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Q Corner: Where Quality Meets Quantity
By Mike Walter

I saw a great one-liner recently on 
Twitter. Guy wrote: “Is there ever a day 
when mattresses aren’t on sale?”

To me 
that’s a 
laugh-out-
loud ob-
se rva t ion 
b e c a u s e 
t h e r e ’ s 
some truth 
to it. And 
while this 
isn’t an ar-
ticle about 
h u m o r 
there’s a 
great les-
son there. 

H u m o r 
works best 

when it relates to people. If the tweet 
had said: “Is there ever a day when gas 
isn’t on sale?” it wouldn’t have been 
funny. The line also works because 
it’s brief and to the point. Like Shake-
speare said, “brevity is the soul of wit.” 
If the guy had tweeted: “You know I 
was thinking cause I just saw an ad for 
a mattress sale and I was wondering to 

myself so I figured I’d share it here on 
Twitter as a witty commentary, is there 
ever a day when mattresses aren’t on 
sale?” not only would it not have been 
funny but he would have exceeded the 
maximum number of characters on Twit-
ter by 73 (don’t bother counting, I al-
ready checked).

But as I said this isn’t an article about 
humor.

It’s also not an article about commod-
ities. Mattresses are clearly viewed as a 
commodity because they constantly ad-
vertise that they’re on sale so evidently 
the manufacturers and marketers of mat-
tresses feel the only way to differentiate 
themselves is by price. It’s a race to the 
bottom. And it’s a great lesson for all of 
us to remember that once the public sees 
our DJ service as a commodity, as simi-
lar and/or equal to other DJ services in 
our market, than we too are stuck using 
price as our major differentiator. 

But as I said this isn’t an article about 
commodities either. 

No, this is an article about what’s im-
portant to the consumer. And why it’s up 
to you to find that out, and speak to that.

If I were manufacturing or selling 

Subscription is valid thru date above on the label

Talkin’ Bride: Rejuvenation
By Tamara Sims

Having just returned from a brief 
vacation to Lake Placid and Vermont, I 
can without a doubt say that I am re-

j u v e n a t e d 
and ready to 
kick the rest 
of our busy 
w e d d i n g 
season’s ass! 
But I would 
be lying if I 
told you that 
I was look-
ing forward 
to taking 
some time 
off. In fact, 
a few weeks 
ago I was de-
termined to 

cancel the second half of our trip to Ver-
mont. But then I remembered that Ben 
& Jerry’s was calling my name and as 

an ice cream obsessed gal I may never 
get the opportunity again to see how 
Chunky Monkey is made if I didn’t pro-
ceed with our trip!

All kidding aside, I really was ap-
prehensive about taking a vacation 
during wedding season, despite the 
fact that we have a wonderful staff that 
will be attending to our clients in our 
absence. But what if there is a wed-
ding emergency? As I have said before, 
we are not doctors and if an e-mail or 
phone call from a client is not returned 
within a few hours it is NOT the end 
of the world. So I need to keep remind-
ing myself that whenever we take some 
time off and return to our business we 
always feel refreshed, revitalized and 
rejuvenated. Which is always a good 
thing not only for us, but also for our 
staff and clients. 

On my last day of work it became 
Tamara Sims Continued On Page 2
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In The Booth: No Joke
By Brian S. Redd

Not many people bothered to check 
out the latest video I posted on Face-
book. Those who did were ether just of-

fended by the 
language or 
didn’t seem 
to understand 
why I posted 
it in the first 
place.

In this par-
ticular video 
post, come-
dian Louis 
CK talks 

about developing his craft. Right out 
of High School, CK skips college and 
jumps right into the world of comedy 
clubs where he eventually develops 

an hour long act. After 15 years of the 
same material, he goes from performing 
at these clubs to doing a stand-up rou-
tine in some Chinese restaurant. At this 
low point of his career, CK proclaims 
“I Suck” and begins to actually consider 
“Entering the work force.” 

Then CK listens to a CD workshop 
where veteran comedian George Carlin 
explains how he kept his act fresh for so 
many years. Carlin’s method was to per-
form and perfect his latest material un-
til it came time to do his HBO special. 
After the special was shot, Carlin threw 
out that entire year’s worth of material 
and started all over again. As difficult as 
this type of writing sounded, CK took 
this advice and in time became a suc-

Driving Sound To Perfection 

DSP D-Core Technology From American Audio

 The New DSP D-Core Sound Engine Has Been Engineered To Create Studio Quality Sound And Pro Stage 
Microphone Circuitry In Mobile DJ Mixing Console Sound Cards. You Can Find It Only In These 
American Audio Midi Controllers:

 

VMS4.1 Feat. TRAKTOR $599.99*
4-Channnel Midilog Controller
Bundled with:

VMS4.1 $499.99*
4-Channnel Midilog Controller
Bundled with:

VMS2 $299.99*
2-Channnel Midilog Controller
Bundled with:

000 0001

DJ SPARKY B

®

TM

Charter
 Member

2005

www.americanaudio.us
Get Product Details & User Manuals, Join the ADJ 

Forums & ADJ Advantage Program & Stay 
up-to-date with ADJ by signing up for the 

monthly ADJ NewsWave E-News!

Contact us today for an 
authorized American DJ Dealer 

in your area or a free catalog: 
800.322.6337 

www.americanaudio.us
©2012 American Audio®

Los Angeles, CA 90040 USA www.americanaudio.us  
Kerkrade, Netherlands www.americanaudio.eu 

*Price & Specifications subject to change without notice. 
Dealer price may vary.  Pricing in U.S. Dollars.

Distributed in Canada by Sounds Distribution 
Toll Free: 800-26-SOUND • Local: 905-428-9062 

www.soundsdist.com
TRAKTOR® is a registered trademark of Native Instruments GmbH.

Page 1: Mike Walter
Page 1: Tamara Sims
Page 1: Brian S. Redd
Page 2: Mitch Taylor
Page 3: Dean Carlson
Page 4: Michael Lenstra
Page 5: Jake Palmer 
Page 6: Ron Ruth
Page 7: Rick Brewer
Page 9: Steve Moody

Page 10: Jeffrey Gitomer
Page 11: Matt Anderson
Page 12: Jeremy Brech
Page 13: Mike Kazis
Page 14: Jason Jones
Page 14: Harvey Mackay
Page 15: Avestan Kerenaoiti
Page 16: Top 20 Charts
Page 17: Ed Spencer 
Page 18: Dave Winsor

Inside this issue:



www.discjockeynews.com
29442 120th St.

Grey Eagle, MN 56336
Phone: 320-285-2323
Fax: 320-285-5264

Published by The Disc Jockey News

Editor/Educational Production Manager:
John Young

john@discjockeynews.com
sales@discjockeynews.com

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

Sales:
Rob Drachler

972-325-4470 Cell
robd@discjockeynews.com

PAGE 2 • Disc Jockey News • AUGUST 2012

Deadlines: Advertisement deadlines are the 
20th of the month. The publication is distrib-
uted 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 will not be 
published in the letter areas. Send letters to: 
editor@discjockeynews.com

Subscriptions: Subscriptions to the Disc 
Jockey News are $16.50/year for US ad-
dresses. Subscription forms and foreign rates 
are available on the website.

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

Swap Shop Email: Personal ads can be sub-
mitted via email with or without photos. We 
reserve the right to edit or reject questionable 
ads. Upcoming events must be submitted via 
email. Banner ads are available for top and 
side banners on each email blast. Send swap 
shop items to: swap@discjockeynews.com.
		
Press Releases: Press releases and photos 
can be submitted via email or CD to the Disc 
Jockey News by advertisers. Releases may 
be edited for content and size.

Photos: Photos can be submitted to the Disc 
Jockey News via email. Photos must be in 
jpg format with a minimum of 1500 pixels 
(300 dpi at 5 inches wide) for publication. 

Disc Jockey News is published monthly by 
John Young DBA the Disc Jockey News, 
29442 120th St., Grey Eagle MN 56336. Pe-
riodicals Postage Paid as Sauk Centre, MN 
and additional mailing offices. POSTMAS-
TER: send address changes to Disc Jockey 
News, 29442 120th St., Grey Eagle, MN 
56336. 

Last month we talked about how the 
vast majority of people have  their smart-
phone or tablet within three feet of them at 
all times and the three important items to be 
sure you have on your mobile website and 

how mo-
bile impacts 
your busi-
ness.  

T h i s 
month let’s 
discuss the 
social side 
of social, 
mobile and 
you.  First 
off if you 
haven’t al-
ready done 

so you should create business accounts 
for each of the social networks i.e. Face-
book, YouTube, Twitter, Linked in, Vimeo, 
Google Plus, etc.  For this months article 
we’ll focus on the biggest of the social me-
dia platforms, Facebook.

You may be wondering “I don’t know 
what to post...how can I attract brides to 
my page.”  A word of caution.  You must be 
careful with the types of contests that you 
run and ways that you get “likes.”  A fel-
low Toastmaster and local business owner 
recently held contests to get more likes 
on her page.  It wasn’t until I pointed out 

to her that Facebook has contest rules and 
failure to adhere to those rules can get your 
whole page taken down, requiring you to 
build your entire Facebook presence again.

The best way to combat that is to hire 
a professional to handle your contests or at 
minimum consult with one to find the best 
contest app for your desired outcome. Tay-
lored Weddings has recently consulted with 
Caryn Terradas of SpeakEasy and has had 
success with her abilities to increase our ex-
posure and outreach on our Facebook page.  
Do your due diligence here in consulting an 
expert...there are many fly by night com-
panies trying to get into the game of social 
media management.  

Ok...you’ve consulted with an expert 
and determined what you want to achieve 
with your page.  Now what do you say? My 
good friend Brian Kelm-Master of I Do, I 
believe has a great approach and one that I 
have adapted to my business for great suc-
cess.  First be sure to friend your clients 
on Facebook.  This will allow their friends 
to see your postings when you tag them in 
one.  Second, upon each months anniver-
sary leading up to their event date go to 
their profile and find a picture that best rep-
resents them then click to share that image.  
Next say what you want to say about that 
person and the upcoming event.  I.E.  “@
YourCompanyName is looking forward to 
celebrating with @Heather Smith and @

Social Mobile And You: Part Two
By Mitch Taylor

John Johnson in just four weeks from today.  
Surprises galore in store with fun and smiles 
all day!  So glad they chose @YourFavor-
itePhotographer to capture their moments!”  
By including the venue and other vendors 
you actively promote them as well.  It’s a 
win win for everyone!

You can also run a vendor of the week 
bridal tip Tuesday. Wedding wish Wednes-
day, tradition Thursday or Friday fun facts.  
I know one company that does well hav-
ing a trivia contest and others who put up 
YouTube videos on their wall and have their 
fans post their favorite clips as well.

The bottom line with any social media 

is you must be REAL and interactive.  To-
day’s clientele can spot a phony and a sales 
pitch from a mile away.  DON’T BEG for 
business on Facebook.  Provide value first, 
cultivate the relationship and the referrals 
will come.

Mitch Taylor is an 18 year veteran of the 
mobile disc jockey industry, starting out on 
the cruise ships of Carnival Cruise Lines. 
He is a member of the American Disc Jock-
ey Association and WED Guild™. Mitch 
owns and operates Taylored Entertainment 
in the Upper Peninsula of Michigan and can 
be reached at 906.786.6967 or via email at 
mitchtaylor@discjockeynews.com.

Mike Walter Continued From Page 1 Tamara Continued From Page 1
mattresses I’d emphasize one fact: You 
spend one-third of your life in bed. That 
makes your choice of mattress more im-
portant than your choice of clothes or 
shoes or cars. You don’t spend a third of 
your life in any outfit you own, or any 
pair of shoes and unless you drive for a 
living (taxi or truck) you don’t spend a 
third of your life in your vehicle either. 
So you’d think quality and personaliza-
tion would be key when considering a 
mattress -- way more than price. Yet ex-
cept for Dux mattresses and that one that 
goes up and down and has the sides you 
can adjust the firmness of, you rarely see 
a mattress promoting anything else but 
Price. Or Sale. Or Savings.

I think the same argument can be 
made for our industry. There are few 
things as important as the entertainment 
at your wedding, bar mitzvah or other 
special event. What other service will 
have such an impact on the overall qual-
ity of your day? Yet I see far too many 
DJ companies promoting ‘Great Price’ 
or ‘Special Savings.’ Realize that when 
you do this, you’ve already lost the com-
modity argument. You’re already ad-
mitting to the consumer that you’ve got 
nothing better for them to base their de-
cision on. And if you’re dealing with a 
client who cares about quality and over-
all experience more than how much they 
can save, then you’ve probably lost her 

as well. She’s not nearly as interested 
in your discounts as she is on her dance 
floor. Instead of speaking to her budget, 
speak to what really matters to her. The 
overall experience that she and her new 
husband and her family and friends are 
going to have. The excitement that will 
come from dancing all night. The memo-
ries of the joy of the celebration that will 
last forever. Those are the things that she 
probably really cares about when she’s 
looking for entertainment. Price is in the 
mix but it’s rarely the most important is-
sue. Till you foolishly make it so.

A wise man once said to me: No one 
wants discount eye surgery (which is 
funny for the same reason that the mat-
tress tweet was funny – it’s brief and it 
smacks of a universal truth). And while 
your DJ service is certainly not the dif-
ference between improved eye sight 
and blindness, I believe there is a way 
to show the majority of consumers that 
the quality of their choice is far more 
important than how many bucks they are 
saving. You just have to decide that it’s 
important to you.

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

very clear that I really needed some 
time off. I had a meltdown on the phone 
when I was confirming our Vermont Bed 
and Breakfast reservations (they had 
the wrong dates and the wrong room, 
despite having an e-mail confirmation 
2 months ago). All was fixed, and ev-
erything turned out perfect, but the way 
I reacted on the phone was not good. I 
also found myself acting a bit “short” on 
the phone with a father of a bride who 
was questioning our sales process. After 
a brief conversation explaining our ser-
vices, he said, “Well The Knot says….” 
I retorted by saying “The Knot will also 
tell you to use an I-pod for your daugh-
ter’s wedding.” Needless to say, my 
patience was running thin and I desper-
ately needed to get on that plane!

How many of you already feel 
“burned out” or “in the weeds” by July? 
And we are only halfway through wed-
ding season. It is not a good feeling, 
right? Perhaps it is time to get away. If 
you cannot take an actual vacation, how 
about taking a day or two away from 
phones and e-mails with your business 
partner or significant other (in our case 
and in many of yours, this is the same 
person). It IS possible, you just need to 
make it happen. 

So as I sit here completing this arti-
cle in Lake Placid rooting for Jay at his 
Ironman Race I am completely relaxed 

as beautiful mountains, crystal clear 
lakes, gorgeous blue skies and the most 
amazing people surround me! I even 
met a soon-to-be bride this morning 
who was wearing the cutest shirt that 
read: “140.6 miles until I get my fiancé 
back.” We strike up a conversation as 
we are both eagerly awaiting our mates 
to run passed us after the swim, and 
she and her mom ask me to share some 
wedding planning tips. With a big smile 
I say, “Enjoy being engaged, enjoy 
planning together and never take this 
amazing time in your lives for granted.” 
Her mom looks at me, smiles and says, 
“that’s wonderful advice.” And with 
that, my work for today is done…but 
Jay’s work for the day is just beginning 
and I too, look forward to seeing him at 
the finish line in 140.6 miles! 

Please feel free to share your com-
ments with Tamara at: tamarasims@
discjockeynews.com

Tamara is the Director of Sales and 
Marketing for Something 2 Dance 2 
DJ Entertainment in Schaumburg, IL, 
which she proudly owns along with 
her husband Jay Sims. She has over 
20 years experience in the wedding 
industry and loves creating wonderful 
wedding memories for her brides and 
grooms.

Disc Jockey News Conclave 3.0
November 15-18, 2012

Mystic Lake Casino
Prior Lake, MN (minutes from MSP Airport)

Information on content and
tickets is available online at:

http://www.discjockeynews.com
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As many of my long time readers 
know I used to manage a large multi op. 
And at one time during the eight years I 
worked there the owner offered to sell it 
to me. What it boiled down to for me was 
what the actual value of the company was 

or how I 
interpret-
ed it. 

H o w 
do you 
place a 
price tag 
on your 
c o m p a -
ny? Is it 
gear? Be-
cause you 
can buy 
a system 
for about 
$5000.00 
now a 
days with-

out music. Is it your location? I don’t 
know about you but I put the mobile in 
DJ, I don’t have a business office per 
say. That company I worked at rented a 
space. So neither of those items actually 
added value to the net worth of the com-
pany, or at least not much. 

That leaves just the company name 
and reputation. Obviously if your name 
is mud then you have nothing, and if your 
name is outstanding business should be 
good already. My guess is most compa-
nies fall in the middle somewhere. No 
man or women land.

 I have heard it said that the middle is 
the hardest place to work from. How do 
you distinguish yourself from the com-
petition? One of the greatest indicators 
if you’re in the middle is if your price 
is located there. The mud companies feel 
that they have to charge what they charge 
just to get business and the great com-
panies invest so much into what they do 
that they must charge accordingly. 

But I stray from my initial thought. 
Another way to judge where your com-
pany is at is the repeat business it gener-
ates. In fact it was the greatest factor in 
my judging the net worth of the company 
I worked at before. There is the obvious 
repeat business, schools. Corporate par-
ties have changed a great deal which has 
made them tougher repeat business, for 
a lot of DJs. Then there is wedding re-
peat business, which my guess is a lot of 
people don’t think much about. Well that 
is what I want to concentrate on for the 
rest of this article.

It’s funny, the company I worked for 
has been around for 25 years and they do 
a lot of things very right, yet I don’t think 
they quite got it when it came to repeat 
business. Imagine how many past clients 
are in your books if you do 500 events a 
year? How many are in your list? What 
are you doing with them? See this is 
where the real value of a company can 
come in a big way. You have to think big 
about this. 

Repeat business is really nothing more 
than a referral from a previous client who 
thought about you at the right time in the 
right way. Getting them to that point re-
ally starts from the first second you make 
contact with a potential client. How fast 
do you get back to them, how nice and 
helpful you were during phone calls and 
how great your written to web material 
is. Not only are they judging whether or 
not to use your services, they are subcon-
sciously storing information on whether 
or not they will tell others about you lat-

Repeat Business
By Dean C. Carlson

er. So step one is outstanding customer 
service from the get go.

Step two is to make sure your perfor-
mances don’t suck. The number one killer 
of any chance of getting repeat business 
is subpar performances. Here comes the 
real truth, spend less on advertising and 
more on performance enhancing content. 
It is far harder to convince a new custom-
er you are great than having an existing 
one rave about how great you are. I rarely 
if ever have the conversations about price 
with repeat business. 

Not so secret weapon number one. 
Be accessible to future repeat business. 
Over the last few years I have changed 
my strategy on all weddings that have 
a buffet. I now play creative games for 
releasing the table. It increases the fun 
factor at weddings, but it also allows me 
to slip my business cards out to all the 
tables for those that want them. The first 
game I always play is to call me on my 

cell phone. This year I have had several 
guests’ contact me after the event was 
over just to thank me for how much fun 
they had. Repeat business in the making.

Step three is genuine follow up. Peo-
ple will put you in the insignificant file 
unless they know that you genuinely 
cared about the most important day in 
their lives. If you just send them an email 
thanking them and asking them for a re-
view guess what, you are insignificant 
and your chances of getting future busi-
ness from that family have just become 
that much less. Personally I recommend 
a few things. Give them something un-
expected. I send them all the photos or 
video I have taken at their events. I also 
send them a card using Send Out Cards 
and put a photo I took at their even on the 
cover with a heartfelt note about my fa-
vorite moment of their event. Hand writ-
ten notes are better than computer gen-
erate, so if you are sending out an eval 
through the mail hand write the note that 
goes with it. How about a dinner gift card 
for filling out the eval? (unexpected)

 All of these are a great way to start, 

but remember I said they must think 
about you at the right time also. Unfortu-
nately we can never know exactly when 
that time is. But here are a few ideas to 
keep that upfront and real. Send out an-
niversary cards every year to all your 
clients. I also keep a file of good photos 
from their wedding, and use a different 
one each year. I also hand write Christ-
mas cards. Yes this is a pain in the butt, 
but if you know you are going to do it 
you can start months earlier on writing 
them. Again hand written is personal. 
If you know their birthdays you could 
also send out a birthday card. (Facebook 
stalking is a great way to find this info 
out by the way) That’s 3 touches a year 
already at about a cost of 5 bucks, not 
bad.

Speaking of facebook are they friends 
of your personal or business page. You 
could add each review that comes in and 
tag them as you put them up. I also add 
photos at different times of the year and 
tag the photos, not just when their event 
is over. This obviously brings you top of 

Dean Carlson continued on page 7
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By his estimate, John Noel has seen 
Jimmy Buffett in concert 20 times. He’s 
a true “parrot head,” as hardcore Buf-
fett fans are known. He also has been a 
mobile DJ for over 25 years. 

So, how many Buffett songs does 
J o h n 
typically 
slip in at 
his wed-
dings?

“May-
be one,” 
J o h n 
says.

R o b 
Hall has 
also been 
a mobile 
DJ for 
s e v e r a l 
years, as 

well as the lead guitar player for sev-
eral local bands. He lists some of his 
favorite bands as Tesla and Godsmack. 
However, when he was recently mar-
ried he told his DJ to try to avoid play-
ing anything from those groups once 
the dancing portion of his wedding re-

ception kicked off.
You’ve probably noticed that John 

and Rob know something that most 
seasoned mobile DJs know: the music 
people like to listen to and the music 
people will dance to are not always the 
same thing. 

This theory is somewhat backed up 
by a comparison of charts. While some 
of the all-time biggest hits according 
to Billboard Magazine, such as “One 
Sweet Day” by Mariah Carey and Boyz 
II Men, “I’ll Make Love to You” by 
Boyz II Men, and “The Boy Is Mine” 
by Brandy and Monica have each spent 
over a dozen weeks at the top of the 
Hot 100, they are nowhere to be found 
on DJ Intelligence’s annual Top 200 
Most Requested Songs list. In compari-
son, some of the mobile DJ standards, 
such as “Cupid Shuffle,” “Cha Cha 
Slide,” and “Greased Lightning,” never 
cracked the Top 40 in any week on the 
Billboard Pop Chart.

In the upper Midwest we are about 
halfway through our ‘wedding season’ 
as it is known, and one of the frustra-
tions I often hear from other DJs is the 
songs that show up on the dreaded mu-

The Way I See It: Love Marriage and the Music List
By Michael J. Lenstra

sic list. While some lists can be full of 
great all time dance songs, others can be 
a collection of mostly forgettable, unin-
spiring tunes that you just know will not 
pack a dance floor. And the way I see it, 
it’s part of our responsibility as profes-
sional entertainers to educate our clients 
to that fact.

But how should we do that?
“I ask what types of music do they 

[brides and grooms] and their friends 
listen to, and what songs do they abso-
lutely have to hear at their reception,” 
says Kelly Davis of eastern Iowa’s Big 
River DJs, thus emphasizing that their 
guests’ music tastes should be consid-
ered as well. 

It may also be important to let your 
clients know the reception’s limitations. 
Letting your customers know that the 
average number of songs you can play 
per hour is 15 to 16 will inform them in 
advance that those lists of 100+ ‘favor-
ites’ cannot be fully accommodated.

And what about those tunes with ex-
plicit lyrics?

“I try not to play anything explicit at 
a wedding. I believe it is inappropriate 
for the occasion and sheds a poor light 

on the character of the client as well as 
my business,” says Davis.

Other Tips:
• Don’t ask clients what their favorite 

songs are; instead, ask them for songs 
they think will motivate their guests to 
move to the dance floor.

• Do not discourage clients from pro-
viding a list; instead, ask them for a lim-
ited list. “If you could give me 20 to 30 
songs that you think will motivate your 
guests that would be a great help, and I 
can build from there.”

• Ask “Why?” questions. For ex-
ample, “Are there any certain songs on 
your list that are family traditions or 
have a story behind them?”

• What are the ‘must plays’? “Some-
times things get behind schedule, and if 
that happens we may not be able to get 
to all of these requests. Which ones are 
the most important to you?”

Mike Lenstra is the owner of Alexx-
us Entertainment and a full time DJ/
Entertainer in Dubuque, IA. He can 
be reached at mikelenstra@discjock-
eynews.com

Brian Redd continued from page 1
cessful actor, comedy writer and stand-
up comic.

My question is how can a DJ not see 
the kinship we share with comedians? 
We both deal with live performances, 
controlling a room, understanding our 
audience, timing, material, career highs 
and lows and if we’re smart, the need for 
artist development along with the time it 
takes to get there.

Still not with me? In another video, 
CK says when it’s time to freshen up his 
act, he’ll open a performance with his 
strongest bit. This forces him to really 
step it up with the rest of his show. Isn’t 
this a bit like playing the most requested 
song for your first track? Last night, I 
did an urban wedding and opened the 
dance floor with the Wobble. That was a 
tough track to follow, but I made it hap-
pen and kept it going.

Jerry Seinfeld talks about using the 

F-word. Some consider this a cheap 
laugh but he admits that he’s done bits 
before where they don’t work without it. 
This reminds me of line dances. Many 
of us don’t want to play them, but they 
can be the only tracks that get things go-
ing at some parties. Sure, some people 
will hate them, but you can’t please ev-
eryone all the time.

Seinfeld adds 20 to 30% of new ma-
terial every year while still performing 
his most popular bits. Think of this as 
using a list like the Mobile Beat Top 200 
then adding new tracks and signature 
tunes every season.

Do people come to see the actual co-
median or to hear their favorite jokes and 
bits all over again? Where Seinfeld says 
it’s both, Chris Rock feels they are com-
ing to see him and his overall style of 
comedy. Rock also adds if they’ve seen 
your bit once, why pay to see it again? 

Don’t DJs have the very same debate? 
We may have entire song sets that work 
very well in a particular order. However, 
if you play for the same audience more 
than once, shouldn’t you switch it up?

Speaking of Chris Rock, I love his 
story. He starts out in small comedy 
clubs then gets picked up by Saturday 
Night Live. At this point, he feels he’s 
made it big. After SNL he gets a few 
movie parts here and there, but his ca-
reer is really starting to fizzle out. Rock 
thinks it’s over for him and goes back to 
the comedy clubs. It’s here he reinvents 
himself and eventually gets his HBO 
special that sets a whole new standard 
for comedy.

Just like Rock, how many of us want-
ed to be a musician or producer only to 
realize in the end, we are really talented 
DJs? By the mid 90’s, I thought I had 
taken it as far as I could. Today, well to 

say the DJ world has been good to me 
would be an understatement. The cool 
part is I’m still learning and growing ev-
ery day.

If you can bring yourself to look past 
some of the language and subject matter, 
take some time and listen to what these 
seasoned performers have to say about 
their craft. Just add “DJ” whenever they 
say comedian, “music” when they talk 
about jokes and “sets” when they talk 
about bits. You’ll be surprised what you 
can learn. No Joke!

Brian S Redd is a Mobile/Club DJ 
in Milwaukee WI, DJ Youtuber & an 
official “American DJ” Artist/ You can 
reach Brian at: brianredd@discjock-
eynews.com/
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I think it was in June that I wrote about 
overhearing a conversation between a super-
visor and an employee at a local McDonalds. 
I was especially impressed by the fact that 
the supervisor not only gave this employee 
tips and information to help her do a bet-
ter job, but also gave “life lessons.” This is 
information and knowledge that this young 

lady will be able 
to use for the rest 
of her personal 
and professional 
lifetime. They 
talked about 
things like body 
language, atti-
tude, and profes-
sionalism, setting 

goals, and prioritizing. 
Prioritizing is important in a lot of things 

we do, not just as mobile entertainers, but as 
people… as parents and spouses, employees 
and employers, friends and relatives. 

That supervisor at McDonalds asked the 
employee if she had ever thought about her 
future, about a long term career at McDon-
alds, if so what goals should she be setting 
to make that happen, if not, then what goals 
does she need to be setting to get to the “oth-
er part of her life.” My immediate thought 
from the conversation I was overhearing, 
was how most of what the supervisor was 
telling the employee was so true for mobile 
entertainers, from a business stand point and 
an entertainment point. Goal setting, plan-
ning for the future, prioritizing, delegating… 
as well as things like body language, con-
fidence, and taking control of the situation. 
This information is be given and shared with 
a (maybe) $8.00 an hour 18 year old at a fast 
food restaurant, I was not only impressed, 
but curious as to how many so-called “real” 
employers put this much effort, knowledge, 

From The Other Side: Priorities
By Jake Palmer

and energy into their 18 year old employ-
ees that are most likely not going to make 
a career with you. As entertainment profes-
sionals, are we thinking about these things? 
When we do a show, when we run our busi-
ness, hire people, train people, or more im-
portantly in our daily personal lives… 

I think it’s easy to see the connection 
between prioritizing when you are doing 
a show. It’s pretty obvious what needs to 
happen right away, and what can be back 
burner’ed. Things like order of events, what 
songs when, which requests first, ect… What 
about the professional or personal side of 
things? 

I started to re-prioritize my business 
about a year ago; I wanted to start thinking 
about an exit strategy. A way I can work to-
wards not being a mobile DJ every weekend, 
and morphing myself and my business into 
something else, or a new direction at the 
very least. Let’s face it, in this business we 
all eventually age-out, no one wants to party 
with their dad, or grandpa. The question is 
what next? What do we do after we are too 
old? Do we simply retire, go get a “real” job, 
switch professions all together, or move in 
a slightly different direction, while staying 
in the wedding and entertainment industry? 
Well, as I have contemplated this move in 
my own life and career for the past year, my 
priorities changed in a flash when I found out 
about Sam. 

“Sam” is actually an acronym, S.A.M., 
it stands for Suddenly Another Member, yes 
my wife and I are expecting another child 
in February. WOW! While this is only half 
a surprise, the words “I’m pregnant” still 
have a way of cutting through you like no 
other words. It’s a sure fire way to snap all of 
your priorities into line real quick. It’s funny 
how quickly things change…one minute I 
was thinking about how great it was going 

to be with my daughter (who I have been 
stay home dad minimum 3 days a week since 
birth) is about to start kindergarten in the 
fall, oh, yeah! Just think of the free time… 
hmmm. 

Well, now more than ever, it seems like 
I am even more focused on the future. Now 
I have to maybe realign some of my priori-
ties, but, more importantly I need to stay fo-
cused on them. I think, the age old question 
for DJs as they get older is when and where 
do you start to draw the line between booking 
MORE shows and getting MORE out of each 
show. I don’t want to get into the “are you 
charging enough” debate; we all know what 
we want, what we get, and what the market 
will give us. The question is how do we get 
more out of each event? How do we get more 
of the market share? How do we do it without 
lowering our quality or sacrificing our goals 
and growth? Then we create the added pres-
sure of doing it while continuing to be a great 
husband, father, friend, and tax paying citi-
zen who goes out does his part to stimulate 

the economy? Next month I will start to talk 
more about some of the ideas, actions, and 
changes, I have started to implement into my 
own business and life. I don’t claim to have 
all the answers, and I am certain that many 
of you may have already figured this out, or 
even do it better than me, but one of the great 
things about this business and Disc Jockey 
News is that together, through networking, 
sharing, and good old-fashioned knowledge, 
we can help each other, and maybe all get a 
little bit better, maybe not leaps and bounds 
better, but just a little better.

My sudden change in my priorities and 
growth of my family might be just thing to 
keep me motivated and focused. Sometimes 
it’s easy to get stalled out or even a little lazy, 
this new baby might be new motivation to 
stay diligent, disciplined, and focused… and, 
kids dig me!

Hmmmm, like I always say, “livin’ the 
dream ain’t easy, but it sure is fun!” 

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

Independent BOSE® L1 Dealer
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BOSE L1® Family of Products
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Specializing in DJ Applications

518.399.7451
capcapello@gmail.com



PAGE 6 • Disc Jockey News • AUGUST 2012

Passion: The Magic That Begins The Happily Ever After
By Ron Ruth

“The magic is as wide as a smile and 
as narrow as a wink, loud as laughter and 
quiet as a tear, tall as a tale and deep as 
emotion. So strong, it can lift the spirit. 
So gentle, it can touch the heart. It is the 
magic that begins the happily ever after.”

The above quote comes from an un-
known Disney imagineer. It’s hard to say 
if he or she was speaking about the mag-
ic of the Disney Theme Parks or one of 
the other vast forms of Disney entertain-
ment. But, one thing is certain. The quote 

conveys a 
passion and 
c o m m i t -
ment, and 
maybe even 
a commit-
ment to be 
passionate, 
that we as 
w e d d i n g 
DJs and 
b u s i n e s s 
o w n e r s 

should embrace. It is a reminder for me 
and, hopefully, for you of how far we’ve 
come as an industry and why we do what 
we do. 

There was a time in my earlier days 
in this industry where I believed what 
many brides still believe today; that ev-
ery DJ is the same. The only true differ-
ence between me and my closest com-
petitor was pricing. Unfortunately, I let 
that strategy control my business for 
about a decade. In actuality, it wasn’t the 
pricing strategy that was in control of my 
destiny as much as it was the clients who 
contracted me for their events. Their ex-
pectations were about as low as my fee. 
So, we were a perfect match. 

Now before you roll your eyes and 
move on to another article from one of 
my esteemed colleagues because you 
think I’m about to go down the road of 
discussing worth and value, a topic that 
most of you, the DJN readers, have al-
ready come to appreciate, hold on. That’s 
not my focus. The story I shared is, in 
all likelihood, not exclusive to me. I’m 
guessing some or maybe many of you 
could tell the same tale. But, like me, at 
some point in your career as a DJ, you 
came to realize that what you do, the 
impact you have on a once-in-a-lifetime 
event, the pleasure you receive for bring-
ing at least a moment of happiness to oth-
ers reaches far beyond financial reward. 

At some point you did something dur-
ing a performance that brought about a 
smile. When you did it again, you discov-
ered that you could make people laugh or 
cry or stand up and cheer. As over time 
you added more emotionally engaging 
elements to your performance, you re-
alized that the smiles grew larger, the 
laughter lasted longer and the applause 
was louder. The good feeling those re-
sponses brought about for you and the 
delight it brought to your client and their 
guests became incentive to work harder 
to find ways to replicate that level of en-
ergy and emotion in every subsequent 
performance. Instead of repeating that 
success, you exceeded every expectation, 
including your own. You became addict-
ed to a joy that can only be experienced 
when others feel joy. You, like me my 
friends, became passionate! 

Passion is a powerful emotion. It 
makes us eager to learn. No more prod-
ding or need to be convinced of the value 
of education. It makes us let go of nega-

tive influences. We suddenly find our-
selves surrounded by individuals of like 
mind and equal aspirations, people who 
are willing to give of their time and ex-
pertise to lift us up and to help us suc-
ceed. “Average” is erased from our rep-
ertoire and replaced by “excellence,” 
“exceptional” and “extraordinary.” Pas-
sion is what drives us to bring happiness 
and special memories to our clients and 
their family and friends; regardless of the 
amount of time or effort it takes for us 
to accomplish that goal. Passion is what 
gives us the inexhaustible desire to create 
magic and to surprise even ourselves as 
to just how capable and creative we can 
be if we just put our minds to it. Passion 
is an unbridled enthusiasm to be the best 
we can be to the benefit of our clients.

The added bonus of being passionate 
about our profession is that it is conta-
gious. It releases the imaginative spirit 
and can bring about an incredible oppor-
tunity for collaboration and innovation. 
Passion is not something that is exclusive 
to you or me, it is meant to be shared with 
others. If you are truly passionate, clients 
will be drawn to you and your passion 
will be compared to every other wedding 
professional with whom they come in 
contact. Just imagine what would be pos-
sible if everyone they choose as a mem-
ber of their “creative team” shared the 
same passion for delivering happiness 
and exceeding expectations as you. 

So you must be wondering why I 
chose to write about passion. Over the 
past decade or so we’ve come to know 
our worth and have raised the bar of 
professionalism in our industry. We’ve 
worked hard to mentor those just coming 
into our industry and to teach them not 

only where we would like to go in the fu-
ture but to educate them on the mistakes 
we’ve made in the past with the hope that 
they won’t be destined to repeat them. 
Although these are important lessons to 
be learned, have we fallen short in con-
veying our passion? 

Obviously passion isn’t something 
that can be taught nor can it be con-
trived. But, let’s face it, as essential as 
it is to make a living at what we do and 
to behave in an ethical and professional 
manner, how often do we emphasize the 
true reward of our efforts; the smiles, 
the laughter, the cheers and the joy that 
comes from our passion to bring happi-
ness to others? Passion shapes our future, 
fuels the fires of inspiration and makes 
the heart and mind open to changes all 
around us. It is food for the soul, a spark 
that ignites our purpose and mission. Pas-
sion will prevent our tomorrow from be-
ing the same as our yesterday. 

I have a placard in my office that reads 
“If you can dream it, YOU CAN DO IT!” 
It is a quote from Walt Disney and it is a 
daily reminder of just how far we’ve all 
come during my 20 plus years in the DJ 
industry. It is a tribute to how much fun it 
is to do the impossible and the unexpect-
ed. Please accept my invitation to share 
in my passion. It is yours to experience 
and enjoy. It won’t take long to appreci-
ate how passion is “the magic that begins 
the happily ever after.” 

Ron Ruth is the owner of Ron Ruth 
Wedding Entertainment in Kansas City, 
a WED Guild™ member and a self-
professed “Disney Geek.” Ron can be 
reached at 816-224-4487 or via email at 
ronruth@discjockeynews.com.
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Dean Carlson continued from page 3

www.billcreates.com

The Entertainment Experience
Power to Create Seminar & Workshop 

& Art of the Audio Edit

Wednesday & Thursday September 12 & 13, 2012
ADJA Las Vegas DJ Show

Bill Hermann to Present Monday morning !
Prices go up dramatically after this!

Bill Hermann Jason Jones 

THE ENTERTAINMENT EXPERIENCE® 
Performance Training for Wedding Entertainers

" My first wedding back after EE was a huge success! I had more 
people come up and give me compliments than any other event 
I've ever done! Not only that, but the compliments included more 
WOW than ever! Taking EE was one of the best decisions I've 
ever made as an entertainer because it makes what I do better and 
will make bookings easier! I can't wait for the next event to try 
even more things!"

Kevin Croucher – Lexington, KY

Don’t Be Pushy...
By Rick Brewer, GetMoreBrides.com

Many people think that salesman are 
bad, obnoxious and are to be avoided 
much like a bad smell. There are many 
salespeople who fall into this category. 
However, to lump all people who are try-
ing to sell something into the same group 
simply is not effective in a buyer’s strate-
gy. When you think of brides, we all know 

that they will 
buy your stuff 
(from you or 
from someone) 
but they do a lot 
of weird things 
that make them 
have an unpro-
ductive buying 
process where 
they will waste 
a bunch of time 
and energy only 

to get frustrating results.
In my opinion, when someone comes 

to meet with you and takes your time, you 
have the right to ask for the sale. That said, 
they also have the right to say “no.” Stud-
ies show that by simply asking for the sale 
more often, you will find an increase in 
your bookings. Asking for the sale in an 
appropriate manner will help even more. 
When we ask, we don’t always get. But, 
we miss every shot we don’t take (to para-

phrase Wayne Gretzky). If we are sitting 
back hoping for the sale to come through, I 
will say as I often state, ‘hoping’ is a lousy 
strategy.

I want you to be honest; do you have a 
proven system that you use each and every 
time in your sales approach? In your strat-
egy, do you always (meaning each and ev-
ery time when it is time to ask for the sale, 
i.e. you are at the point to where no further 
information needs to be researched and the 
client has the information and input they 
need to make a decision) ask for the sale? 
I often hear the statement “I don’t want to 
be pushy” which is quite a pant load. If 
you cannot sell what you are an expert and 
passionate about without being pushy, you 
need to get a job that does not require risk. 
Selling is a risk, a risk that someone will 
reject what you are trying to sell.

Let me state something often quoted: 
“Nothing happens until something is sold.”

If you cannot sell your product or ser-
vice to brides, you won’t be around long. 
If you use the proper sales system that fits 
you and your style and is the best approach 
for the bride (focusing on being fully hon-
est in your approach) you will stay around 
and thrive as long as you choose.

The best sales systems accomplish the 
following:

1) They focus on the customer’s needs/

desires
2) They will draw the prospects through 

the same/similar process to get the best re-
sults

3) They have a process of discovery to 
see if there is indeed a match

4) They do not leave room for wonder, 
you know at the end here your prospect 
stands

Step one in your business is to get 
your phone to ring. Step two is to get your 
cash register to ring. When your market-
ing works but your sales system does not, 
you will have the same/similar effect as 
if your marketing as not working either. 
Both marketing to brides and selling to 

brides needs to work in tandem to insure a 
healthy bottom line.

Start with this step first: Ask for the 
sale each and every time you have a face 
to face meeting with a bride. You don’t 
have to use worn out methods that bare-
ly worked 15-20 years ago. Simply ask, 
“What’s our next step? Should we do 
some paperwork?” By asking this ques-
tion, let me know if you end up with more 
business on the books.

Rick Brewer is the Nation’s Foremost 
expert at Marketing and Selling to Brides. 
You can sign up for Rick’s Free Weekly 
“Marketing To Brides Tip of the Week” on 
his website, www.getmorebrides.com

mind several times a year, and might just 
bring back an awesome memory for the 
client. Also in the line of facebook stalk-
ing is if they have a child, send them a 
congrats card and a gift, wow would your 
stock rise. 

Yes this seems a bit time consuming, 
but once you get in the habit it almost 
does it by itself. You need to do as many 
of these in genuine verses generic man-
ner as possible. This sets up your solicit-
ing repeat business. Do you ever send out 
letter asking for business? Almost every 
client works somewhere and you could 
ask about holiday parties or in the spring 
you may even ask about family reunions. 

During this last year 90-95% of my 
events have been set up because of a re-

peat business type referral. At one wed-
ding I had 3 past couple and the newly-
weds that I was currently working for. 
My advertising budget has shrunk to an 
all-time low. It’s never too late to start 
this, image you are a past client and out 
of the blue comes a anniversary ort birth-
day card. I can guarantee no other wed-
ding vendor is doing this and even in a 
place as big as the Twin Cities only 2-5 
DJs attack in this manner. Your UPS 
could be genuine connection after the 
event, how awesome is that? Good luck 
and great shows. 

Dean Carlson can be reached at dean-
carlson@discjockeynews.com.
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Visit Music Trends at the Atlantic City DJ Expo Chauvet booth!! 
Get special DJ Expo pricing on all Chauvet products! Can’t make the show... call store for expo pricing

I am going to come right out and say it. 
Your own personal perception can easily 
become your own personal reality. Keep-
ing this in mind, growing to view other 

disc jockey 
s e r v i c e s 
as “col-
l e a g u e s ” 
rather than 
“competi-
tion” has 
been one 
of the most 
rewarding 
experiences 
of my en-
tire career 
in the mo-
bile disc 

jockey industry. Your “perception” and 
your own personal “reality” are all in what 
you make them.

From the time I began performing as 
a disc jockey back in 1989, I had always 
worked alone as a single op with absolute-
ly no one else on staff. You see, in order to 
play it “safe” I pretty much stuck to my-
self within the industry. I guess you might 
say that I was flying really low under the 
radar for the first decade or so.

Sadly the only real interaction that I 
had with other dj services in the earlier 
part of my life was tainted by underhand-
ed dealings and backstabbing. We have 
all been there at some time or another. 
Which makes it hard for many of us not 
to become jaded where competition is 
concerned. Those that know me, on a per-
sonal level, totally realize that my “thin 
skin” could not hold up in that type of en-
vironment. Therefore I chose to go on my 
journey alone, rather than open myself up 
to the possibilities of being hurt again. It’s 
a shame that I had let the actions of a few 

Connections: With Your Competition
By Steve Moody

unethical folks keep me from realizing the 
amazing opportunities that I was missing 
out on.

In all honesty, there was only one other 
disc jockey that I even allowed into the for-
tress that I had built around myself. Nick 
Burke (Maryland) was the first and only dj 
that I even slightly associated with. I be-
lieve that I first met him back in 2001and 
then began seeing him on a weekly basis at 
the venue where I performed on Wednes-
day evenings. 

After years of putting him off, I finally 
let him talk me into going to my first con-
vention back in 2007. As you might imag-
ine, I was totally blown away by my first 
experience at the Atlantic City DJ Expo. I 
was in awe of all of the djs shaking hands, 
giving hugs, having conversations in the 
hallways, sharing meals together and en-
couraging each other. Beyond Amazing!!!

At that point in my life I could not even 
look another dj in the eye much less give 
them a hug! I was totally out of my ele-
ment. The magic is that by the end of the 
week, my entire perception of my peers 
had changed. (This is not to say that I 
am naive enough to believe that every dj 
service was now miraculously on the up 
and up.) I realize that many of those un-
derhanded kinda folks are still out there. 
That being said, I just made a choice to 
step above and brush them under the rug.

As I slowly began making connections 
with other djs, I noticed that I was most 
comfortable with the entertainers that 
were not in my immediate market here in 
Maryland. Naturally. However, after some 
time, I began to take notice of the relation-
ships created by other djs that happened to 
share the same market. The outer walls of 
my fortress slowly began to crumble.

In all honesty, I would have to credit 
the NJDJN (New Jersey Disc Jockey Net-

work) for this breakthrough. When I be-
gan connecting with this group of guys 
and gals I realized that anything was 
possible. The NJDJN is entirely unique. 
Over the past few years I have travelled 
all up and down the east coast speaking at 
various conventions and conferences and 
though there are many groups that have 
formed great relationships, none has quite 
achieved what these folks in New Jersey 
have. 

Their monthly meetings are almost like 
family reunions, different age groups, dif-
ferent sexes, different colors of skin, dif-
ferent performance styles, different busi-
ness styles...yet one big family. Everyone 
is welcome. This by no means is meant to 
be interpreted as any type of negative re-
mark about any other assocations..I would 
never ever say that. I am only saying that 
there is something extremely special go-
ing on within this group.

They don’t just get together once a 
month for the meetings. Their networking 
goes much further than that. They refer 
each other, they work together on events 
that need an extra hand or equipment, 
they are each other’s back up in time of 
sickness and they band together in times 
of need. They do it for each other and for 
the betterment of the entire industry as a 
whole.

Following their lead I have tried to 
open up to my former competition. I know 
that for some of you it might sound a bit 
insane…while for others you have already 
experienced the benefits. I know, I know. 
In fact, if you would have told me five 
years ago that I would be sharing my mar-
keting and sales insights in this column, or 
that I would be presenting seminars (that 
DJs from my own market were attending) 
I would have never believed it. Not in a 
million years. 

Lowering my defenses has been truly 
rewarding all the way around. A willing-
ness to share knowledge opens up more 
doors than you could never imagine. Do 
I worry about other smaller DJ companies 
using my ideas to better their services? 
Absolutely not. There is plenty of work 
for all of us...and besides, we can all share 
the same knowledge, yet we will all pres-
ent ourselves differently. 

Sometimes we lose sight of the princi-
pal that we are all unique. There is only one 
me and only one you. We can use similar 
marketing strategies, similar sales tech-
niques, similar methods of getting people 
on the dance floor and similar methods of 
introducing bridal parties. However, the 
truth is that we will never do it exactly the 
same way. Why not share what we have 
learned to help other companies improve 
their product, in order to better outsider’s 
perception of our industry? In my case it 
has been a “win-win” situation for all in-
volved. The better other DJ companies in 
my market look, the higher the average 
price goes up and we are all making more 
money. 

I know that it is very easy to believe 
that opening yourself up in this way could 
be disastrous. In fact, I used to feel a sense 
of aggression toward other companies if I 
were to lose a client to them. That being 
said, I now realize that my frustration was 
totally misplaced. The frustration should 
have been aimed at myself. Rather than 
feeling animosity toward another compa-
ny… the question should have been “why 
wasn’t I good enough to close that sale?”.. 
(and blaming it on the fact that they under-
cut your price is no excuse). If my presen-
tation would have been better they would 
have booked me no matter what the price. 
The question should be, “What do I need 

Steve Moody Continued On Page 10
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Getting Ready To Think!
By Jeffrey Gitomer

Are you ready? What are you think-
ing?

I’ll be spending the month of August 
in Paris with my family. I can’t describe 
how wonderful it will be. My goal is to 
finish a book, take in the culture, enjoy 
my family, and THINK.

Investing time in your thoughts – es-
pecially in an amazing place – creates 

incredible re-
sults. More on 
that later this 
month.

Jessica, my 
partner and 
mother of our 
daughter Ga-
brielle, came 
up with a great 
idea to give 
our staff an in-
sight into what 
we do in Paris 

by giving them a week off (with full pay), 
and challenge them to spend (invest) their 
time thinking or achieving a lifelong goal.

I’m sending my staff a few ideas on 
thinking to get them going, and I’m shar-
ing them with you. These are personal 
insights that will help you achieve some 
original thought, reaffirm some existing 
thought, and maybe even get rid of a few 
unwanted thoughts…

1. Identify your NOW feeling and 
state of mind. What’s up? Happy? Sad? 
Afraid? Mad? It’s important that your 
mind at least be in “neutral” before you 
start the thinking process, and the more 
the needle leans toward happy and posi-
tive, the more productive and rewarding 
the thinking time will be.

2. Wake up and write. It doesn’t matter 
what it is, just write whatever comes to 
mind. Don’t force yourself to do it, just 

let words flow. As you think, capture your 
words.

3. Mentally go back to the house you 
grew up and picture yourself in each room 
one at a time. Stories will begin to pop into 
your head about what happened. Pick the 
fun ones and document them. This may 
even prompt you to call some people you 
love that you haven’t been in touch with 
recently.

4. Don’t write about your goals – fo-
cus on things you would like to achieve. 
Write a bucket list of places you must go 
before you die. Go online and find pictures 
of each one of them and paste it next to the 
place you want to go. Make it real. Go-
ing to India may be a place you want to 
visit, but putting a picture of the Taj Mahal 
makes it more real. After you have listed 
all the places, jot down a few things you 
MUST do. Maybe it’s run a marathon, or 
go to the library more often. Whatever it 
is, or they are, commit to it (or them) in 
writing. Add to the lists regularly.

5. Find a quiet place where you can be 
alone to write. Starbucks is not the best 
place. A park is better. I spend a lot of my 
time in parks and by water. Something 
about thesound of wind or the sound of 
the water is calming. Just an added note: I 
do not listen to music while I write, but if I 
did I would listen to light jazz or classical.

6. Don’t let your thoughts get away. 
Rather than dwell on them, write down the 
key words so you don’t forget. Thoughts 
are fleeting. If you wait one minute and 
then go back to it, it’s gone.

7. Write your biography. Just a short 
history of where you grew up, who you 
are, and what you did. Two or three para-
graphs.

8. Write down what you love about 
work, what you hate about work, and what 
you wish were different at work. From that 

list (especially what you hate about it) you 
will begin to generate a few ideas. Write 
them down immediately and then let them 
sit for a day. Don’t just write the idea, 
write everything you are thinking about it. 
I refer to it as a brain dump. Having writ-
ten more than 1,000 articles, they often 
come from frustration, not just ideas. And 
when I first think of them, I immediately 
write everything down that’s in my head, 
not in sentence format – just the ideas and 
words so I capture the thought and can go 
back and fill it inlater.

8.5 Write everything down at the end 
of your day. Before you go to bed at night 
clear your mind so you can dream and 
wake up with answers. You do this by 
writing your thoughts, your to-dos, your 
challenges, and maybe even your hopes 
and fearsbefore you go to bed. Once it’s 
written, you can forget about it. This will 

allow you to sleep like a baby and wake 
up with an uncluttered mind.

Please take advantage of your personal 
time. It will pass quickly. Try to invest as 
much of it as you can FOR YOURSELF. 
I’ll be doing the same. I look forward to 
sharing your experience when I get back.

Jeffrey Gitomer is the author of The 
Sales Bible, CustomerSatisfaction is Worth-
less Customer Loyalty is Priceless, The 
Little Red Book of Selling, The Little Red 
Book of Sales Answers, The Little Black 
Book of Connections, The Little Gold Book 
of YES! Attitude, The Little Green Book 
of Getting Your Way, The Little Platinum 
Book of Cha-Ching, The Little Teal Book of 
Trust, The Little Book of Leadership, and 
Social BOOM! His website, www.gitomer.
com, will lead you to more information 
about training and seminars, or email him-
personally at salesman@gitomer.com.

to change in my presentation to do better 
next time around”?

Once I began competing against my-
self, rather than competing against my in-
dustry colleagues, so many amazing new 
opportunities came my way. If you get 
nothing else from this month’s column, 
get this....if you change your perspective 
a bit and begin to view other DJs in your 
market as colleagues rather than competi-
tion, you will eventually realize that your 
only true competition is yourself. Some-
times you win and sometimes you lose but 
you always are able to learn and adapt for 
the next time. 

Your greatest competition is to learn 
more than you knew yesterday about mar-
keting strategies, sales concepts and per-
formance techniques. Keep challenging 
yourself to learn more about areas where 
you need improvement. If you are losing 
sales to another local service it is not their 
fault.. Time to step up, take the blame, 
accept them for who they are and make 
strides to better yourself.

Hope that you are having a blast this 
summer and can’t wait to see many of you 
in Atlantic City for the International DJ 
Expo (August 11-14). I have been invited 
back for the 3rd year in a row to present 
an all new version of “All Star MC Se-
crets Revealed”. The tips shared by our 
panel are going to be worth their weight in 
gold. We are all set for the first Seminar on 
Monday morning with fellow Disc Jockey 
New writer Mitch Taylor along wth Jake 
Jacobson, Tara Feely, Peter Merry and 
Mark Brenneisen. 

Steve has been the owner of the Mary-
land based Steve Moody’s Entertainment 
Connection since 1989. After his 2009 DJ 
Of The Year win in Atlantic City, Steve 
began travelling the East Coast sharing 
marketing and sales techniques with Disc 
Jockey and other Wedding Professional 
Organizations. He can be reached by call-
ing 800-410-3013 or at SteveMoody@dis-
cjockeynews.com

Moody Continued From Page 9
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September  10 – 12, 2012
Las Vegas Hilton 

Seminar Passes Starting At:

$49
Open To ALL DJs!

(You Don’t Have To Be
An ADJA Member To Attend!)

Show Passes Are 100% FREE To Anyone!
Preferred room rates for attendees and exhibitors: When making reservations, 
please ask for Global Entertainers Guild or Block Code: GEG2012
$99 per night (single occupancy); $109 per night (double occupancy).

• Seminars From Leading DJs & Presenters
• Top Name Gear Manufacturers
• Networking, Entertainment & Parties
• Historic Las Vegas Hilton Atmosphere
• Biggest Show Floor Ever

We Help DJs Build & Grow 
Their Business!

Reserve Your Show Pass 
& Room Today! 

Sign Up At: 
www.LasVegasDJShow.com

The Referral Coach
By Matt Anderson

The 6 Requirements of Success
Any time I need some extra moti-

vation, I listen to a Brian Tracy audio. 
His Psychology of Achievement is, ul-
timately, a tremendous guide for living 
well.

1. Peace of mind
This is about living free from fear, 

guilt and anger. 
There is a di-
rect correlation 
between how 
much control 
we feel we have 
in life and our 
mental health.

It is about be-
ing able to sleep 
at night knowing 
that you are do-
ing your best in 
life.

2. Good health and high energy
You are already painfully aware of 

this. 
If you’re not where you want to be:
a) It’s okay to put yourself first – you 

are not much good to others (including 
business clients) if you are burned out 
and on the verge of sickness. It’s prob-
ably about saying no to something else 
that you tell yourself is more urgent.

b) See yourself as a prize horse that 
must be well taken care of in order for 
you to do yourself justice 

c) This is about self-discipline AND 
about living what you say you value – 
your health.

Remember that successful people do 
the things unsuccessful people do not 
feel like doing either!

3. Loving relationships

For many years I struggled to address 
this area of my life. I would read this 
and wince. I would bury myself in more 
work to numb the emotional pain.

Sometimes your past impacts you 
in ways you do not understand. Some-
times you need the insights of experts. 
And sometimes books are not enough 
partly because we have a way of only 
identifying with what we already know; 
you may need interaction with a class, 
therapist or coach.

Western culture is almost obsessed 
with the concept of individualism. 
While this has many strengths, avoiding 
intimacy is one example of the negative 
extreme. Workaholism is another. I will 
never forget the moment I read in Rob-
ert Holden’s Success Intelligence: 

“At the heart of excessive individual-
ism is a broken heart.”

I knew I had read something power-
ful, yet it still took me a year to reach 
out and ask for help from others.

4. Freedom from financial worries
This topic also requires a book! The 

amount will vary from person to person. 
Try David Bach, John Assaraf, Wayne 
Dyer, and Joe Vitale for great ideas.

5. Worthy goals and ideals
What are your goals for the next 12 

months?
Brian Tracy comments: “We perform 

consistent with our self-concept. We 
earn a living consistent with our self-
concept.” Therefore, spend more time 
focusing on ways to like yourself more.

Otherwise, how can you expect dif-
ferent results? You cannot outperform 
your self-concept! Like most positive 
outcomes in life, improving in this area 
takes frequent, small steps. Acknowl-

edge yourself for what you are doing 
right and for who you are being.

6. Feeling that you are fulfilling your 
potential

You, not our culture, must decide 
what brings you fulfillment. Everyone’s 
best varies. 

Listen to what’s inside you. Dream a 
little. Think bigger. Listen to your heart. 
Here’s some wonderful advice from 
Robert Holden:

Even though life can be difficult, 
heartbreaking and insane at times, the 
only way to really succeed is to keep 
saying, ‘yes’ to what moves your soul.

What moves your soul?
Matt Anderson is the author of ‘Fear-

less Referrals’ at www.fearlessreferrals.
com. Matt can be reached at: http://
www.thereferralauthority.com
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You can subscribe to the newspaper and have it delivered 
to your mailbox each month along with the E-Edition! Or, 
you can subscribe online at: www.discjockeynews.com
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Look Mom, No Cords!
By Jeremy Brech

With the every changing industry 
in lighting there is one thing for sure. 
LEDs have made their mark. There 
are many great features to LED light-
ing such as no heat emission, com-
pact, etc., but there is one that makes 
this next trend possible. Low power 
consumption! I want you to imagine 
event lighting as if it is the trend of the 
telephone. Look how far it has come. 

It went 
f r o m 
cranking 
a phone, 
to rotary 
dial, to 
d i g i t a l 
t o u c h 
keys, to 
a phone 
w i t h o u t 
the long 
c u r l y 

phone cord by going to a cordless 
phone, to now having the freedom to 
carry your cell phone in your pocket 
and answer it no matter where you 
are in the world. Now our lives re-
volve around the power of the cell 
phone and its capabilities. If you look 
at the trending in lights, it really isn’t 
that much different. There are many 
great industry leaders that have been 
around for years and also some great 
new manufactures that have seen the 
need for wireless power and wireless 
DMX.

Just in the last couple years with 
the explosion of the LED world, lights 
have become very advanced and it has 
simplified many aspects for the aver-
age and advanced lighting designer. 

American DJ, Chauvet, Blizzard, and 
Eternal Lighting have made some tre-
mendous progress in our industry. If 
you look at all the categories in the 
wedding industry, the entertainment 
and lighting industry has probably 
made the biggest leaps and bounds. So 
take advantage of it! 

Imagine setting a room of DMX 
powered lighting with no power cords 
and no DMX cables. It is now possible 
thanks to the technology of our light-
ing industry. It would take me over 1 
hour to run an entire room of up-light-
ings; having to plug them in, finding 
out your cord isn’t long enough, or 
the power cord doesn’t work. Then it 
would take another half hour to run all 
the DMX cables to each light hoping 
the cable didn’t go bad since the last 
time. Once I replaced all the bad cords, 
I would have to hope that I brought 
my DMX signal eliminator. Now that 
all of that is done, it is time to tuck all 
the cords against the wall and throw 
rugs over doorways or use a $20 roll 
of Gaff tape to make this monstrosity 
looks “elegant.” With the new battery 
power and wireless DMX capabilities 
we can now set an entire room in 15 
minutes and control all of them with 
our computer. 

This dream of mine where every-
thing can be wireless lighting is now 
a reality. A couple years ago when the 
Chauvet LED Rain 56 par can came 
out, within months I was working on a 
contraption to make it wireless power. 
After figuring out the amp draw and 
testing many different styles of batter-
ies I had it all put together. With some 
self wiring and a power inverter I now 

had a battery powered par can that 
would last for 13 hours. As long as it 
was under a table and not visible to the 
public, it looked great! 

The rechargeable battery powered 
flat pars are great but they are even 
better with the capabilities of wire-
less DMX. Some of the newer units 
will have built in wireless DMX which 
I love! If your units don’t, then look 
into getting a couple of the wiCICLE 
units from Blizzard Lighting. We use 
the wiCICLES on our Chauvet Q-spot 
260 LEDs during our wedding events 
because it allows us to place that to-
tem or light anywhere in the room. The 

flexibil-
ity that 
wireless 
D M X 
c r e a t e s 
is unbe-
lievable. 

Time 
for prod-
uct re-
v i e w . 
A m e r i -
can DJ 
seems to 
be capi-
talizing 
on a 
success-
ful IR 
wireless 
r e m o t e 
s y s t e m 
w i t h 

their GO Series. They are a powerful 
light and can be ran by anyone using 
the remote. The Chauvet Freedom Se-

ries is making a big splash as well. 
Even though they might not be sleek 
and sexy they still provide a great 
product. The Freedom series has built 
in battery along with built in wireless 
DMX. The only downside to these 
two products at this point is the RGB 
limitations. We have seen a huge trend 
in colors using amber tones and white 
tones. Eternal has delivered with their 
Cube series with battery life, output, 
Internal DMX and color mixing ca-
pabilities. Last but not least Blizzard 
Lighting has truly created a great 
product with price and functionality. 
The Puck Series has been an amaz-
ing light for us with the unplugged 
or battery powered option along with 
having wireless DMX, these lights are 
fantastic. The Blizzard Q6U flat par is 
probably the best selling light on the 
market right now. 

How do you run the wireless 
DMX? The wiCICLES have been 
amazing receivers for us and they also 
make a nice compact transmitter in the 
same style. The Lightcaster Wireless 
System which also runs on a 2.4Ghz 
frequency provides a tremendous out-
put signal for large rooms. These sys-
tems are affordable and well worth the 
investment. 

For any of these items, contact 
NLFX in Minnesota. They back their 
items and take care of their clients. 
Ben Stowe and his staff are very 
knowledgeable about each product 
and can get you some of the best pric-
es out there. 

Jeremy can be reached at: jeremy-
brech@discjockeynews.com.

American DJ MegaGo Series 
battery powered lights
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Tackling Your Marketing Plan
By Mike Kazis

A while back, I wrote an article which 
addressed the importance of a business 
plan and discussed the basic content of 

one. Many 
b u s i n e s s 
owners may 
a l r e a d y 
have a for-
mal busi-
ness plan, 
but there 
are probably 
just as many 
who don’t. 
It’s not sur-
prising and 
completely 
understand-
able. Busi-

ness plans are often perceived as long, 
complex and time consuming; They’re 
all of the above. 

Another thing I discovered was that 
some professionals-turned-business-
owners lack marketing knowledge. A 
few years back, I interviewed a few lo-
cal small businesses to see if they would 
share their marketing strategies with me. 
I walked into a popular, small sized Ital-
ian restaurant and asked the owner if he 
had a marketing plan. To my surprise, 
his reply was, “What’s that?” There’s 
typically no way anyone can expect a 
chef turned business owner to suddenly 
have the knowledge in so many areas 
of business. He may also lack the time 
it takes to create a formal business plan. 
That goes for any small business owner 
in any industry, which is why I’m going 
to share some information that will help 
anyone in need of a business plan. 

 I’ve always preferred to complete 

tasks one piece at a time, so if you’ve 
never created a business plan before, 
then start first with just the marketing 
plan. Understanding your market is one 
of the most important factors to having 
a successful business, so why not start 
there? 

 In marketing, remember your main 
goal is to reach and capture customers. 
I’ve spoken to lots of folks with great 
business ideas and some have even at-
tempted to turn their ideas into a money 
making venture. Some succeeded but 
many did not. The common factor of 
those who failed was they had a great 
idea or service, but didn’t have a suffi-
ciently large market. They failed to reach 
and capture customers. That’s what you 
need to focus on. 

There are many different ways to or-
ganize the many sections of a marketing 
plan, but the order below appears to be 
the one with minimal requirements. Start 
with these for now and you can always 
customize it as your business grows. 
Here’s the order:

Target Market
If a marketing plan does anything, it 

will help you put your business in per-
spective as to who your customers are, 
what you’re offering them, and how 
you’re going to convey that message to 
them.

Selecting a target market is very im-
portant. Different people are attracted to 
different styles and products. Teens, for 
example, are not always inspired by the 
same things that appeal to adults. Select-
ing a target market will help you focus 
your efforts on the group you will appeal 
to the most. Figure out who that market 
will be by creating a demographic pro-

file of your potential customers and de-
termine other significant customer char-
acteristics that will help you market your 
product or service. 

Customer’s Motivation to Buy
Now that you have a product, why do 

customers need your product or service? 
You’ll need to determine whether or 

not people are interested in your product 
or service. Conduct some simple mar-
ket research. Start by simply determin-
ing whether the market demand is great 
enough to support your company and 
the products you wish to offer. Start by 
conducting a local survey consisting of 
friends, family, neighbors, or whoever 
else and find out what you can about 
their buying behaviors and whether 
those behaviors would be right for your 
company.

Market Size and Trends
Now that you have a target market 

from the first section, demonstrate how 
large that market is, how it’s growing 
or shrinking and at what rate. Look for 
industry-based statistical information. 
You may even want to consider buying 
reports or surveys. 

Personal Selling Efforts
In this section, illustrate sales relat-

ed information such as the size of your 
sales force, compensation plan, and sales 
performance rates. Your sales strategies, 
tactics, methods of operation, commis-
sion rates, etc. are all documented here.

Advertising and Promotion
Next you want to determine what your 

message will be to potential customers to 
draw them to your product. Your meth-
ods involved with promoting your prod-
uct need to be well thought out. You’re 
not going to just build a web site, as I 

hear so many startups say. After all, how 
will people find your web site amongst a 
sea of competitors? You’ll need to select 
a mix of media types, estimate the total 
cost of the media used and how frequent-
ly it will be used. You’ll also want to de-
termine ways of obtaining free publicity 
by building a public relations strategy. 

Pricing
This section has several important 

sections:
Cost Structure – Fixed and Variable 

Costs 
You’ll want to illustrate a breakdown 

of what the costs will be per item or unit 
of service. There are two types of costs to 
consider – fixed costs and variable costs. 
Here are two simple examples. A fixed 
cost is one that doesn’t change based on 
the number of units you sell. Rent is a 
fixed cost. It doesn’t matter if the rent 
goes up. It didn’t change based on the 
number of units you sell like a variable 
cost does. Paying your staff is a good ex-
ample when it comes to DJing an event 
because you pay your staff per party. 

Desired Image in the Market
Do you want to be known as a cost 

efficient DJ, a value based DJ, or a top 
quality, high end DJ?

Whatever you choose, you’ll want to 
document it here. From experience, this 
section is very helpful when learning 
how to verbally promote your business 
to perfect strangers who know nothing 
about you. 

Comparison Against Competitor’s 
Prices

This information can sometimes be 
difficult to get. I know some DJs still call 
and pretend to be customers. An easier 

Mike Kazis continued to page 15
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When You Delegate You Elevate
 By Harvey Mackay

“The surest way for an executive to 
kill himself is to refuse to learn how, and 

when, and to 
whom to del-
egate work,” 
said James 
Cash Pen-
ney, founder 
of the J.C. 
Penney retail 
chain. 

W h e n 
you grow, 
you have to 
know when 
to let go. You 
have to know 

when to delegate down so you can rise 
up. The inability to delegate properly is 
the main reason that executives fail. I’ve 
learned that people will seldom let you 
down if they understand that your des-
tiny is in their hands, and vice versa.

Delegating is a key management 
skill. But managers often mistake del-
egation for passing off work. Failing to 
effectively delegate wastes your time as 
well as the company’s time and resourc-
es.

Personal experience starting and run-
ning Mackay Envelope Company, now 
MackayMitchell Envelope Company, 

taught me this. There came a day when 
we had grown to the point where I had 
to hire a person under me to run the 
company day to day, while I scanned the 
horizon, studying our industry and the 
company’s future direction.

The reason? You don’t want to be 
micro-managing and end up macro-
mangling. The captain’s place is on the 
bridge and not knee deep in the bilge. 
As the person steering an enterprise, you 
keep your head high and your vision un-
obstructed so you can study the big re-
sponsibilities, while maintaining author-
ity and control. Many aspects of this art 
can’t be taught. Pulling it off successful-
ly can’t be analyzed or quantified. But it 
can be qualified. If you don’t get quality 
people, you’re doomed.

Robert Townsend in his book, Fur-
ther Up the Organization, wrote: “Lead-
ers delegate whole important jobs. Non-
leaders make all final decisions them-
selves.”

Learning to delegate often requires a 
detour outside your comfort zone. How 
do you start delegating successfully?

• Don’t look for perfection. Your ob-
jective is to get the job done, not create 
a masterpiece. Establish a standard of 
quality and a fair timeframe for reaching 

Promotions: It Can Be Seasonal
By Jason Jones

It’s the dog days of summer and 
Minnesota is true to form this year: hot 
and muggy. It’s also perfect weather 
for hanging out at the lake, enjoying 
a few beers from the cooler and tak-

ing in the 
c o v e t e d 
hot days. 
In a mere 
six months 
we’ll be in 
the deep 
f r e e z e 
next to the 
p u s h - u p s 
and pizza.

Just the 
other day I 
called my 
bar client 
where I 

host and DJ a weekly birthday pro-
motion to set up one of our quarterly 
meetings to evaluate how the Birthday 
Night Promotion is going. I already 
have a good idea of how it’s going 
but that isn’t as important as knowing 
how it’s going for him. Being clued in 
to his perception of the promotion and 
sales is critical to maintaining my val-
ue. You cannot assume that your bar 
client will also see things like you do. 
Perception is everything. George Bush 
proved that when he won the Gover-
nors office in Texas. He campaigned 
on how out of control the crime was in 
the state at a time when crime was at 
it’s lowest in decades, and won. 

While we talked on the phone my 
bar client mentioned how weather re-
ally drives a lot of different business 
in Minnesota. It does, especially the 

bar business. It’s something to really 
look at when you’re going to pro-
duce/perform and/or promote a public 
event, or even start a promotion at the 
bar. You can have the best promotion 
ever with the greatest prizes and most 
engaging execution and have a poor 
turnout. The only thing wrong is that 
you may not have taken the season 
into consideration. 

It’s really important to tune into the 
habits of the people who come to your 
shows. In Minnesota, interests shift 
from season to season. The beginning 
and end of the school year affects 
shopping habits, as does the holidays 
and special occasions. There is very 
little live theatre to see in the Twin 
Cities during the summer because the 
majority of people want to be enter-
tained outside. It’s why I don’t pro-
duce “Jason’s Comedy Night” shows 
at my weekly local location during the 
summer. It’s too difficult to get a suf-
ficient audience to make a profit. 

On the other hand, I am research-
ing and prospecting resort areas with 
cabins near lakes outside the city to 
see if my audience will come in for 
a comedy show since they have the 
mindset of being on vacation. My 
summer business could very well be 
touring shows to smaller resorts and 
then I can enjoy some of that beer and 
sun on the beach myself while cashing 
in on an audience that’s looking for a 
unique offering in an area of limited 
entertainment choices.

However like any public event, 
I will do my homework, speculate 
based on some research and then give 
it a go if it looks like it has a 50% or Mackay Continued on page 16

better chance of success.
Stay cool, it’s almost time for 

school. 
Jason Jones will be presenting the 

Entertainment Experience Power to 
Create and Art of the Audio Edit with 
Bill Hermann at the ADJA Las Vegas 
DJ show on September 12 and 13, 

2012. Reserve your seats at www.bill-
creates.com. 

Jason Jones is a producer, speaker, 
author and DJ who lives in Saint Paul, 
MN with his wife Kelly, son Max and a 
couple of cats and dogs. 

You can reach jason at: jason-
jones@discjockeynews.com.
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The State Of The DJ Nation: Blame The... BRIDE!
By DJ Avestan Kerenaoiti

I was reading a thread on Facebook 
recently, and well, it gave me something 
to think about. You see, it all started 
when someone posted a video from 
‘Ruth To The Rescue’ - WDIV Chan-
nel 4, out of Detroit. The bride hired a 
DJ nearly a year in advance paying him 
up front and going through the planning 
process. And then, just a short time be-
fore the wedding, he bailed on her for a 
better paying ‘gig’. He sent a replace-
ment that didn’t have (or couldn’t find) 
the song for the first dance, and gener-
ally, according to the bride, ‘ruined’ her 
wedding day.

The question asked in that post was, 
“What is the most disturbing about this 
video?”

And the answers centered around 
‘You get what you pay for’ with some 
‘We would never do that’ and ‘It’s obvi-
ous the reporter doesn’t know the first 

thing about hiring a DJ’ thrown in for 
good measure.

After thinking about it, I realized 
something. The most appalling thing I 
saw had nothing whatsoever to do with 
the video but with the responses. The 
one thing beyond all others that com-
pletely and utterly disgusted me was....

Most everyone blamed the BRIDE.
Why? She didn’t do anything wrong. 

If she had bought a car that turned out to 
be a lemon you wouldn’t blame her. If 
the general contractor bailed on her half 
way through the remodel you wouldn’t 
blame her. So why do we, as DJs, opt to 
blame the client for a bad choice?

Nowhere in any discussion was 
anyone calling to find out if the DJ is a 
member of the ADJA or NAME and ask-
ing for them to be removed. No one was 
calling the DJ an unethical scumbag. No 
one blamed the DJ - when, in fact, he 

is the ONLY one to blame. HE chose 
to bail on his client. HE picked a poor 
replacement. HE claims the music was 
there but the ‘other guy’ couldn’t find it. 
HE ruined her wedding.

Time after time we, as an industry, 
refuse to accept that we are creating the 
problem. No, you might not bail on a cli-
ent, but by blaming the client in this case 
you might as well have. You see, it’s 
the bad ones getting the press. And the 
worse the bad - the lower the standards 
and the lower the expectations when 
that next clients comes to see YOU. You 
don’t see video claiming, ‘The wedding 
photographer ruined my wedding!’ You 
don’t see ‘The caterer ruined my wed-
ding!’ It’s like the criminal blaming the 
shopkeeper for them being in jail - not 
the behavior that got them there in the 
first place.

How about the next time a DJ does 

something stupid we call them on it? 
How about the next time we blame the 
DJ for being greedy and hosing his cli-
ent? How about we blame the DJ for not 
giving a rat’s ass about his clients?

But we can’t do that because deep 
down, in places we don’t like to talk 
about, we’re scared to death that some-
one might actually expect us to hold 
ourselves accountable for our actions 
and more importantly, our performance. 
Come the end of the night we can’t have 
that, can we?

Incompetence and passing the buck. 
THAT is the state of the DJ Nation.

You can reach Avestand Kerenaoiti 
at: avestan@discjockeynews.com

way might be to call one of the local 
chapters a nearby DJ association. 

Gross Profit Margin
After you figure out your total costs, 

you’ll need to do figure out what you 
want to earn as a profit. The result will 
give you a rough idea of the price you’ll 
need to charge. However, this alone will 
not give you your gross profit margin. 
It’s very important to know how many 
parties you need to book per month to 
earn a monthly profit. You need to do 
some math to get your breakeven point 
- the minimum number of parties you 
need to book to cover all of the fixed and 
variable costs. There are plenty of online 
resources, but I can cover it in a later ar-

ticle. 
Distribution Strategy
This section illustrates all the chan-

nels of distribution used to sell your 
product or service. It’s much easier to 
understand when dealing with physical 
products if, for instance, you’re selling 
your products wholesale to a retailer. For 
a mobile DJ business a channel of dis-
tribution may be a wedding planner or 
caterer that recommends your services. 

Sales Techniques and Incentives for 
Intermediaries

Any type of external sales agent, such 
as a wedding planner, who actually sells 
your services directly is an intermediary. 
Keeping it organized in one designated 

section will mean an easier way of man-
aging sales made by outside sources. 

Test Market Results
In this section gather the data and out-

comes of your marketing efforts. It will 
help you determine whether or not your 
marketing efforts are paying off. Gather 
surveys, customer feedback, and focus 
group data. Analyze the data and gen-
erate results which will help you make 
the necessary changes to your marketing 
strategy. 

I did omit a lot of information from 
the sections above because I wanted to 
keep this as painless as possible for busy 
business owners. For those of you who 
are attending this month’s DJ Expo in 

Atlantic City and plan to attend the many 
workshops and seminars, be prepared to 
walk out with a lot of helpful notes and 
tools that will help you improve market-
ing your business.  When you get home, 
I recommend you weed through the 
marketing information you’ve collected 
(notes from seminars, flyers from busi-
ness card vendors, website hosting com-
panies, wedding magazines, etc.), select 
the information you wish to keep, and 
document it into your marketing plan 
so you now have a well organized game 
plan. 

Happy marketing!
Mike can be reached at mikekazis@

discjockeynews.com.

Mike Kazis continued from page 13
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Pop
1	 Maroon 5	 Payphone
2	 Katy Perry	 Wide Awake
3	 Rihanna	 Where Have You Been
4	 Carly Rae Jepsen	 Call Me Maybe
5	 Ellie Goulding	 Lights
6	 Usher	 Scream
7	 Gotye	 Somebody That I Used To Know
8	 David Guetta	 Titanium
9	 Calvin Harris	 Let’s Go
10	 Demi Lovato	 Give Your Heart A Break
11	 Cher Lloyd	 Want U Back
12	 One Direction	 One Thing
13	 Pink	 Blow Me (One Last Kiss)
14	 Havana Brown	 We Run The Night
15	 Flo Rida	 Whistle
16	 Owl City & Carly Rae Jepsen	 Good Time
17	 Wanted	 Chasing The Sun
18	 Gym Class Heroes	 The Fighter
19	 Neon Trees	 Everybody Talks
20	 Pitbull	 Back In Time

Urban
1	 Big Sean, Kanye WestÉ	 Mercy
2	 Usher	 Lemme See
3	 2 Chainz	 No Lie
4	 DJ Khaled	 Take It To The Head
5	 Wale	 Bag Of Money
6	 J. Cole	 Nobody’s Perfect
7	 Trey Songz	 Heart Attack
8	 Wiz Khalifa	 Work Hard, Play Hard
9	 Meek Mill	 Amen
10	 Ca$h Out	 Cashin’ Out
11	 Trey Songz	 2 Reasons
12	 Chris Brown	 Till I Die
13	 Rick Ross	 Touch ÔN You
14	 Nicki Minaj	 Beez In The Trap
15	 Lil Wayne	 My Homies Still
16	 Mary J. Blige	 Why
17	 Drake	 Crew Love
18	 Driicky Graham	 Snapbacks & Tattoos
19	 Chris Brown	 Sweet Love
20	 Elle Varner	 Refill

Top 20 Music Charts
By www.PrimeCutsMusic.com

Country
1	 Dierks Bentley	 5-1-5-0
2	 Kenny Chesney	 Come Over
3	 Gloriana	 (Kissed You) Good Night
4	 Eli Young Band	 Even If It Breaks Your Heart
5	 Love And Theft	 Angel Eyes
6	 Toby Keith	 Beers Ago
7	 Blake Shelton	 Over
8	 Band Perry	 Postcard From Paris
9	 Brantley Gilbert	 You Don’t Know Her Like I Do
10	 Josh Turner	 Time Is Love
11	 Keith Urban	 For You
12	 Jana Kramer	 Why Ya Wanna
13	 Little Big Town	 Pontoon
14	 Dustin Lynch	 Cowboys And Angels
15	 Zac Brown Band	 The Wind
16	 Thomas Rhett	 Something To Do With My Hands
17	 Thompson Square	 Glass
18	 Hunter Hayes	 Wanted
19	 Big & Rich	 That’s Why I Pray
20	 Easton Corbin	 Lovin’ You Is Fun

Rock
1	 Volbeat	 Still Counting
2	 Shinedown	 Unity
3	 Linkin Park	 Burn It Down
4	 Offspring	 Days Go By
5	 Adelitas Way	 Criticize
6	 Chevelle	 Hats Off To The Bull
7	 Five Finger Death Punch	 Coming Down
8	 Black Keys	 Gold On The Ceiling
9	 Soundgarden	 Live To Rise
10	 P.O.D.	 Lost In Forever
11	 Godsmack	 Rocky Mountain Way
12	 Staind	 Now
13	 Deuce	 America
14	 Green Day	 Oh Love
15	 Art Of Dying	 Sorry
16	 Saving Abel	 Bringing Down The Giant
17	 Serj Tankian	 Figure It Out
18	 Seether	 Here And Now
19	 Halestorm	 I Miss The Misery
20	 Redlight King	 Comeback

Adult Contempory
1	 Train	 Drive By
2	 Kelly Clarkson	 Stronger (What Doesn’t Kill You)
3	 Gotye	 Somebody That I Used To Know
4	 Adele	 Set Fire To The Rain
5	 Adele	 Rumour Has It
6	 Carly Rae Jepsen	 Call Me Maybe
7	 Katy Perry	 The One That Got Away
8	 Maroon 5	 Payphone
9	 One Direction	 What Makes You Beautiful
10	 Fun.	 We Are Young
11	 Norah Jones	 Happy Pills
12	 Jessie J	 Domino
13	 Jason Mraz	 I Won’t Give Up
14	 Hot Chelle Rae	 Tonight Tonight
15	 Katy Perry	 Wide Awake
16	 Wanted	 Glad You Came
17	 Katy Perry	 Part Of Me
18	 Neon Trees	 Everybody Talks
19	 Karmin	 Broken Hearted
20	 Margo Rey	 Between Us

Alternative
1	 Linkin Park	 Burn It Down
2	 Of Monsters And Men	 Little Talks
3	 Imagine Dragons	 It’s Time
4	 Fun.	 Some Nights
5	 Black Keys	 Gold On The Ceiling
6	 Grouplove	 Tongue Tied
7	 Alex Care	 Too Close
8	 Offspring	 Days Go By
9	 Green Day	 Oh Love
10	 Silversun Pickups	 Bloody Mary
11	 Walk The Moon	 Anna Sun
12	 Killers	 Runaways
13	 Lumineers	 Ho Hey
14	 Metric	 Youth Without Youth
15	 Dirty Heads	 Spread Too Thin
16	 Gaslight Anthem	 45
17	 Alabama Shakes	 Hold On
18	 Awolnation	 Kill Your Heroes
19	 Chevelle	 Hats Off To The Bull
20	 Passion Pit	 Take A Walk

it. Once you establish the expectations, 
let your staff decide how to carry out the 
project.

• Provide complete job instructions. 
Make sure your employee has all the in-
formation needed to complete the job. 
Confirm that he/she understands - and 
accepts - the requirements.

• Stop believing you’re the only one 
who can do the job properly. Just be-
cause an employee does things different-
ly, doesn’t mean they won’t do the job 
right or as well. If you establish expecta-
tions of the end goal and the standards to 
follow, then methodology shouldn’t be 
an issue. An important and often over-
looked part of delegation is that it helps 
develop employees for advancement 

and creates a better work environment.
• Focus on teaching skills. Delegat-

ing doesn’t mean passing off work you 
don’t enjoy, but letting your employees 
stretch their skills and judgment. As you 
hand over greater responsibility, it’s 
important to understand that learning 
new skills sometimes includes making 
mistakes. Don’t punish employees who 
make a good faith effort to do things 
right.

• Check on progress. Let the employ-
ee do the work, but check in periodically 
on progress. Don’t look over employees’ 
shoulders or watch their every move. 
When you outline the expectations in 
the beginning, make sure you build in 
checkpoints for follow up.

• Say thank you to the people who 
have accepted the responsibility. Make 
sure employees know that their efforts 
are recognized and appreciated.

A new hotel employee was asked to 
clean the elevators and report back to 
the supervisor when the task was com-
pleted. When the employee failed to ap-
pear at the end of the day the supervi-
sor assumed that like many others, he 
had simply not liked the job and left. 
But then after four days the supervisor 
bumped into the new employee. He was 
cleaning in one of the elevators. 

“You surely haven’t been cleaning 
these elevators for four days, have you?” 
asked the supervisor, accusingly. 

“Yes sir,” said the employee. “This is 

a big job, and I’ve not finished yet. Do 
you realize there are over forty of them, 
two on each floor, and sometimes they 
are not even there.”

Mackay’s Moral: The most success-
ful managers aim at making themselves 
unnecessary to their staff.

Reprinted with permission from na-
tionally syndicated columnist Harvey 
Mackay, author of the New York Times 
#1 bestseller “Swim With The Sharks 
Without Being Eaten Alive,” “We Got 
Fired!...And It’s the Best Thing That 
Ever Happened to Us,” “The Mackay 
MBA of Selling in the Real World,” and 
“Use Your Head To Get Your Foot In 
The Door.”

Mackay continued from page 14
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It’s Time For A Change!
By Ed Spencer

There’s a book and even a song about 
how “Last Night A DJ Saved My Life.” 
But day in and day out, I see my fellow DJs 
making choices and doing things that aren’t 
in keeping with that title. 

As DJs we struggle with late nights, 
eating poorly, stress and sleep deprivation 
for starters. When you finish up a late night 
there just aren’t that many healthy options 
for eating. Stress can mount up given limit-
ed set up and tear down times, pushing our-
selves and our performance, and even just 

the day after 
day of trying 
to make your 
business a suc-
cess. Add in 
the high num-
ber of DJs who 
have day jobs 
and the result-
ing schedule 
can lead to ad-
ditional sleep 
deprivation!

I remember 
nearly two years ago I was talking with a 
performance DJ and producer friend who 
told me he was headed to Mobile Beat to 
showcase some new gear for a company. He 
joked about how he was going to see all the 
“fat wedding DJs.” It was a stereotype that 
actually fit many of the people I saw at DJ 
conventions. I was even reminded of Peter 
Merry’s talk when he mentioned Mark Fer-
rell telling him in a post ride-along review 
that he needed to ‘lose some weight.’ Both 
were something I found quite humorous at 
the time.

However, when my doctor retired I had 
to find a new doctor. So a few weeks ago I 
went and we talked about my health and he 
ordered a set of blood tests. Well, yesterday 
I went in for the results. Much was as ex-

pected, my bad cholesterol was moderately 
high, my good cholesterol was a little low 
and my blood pressure was a little high. 
Nothing too out of the ordinary.... but then, 
while sitting there talking to the doctor he 
said something that reached out and slapped 
me senseless. Suddenly, I thought about my 
grandfather, my uncle, and friends who suf-
fer from a debilitating disease. This disease 
has the potential to rob you of your kidneys, 
your eyesight, your limbs, and even your 
freedom. It has the potential to kill you. But 
we caught it early.

What was it? I was told I was pre-dia-
betic.

Why was I pre-diabetic? Why was my 
pancreas ability to function properly and 
metabolize sugar being impacted? Because 
I am fat. That’s right. I’m overweight. At 
265 lbs (120 kg) and 5 ft 10 in tall (1.52 m) 
I carry my weight pretty well. Most don’t 
realize how much I really weigh. But that 
doesn’t matter. I’m a long way from my 175 
lbs frame with a resting heart rate in the low 
40s I saw 20 years ago.

However, I was given something im-
portant. Hope. Every single problem I was 
suffering from, high blood pressure, choles-
terol problems, and yes, even my pre-dia-
betic condition could be corrected with one 
action - drop some weight.

It’s not as easy as it sounds, even though 
I’ve lost weight in the past through diet and 
exercise. I didn’t get to this point overnight, 
and I won’t fix it overnight. But what I do 
know is it’s time for a change. I have to lose 
weight or I can lose something much more 
important. Today starts me on a journey of 
self improvement with regards to my health 
- not just for me, but for my loved ones as 
well.

So, why would someone write an article 
telling everyone they’re fat, out of shape, 
and was just warned about a very serious 

threat to their health? Because I am being 
given a chance to ‘fix’ what’s wrong with 
me. And with this gift I’ve been given, I 
want to issue a challenge to ALL DJs re-
gardless of age, weight, race, income, pric-
es, or anything else - please, get a physical. 
If you haven’t had a physical in two years, 
get one NOW. Many insurance companies 
will actually pay for a physical with no 
deductible (check your policy to be sure). 
A simple physical and blood test can help 
to determine if you have any health issues 
that might be a ticking time bomb. A ticking 
time bomb that could manifest itself in the 

form of a heart attack, stroke, diabetes, or 
maybe just not show up until it takes your 
life.

I challenge everyone to make a change 
for yourself. Be selfish. Realize you happen 
to like being a DJ and want to keep doing it. 
Realize that maybe you have actually have 
people you love and love you that want you 
to stay around for a while. I implore you 
all to make a change, get a physical, and 
last night the life the DJ saved might just 
be your own.

Ed Spencer can be reached at” edspen-
cer@discjockeynews.com.

CUSTOM GOBOS

any size stock gobo $9.95
$65.95
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What are you selling?
If you are a mobile DJ and you repre-

sent your services to people in your mar-
ket, what exactly are you selling? Music? 
Gear? Lights? A combination of all three? 
Good if you answered yes to any of those 
questions. You are in the race to the cash 

with thou-
sands of 
others who 
are selling 
the same 
thing. You 
are selling 
“ t h i n g s ” 
and there 
is NO com-
p e t i t i v e 
advantage 
to that. Un-
less your 
T H I N G S 
are light 

years ahead of everyone else’s things 
in your market. Things are facts. In the 
world of sales, “Facts tell, stories sell.” 
So what is your story?

It’s no wonder that we are struggling 
as an industry to provide clarity for those 
who are looking for our services. From 
the baseline buyer to the purchaser of 
your things, they are all looking for some-
thing: The best price. Why? Because 
that’s all we’ve ever emphasized! “I’ll 
DJ your wedding for 5 hours for $850.” 
NEXT. “I’ll DJ your wedding for 6 hours 
for $600.” NEXT. “I’ll DJ your wedding 
for 6 hours for $450!!” Who got the job? 
Chances are the last DJ with the price 
of $450. Why? Because the client didn’t 
know the difference between the three 
quotes other than price. They may not 
know that for a few hundred dollars more 
they can see a real difference in delivery. 
Now, it’s entirely possible that the client 
bought the right DJ because of price and 
perhaps that DJ was a real up and coming 

Behind The Mic:
By Dave Winsor

talent. That’s possible; but most likely not 
probable. So, how do we avoid this whole 
price war?

Decide NOT to participate in it. You 
may be thinking “that is a crazy idea!” 
For you, it may be crazy, but for a real 
business person in this industry who cares 
about things like talent, personal and pro-
fessional growth, talent (sorry, did I men-
tion that already), customer focus and 
product delivery; it’s time to change.

How much to you charge and what 
do you bring to the table for that price? 
If your answer involves music or gear as 
one of your first two answers, you’ll win 
in the short term, but you won’t sustain 
a suitable business model. Why? Refer 
back to my original question: “What are 
you selling?” If you’re not selling expe-
rience, personality, warmth, awesome 
planning, and creativity then you lose. 
You can’t sell music vs. music, gear vs. 
gear, hours vs. hours or cost vs. lower 
cost. Why? If you haven’t figured that out 
yet, then you are not ready for the answer.

Answer: Because the only thing truly 
different is….YOU! Answer: TALENT! 
Answer: YOUR UNIQUE ABILITY TO 
DELIVER AN EXCEPTIONAL EVE-
NING OF PROGRAMMING! Huh?

In my career, I’ve been a radio pro-
grammer, an Executive Producer for a 
MLB team and an NFL football franchise 
along with a few major colleges. I HAD to 
deliver unique, compelling programming 
each week that would satisfy the raven-
ous hunger of fans all around the country. 
By the way, don’t even try to pull that BS 
“Well, that’s different than a mobile DJ” 
or “You’re in a studio all week long and 
you don’t talk directly to people face to 
face!” Blah, Blah, Blah. You lose. While I 
may not be the best music director, I will 
be able to paint a verbal picture for my 
brides and grooms that will have them in 
the moment. I WILL win that battle. 

Now, the tough part is imparting value 

to EVERY bride that contacts me. Will 
I win them all? NO. You know what? 
That’s ok because they aren’t my client 
to begin with. The brides that are search-
ing for the lowest price wouldn’t under-
stand what I do and most likely would 
be pissed that I charged so much. Why? 
Because they don’t understand the value 
of what they could have. Who’s fault is 
that? Ours. Have you read any of Michael 
Ports books? Have you read Gary Vanyer-
chuck? You should. 

How are you different than GM, Mc-
Donalds or Starbucks? How are you dif-
ferent than Disney? There is a saying in 
the burger war: The Battle of the Burger 
has nothing to do with food. It has to do 
with a pleasant dining experience!” That’s 

amazing. That’s not what you thought, I 
bet! Are you in the same business? Yes 
or No? What industry are you in? If you 
didn’t answer entertainment and customer 
service, then you aren’t committed to your 
business. It’s what any great, solid, caring 
business owner would answer. What busi-
ness are you in? The “working 45 hours a 
week at the garage, DJ on the weekend” 
business? I’m not picking on people who 
work in a garage, insert whatever busi-
ness you wish. What’s your focus? What’s 
your goal? How TALENTED ARE YOU?

Can I help you?
Hit me. Hard. 
Dave Winsor can be reached at dav-

ewinsor@discjockeynews.com.

Top 30 Clean High School Songs
Will return next month with a new chart for the upcoming school dance season!

The July 2012 issue is available online to print the list at: www.discjockeynews.com
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