cool is that?

Ok, enough of this conversation. [
just want you to see how small changes
in your musical choices can make big
differences in how people perceive
you as a dj. It is one of several factors
that really get those brides thinking...
“wow, finally something different”. In
other words, be careful to not always
play to the lowest common denomina-
tor. Don’t decide “this crowd” won’t
appreciate your pushing their and your
limits. All of us can make some incre-
mental changes to raise the bar. Some-
times playing safe sucks and the only
time we grow is when we sense a level
of discomfort (yeah, the next song
might kill the floor). Free your mind
and the rest will follow.

Got something that’s holding up
your business growth, besides a rough
economy? Shoot me an email maybe
I’ll address it in an upcoming article.

Dan Nichols is a professional busi-
ness coach and published author based

in Michigan. He also has 18 years ex-
perience as a mobile dj. He's looking
for some entrepreneurs to review free
of charge his latest audio release “8
Degrees 2008”. For a free copy email

him your contact info at admin7029@,
businesslaunchexpert.com

Let’s face it, these days everyone has a website.

So what makes your website Qﬂ?ﬂ]}) GI_[E@

- Music Search & Request System [
- Dynamic Availability Checker

- Savable Event Planning Forms
- Customizable Event Timelines

- Instant Price Quote Generator

- Post-Event Satisfaction Survey
- Credit Card Payment Gateway

- Guest Request List System

FACT: Research shows that visitors spend MORE time on
exciting, dynamic websites with engaging content.

Welcanihelp!

DJ Intelligence is the fastest and simplest way for you
to enhance your existing disc jockey website with
engaging, interactive content. No programming required.
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t Intelligence’
- Complete Online Event Booking "Simarten Your Website"

Add these features to your existing DJ website today at:
www.djintelligence.com

Don't yet have a website? We can help! Visit our site for details.

No software to download or install.

Works with any website, hosted at any ISP.
Adds onto your site in seconds.

100% customizable.
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From The Other Side...

By Jake Palmer

As a longtime professional mobile enter-
tainer, I have seen more than my fair share of
weddings, but recently I got the opportunity
to be the groom, and take a long hard look
at our industry
from the other
side.

In July, I was
lucky enough to
get married to
the  longtime
love of my life.
So I thought it
would be a great
experience to pay extra-close attention to the
way certain vendors and professional han-
dled MY wedding day. What did they do that
I loved, what did they do that I don’t care for,
or just didn’t feel comfortable with.

Over the course of the next few articles,
I want to take you inside the planning and
preparation process of my wedding. I hope I
can share my thoughts; concerns and experi-
ences with you so that we can all strive to be
better, and make a more memorable event for
our clients. Most of this information will re-
late directly to weddings, but I hope you will
find I useful in every aspect your business.

I found it very interesting that, the day
after my wedding three DJ friends of mine
called me and immediately wanted to know
what it was like to be the Groom rather that
the DJ. What did I learn, what can I tell them
to help them in their own sales process, what
did I like or dislike. This is one of the reasons
this industry is so amazing. Mobile Enter-
tainment continues to grow and evolve, and
the people in the industry are always willing
to share and grow together as an industry.

As professional mobile entertainers it
goes without saying that we have all seen our
fair share of weddings and other events, but
what separates us from them? Have you ever
stopped to think about that simple statement?
What do clients think of you? Are you the
constant professional? The fun guy, who’s
cheap? Were you just the company that hap-
pened to be available?

We have all heard the saying a million
times, but it’s true. First impressions are
everything. The first contact you have with
your client is the most important. This is
where most sales are made or lost. There is
an old saying that “people buy from people
they like.” This is true for cars, couches, and
speakers, why wouldn’t it be true for the most

important day of your life? One of the flower
vendors my fiancé and I had our first appoint-
ment with, met us at a coffee shop at 6:30pm
on a Sunday wearing jeans and a sweatshirt.
She was obviously exhausted from work-
ing the same all-day bridal show I had just
worked, and we are meeting when we should
be home eating. Needless to say she didn’t
make a great impression, and I don’t remem-
ber her flowers.

Choose your first impression wisely. If
your first contact is on the phone, as most are,
I would suggest scheduling a personal con-
sultation. If you do not have a professional
office and need to meet in a public location,
make it a good one. I once watched a pho-
tographer attempt to pitch $3000 and $4000
wedding packages to a bride and groom at a
McDonalds with one of those indoor play-
grounds. How’s that for a lasting impression?
Choose a location that is quiet enough to talk
comfortably, but not look out of place if you
use a computer of other visual aids in your
presentation. Always invite them to a loca-
tion close to their home, avoid fast food joints
and if you can help it avoid super busy places
with distractions, I’'m not sure you will get
much done at an Ichibans or Manny’s Steak-
house. I like a nice coffee shop or Panera
type place. I am not a fan of the TGIF or
Applebee’s type places they get too busy and
focused on getting guests in and out.

Always arrive first and BE PREPARED!
Know the bride and grooms names, if they
have mailed or e-mailed you info, have it
with you and be familiar with it. Brides and
grooms want to feel special, and re-assured.
I truly felt like some vendors I met with
could not have cared less about our ideas
or thoughts, and in some cases they didn’t
have any ideas for us. Remember YOU are
the professional who does this for a living,
have a plan for the meeting, have a plan for
your clients event, and take charge. Let your
client know that they are in good hands, and
you will be there with them every step of the
way.

Look good, remember, if this is the first
meeting they will most likely make a deci-
sion in the first 5-10 minutes about you (may-
be sooner). A suit and tie may not be neces-
sary, but jeans and an AC/DC t-shirt are a bad
idea. Avoid alcohol, and be upbeat and fun,
think about what you would want the person
in charge of the entertainment at YOUR wed-
ding to look like, act like, be like... and be
it.

Remember, first impressions are every-
thing, I have a long list of vendors who did
not get the gig because they seemed uninter-
ested, unprepared, and unprofessional.

Jake Palmer can be reached at jakepal-
mer@discjockeynews.com.

‘Not My Client’ Concept...

By Ken Petersen

Unpacking Concept For Practical Use:
“Not My Client”

These articles are going to be about sim-
ple phrases, thoughts, and or statements we,
as mobile DJs use. The intent will be to dig
into the meat of a phrase and digest what is
really applicable.
The applications
should fit both the
multi-system and
single system op-
erators.

Not My Client

One of the first
rules in writing
great copy is re-
moving the nega-
tive. As you can
see, this article
is based upon a
phrase that begins
with a negative.
When we remove “Not” from the phrase we
end up with “My Client.”

If you have a plan and a goal, you should
have a clear idea of who is your client-type.
This should include event type, age group,
education level, work status, and income lev-
els. With specifics, you gain a better view
of your client before you’ve even begun the
advancing to a sale. The choice of venue and
photographer says plenty about the prospect.

There is still one other word in the now
remaining two-word phrase: “My.” Who are
you and what does your company do? You
must be able to come up with a quick state-

ment to answer that. If you don’t understand
who you are and the type of service you want
and/or are capable of delivering, how can
you discern who is going to be your client?
When you begin to visualize your strengths
or limitations (or maybe just simple likes and
dislikes), you begin to place your company at
certain types of events; working for certain
types of people.

Treat each inbound as a building block for
success.

The prospect that is blindly booked is go-
ing to be one of three possible outcomes: 1)
The event is going to help power your next
year’s calendar, 2) The event is going to be
a dead-end regardless of the event’s success,
or 3) A dissatisfied client resulting in a refund
or bad review.

Every client on your books should be
stepping stone to your destination. That
destination is, of course, where you planned
your company to be in 3, 5, or 10 years down
the road.

Only those with a strategic plan of attain-
ing or retaining market share should have a
sense of desperation when each inbound con-
tacts them. To those market share folks, it’s
best to have the quality systems, resources of
time and organization, and talent. You want
your staff representing you in same light that
you’d want performing in front of your fam-
ily and friends. The risky plan of market
share may fall short when the gear, resources,
and talent are sub par. Thus filling your books
with Outcome #2 and Outcome #3’s and fall-
ing very short of your long-term goals.

For those with just a few systems or one
system, knowing who is your client-type
becomes the first step in determining who
is not. In regions all over, smaller scale DJ
services have adopted the same immediate “I
gotta book this prospect” stance that a quanti-
ty dependant provider must and can afford to
have. Simply stated, there is no way a single-
op will ever beat a multi-op at that game.

A single-ops that do not filter less-than-
ideal-events, increase their chances for Out-
come #2 and Outcome #3 events frequenting
their calendars — and remember, #2’s and
#3’s don’t offer stepping stones for filling
next year’s calendars. The odds are stacked
against single-ops that load-up on event
types and clients that will become dead ends
or dissatisfied clients. Now that single-op is
mandated to pumping more dollars into ad-
vertising to compete with a firm that has them
beat by shear frequency and/or being high-

profile.

Why not just limit the frustration early
with a little strategic filtering?

“Not My Client” is a significant phrase
when correctly applied to a DJ’s operations.
You will continuously loose ground when
you don’t keep track of who is and who is
not your client. Correct application depends
on having a goal and a plan for your busi-
ness. Only you know if you are upholding
both your vision statement and your mission
statements — those two statements are your
business’ goals. Far too often these goals are
shoved to the back burner the instant the pros-
pect contacts them. It’s almost like hearing
the ringing phone or new email notification
shuts off the part of the brain that processes
common sense.

Ken Petersen can be reached at kenpe-
tersen@discjockeynews.com.
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International DJ Expo Recap

By Mike Walter

I attend my fair share of DJ Conventions so [
feel generally qualified to critique them. I think
I know what makes a good couple of days for an
attendee especially one who is more motivated
to learn than to party. With that in mind, here
are my thoughts about this year’s International
DJ Expo, which was produced by DJ Times
from August 10th through the 13th:

Seminars:

The only complaint I could possibly see any
attendee having about the educational content
DJ Times offered would be this: Too much!
With three and half days of seminars on every-
thing from selling to generating referrals (for
the Mobile DJs) to remixing and landing your
tracks on dance radio (for the Club DJs) DJ
Times looked the recession eyeball to eyeball
and said: “We’re going to do everything we
can to help our attendees get through this.” And
that was one of the overall messages all week,
that there are two things you can do when the
economy is down, you can let that be an excuse
or you can roll up your sleeves and refuse to
lose. Those that attended the International DJ
Expo, and especially those that sat through their
share of seminars (rather than waking up at 2pm
everyday hungover from the night before) are
much more prepared to weather the storm than
anyone else.

Seminar highlights for me include the
very first one. Sean “Big Daddy” McKee and
Gerry Siracusa kicked off the week with a one-
hour seminar entitled “The ABCs of Passion.”

* Real Chapters

* Real Education
* Real Leadership
* Real Value

Join Today!

Building on a seminar that Big Daddy had pre-
sented in Chicago at the ADJA Convention, this
seminar not only demonstrated both presenters’
passion for their businesses and the industry, it
fired up all the attendees and got us all moti-
vated for the week ahead. What a great choice
by DJ Times to get their Expo started!

Steve Moody (more on him later) presented
“The Art of Converting Prospects into Clients.”
This was one of the most organized and well-
presented seminars I have ever witnessed. Not
to mention the fact that it was chock-full of
pertinent information for anyone in our indus-
try who sells face to face to their clients. Stacy
Zemon’s “Mobile DJ Roundtable” was also a
highlight for me. I had the opportunity to hear
from some DJ Industry legends (Cap Capello
and Bobby Morganstein) an up and coming
name in our industry (Jason Jani) as well as the
ubiquitous yet enigmatic Johnny Kelly. Each
presenter gave a “mini-seminar” about one of
their strengths in the industry. It was a pleasure
to hear Johnny expound on what makes him
such a great MC.

One of the last seminars of the week was
also one of the best. Jake Jacobsen put together
this year’s “Games and Dances” which was a
90-minute seminar filled with, well, games and
dances. Any DJ who does any interactives with
their party guests would have benefited from
this seminar.

Exhibit Hall:

DJ Times has always prided itself on hav-

EDUCATION

= ADJA exclusive DVD
Instructional Series
featuring key topics

for the professional DJ

= Learn to educate consumers
on how to choose a truly
professlonal Disc Jockey

country

NETWORKING

= Network with other professionals
in your city and across the

= Build and grow YOUR business
and help encourage success
among other ADJA members
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ing the biggest, baddest and loudest showroom
floor and this year was certainly no exception.
From the uber-booths of Pioneer and Denon to
the smaller more humble displays of manufac-
turers like RFC speakers (I’'m buying a pair so
I’'m hoping a plug here might help) the exhibit
hall was packed with vendors offering products
(and in some cases pretty good deals) to our in-
dustry. For the second year in a row the Inter-
national DJ Expo has been held “back on the
boardwalk” at the Taj Mahal which means DJ
Times can utilize the Mark G Etess Arena. For
concerts this massive space seats up to 5,000
so you can imagine the room DJ Times has to
work with.

Evening Activities:

I produce and host the Monday Night “Mo-
bile Kick-Off Party” and the Wednesday Night
“DJ of the Year” competition so it is hard for
me to be objective about these two events. So
instead of me saying how great they were, 1l
quote industry veteran and author Stacy Zemon
who wrote on my Facebook page: “You did a
GREAT job producing the “DJ of the Year”
competition as usual, Mike...I already can’t wait
for next year!” On Wednesday night, the DJ of
the Year competition was as tightly contested as
Ihave ever seen. With a potential of 600 points,
only 20 separated the top 4 performers. Ulti-
mately though, the award went to Maryland’s
Steve Moody. Steve’s game “Juke Box Elimi-
nator” was fun and unique and his presentation
of it was spot-on. The judges loved his MCing
skills enough to award him the 2009 DJ of the
Year. Congratulations Steve!

On the Tuesday night of the Expo (the one
night I get off!) Promo Only and Pioneer tradi-

The ADJA
“OFFERS MORE”

So DJs Can Build
B & Grow Their Business! /

)

SUPPORT

* Membership has its benefits!
As a member you will receive:
Discounts on Liability and
Property Insurance, Exclusive
Legal & Accounting Advice,

A Mobila Beat Magazine sub-
scription, Music Discounts,
Marketing Materials and
much morne..

BECOME A MEMBER TODAY!
Visit our web site for detailed information and membership application: www.adja.nrg
ADJA - 20118 M. 67th Ave,, Suite 300-605 - Glendale, AZ 85308 - B88-723-5776 - office@adja.org

tionally host an event for the DJ Industry. The
last few years it seems that this event has got-
ten bigger and more star-studded and though
it seemed like last year couldn’t be topped,
they did it again! The 2009 party was amaz-
ing. With performers like Kristinia DeBarge,
Deborah Cox, Kim Sozzi and Lisette Melendez
all leading up to an amazing set by Pitbull, the
House of Blues was rocking into the wee-hours
of the morning. Good thing DJ Times didn’t
schedule any seminars on Wednesday before
1lam!

Networking:

Many people (myself included) will tell
you that the true value in attending DJ Expos,
whether they are the two big ones held by DJ
Times and Mobile Beat, or the smaller regional
ones hosted by, for example, this publication, is
in the networking. The opportunity to sit face
to face with your fellow DJ peers sharing some
ideas, venting some frustrations and ultimately
building relationships that in some cases be-
come life-long friendships, is never better than
at an industry event. Indeed some of my clos-
est friends I have met at DJ Expos. And as |
walked the Taj Mahal this year I saw so many
DJs rubbing elbows with other DJs. In the
hallways and restaurants, leaning against black
jack tables and even strolling on the boardwalk,
the feeling of camaraderie was never stronger
than in Atlantic City. We are in a great industry,
not just because we get to bring joy to so many
people every weekend, but also because we get
to know and hang out with some truly wonder-
ful individuals.

«weHelposs
Builds Grow

Their Business”

We Offer More!

Real local chapters provide “more”®
education, networking and support.

“More” benefits that "benefit” you.

“More” education to you, your
employees and your clientele.

“More” ADJA members in “more”
places.

Exclusive streaming media in HD
Exclusive online Webinars.

One-of-a-kind “DJ in need” program
(see www.adja.org for more details).

“More” Unity -
the ADJA is bringing together
“more” DJs, in “more” parts
of the world, than any other
DJ association!
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Outsmarting The Professor

By Harvey Mackay

A young boy enters a barbershop and the
barber whispers to his customer, “This is the
dumbest kid in the world. Watch this.” The
barber calls the boy over, puts a dollar bill in
one hand and two quarters in the other and
asks, “Which do you want son?” The boy
takes the quarters and leaves the dollar.

“What did I tell you?” said the bar-
ber.  “That
kid never
learns!”

When
the customer
leaves, he
sees the same
boy coming
out of the ice
cream  store
and says,
“Hey, son.
Why did you
take the quar-
ters instead
of the dollar

bill?”

The boy licked his cone and replied, “Be-
cause the day I take the dollar, the game’s
over!”

Who really won?

Not only that, but who will continue
to win? My money is on the boy, who will
someday own the barbershop and turn it into

a national chain. He has the instincts to do
it!

Outsmarting the competition has taken
on a whole new meaning, now that competi-
tion is stiffer than ever. As we watch long-
time successful businesses crumble under
economic pressure, we must constantly look
for ways not only to survive, but to thrive.

First and foremost, remember that the
customer is the boss. No one owes you their
business, nor is loyalty the guiding principle
it once was. What we are finding now are cus-
tomers who are tuned in to breakneck pricing
with backbreaking service. If you weren’t
delivering that before, you’d better start now,
because your successful competitors are.

Sam Walton put it in very simple words:
“There is only one boss. The customer. And
he can fire everybody in the company from
the chairman on down, simply by spending
his money somewhere else.”

Take a cold hard look at your products,
whether they’re envelopes or hamburgers
or insurance policies. Are you selling what
customers want and need, or is your offering
getting a little stale?

For example, I came across a television
program about the best hot dogs in Ameri-
ca. A very popular, generations-old estab-
lishment that was featured has all the usual
weenies, but has added a vegan version to
please their meat-avoiding diners. Customers

The Best Insurance; B_eri&ﬁ ts

THE LARGEST & MosT SUCCESSFUL
ENTERTAINER ASSOCIATION IN THE USA

(Discount Liability, Eqthpoment ¥ Medical) /

Comprehensive BusifiessBenelits

Wigmber Marketing \Carmpalgns

ftional and ch}&_f_ Metwor‘.&m gl

\Waererrals ASeminarsy Coriferences

& Education L

Don’t Be Fooled By Other Associations Slick Presentations

y

rave about them. Hot dogs a health food—
what next?

Creativity, innovation, preparation, pay-
ing attention to and being able to predict
trends—all are necessary elements in beat-
ing the competition. You may not get it right
every time, but you’ll never get it right if you
don’t try. The hot dog entrepreneurs recog-
nized that eating patterns have changed in
the decades since their forebears opened for
business and did their homework. Professor
Mackay gives them an A+.

In case you think this is a recent phe-
nomenon, I’ll direct your attention to some
wisdom from Elbert Hubbard, a writer who
made this statement—100 years ago: “The
world is moving so fast these days that the
man who says it can’t be done is generally
interrupted by someone who is doing it.”

The Wright brothers were among many
who were experimenting with airplanes.
They were all using the same principles of
flight, but the Wrights added something:
movable flaps, the forerunner of the mod-
ern aileron. Maybe that’s what your idea
needs—movable flaps to help you soar over
your competition.

Michael Dell, founder and CEO of the
computer giant that bears his name, started
outsmarting the competition as a teenager.
As a newspaper salesman for the Houston

Post, he figured out a way to sell thousands of
new subscriptions. “There were two kinds of
people who almost always bought subscrip-
tions to the Post: people who had just mar-
ried and people who had just moved into new
houses or apartments,” he said. He figured
out how to find those people. He learned that
people who wanted to get married had to get
a license at the county courthouse, a public
record, and that certain companies compiled
lists of people who had applied for mort-
gages. He started with those with the high-
est mortgages, his first experience with what
he would later call “segmenting the market.”
Coincidentally, that strategy contributed
mightily to Dell’s later success.

As humorist Will Rogers was fond of say-
ing, “Even if you’re on the right track, you’ll
get run over if you just sit there.” That’s when
the competition is outsmarting you.

Mackay’s Moral: If you want to out-
smart the competition, you have to out-
think the competition.

Reprinted with permission from nation-
ally syndicated columnist Harvey Mackay,
author of the New York Times #1 bestseller
“Swim With The Sharks Without Being Eaten
Alive,” and the new book “We Got Fired!...
And It’s the Best Thing That Ever Happened
to Us.”

Always Be On Time

By Ken Day

When it comes to customer service
the MOST IMPORTANT and quite of-
ten, the most critical concern for the
majority of clients is being on time for
the first and subsequent meetings. Even
if they profess that “Oh, that’s ok they
are concerned with your effectiveness
and com-
mitment to
them  and
their event —
Right From
The Start.

When
you arrive
late, you
send the
message
that you
have more
important
things to do,
that this appointment isn’t your top pri-
ority. Conveying that attitude is not only
disrespectful, it’s unprofessional and it
is be very bad business. Furthermore,
if the meeting starts before you arrive,
you may not be admitted, and that non-
admittance may be on the mental level.
Instead, you may be forced to be mere-
ly an observer standing on the outside
while the meeting goes on without you
being able to influence or offer anything
significant to the conversation of the

meeting.

When you are running late, it forces
others to wait and they can fall behind.
Your lateness can waste their time,
make them impatient, and raise their
blood pressure, which can cause them to
be less pleasant and far less easy to deal
with. When you are not on time, it can
trigger a chain reaction that pushes back
everyone’s schedule and decreases the
time left to accomplish your business.
When you’re late, those who may have
been eagerly looking forward to seeing
you at 3:00 pm. may be irate at 3:20. By
3:30, they might cancel the meeting al-
together and decide not to deal with you
at all due to the fact that have shown
little respect for them or their valuable
time right from the start.

I, as a rule of thumb, conduct my
meetings, with anyone, utilizing the
30 minute rule. If I know in advance
that I will be 30 or more minutes late,
I reschedule the meeting. When I say in
advance that is one or two days in ad-
vance. If, on the other hand, the person
meeting with me is 30 minutes late in
meeting with me and that does not mean
I am sitting in the waiting room waiting
to see them or the secretary or assistant
apologizes for them running late. I will
not do business with them. Yes, even if
they are a potential client.

Ken Day continued on page 10
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Gear Review: CD/Mixer Units

By Kirk Holslin

A small part of being a successful and
professional Mobile DJ is being able to han-
dle a variety of show types and having the
appropriate equipment to do the job.

After 9 years of being hauled to and from
shows, and tossed into its appropriate stor-
age location my trusty Gemini Disc O Mix is
taking its last breath. I know that in many of
your eyes a Gemini Disc O Mix may have a
less than desirable quality. As I mentioned in
last month’s article, when I purchase a piece
of gear, it has to fit within my setup for the
type of events I perform. The Disc O Mix fit
perfectly as my ceremony, “pool party”, and
back-up system. The time has come for me
to start looking at a new compact system that
will fit within my business model.

I identified that my primary needs are to
have a compact ceremony system that could
be used as a back-up. Since I still use CD’s
as my primary audio source, I am interested
in CD / Mixer combo systems. After doing
a bit of research I identified 3 systems that
could make a suitable replacement. They
are the Gemini CDMP-6000 (Due out in
September 2009), Numark CDMix3 and the
American Audio CK-1000 Mp3.

Due to the fact that the Gemini CDMP-
6000 will not be out until sometime in Sep-

tember 2009, I’'m pulling data off of the
Gemini website for this article.

All three units have the same basic fea-
tures of: Plays CD/Mp3/CD-R, Instant Start,
Anti-Shock, Master Level Controls, Adjust-
able Pitch Rates, Cue Level and Seamless
Looping. Since these products have differ-
ent product launch dates they do have fea-
tures at are unique to themselves. Depend-
ing on what your needs (or wants) are may
help make your selection easier.

The
Numark
CDMix3
has been
on the
market for
a couple
of years
now. The
CDMix
series has a very good track record for reli-
ability and performance. Their chassis are
clean in appearance and not cluttered. The
CDMix3 offers external inputs for 3 line, 2
microphones and 2 phono. The multiple mi-
crophone option combined with the 2 phono
inputs are not found on the Gemini CDMP-
6000 or the American Audio CK-1000 Mp3.

Gemini CDMP-6000

Ken Day Continued from page 8

Intentionally making someone wait
for you is a tried and true method of
interrogation for police and military
of their detained individuals. It’s so
effective because the mind of the per-
son waiting goes through a process of
wild conclusions. It starts with anger of
not being attended to or given any at-
tention, then anxiety from wondering
if they have been forgotten, next anger
once again because of ill consideration
regarding their infringement of rights
and lack of respect, lastly is paranoia,
because even the innocent start to think
they have done something wrong. All of
these elements occur in those that are
waiting for you and it only take approxi-
mately 30 minutes for the entire process
to occur. Even if you are not being held
by the military or the police, the process
is the same due to the fact the person
waiting is being held by an agreement
of meeting at a given time, date, and lo-
cation,

ACTION PLAN: Lateness tends to
be an organizational problem, so con-
stantly review your schedule in advance
so you always know exactly what you
have on tap. Anticipate delays, plan for
them; consider it as important as plan-
ning the substantive portion of the meet-
ing. Since delays are inevitable in many
locales, build in sufficient time.

If you arrive early, have work on
hand that you can attend to while you
wait. While waiting at the location of

the meeting you are afforded and op-
portunity to review the content of the
meeting, memorize key players names,
prepare yourself mentally to be in and at
this meeting with a focus on this meet-
ing only.

LAST RESORT: When you’re run-
ning behind, phone ahead. Apologize,
explain that you’re en route, see if there
are any matters you can discuss, and
perhaps resolve on the phone prior to
arriving during this call. Ask if there
might be specific areas of concern that
can be addressed promptly when you ar-
rive. And, give them a specific time that
you will arrive or at least very close to
the correct time and give yourself a little
bit of a cushion. You don’t want to be
late twice.

During my time in the military, there
was and is a saying that holds true to this
day.

* If you are 15 minutes early — you’re
on time.

* If you are on time — you’re late.

« If you are late — you’re in trouble.

It’s really just that simple. Always,
be on time. Meaning - 15 minutes early
is On Time!

You can reach Ken Day at kenday@
discjockeynews.com. Ken Day owns
Kenneth Day Weddings at: http.//www.
kennethdayweddings.com

The American Audio CK-1000 Mp3 is
one of the more recent additions to the CD
/ Mixer combinations that are on the market.
It has more features that would appeal to
many mobile and club DJs. First and fore-
most, the CK-1000 has live scratch capabil-
ity. For those of you who have the knack or
desire to scratch this unit can get you on your
way. A feature that really caught my atten-
tion was the RELAY or Flip-Flop Playback.
This feature will start the next player once
one player has ended. This will work for ei-
ther track to track or disc to disc play back.
(No longer will Meatloaf’s “Paradise by the
Dashboard Light” need to be played to make
a run to the restroom.)

T he
Ameri-
can Audio
CK-1000
has a digi-
tal RCA
coaxial
output.
Simply
connect
the unit to
your com-
puter, CD
recorder or digital tape deck to create near
perfect copies of your mixes. The Gemini
CDMP-6000 does have an RCA output.
However, you will lose a bit of sound quality
when you make your analog recording.

I know that many of you cringe when the
term iPod may be brought up by a prospec-
tive client. You can relax a bit now. The
CK-1000 has a mini jack for connecting por-
table Mp3 players or satellite radio receiv-
ers. This could help many of us when faced
with a client or guest who has “some killer
tunes” on their iPod. You can preview the
songs and determine if they are suitable for
playback.

In reviewing the feature list of the Gemini
CDMP-6000 it looks at though they took no-
tice of their competition and upgraded their
CDM-3600. The CDMP-6000 now has the
ability to live scratch just as the American
Audio CK-1000 Mp3. It also has a BPM
counter (TAP) built in. I would prefer if it
was auto BPM counter. I’m not a big fan of
having to press the TAP button to the music
beat to attempt to match BPMs.

Gemini has made a great feature avail-
able in the CDMP-6000 — A built in USB
input. You now have the ability to play and
manipulate songs directly from a USB Key
and Mp3 player. I know that someone is go-
ing to want to connect an external HD to this
unit. I called Gemini Headquarters for a bit
of clarification regarding the USB input. 1
spoke with Sam in Customer Service. He
said, “Don’t do it. The USB input is only for
flash drives.”

When searching your Mp3 folders the
CDMP-6000 jog wheel works rather slick.
The rotary knob allows you to navigate
through the files. To paraphrase the owner
manual, “Simply rotate the rotary until you
find the desired folder and push the rotary in
to choose that folder. Continue to search in
this manner until you find the desired track.

American Audio CK-1000 MP3

Press the rotary again to load and play the
desired track.” This appears to be a more ef-
ficient search method versus the button se-
lect option within the Numark CDMix3 and
the American Audio CK-1000 Mp3.

It’s time to talk about pricing for each of
these great products. I searched several well
known DJvendorsitestofindanaverageprice.
(Not the cheapest price). The American Au-
dio CK-
1000
Mp3 has
a price
tag of
$499.
T h e
Gemini
CDMP-
6000 I
found at
a price
of $399.
The Numark CDMix3 is currently listed at
$399.

In closing, each one of these products
would work well for me. There are features
that I know I would never use, i.e. scratch-
ing, but I’m going to wait a bit longer before
buying. 1 would really like to look at the
Gemini CDMP-6000 before making a final
decision.

You can contact Kirk at kirkholslin@
discjockeynews.com. If you would like your
product reviewed, please contact the Disc
Jockey News at sales@discjockeynews.com

Numark CDMix3

BPM List.

+ 5th Edition, 2009

www.bpmlist.com

The 2009 Edition is Here!

The BPM List now contains over
15,000 charted songs, about 60%
more songs than the last edition!
From the classics to today's hits,
every song includes a BPM count,
chart year, and ranking. Indexed
by BPM, Style, Artist, or Title.

$37.50 per Index
Spiral bound or PDF download

FREE LISTS
Top 250 DJ Songs
Top Songs of 2007
Top Songs of 2008

www.bpmlist.com
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American DJ Takes UV Effects To Next
Level With LED-Powered UVLED
BAR 16

Ultraviolet lighting effects have been
popular since the days of the “hippie black
light.” Now these versatile and dramatic
effects have taken a giant leap into the fu-
ture, with the in-
troduction of the
UVLED BAR 16
from  American
DJ. An amazingly
bright DMX-com-
patible ultraviolet
bar, the UVLED
BAR 16 is powered by 16 high-output 1W
UV LEDs, unlike conventional UV effects,
which use a fluorescent light source.

The UVLED BAR 16°s powerful LEDs
will produce an intensely brilliant black-
light aura over a wide area, making it a
great wash-type effect for stage perfor-
mances, theatrical productions, or any
special effects installation. What’s more,
compared to fluorescent UV effects, the
UVLED BAR 16 requires virtually no
maintenance, consumes little energy and
produces minimal heat. Its long-life LEDs
are rated at 50,000 hours and it contains no
moving parts, so users won’t have to worry
about lamp replacements or breakdowns.
With a miniscule 30W power draw, users
won’t have to worry about high electricity
bills either. And thanks to the cool running
temperature of its LEDs, the UVLED BAR
16 won’t make performers hot and uncom-
fortable under the lights.

Even more impressive are the things the
UVLED BAR 16 can do that its older fluo-
rescent counterparts can’t. For example,
it features 0-100% electronic dimming,
which gives users precise control over in-
tensity and fading. It also includes a re-
ally cool UV strobe effect — another excit-
ing feature never found on “your father’s”
black light.

“LED technology has added a whole
new dimension to the ultraviolet light, and
made this classic effect, which dates back
to the ’60s and ’70s, even better and more
versatile,” said Scott Davies, General Man-
ager of the American DJ Group of Compa-
nies. “With the UVLED BAR 16, you get
a black light that has the bright output and
professional features you’d expect to find
on any high-quality wash effect.”

Another of the UVLED BAR 16’s
unique features is the rounded wash shape
created by its 10° vertical and 40° horizon-
tal beam angle. Because of the configura-
tion of its LEDs, it actually produces more
of an oval shape than a rectangle, making
it exceptionally well suited for wall wash-
ing

The UVLED BAR 16 can be operated
in 3 modes: DMX-512, Sound Active, or
Manual.

It can also be linked in multiples Mas-
ter/Slave via 3-pin XLR cable. A conve-
nient 3-button DMX display is included on

the rear panel.

Other handy features on the UVLED
BAR 16 include a locking IEC power plug,
an On/Off switch on the back, and a flex-
ible dual bracket system that allows the fix-
ture to be hung or set on the ground.

The UVLED BAR 16 features multi-
voltage operation: AC 100-240V, 47/63Hz.
It measures 12.5”L x 2.5”W x 7”H, and
weighs 5 Ibs. The MSRP of the UVLED
BAR 16 is $399.95.

For more information, contact Ameri-
can DJ at 1-800-322-6337, or visit the
company’s website: www.americandj.com
Email: info@americandj.com

Chauvet’s COLORSstrip Mini is the Lat-
est Addition to the COLORstrip Series

The COLORstrip™ Mini is the latest
addition to the COLORstrip series of four-
channel DMX controlled LED linear wash
lights.

At 19 inches long, the COLORstrip
Mini is a convenient addition for smaller
spaces. Static colors and RGB color mix-

COLOFEstrip” Mini

E

ing can be achieved with or without a
DMZX controller. This fixture also strobes,
dims, can remain static or be blacked out.

Additional features include built-in au-
tomated and sound-activated programs via
master/slave or DMX. Dozens of COLOR-
strip Mini’s can be linked master/slave for
a color-changing runway effect.

The unit comes with three pairs of
mounting brackets, two small, two large
and two flat brackets for stacking.

Also available is an optional foot pedal
that provides hands free control for the
COLORstrip series.

Mackie TH-15A Delivers High-Output,
Low-Price “Thump” Powered Loud-
speaker is Ideal Compact PA Solution

Mackie launched the TH-15A 2-Way
Powered Loudspeaker, which delivers 400
Watts of system power in a rugged design
weighing in at just 36lbs (16.3kg). The
lightweight design and sonic quality set the
TH-15A apart from the competition at this
price point. De-
signed by the same
team that created
the Mackie SRMv2
Series, the TH-15A
offers the power,
portability and per-
formance required
of a compact PA
solution.

“We are very
excited to deliver
proven Mackie
Active technology

DISC JOCKEY NEWS e SEPTEMBER 2009 ¢ PAGE 11

derived from our popular SRM Series at
the most accessible price point in Mackie’s
history,” said Greg Young, Mackie brand
product manager. “The TH-15A is a perfect
compact PA solution for a tremendous va-
riety of portable applications.”

The TH-15A benefits from Mackie Ac-
tive technology, which incorporates an ac-
tive crossover and driver time and phase
alignment for optimized system perfor-
mance. The 15 high-precision woofer and
1”” compression driver produce great over-
all sound and class-leading low-frequency
response for a cabinet of this compact
size. A user-adjustable 3-band EQ with a
sweepable mid lets the user flexibly EQ the
system for the application at hand. This is
a great feature for smaller setups that may
not have a ton of outboard gear. The rugged
cabinet is trapezoidal, allowing for use as a
monitor wedge and the lightweight design
makes pole-mounting effortless.

“DJs, smaller live gigs, churches, band
rehearsals...” added Young. “The applica-
tions are limitless. The portability alone
makes the TH-15A perfect for travelling
musicians and DJs.”

Mackie TH-15A will be available glob-
ally in September 2009. The TH-15A will
have a U.S. MSRP of $469.99.

American DJ Introduces Palm Copilot
Touch-Sensitive DMX/Analog On/Off
Lighting Controller

DJs and mobile entertainers can now
control all their lighting fixtures with a
touch of their finger-
tips, thanks to the new
touch-sensitive ~ Palm
Copilot controller from
American DJ and Ela-
tion Professional. A
unique 8-channel hand-
held On/Off controller,
the Palm Copilot can be
used with both analog
and DMX packs, allow-
ing users to turn fixtures
on and off simply by touching a channel
number on the faceplate.

Developed by ADJ’s sister company
Elation Professional, a leader in profes-
sional lighting control products, the com-
pact, affordable Palm Copilot puts the
convenience of touch-sensitive technology
in the hands of everyday working DJs and
musicians. “The newest thing in lighting
control is to move away from the old me-
chanical faders and buttons, and replace
them with touch-sensitive units,” said Scott
Davies, General Manager of the American
DJ Group of Companies.

“The Palm Copilot is a touch-sensitive
controller that was designed specifically
for DJs, bands and mobile entertainers. It’s
lightweight, budget-priced and easy to op-
erate, plus it can be used to control both
analog and DMX fixtures. The Palm Co-
pilot is an example of how American DJ
is committed to bringing the latest, most
advanced lighting technology to our DJ/
mobile entertainer customers in a package

geared to their needs, at a price they can
afford,” Davies added.

Not only does the Palm Copilot offer
the ease of touch-sensitive control, the
pint-sized unit is also totally portable. It
can operate on a 9V DC battery, in addition
to an external power supply, giving DJs
and entertainers an effortless way to switch
their fixtures on and off from anywhere on
a stage or dance floor, without having to
worry about an electrical connection.

Versatile and flexible, the Palm Copilot
comes equipped with both a 3-pin DMX
output connector and a DB-9 analog con-
nector. Its analog output is compatible
with American DJ’s LC-4 and LC-8 Light
Control switch packs (sold separately). Its
DMX output is compatible with any stan-
dard DMX-512 pack.

The Palm Copilot features a 10-way dip
switch setting on the rear panel to patch
the starting DMX address. It also includes
power failure memory, as well as a Touch
Tone feature that can be turned on or off.

Truly a “palm-sized” unit, the Palm Co-
pilot measures a compact 4.75”L x 3.25”W
x 1.5”D. It weighs only one-half pound
for easy transport in a pocket or accessory
pouch.

The Palm Copilot is marketed by Amer-
ican DJ and manufactured by its sister
company Elation Professional. The MSRP
of the Palm Copilot is $139.95.

For more information, contact Ameri-
can DJ at 1-800-322-6337, or visit the
company’s website: www.americandj.com
Email: info@americandj.com

CHAUVET® launches O-Beast LED
Derby Effect

With oversized beams, the O-Beast
easily takes over the dance floor with full-
room coverage of 115 degrees.

It responds to four channels of DMX al-
lowing individual control of red, green and
blue high power (3) LEDs, as well as con-
trol over strobing and speed of back and
forth movements. Each beam is about 4
times wider than the average Derby beam.

The O-Beast’s overall size of just 11.4
inches by 13 inches, and a low weight of 6
pounds allow for flexibility of use, porta-
bility and ease of installation. The O-Beast
also features built-in automated and sound
activated programs via master/slave or
DMX.

Since each
fixture draws
only 13 watts,
up to 25 units
can be daisy
chained at 120
volts. The O-
Beast can be
used in virtu-

%'

ally any setting due to its acceptance of a
wide range of voltages. An autoswitching
power supply allows the light to automati-
cally adjust to a worldwide voltage range
of 100-240 volts.
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With A Grain Of Salt

By Dean Carlson

Looking Up To Someone.

Back in 2004, I had been already DJing
some 15 years. Most of that time had been in the
Night Club industry, but I had a few short stints
with a couple of the Twin Cities larger mobile
companies.
The prob-
lem  was,
I was a
lone  wolf.
The only
concept of
profession-
alism I had
came from
my  own
uneducated
mindset and
admittedly
limited con-
tact  with
the outside
DJ world. I
had seen 2 copies of DJ Times and I thought
Mobile Beat Magazine was a teen rag. And to
think that Disc Jockeys made News, well, that
was just absurd.

My whole world changed for the better No-
vember 7th, 8th and 9th, 2004. Those were the
dates of my first Disc Jockey Conference. Up
until that point I truly was clueless on so many
levels. The first and biggest of those hurdles

was my own ego. To say that I thought I was
God’s gift to the DJ world would have been a
major understatement. I also thought there was
no way I could DJ more than 4-6 more years,
so this business was really just a hobby for me
until that point. Generally speaking, it takes
something pretty major to change a person so
drastically in such a short period of time.

The first thing I learned was that the ego
must go. Here were all these people and they
were ALL so kind. Not only that, they wanted
to help me! More importantly, I learned that
there were many people much better at this
than I was, and it wasn’t a bad thing to admit
this...in fact it was downright crucial if I ever
expected to make anything of myself in this
career choice. I knew at that point I needed
someone to look up to. Someone I admired,
who had distinguished ability and noble quali-
ties. A mentor as it were.

I met 5 people who had an impact on me
at the MAPDJ Convention. Screamin’ Scott,
Cap Capello, Randy Bartlett, Bill Herman and
Mark Farrell. In a way I had been very lucky.
The lineup that year was simply outstanding,
and each speaker built upon the last. I remem-
ber that at the end of that conference I was
worn out mentally. In fact, it took me a bit to
decompress after the show.

Screamin’ Scott was someone I was never
to see again after that show. But his energy was
magical, and when he showed us his Piano Man

routine I knew I had work to do. The lesson I
learned from Scott was that it doesn’t have to
be a complicated interaction to have impact.
Keep it simple, but make each piece shine.

Cap Capello didn’t speak at that conven-
tion. I actually had just a few networking type
of conversations with him. Now I don’t mean
this in a bad way, but Cap convinced me that
there really wasn’t an age limit on how long
you can DJ. Up to that point I believed I only
had a few years left, and then I would have to
get a “real” job. Cap’s lesson was that this is a
real job, and you can do this your whole life.

As the convention started that year, I was
introduced to Bill Herman. What I remember
most about Bill that year was how he com-
manded the space, without making you feel
like he commanded you. Bill was very polished
with a natural way about him that I wanted in
myself for my performances. The biggest les-
son I learned from Bill was how important it
was when speaking to someone else to NOT
make yourself seem better than they are. Con-
versations with Bill are always about you both
being equal.

My first impression of Randy Bartlett was
wow! Randy was not only a genuinely great
speaker, he was very funny. But EVERY-
THING he said made sense. Randy’s 1% Solu-
tion was the first DJ product I ever bought. I
have learned a great many things from listen-
ing to Randy over the years, but the best thing
I have learned was to get every piece of edu-
cational material you can get your hands on.
Sometimes you learn more from the crappy
ones, because they will teach what NOT to do!

(1% Solution is an Awesome Product by the
way)

The final speaker that year was Mark Far-
rell. To say that he took my thinking from A to
Z would be an understatement. “Getting What
You’re Worth” changed everything. 1 was
struck with his poise and the way he exuded
professionalism. With every word I knew I had
met someone who had distinguished ability
and admirable qualities. But better yet, Mark
was someone just like me. He was approach-
able. And that made him one of the people |
knew I had to be like.

Looking Up To Someone isn’t about clon-
ing someone else. It’s about realizing that they
have something you want, and asking for help
to actualize some of those characteristics in
yourself. It’s about understanding that you
don’t have to re-invent the wheel. In fact trail-
blazing your own path takes twice the energy
and twice the time. And probably the best side
effect of this concept is that you get to make
some really great friends along the way. Since
2004 1 have added many people to my list, like
John Young, ADJA President Dr Drax, Peter
Merry, Mike Walter, Jim Cerone, Scott Faver,
Adrain Cavlan and so many more. More im-
portantly, you the reader may have these quali-
ties. Be ready to step up and help someone else
who for the first time realizes that this industry
that we have chosen is not only a livable indus-
try, but one where we deserve respect.

Good Luck and Great Performances.

Dean Carlson can be reached at deancarl-
son@discjockeynews.com.

Behind The Mic

By Dave Winsor

It all started for me in Worcester, Massachu-
setts at a nightclub called the Red Barn. 1 was
a patron, consuming large quantities of adult
libations and watching the gyrations on the
dance floor. This was during the disco days,
but this was
definitely
not a disco
club! It was
a rock night
club.

[remem-
ber watch-
ing with awe
how the DJ
would  get
everyone’s
attention
and  com-
mand it all
over again
whenever
he spoke.
He was a local FM personality who worked at
the club from 7pm until 11:45 when he would
leave and go to work at his “real” job, the over-
night guy on WAAF-FM in Worcester, MA. 1
would party until 1am, leave the club and lis-
ten to him on my 45 minute ride home. It was
really cool. I knew of him as a club DJ first,
then a radio DJ second. I WANTED TO DO
THAT TOO!!! I was working in a bank at the

time, so I didn’t think I had a chance, until one

The very next week, this DJ announced he
was leaving the area to take another radio gig
and he would no longer be the DJ at the club.
I was sitting in disbelief. “WHAT” I said to
myself, “He’s leaving?” WAIT. Now was my
time! I have a plan to get the job! “WHAT
plan?” My personal dialogue raged within.
“How?” “WHY?” “You don’t have any expe-
rience!” Didn’t matter to me, I had desire and
an unbelievable ability to talk my way into and
out of most things. It was time to make my
move.

Now remember, I had no plan and I'm
now moving toward the manager of the club.
I reached out to tap him on the shoulder. He
turned around, “Yeah?” he asked. As I recall,
he wasn’t all that friendly. “I just heard the DJ
said he was leaving. I’d like the job.” Well,
I had to get points for being the first to ask.
“What type of experience do you have?” Note
to you: I really don’t recall what particular
lie I told at this moment, because it was SO
convoluted and strange that I couldn’t remem-
ber even if I tried. BUT, it must have been
good, because he hired me right then on the
spot. “Start Wednesday night, bring your own
records. You’ll be paid $200 a week. Wednes-
day through Sunday nights 7p-1a.” GREAT!
I was giddy with excitement and panicked at
the same time. Now what?

That weekend I went to the record store and
bought $300 worth of albums and 45’s. (I told
you it was a long time ago, didn’t [?) Wednes-
day arrives along with a snowstorm and eight
inches of snow. Now [ had NEVER used a pro
turntable, mixing board or anything else. Now
was my time. I made every single mistake I
could make.

Burn cues, scratching was bad, beat mixing
rock was a challenge. I had to also speak on
the mic. WHOA. That was scary. I started
slowly and meekly compared to the radio DJ I
was replacing. But as time wore on I became
more proficient, then I became competent, and
then (drum roll) amazing. Something had hap-
pened. I figured out that I would be ok if I
took it slow...... and for the past 30 years that
advice has served me well. I learned so much

in that short period of time and [ moved me so
far down the road that I not only was the DJ
at this rock club for 5 years, but I also took a
job in radio within my first year as club DJ.
As a matter of fact, the DJ’s at the rock station
would come to the club to find out what was
getting the crown moving. Amazing what you
get when you ask for it.

My goal with this column will be to help
with your travels on your own road to AMAZ-
ING. What can you do to get better? What
skills can you develop that will help you com-
mand a roomful of people who aren’t listen-
ing? And somewhere down the road I’ll share
some more stories of amazing people that I’'ve
met. I’m one of them. How about you?

Dave Winsor can be reached at davewin-
sor@discjockeynews.com.

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

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!

WWW.DJFINDER.COM

bringing together djs and event planners



Bones, Bass and Bridal Parties

By Dude Walker

It only takes a split second for a mishap to
occur. Those split seconds are never planned,
yet they present themselves as if congress
deemed the deed done.

It was a pleasant Sunday afternoon when
my eldest and I were working in our shop. I was
placing the last course of plywood on a ten foot
sheer wall when I turned to reload my quick-
drive when I felt a firm nudge from my left side.
The  plywood
had begun to tip
and caused me
to lose balance
while atop a six
to seven foot
scaffold. When
your stand-
ing upright, six
to seven feet
doesn’t  seem
that far, how-
ever, when you
are hurtling to-
wards the earth
at a mere five to ten miles per hour...the result
can be devastating. End result, a pelvis broken
in three places and compression fractures to L1
and L2 vertebrae.

Who would have thought that one of the
first paramedics on the scene was another par-
ent in our scout pack. Only to be followed by
another that attended a wedding earlier in the
year commenting “hey, your the guy that made
me do the Chicken Dance.” Only to meet staff
in the ER that recognized me...etc. A little after

midnight [ was transferred to another facility by
ambulance across town and as luck would have
it I met even more people that had attended
dances I’d done and remarked about the Chick-
en Dance and the YMCA. The same went for
the branch hospital staff. However, the person
that caught me most off guard was the physical
therapist that remarked “back so soon” - refer-
ring to our previous encounter during a hospital
stay in 1997.

It didn’t take long to realize that the muscle
groups in the lower back and pelvis area an in-
tegral part of the body. Something as simple as
a sneeze could bring a person to the brink of
passing out. However the unplanned sensation
of sub-harmonics and resonance was an eye
opener. Not every song produces an unpleas-
ant experience, however, the music that bridal
parties seem to routinely choose was paid for
in pain one note at a time. ’'m not sure if it’s
the pulsing headaches and muscle spasms or the
absolute confining feeling of limited mobility
during a performance which is more frustrating

So what does this have to do with DJing...?
Try to move gear, drive or stand with a broken
pelvis. Try to keep your injuries under wraps
long enough so your arch-competitors don’t
sink their teeth into a juicy piece of gossip and
“spin it” to sway brides.

Aside from the multitude of physical mani-
festations of problems...there are the extenuat-
ing problems that require protocols to ensure
that client needs and contracts are met and
honored. It’s goes way beyond a network of
MDJs that may or may not already be too busy
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to help you in your time of need. These are the
protocols that reach into your pocketbook as the
“rainy day fund.”

As business owners, it is our responsibility
to ensure the fulfillment of contracts. Even if it
means taking a loss to meet those obligations.
As performers, we may be willing to sacrifice
our weekends for a paycheck, however, hired
help may see things differently. That requires
not one, not two, but three backup plans with
capacity and willingness to follow your direc-
tion and carry out many of your task with the
same convictions that you possess.

We are an industry that faces so many con-
tradictions. We are all supposedly one of a kind,
yet apparently anyone can do what we do. We
are the essence of why the party succeeds or
fails, yet the majority of the customers rarely
see the entire value of the role we play...and pay
according to their perspective.

So ask yourself, “what if...I were hospital-
ized tomorrow?” What protocols do you have
in place to ensure your company will survive
if it’s star player hits the injured list. Do you
have costly disability insurance in place? Do
you have enough saving in reserve to bridge the
financial gap that is created until you‘re back
to 100%?

These are the worst case, never gonna hap-
pen situations, that become a reality everyday.
While I lay in the hospital, I asked the doctor
and nurses when [ would be able to be released.
They all told me to relax, sit back and rest. Per-
haps is was the sharpness of my response, but
as a small business owner, I cannot relax. I con-
veyed to them that if I am not producing, my
family suffers so come hell or high water “on
Friday I'm outta here because I have an perfor-
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mance.”

Luckily I was released late in the evening 3
days after I fell. Less than 48 hours after my re-
lease I was at my performance. I was able to ar-
range for one of my reserve DJs to assist me in
setting up and help me with the first few hours
of the event. One of the bartenders walked by
and joked “hey Dude’s -- walker” as he pointed
at my walker...funny guy!

As the guests began to arrive one of the
guests approached me and inquired if I was
the person that had just been released from the
hospital. He shook my hand and asked if there
were anything I needed, to which I politely said
no...I've already taken my happy pills...and he
chuckled. The parents were both thankful and
impressed as well as the bride and groom who
were happily choked up that I had the dedica-
tion to show up. Unfortunately, the happy pills
wore off way too soon. [ turned the reigns over
to my assistant a few hours into the seven hour
event and I discreetly disappeared into the ser-
vice hallway of the hotel and found my way to
my wife who was patiently waiting in the load-
ing ramp.

I’ve logged more than 2,000 miles and 7 per-
formances since my accident. Although I spend
up to two days in bed after each weekend, I feel
a little stronger after each performance. I had a
client ask me the other day “what makes me dif-
ferent than other DJs” - to which I replied “I’'m
capable of fulfilling every contract we book
and are willing pay for every note in doing so”.
Hmmm...they booked!

PS: Cable SUCKS!

You can reach Dude Walker at dudewalk-
er@discjockeynews.com.

Get your pass now and find out more information at MobileBeat.com.
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The Referral Coach

By Matt Anderson

Get More Referrals by Leveraging the
Rule of Liking

“The more we like people, the more we
want to say yes to them.” -Robert Cialdini

Arizona State professor Robert Cialdini has

H been studying the
E R

field of social in-
fluence for over
35 years. The
Rule of Liking is
one of his six uni-
versal principles.
In his 1984 clas-
sic,  Influence:
The Psychology
of Persuasion, he
talks about Joe
Girard, consid-
ered the “greatest
car salesman” by the Guinness Book of World
Records. He sold five cars or trucks every day
he worked!!

When asked how this happened, Girard
simply said that people had found:

a) Someone they liked to buy from

b) A fair price

From a referral standpoint, the question to
ask yourself is, ‘what can I do to be more liked
by this person?” This truly is pivotal because
the rule states that the more people like us, the
more they want to help us.

Cialdini elaborates on what OFTEN helps
us be better liked by others:

1. Physical attractiveness

He cites studies from the political, legal,
HR and educational fields that indicate star-
tling findings: we often vote for the candidate
we find more attractive; we often hire the peo-
ple we find more attractive; lighter sentences
and more favorable verdicts for damages are
awarded to more attractive people, and school
teachers are more lenient with more attractive
students.

I know, I know: you wouldn’t let such a
thing influence you! Cialdini argues these
things often happen unconsciously and auto-
matically.

2. Similarity

Since most of us are average-looking, there
is still hope: “We like people who are similar
to us.” This can vary from opinions, personali-
ties, background, lifestyle, age, religion, poli-
tics, and the way we dress to seemingly trivial
similarities like the rock bands we liked when
we were 14.

3. Compliments

So what else did Joe Girard do to make such
remarkable sales? He sent greeting cards every
month to the 13,000 plus people in his network.
Inside the card were three words: I like you

And his signature.

Now, this was the 1970’s and, if you’re

like me, you’re thinking “that’s so corny and
transparent.” Cialdini believes otherwise: “Joe
understands an important fact about human na-
ture: we are phenomenal suckers for flattery.”

4. Contact and cooperation

Frequent Contact: we do not realize how
much we are influenced by exposure to some-
thing on a repeated basis — this is why you will
get more business (including referrals) from
people if you keep your name in front of them
year-round.

Cooperating with others on a common proj-
ect or for a specific cause can be a powerful
reason for liking. A great example of this is
mentioned by Thomas J Stanley in Networking
with Millionaires: “People see you at your best
when you are doing something for a charitable
cause.” You are so much more likely to make
deeper connections through non-profit work or
with the same professional association than by
meeting someone at a business after-hours be-
cause you have more commitment invested in
the same project.

5. Positive and Negative Association

Negative Association: you’ve heard the
phrase ‘kill the messenger’. After years of pok-
ing fun at meteorologists, I had no idea that it
was not unusual for them to receive hate mail
and worse because of their predictions. People
have blamed them for spoiling travel plans,
crops, basements, weddings, and almost every-
thing else under the sun.

Here’s a true story too funny not to share
from David Langford of Associated Press:

“Tom Bonner, 35, who has been with

KARK-TV in Little Rock, Ark, for 11 years,
remembers the time a burly farmer from Lo-
noke, with too much to drink, walked up to
him in a bar, poked a finger in his chest, and
said: “You’re the one that sent that tornado and
tore my house up. I’'m going to take your head
off.”

Bonner said he looked for the bouncer,
couldn’t spot him, and replied, “That’s right
about the tornado, and I’ll tell you something
else, I’ll send another one of you don’t back
oft.”

Positive Association: This is why products
use celebrities to endorse them — sales increase;
it’s why products call themselves the “official”
hair spray/deodorant/checking account of the
US Olympic Team. Irrationally the product has
more credibility so we like it more. It’s why
companies use attractive models to enhance
what they’re selling.

As a reminder: for more referrals, the ques-
tion to ask yourself'is, ‘what can I do to be more
liked by this person?’ Use the ideas above be-
cause the more people like you, the more they
want to help you.

Matt Anderson can be reached at: Matt@
TheReferralAuthority.com  or  www.Loyal-
tyEzine.com. Matt coaches sales professionals
how to build referral-based businesses with
non-threatening language that works today. He
speaks all over the US and the UK on referrals
and is presenting at the 2009 International DJ
Expo in Atlantic City. He is the author of the
upcoming book Fearless Referrals. He can be
reached at (608) 8§43-3827.

What You Say?

By Rocky Bourg

For the purely human among us, “Do you
ever wish you could quickly rewind a live
moment?”

Unless you are a comic book character or
have a new superpower that provides the abil-
ity to actually
see speech, the
instructive title
is impossible to
abide by. How-
ever, we can
and must care-
fully craft, pre-
pare and visual-
ize the material
that eventually
blurts through
our mega watt,
uber-advanced
sound systems.
(Normally, at
this point, I’d make some comment about a
particular and popular brand of gear, but I'm
trying to be less confrontational so as not to
wastefully use this paper.)

Discussions in a recent forum thread re-
minded me of one, of the many/endless, faux
pas where my verbal gear box was over driv-
en by defective components up the line. Of
course it is only my fault 99.99998% of the
time and I’'m actually fudging the numbers in
my favor, slightly.

A beautiful young lady, with a beautiful
first name, from an equally beautiful fam-
ily blessed us with the honor of performing
at her mitzvah reception. Her first name was
unique but familiar to me or to any parent
with a daughter that had ever been enamored
by Disney’s “The Little Mermaid.” [ irrespon-
sibly behaved as if I needed no practice pro-
nouncing “Arielle.”

Not only did I fail to devote enough time
rehearsing my announcements but I foolishly,
go figure, relied on the assumption that King
Tritan knows best and that there is but one
way, that being “Ah-ree-el,” to pronounce that
name, thus ignoring the biblical, established
long before animated features, and correct,
in this instance, “Air-ee-ell.” A very fine and
harmless difference I’1l admit, but absolutely
glaring and monumental when broadcast to a
room full of Arielle’s loved ones and friends.

Meetings and conversations and specific
reminders aside, I had heard that name spo-
ken by Mythological Ocean Gods, Jamaican-
accented crustaceans, and excited fans of the
mermaid so often that I didn’t watch what I
was saying.

Crafting introductions and adding them
to special celebrations is a talent and secret
pleasure that allow my performances to have
both a professional component and personal
reward. Why then would I thoughtlessly not
concentrate on an element as important as the

honoree’s name and the correct pronunciation
of it?

Kudos to those that can learn from and
never repeat mistakes. I admire your ability
and am personally working on improvement
in this arena. I’ll provide updates as/if they oc-
cur but now, back to our story in progress...

At the first special moment, the Honoree’s
Grand Entrance, and knowledge of the im-
portance of first impressions, with the guests
pumped up, perfect intro music pounding, I
say “...OUR FRIEND, A GREAT SISTER, A
DAUGHTER THAT MAKE’S EVERY DAY
SPECIAL , and OUR GUEST OF HONOR,
AH-REE-EL.” To which everyone, besides
me, echoes back, almost in cadence, and with
great volume, “AIR-EE-ELL.”

Yes, I immediately apologized and tried
to diffuse and dilute my embarrassment with
some self-effacing humor that got a laugh but
didn’t make me feel any better for having
done this to such a sweet girl. I even repeated
the mispronunciation later and was bombard-
ed with another unified, corrective reminder,
now laced with an undertone of, “Did you re-
ally do that, AGAIN?”

I was so ashamed to have made that mis-
take, twice, and after being warned, THAT
VERY EVENING, that after the event, I im-
mediately congratulated and apologized to
Arielle and her parents and offered to refund
the fee. I was not surprised at their answer,
having gotten to know them during the plan-
ning process, or their empathetic understand-
ing and kindness. They said, simply, “If we

got upset every time that happened, we’d be
upset at the beginning of every school year
and whenever we see people for the second
time.”

Other than my repeated brain farts and my
bright red face after spotlighting my pitiful
short term memory, the event was successful
and satisfying. But to this day, I still regret for
those mistakes.

Ultimately, this caused me to begin a prac-
tice that has served me well since its imple-
mentation. When [ meet with clients with
unique names or uncommon pronunciations,
I record, into my Blackberry, myself or them,
preferably, saying their name and listen to
it ad nauseam so I never mutilate a person’s
name ever again.

So, what have I learned and can share so
you hopefully never look as unprepared as I
did that evening?

1. Regardless of how long you (more like ,
I) have been doing something, practice, prac-
tice, practice.

2. A person’s name is the most pleasing
sound that person can hear, DON’T MAN-
GLE IT!

3. Cartoon characters, despite their regal
status, are not reliable sources for pronuncia-
tion advice.

4. PRACTICE, PRACTICE, PRAC-
TICE!!

Air-ee-ell, Air-ee-ell. It’s so simple, after
the fact.

Rocky can be reached at rockybourg@dis-
cjockeynews.com
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Monthly Music Charts

By TMStudios.com
Pop Rock
1 Black Eyed Peas I Gotta Feeling 1 Linkin Park New Divide
2 Katy Perry Waking Up In Vegas 2 Nickelback Burn It To The Ground
3 Taylor Swift You Belong With Me 3 Shinedown Sound Of Madness
4 Keri Hilson Knock You Down 4  Godsmack Whiskey Hangover
5 Lady Gaga LoveGame 5 Chickenfoot Oh Yeah
6  Cobra Starship Good Girls GoBad 6 Pearl Jam The Fixer
7 Kings Of Leon Use Somebody 7 Cavo Champagne
8 Jordin Sparks Battlefield 8 Saving Abel Drowning (Face Down)
9  Sean Kingston Fire Burning 9  Haelstorm I Get Off
10 Drake BestI Ever Had 10 Shinedown Second Chance
11 Daughtry No Surprise 11 Green Day Know Your Enemy
12 Jay Sean Down 12 Green Day 21 Guns
13 Pink Please Don’t Leave Me 13 Alice In Chains A Looking In View
14 30H!3 Don’t Trust Me 14 Papa Roach Lifeline
15 Black Eyed Peas Boom Boom Pow 15 Disturbed The Night
Urban Adult Contempory
1 Mario BreakUp 1 Miley Cyrus The Climb
2 Beyonce Ego 2 Jason Mraz I’m Yours
3 Drake BestI Ever Had 3 Taylor Swift Love Story
4 Maxwell Pretty Wings 4  Fray You Found Me
5 Twista Wetter 5  Matt Nathanson Come On Get Higher
6 Keyshia Cole Trust 6 Gavin Rossdale Love Remains The Same
7  Young Money Every Girl 7 Rob Thomas Her Diamonds
8 Fabolous Throw It In The Bag 8 Katy Perry Hot N Cold
9 Drake Successful 9  Plain White T’s 1,2,3,4
10 Dorrough Ice Cream Paint Job 10 Jason Mraz F/ C.Caillat Lucky
11 Trey Songz INeed AGirl 11 Taylor Swift You Belong With Me
12 New Boyz You’re AJertk 12 Rascal Flatts Here Comes Goodbye
13 Ginuwine Last Chance 13 Pink Please Don’t Leave Me
14 Mariah Carey Obsessed 14 Daughtry No Surprise
15 Jay-Z/Rihanna/Kanye Run This Town 15 Elton John Electricity
Country Alternative
1 Taylor Swift You Belong WithMe 1  Linkin Park New Divide
2 Darius Rucker Alright 2 Silversun Pickups Panic Switch
3 Jason Aldean Big Green Tractor 3  Green Day 21 Guns
4  Rascal Flatts Summer Nights 4 Cage The Elephant Ain’t No Rest For The Wicked
5 Randy Houser BootsOn 5 Pearl Jam The Fixer
6  George Strait Living For The Night 6 Shinedown Sound Of Madness
7 Justin Moore Small Town USA 7 Kings Of Leon Notion
8 Toby Keith American Ride 8 Rise Against Savior
9 Blake Shelton I'll JustHoldOn 9  Anberlin Feel Good Drag
10 Jack Ingram Barefoot And Crazy 10 Kings Of Leon Use Somebody
11 Tim McGraw It’s A Business Doing Pleasure... 11 Paramore Ignorance
12 Brad Paisley Welcome To The Future 12 Franz Ferdinand No You Girls
13 Eric Church Love Your Love The Most 13 Chevelle Jars
14 Keith Urban Only You Can Love Me This Way 14 Muse Uprising
15 Gloriana Wild At Heart  15. Sick Puppies You’re Going Down

A Different Spin by Jason Nocera

www.nichecartoons.com
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I KNOW MY BANNER 1S A BIT ODD

AND DISTRACTING, BUT IT KEEPS PEOPLE ¢
FROM BOTHERING ME WHEN | DJ AN EVENT!
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The Game Show
Entertainment
System...

Game Show Mania® is bigger
than ever, and now you can
offer your guests complete show
productions using our popular
games or inventing your own!

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

The Original

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

800-644-3141

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

Ask about our
economical
Mini-Game
Show System,
too!
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Do more DJs choose us because we’re the beslt?
Or are we the best because more DJs choose us?
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Serving the DJ communily since 1992
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Skata\“"““
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