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TAPE & RECORD SERVICE

THE “ORIGINAL” SuBSCRIPTION TAPE SERVICE

Have you heard all 75-80 releases from the last 3 months?

* Monthly Tape Contains ALL
New Square & Round Dance Music
* Quality Record Inventory
* Fast Professional Service
* Free Classified Ads to Subscribers
Buy or Sell!
* 24 Hour World-Wide Toll Free
Phone & Fax Order & Info Lines
* 100% Secure Online Shopping
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Page. All Records Listed!
32 Years of Dependable Service
All Orders Shipped Same Day
World Wide Web Home Page
Helpful, Professional Staff
Unmatched Customer Service
Why Settle for Less?

The Callers Continuving Choice*™!
There's a reason’™!
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Since 1971

1-800-445-7398

(USA & Canada)

Phone: 800-445-7398 or 603-876-3636; Fax: 800-346-4867 or 603-876-4001
Foreign Toll Free: AT&T USA Direct Service Access Number plus
Phone: 877-445-7398 or Fax: 877-346-4867
E-mail: Music@Dosado.com

Come visit the largest website for information on
Square & Round Dance Music & Sound Systems!
100% Secure Shopping! Single Click™ Convenience!

FREE Online Music Previews

Click...Listen...Buy!
100% Secure Online Shopping

www.Dosado.com/Music

2 American Square Dance, January 2005



F

AMERICAN ®|
SQUAREDANCE

“The International Magazine of Square Dancing”

Subscribe Today!

1Year 2 Years
(12 Issues) (24 Issues)

USA $27.50* $50.00*
CANADA $35.00

FOREIGN $92.50** USPS First Class Mail
$69.50** USPS Surface Mail |

*Florida Residents add 7% sales tax
**Foreign subscription rate applies to most countries - price
subject to change due to international postal rates.

NAME

ADDRESS #

CITY, STATE, ZIP

PHONE #

Il carp#

EXPIRES: MM YR

SIGNATURE
Send to: American Square Dance, 34 E. Main Street, Apopka, FL 32703
(credit card statements will show Gramac Printing)

All subscriptions are non-transferable and non-refundable. We are not responsible for non-delivery. Post
Office does not forward periodicals unless subscriber pays postage: contact local Post Office for details.
Price subject to change.

i T S LS e |

American Square Dance, January 2005




e

SICEIRTERIL s s i mmmn g s s S
From The Mail Room ...........c.ccovirermneee 6
Square Dance Marketing ..........ccceueene. 7
54th National Square

Dance Convention® .. ......9
SEEIEIID s oo i s son 11
On The Record — Squares .................. 12
Peek Into a Cuer’s Record Case ........ 16
American Callers’ Assoc. Viewpoints 17
50 Years of Dancing! ........cceevervnnnne 19
BEY LBVl sisipininimisssssssnes 20
Creative Choreography .........cc.cce..... 24
The Kore KOmer ... smeissmes b 27
PRI e cccsmamcamimiimimi i i i 28
BV ORI i bomsmeei esressimsniadioi 29
Notes In A Nutshell ...........ccccevinn 31
On The Record - Rounds .................. 32

Deadlines For American

SIS DADCS iiii i rrrivssinariraas 33
1 7T — 36
The Bunny Rabbil .........ccusmiiicmis 37
All Things Considered...........cccccev.... 38
Hanhurst’s Best Sellers

For November 2004 ..................... 39
Moore On Contra............c.coiamminsiernns 40
ERBAE TV BROW < coicssscn 55 s v hiimmasisss 42
The Comaly LI o imissiiss s 44
Callerlab Viewpoints ..........cccoreevernne 47
Round Dance Pulse Poll .................... 50
Peinil OF OOEE oo reuer imomeiioniniss i snia 52
12th Annual Pennsylvania Square &

Round Dance Convention............. a3
What's Ahead........cccooevvviniiiiniiininans 54
Fourscorey AnSwers ........ccocooccvenuien 56
Clasaleds .. s sstimississnamppivane 58
Advertiser Index ........ccccovviiniiiinninnn 60

AMERICAN (®

Volume 60
Number 1

SQUAREDANCE ian. 2005

“The International Magazine of Square Dancing”

Publishers - Editors
William and Randy Boyd

Cartoonist
Corben Geis

American Square Dance, January 2005



EDITORIAL s

From
Bill Boyd

Sixty years and counting. 2005 marks the 60th anniversary of American Square
Dance Magazine and we think that is something to crow about. Since Stan’s intro-
ductions of the rooster trademark in 1968 the rooster logo has stood for excellence
and pride in our publication. Let’s consider the rooster for a moment. Much of this
was published in 1984 and what was true then is true now.

The rooster rises early and begins crowing. This is to tell us to get to work.

The Rooster does not refuse to crow because he cannot sing like a canary, he
crows because his work is important. Because everything we do is square dance
oriented we feel our work is important. Like the rooster who sings imperfectly and
creates some grousing, we are imperfect, but we still crow (speak up) and grant
readers the right to do the same.

The rooster awakens the sleepers. Unpopular but necessary. We can say some of
our writers and our readers comments are unpopular, but necessary. (Look at Ed
Footes column this issue, maybe unpopular, but what if he is right?)

The rooster is an excellent advertiser.
Other excellent advertisements for prod-
ucts, dances and services are found
throughout ASD. * Presell your avent

From the distaff side: we all know ¢ The best event adverticing
that the rooster crows loudly...we also Fun g noxtio W""’_d"f mouth )
know that the hen produces the goods. Calore * Computarizad fypesatting

Here is hoping that our 60th year of | In ¢ Sivingwiti e

=it : ’ : * Camploe available
publishing brings you information, plea- 20041

sure and helps you in your dancing, call- | snuz2 B LG Dggigng

Event RibbongW

ing, cuing or prompting career. Stop by G PO Box 1639, Tracy, CA 95378
and visit with us at the National Conven- ] 209-830.;291: - Fax 209:30-2920
tion in Portland. P - My am—

IMERICAN (¥
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FROM THE
MAIL ROOM

Dear fellow square dancers,

A spark was needed by the Waterwheel
Squares of Amherst, New York. Like a lot of
square dance clubs, they were hanging on by a
loose thread. It is western New York’s largest singles club and it had its share of
problems, like most clubs, but didn’t want to admit it. They were mostly financial
and a creeping problem of lack of interest, drawing new members.

It appears these problems have been solved with a new energetic president and
vice president. Both of these, came out of the woodwork. They were ordinary,
weekly dancers but, seldom noticed.

The Waterwheel Squares finally, found the spark plug that was missing. We have
one of the best callers that any club could ask for in Mike Callahan. Let’s not forget
Norm Koharski, a popular cuer. The new president worked around these two and had
the best open house that the Waterwheel’s ever had. Mike made sure that the new
dancers felt comfortable.

Our new president entered us in the Single Squares of America. I was one of
many, who felt that the Waterwheels took their first step forward in many years. This
was only the beginning. He got the Erie County Executive to give us a proclamation
declaring “September as square dance month.” The Erie County Legislature soon
followed with their proclamation. These documents got us noticed and the media was
soon paying attention to square dancing. This attracted many to our open house, as I
have already stated.

Next, he entered us in the Rochester Federation of Western Square and Round
Dance Clubs. This was another giant step. The Waterwheel Squares are now recog-
nized in their bi-monthly magazine, “Promenader.” He wanted to go further and had
a very successful fundraiser, “Autumn Capers.” Eight clubs attended. Squares were
called by the “Yodeling Cowboy” Don Yosten of Erie, Pennsylvania. Rounds were
cued by western New York’s own, Mary Hinkle. Plans are already in the works for
next year's dance, “Spring Fling.” Jim Lee, from Canada, is scheduled to call this
one.

In between these events, we had our annual Halloween dance. It was the best
costume party that I ever attended. It was loaded with new comers in costume. A new
comer in an Elvis costume won first prize.

Your club could follow suit. All it needs is that little spark. He/she might be
hiding in the wings.

Congratulations to Jerry Egel, the new president of the Waterwheel Squares and
his right hand, Polly Hartman, vice president.

Richard M. Hoesel
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SQUARE DANCE MARKETING

Andreas Macke, Berlin, Germany

Marketing is probably the most versatile and important tools for selling products
(“products™ includes services and hobbies such as Square Dancing). Numerous other
activities compete for new participants, we must adopt modern ways of “selling our
product” - and the most important tool for selling is called Marketing. Let’s see how
the big interational companies are successful selling their products.

When we talk about marketing, we must distinguish between Public Relations
(PR) and Sales Promotion. Both expressions belong to Marketing: PR is an ongoing
activity, while Sales Promotion is focussed on a single event.

We all do Sales Promotion when we advertise for a new dancer class. Printing
flyers, dancing demos, sponsoring open houses, etc. All this is called “Marketing”,
but it is actually Sales Promotion and this is only one side of the coin. There is much
more to Marketing than that.

When we talk about Public Relations, we mainly deal with the following
terms: Target Group and Image Branding

Before we start to work on PR we need to define, what our product should look
like to the general public. The first step is to define a target group, since this affects
all following steps. Defining a target group means to clearly identify a group on
which we focus our image campaign. Our goal is for this target group to “buy” our
product. In a global competition we can not cater to all available target groups.
Instead we have to decide on which group we will focus. Of course this focus can be
different from region to region, even from club to club. However, the more we can
coordinate our efforts, the better for the overall picture.

Define a Target Group

Possible target groups are, for example: young adults (a focus on young adults
may chase away elder people); elder citizens (may distract younger people); retired
people (this again may distract younger people); kids (does this attract adults/
FAMILIES?); young couples; and others.

It is very important to define who should be attracted, but it is equally important to
realize who will be distracted. Of course this does not mean that we don’t accept
other groups in our beginner classes. It just defines for which target group the image
and advertising will be focussed.

In competition environment it is not acceptable to have a fuzzy target group such
as “everyone” or “all ages”, etc. Besides this, the message “Square Dance is for
everyone (singles, couples, old and young)” is very difficult to sell — even though it
may be true.

Define the Image

The definition of a target group determines the possible image. Depending on the
target group we can create some thoughts and imagination: What does “Mr. Every-
day Non-Dancer” expect when he thinks of Square Dance? Quite often the old
“Birdie in the cage™ dances? Sometimes social and historical heritage? Is this what
we want? Is this what attracts new dancers?

Possible images based on the defined target group are: young and dynamic;
medically important (good for your health), keeps you feeling young and active;
activity for the whole family; international activity; universal language; stable,
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withstand the change of times; etc.

We must understand that dancers only join when they can identify THEM-
SELVES with the image of the activity.

Branding

This is probably the most difficult thing in PR. The image will be represented by a
“branding”. This could be a logo (visual or acoustical or, even better, both). Think
about well known products such as Coca Cola, Burger King, Nike but also events
such as Super Bowl, Olympic Games or even the daily news on the TV. They all
have a branding. When you think about those, a special “brand” comes to your mind
(the Coca Cola bottle or even just the name with red and white colors, the Nike logo,
etc. but also acoustical things such as the Olympic fanfare, etc.). Almost every
international company has a logo. The more people recognize this logo, the more
valuable it is.

We are in the excellent position to already have a logo: The two interlocking
squares. Now our mission is to create the corresponding image for specific target
group(s) and to advertise so that this logo with the corresponding image will be
recognized by the general public. That’s what Public Relation is all about.

This is something that takes years and it is also very demanding. Once this image
and branding have been established, it is a very valuable tool for all future advertis-
ing (Sales Promotion). Obviously this is not possible to do for one or two clubs
alone; instead this has a positive effect only when an entire region is sharing the
efforts (and the money) to setup a combined PR campaign. When we have a feasible
image and branding, Square Dancing will be interesting to commercial sponsors. No
commercial company will invest money in an unclear or foggy message.

Further points to ponder: Is our logo feasible for OUR NEEDS? If yes, is it
worldwide copyright protected? What if some other company “detects” our logo and
registers this as a trademark? Then we will no longer be allowed to use it for our
activity.

I have tried to shed some light on how international companies deal with “Market-
ing”. I also want to start some discussion about the future of our wonderful activity.
Maybe some of us, maybe even CALLERLAB or the Foundation will pick up some
of these ideas — for the benefit of the entire activity.

Andreas began calling in 1975 and has been calling for clubs and teaching classes
since then. In 1978 he started traveling and calling for large festivals all over Europe,
Canada and the US. Andreas became CALLERLAB ac-
credited in 1980 and he attended his first CALLERLAB
Convention in 1983. He served on the ECTA-Board (Eu-
ropean Callers and Teachers Ass’n) for almost ten years.
During the eighties he was a driving force to develop
Advanced and Challenge dancing in Germany. Andreas
worked both for German and American military clubs in
Berlin, Germany region. He taught many full-curriculum
Caller-Schools and he translated several books of the Bill
Peters’ callers guidebook series into the German language.

Besides his calling schedule he works full-time as se-
nior manager for a large American computer company.
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54th National Square Dance Convention®
Portland, Oregon * June 22-259 2005
“In 2005, All Trails Lead To Oregon”

Portland: Known as “the City of Roses”, Portland is one of the favorite destina-
tions on the West Coast.

Portland is known for its extensive park systems of more than 240 parks. These
encompass such areas as the elm shaded South Park Blocks in the downtown area,
Washington Park, home of the Rose Test Gardens and Portland’s most extensive
park, which is the largest wilderness park within the city limits of a U. S. city - 5,090
acres Forest Park. Portland, Oregon has been proclaimed as North America’s “Best
Big City” according to Money magazine. Come get a first-hand look at our un-
matched natural beauty, our bustling local scene and our sumptuous dining while in
town for the 54th National Square Dance Convention®.

OREGON FACTS & FIGURES

State Capital: Salem

Population: 3,267,550 (1998)

State flag: The state flag is navy blue with gold lettering and symbols. The flag has
the legend “The State Of Oregon” on the face, written above a shield surrounded by
33 stars. The stars symbolize the fact that Oregon was admitted as the 33rd state. The
shield, which is part of the state seal, has the number 1859 written below it. 1859 is
the year that Oregon was admitted as a state. The reverse side of Oregon’s flag shows
a beaver. Oregon is the only state in the union that has a different pattern on the
reverse side of their flag.

Area: 97,060 square miles (Oregon is ranked 10th in size in the United States)
Highest Point: Mount Hood 11,240 feet

Lowest Point: Sea Level

Deepest Lake: Crater Lake (at 1,932 feet, it is the deepest lake in the United States)
Geyser and Gorge: Oregon’s geyser is Old Perpetula. It is 60 feet high, and is
located at the edge of Lakeview. Oregon’s deepest gorge is Hell's Canyon — 7,900
feet — and is located between Oregon and Idaho on the Snake River.

Oregon’s longest rivers (partially or fully in the state): Columbia (1,245 miles),
Snake (1,038 miles), Willamette (309 miles), John Day (281 miles) and Klamath
(250 miles)

Highest Waterfall: Multnomah Falls is the highest waterfall in Oregon — 620 feet
Crops: Oregon is the Nations leading producer of Christmas trees, grass seed,
peppermint, blackberries and filberts (hazelnuts).
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