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EDITORIAL

From
Bill Boyd

If you think you can. you are right. If you think you can’t, you are right. Yes, these
are words of several of the sales books and seminars many of us have attended. I was
reminded of them last night when a caller whom I have known for years visited our
local club. During our conversation, but overheard by some of the new student
dancers, he commented on the fact that the class was small. “Only nine students, 1
remember when we used to have nine squares. It is not worth the effort to even try to
start a class”. I didn’t say anything at the time as 1 didn’t want to force a confronta-
tion in front of the new dancers. Club membership for this club had fallen to less than
forty with usually less than half showing up for the dances. Yes that is under three
squares. The club had to make a decision. do they want to continue or fold. The
decision to continue was made and an endeavor to recruit new dancers was estab-
lished. Nine dancers represent a near twenty-five percent increase. A lot of clubs
would like an increase of twenty-five percent. And a lot of clubs would not like an
outsider coming into their organization and voicing discontent on their labors,
especially if they have had no help, nor made any attempt to work with, or in any way
assist in the clubs efforts. This is not the first time that 1 or others have heard clubs
and callers alike put down results from those efforts because they didn’t bring in
enough new dancers. This is not the 1950°s. We are competing with television (free
recreation) to expensive venues like professional sports. We offer people a recre-
ational venue where they can have fun, exercise, fellowship and companionship all
rolled into one POSITIVE atmosphere. To paraphrase another caller, “When you
come into the dance hall, you take off all your troubles and problems and leave them
at the door. When you leave you may retrieve them if you want”. This doesn’t mean
let’s belittle a club for its efforts. This doesn’t mean let’s reminisce on how things
used to be. This doesn’t mean let’s complain about the current caller, cuer, and
prompter. This doesn’t mean let’'s complain about the level or complexity of the
calls. All of these create: if you think you can’t and you are right. Let’s laud a club for
its efforts. If every club in the USA added one square, how many new dancers would
that be? If we praised every club on its current and future efforts and promoted a
positive attitude, how many more would enjoy visiting our club? If you enjoy
complex routines and creative figures talk to your caller about a DBD tip during the
dance or after the dance. Let's consider positive sides of what we have and build on
these assets. Let’s remember we can build on positives. If you think you can, you are
right. I'll see you in a square.
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FROM THE
MAIL ROOM g

I was surprised to see an article about money
matters in the ASD magazine.

Like Ed Foote, 1 also provide free investment
advice for my friends, only because I've been
involved in the market for a long time. I agree with most of what Ed writes, EXCEPT
about mutual funds. Anyone who has $50,000 (not $250,000) in the market in
diversified investments, already has a mutual fund. I think that most money manag-
ers overrate themselves and overcharge for what they’re supposed to know. Moﬁ of
my experience with mutual funds is that they skew their favorable results to advertise
their services and actually (over time) underperform the market. I believe that any
person with average intelligence can make sound decisions, if willing to make the
effort. I don’t buy anything from someone calling me cold on the telephone. I do my
own research using Value Line at the local library and don’t subscribe to any of the
investment services or magazines. Most of the bad choices I have made were from
following their recommendations. One of my best friends invested (against my
advice) in mutual funds, which lost half of his money in three years (even when the
market was at its historical high). I advised him to get out and make his own
decisions. His “broker” didn’t answer his phone calls for almost a year and then
wanted him to stay because “we have some of the highest paid money managers in
the business”.

Allemande Al

Dear Henry:

I would like to respond to the gentleman who wrote to you in the September issue
of American Square Dance about Advertising Frenzy.

I don’t disagree with you that we need to start advertising our great activity, But it
doesn’t sound like you have investigated your solution far enough. I think it’s a good
idea to promote Square Dancing through mass media (a TV Show or infomercials),
but there are some very significant cost factors you haven’t considered.

First off PBS, PAX TV, or any of the other networks in most cases do not produce
shows. They are the broadcast segment of the industry or the distributor and if they
do produce a show we the producers lose all control of the product.

I have done a lot of leg work and research into the production of a commercial
half hour TV Show and producing an infomercial.

Let us start with the infomercial: An infomercial can be produced for around
$10,000.00. This would give us a half hour commercial of dancing and instruction as
to how easy it is to learn to Square Dance and where it is being done and a 800
number and or a website to go to for more information. That $10,000.00 is just for
the production of the infomercial.
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Now that we have our infomercial in hand we're ready to go to the Networks that
show these. Lets use PAX TV as the example. They have three different levels that
we can participate in and the cost run something like this $1000.00, $2,000.00, and
$3,000.00. The first two will get you on the air but have no guarantee that you will be
there week after week in the same time slot if someone comes in and wants that time
slot and pays $3,000.00 your are taken out of that spot. So it’s best to buy the
$3,000.00 slot this way you are guaranteed the same day and time slot every time you
advertise and you want to be consistent in your advertising. These cost are charged to
you every time you run your infomercial and as advertising goes this doesn’t sound
to outlandish. However here in the state of Washington we have three major media
marketing areas and in order to cover the entire state we would need to advertise in
all three market areas, so know that $3,000.00 per commercial spot goes to $9,000.00
to cover all three Market areas. So for a six week promotion half hour infomercial
once a week we are now looking at $54,000.00, ten weeks $90,000.00 and a year
$468,000.00 and that’s just for one state, so you can see if we tried to do thison a
national basis the numbers are astronomical.

In the case of producing a Half Hour Weekly TV Show the first year you're going
to produce thirteen shows and if it is successful from then on you will produce 22
shows per year. The cost to do this is somewhere between $750,000.00 and
$1,000,000.00 per show using a competent production company using the most up to
date media equipment, using three cameras and the availability to have overhead shot
etc. This is just production costs PBS, PAX, ABC or NBC etc. have nothing to do
with these costs. Then are the cost of buying time from the networks.

So where do we get the funds to do this? This is where the ARTS Alliance comes
in. These types of promotion are all based on ratings how many people in what age
group, what segment of life etc. will watch this program. And it doesn’t matter if its
PBS or PAX they are all driven by ratings, if the public won’t watch it you won’t be
on the air. We need the ARTS Alliance to continue to do surveys and collect
information defining our demographics so we can have a focussed effort to find the
right funding for projects like these. Do we need to speed the process up? YES! But
we still need to build the tools to be able to sit in front of a potential sponsor or
advertiser in order to sell them on our project.

At this time our efforts would be better spent working from the local level creating
TV shows for our public access channels in areas where we have Square Dancing
going on and build the clubs that already exist. The cost is far less and we are creating
something that when we are ready to do a national show we can take the best from a
handful of shows and create one that will fit our needs. It would be something that
will drive the ratings so that we stay on the air.

So as you can see there are many factor that we have to consider and overcome
before we go off half cocked trying to get a project like this off the ground. We need
the ARTS Alliance to do their work but we can’t wait too much longer as every year
we have more and more clubs folding and we need to turn this great activity around
into a positive momentum and begin to grow it.

Hope to see you on the dance floor soon.

Sincerely,

Eddie Harry
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Interesting Reading

Beloit College creates and sends the following to their facility each year in an
attempt to let them know how the incoming freshman view the world. We might gain
some perspective by reading it.

Clark Baker, Belmont, Massachusetts

Beloit College Releases The Mindset List For The Class Of 2008

Beloit, Wisconsin: This fall, a new generation of students is entering colleges and
universities with its own particular view of the world. Most of them are about 17 and
were born in 1986.

For the seventh year, Beloit College has distributed to its faculty and staff the
Beloit College Mindset List, which identifies some facts of life that distinguish this
generation from those that preceded it. One of its primary purposes has been, in the
words of co-editor Tom McBride, Keefer Professor of the Humanities at the Wiscon-
sin liberal arts college, an attempt to slow the onset of “hardening of the references”
experienced by some faculty.

This year, the list was edited by Professor of Classics Art Robson who regularly
teaches in the College’s First Year Initiatives (FYI) program for entering students,
along with Public Affairs director Ron Nief. Robson notes that “these first-year
students were bom in the year that Chernobyl melted down and the Challenger
exploded. Clint Eastwood was elected mayor of Carmel, California, and the Soviets
had been bogged down for the seventh year of frustration in Afghanistan. Domesti-
cally we were preoccupied by the Iran Contra scandal, and internationally the Iran-
Iraq war continued to reveal a disturbing list of atrocities.”

“The entering class offers to us as teachers both a Rosetta stone of information
and unique approaches to the world, and a tabula rasa-a blank slate on which to
inscribe the knowledge they will need to pursue careers or further study. The joy of
welcoming the new generation makes our work in the classroom rewarding. Each
generation is unique, keeping all of us, whether we are teaching classical history or
cutting-edge physics, prepared to look at our disciplines with a fresh eye.”

With the help of hundreds of people who made suggestions, Beloit College is
pleased to present the Mindset List for the entering class of 2008.

The Beloit College Mindset List Class of 2008

1. Most students entering college this fall were born in 1986.

2. Desi Amaz, Orson Welles, Roy Orbison, Ted Bundy, Ayatollah Khomeini, and

Cary Grant have always been dead.

3. “Heeeere’s Johnny!” is a scary greeting from Jack Nicholson, not a warm
welcome from Ed McMahon.
The Energizer bunny has always been going, and going, and going.
. Large fine-print ads for prescription drugs have always appeared in magazines.
. Photographs have always been processed in an hour or less.
They never got a chance to drink 7-Up Gold, Crystal Pepsi, or Apple Slice.
Baby Jessica could be a classmate.

Parents may have been reading The Bourne Supremacy or It as they rocked them
in their cradles.
10. Alan Greenspan has always been setting the nation’s financial direction.
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