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Introduction

In 2002 | happened to have the rare opportunity
to combine three areas of my life that | loved -
dance, public health, and integral theory, into
one effort that resulted in an effect that | could
not have foreseen would have a fantastic and
positive impact upon myself, my culture, and the
city which within this string of events took place.

| had been dance for a number of years before
hand and had never thought of using dance as a
way to help people establish a healthy,
sustainable lifestyle until a colleague of mine
pointed out how great it was that dance, as much
of an exercise as it was, was never really viewed
as such. It struck me that dance could indeed be
a fantastic catalyst to introduce and then solidify
healthy behaviors and began to formulate a plan
to put a public health program in place. Not that
dance had not been considered or even used
before, but rather that no one had done an
extensive study to prove its apparent worth and
that no one had tried to apply the implications
found within the framework of Integral Theory
which suggested that if implemented, would
have a more resounding effect.

Previous to that conversation at the Health
Department, | had also come across a book by
author Ken Wilber called a Theory of
Everything. | had grabbed it by accident
thinking it was a book by a similar title by
Stephen Hawking only to discover that it was so
much more and immediately applicable to my
life in public health programming. | found the
theories and information there to be quite
astonishing and insightful and had been looking
for ways to begin to apply this body of research
to my own efforts within the department of
health. | had been hired to put programs in place
which would help prevent cardiovascular
disease, obesity, and osteoporosis through the
means of physical activity and nutrition and had
some success using traditional means but was
striving to something more permanent, more
sustainable.

What you will find within this work is the
combination of these theories with real world
adjustments that resulted in a swing dance (I
happened to use the genre of swing, but | believe
this application could have been used with any
form of dance or physical activity for that
matter) program that developed later into a club,
then into a non-profit that still exists and thigve
today. Several of the original participants are
still very active and have even taken up
leadership roles within the organization as they
make their next leap from the space that they
were in and had outgrown, almost from the day
the center opened, into a new structure almost
three times as large.

The effects of the program could be seen on an
individual basis affecting physical aspects, such
as weight-loss and lower resting heart rates to
emotional components such as increased self-
esteem and well-being. People met became
friends and some even got married. Public
relations efforts brought the dance into the areas
schools, organizations, Senior centers. Families
made a night of it and became healthy together.
Even neighborhood revitalization occurred as a
result of the implementation of this program.
Evidently, the effects of the success of this
program did not stop in York. Once a formula
and guidelines were established, this scenario
was successful reenacted first locally in nearby
towns and cities and eventually spread to effect
communities nationwide, from Charleston, South
Carolina, to Boise, Idaho.

| never would have dreamed that the initial
program, consisting of 16 participants, a handful
of marketing materials, a local jazz club, and my
own personal drive for something lasting would
have ever turned into something as large as this
turned out to be. For that opportunity and that
chance to truly make a positive contribution to
the fields of public health and integral theorye th
art of dance, and the society which within | live |
am truly thankful.



Quick Start Overview

Develop an event and/or group name.
Choose a time and place: weekly,
monthly, bi-monthly. Decide on an
appearance.
Colors, fonts, graphics, logo.
The look: Night Club, Speak Easy,
40's theme, 50’s theme.
Event layout, timing schedule,
procedures.
Choose the music types: Charleston,
Rockabilly, Classic Swing, Big Band
Swing, Neo-Swing.
Mission Statement: who are you, what
are you seeking to accomplish. Why
you're doing this.
Keep it consistent.

Core support staff.
Recruit a local teacher.
Recruit an advanced dancer.
Become a teacher.
Find a DJ.
Become a DJ.
Be sure you have the support staff
necessary to run an event smoothly.

Community halls. Town Halls
YMCA, JCC, fitness centers.
VFW, Elks, Knight of Columbus,
Masonic lodges, service clubs.
Dance centers, local ballroom.
Restaurant, bar, dance club.
Lease a space.

Area cost comparison.
A movie. Bowling.
Group class. (yoga)
Gallon of gas.

Local population.
College town.
Industrial town.
Professional sector.
Rural, Suburban, Urban.

National overview.
Other scenes, dances.
Special events.

Your base line costs.

1. Create:

$ Postcards.

$ Flyers.

$ Table tents.

$ Business cards.

$ Web-site.

$$ Posters.

$$ Banners.
Communication strategies

Connect through local established
information networks such as:

Church bulletins.

Colleges and universities.

Social club bulletins.

Public/Home schools newsletters.
YMCA, YWCA, JCC, fitness Centers.
Fire and police stations and bulletins.
Bank branched.

Local small business.

Hospitals and healthcare systems

$$ Grocery stores

$$ Corporations.

E-Mail lists, chat rooms, & bulletin boards.
$ Develop your own.

$ Ask for a highlight on established lists.
Traditional Media Venues

$$ Newsprint

$$ Magazines

$$ Local trade and union newspaper.
$$ Radio.

$$ Mall advertising.

$$$ Television.

Public announcement venues.

Word of mouth.
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While this may seem rather trivial, picking a

good name is essential to developing a good
dance scene. Be sure to pick something that
makes sense and is easy to remember. Often
times, many clubs simply choose to pick the area
and add “Swing Dance Club” or “Swing Dance
Society” to the end such as York or Philadelphia.
Some scenes choose a name that has regional
significance such as Baltimore’s “Charm City
Swing” or North Hampton’s “Fourth Story

Stomp” (because it takes place on the fourth
story of an old building.) Other ideas that have
been used can also be done, they just require a
little more marketing effort, but if the name is
simple and easy to remember, like “Get Hep
Swing”, “Crazy Legs”, or “Zazou Swing” then
there should be little problem.

A few tips on choosing a good name is trying it
out on a logo, on a business card, a memory test
of friends and family, and whether or not your
name can be clearly understood over the
telephone. For instance, Gay Santelmann and
Andrew Kontola like to use their own business
name, “DanceStore.Com” as an example of how
it may be misunderstood and cause a certain
amount of confusion, especially over the phone.
Although the store is quite successful, they
designed and carry the tremendously popular line
of dance shoes “Aris Allen”, often times people
hear “ Dan’s Store” when they answer the phone.
Luckily, this had very little impact on the overall
effectiveness of their business, but other ventures
may not be so lucky.

Make it cute, make it catchy, and make it sound
like the most fun one could possibly have, but
make sure that the name, logo, and possibly the
catch phrase are easily marketable.
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The best way to determine this is to take a look
around and see whether your event will be in
conflict with other dance events. Don’t worry so
much about national dance events or even swing
dance events that are more than 30 minutes
away. If there are events within that radiusnthe
be sure to plan your new event on a different
night. The worst thing you could do is set your

new time to conflict with another local
organization. Being to close on the same night
can cause animosity between venues, an
unsuccessful run of one or both venues, and
worse yet - a split in the swing scene, the very
scene you are trying to enhance.

There are a few exceptions. If you live in a large
metropolitan area, then it may be possible to
have an event the same night, especially if you
are on the other side of a town like San Francisco
or New York. If you plan on having an event

that is only once a month, this too should have
little effect and may even help keep a scene fresh
by giving dancers another option. You could
argue that this won’t work, but dancers will
frequently travel large distances just to try
something new in spite of a dance in their own
hometown, just to spice up their interactions a bit
and keep things interesting.
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How people view your organization will lend to
its success. From the color and fonts of your
business cards and banners, your tee-shirts and
even your very appearance can give you a
professional look bringing patrons back or, if
disorganized, chase them away.

Let’s start with your printed materials.

1. Pick a color scheme and stick with it. Red,
black, and white? Tan, brown, and grey?
No matter what you go with just be sure to
stick with it and pick colors that are versatile
and look good on any printed material as
well as your web-site.

2. Stay away from fonts that are difficult to
make out from a short distance. Keep the
fonts clean and clear. Remember, this is not
about that cool font you found, but about
making sure your messages gets received!



3. Keep your graphics simple as well. If your
materials have to much going on the reader
may end up distracted and not focus on the
most important element of the piece — the
information!

4. Develop some type of logo. This helps
people identify your organization quickly
and hopefully without words. Just think of
the symbols that come to mind when you
think of Nike, Mercedes, or McDonalds.
Your picture could act as your logo as well
as a specific type set or lettering like IBM.

Remember to be creative yet keep the logo
simple. Once again, if it becomes to complex, it
gets lost in the shuffle and ineffective.
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What your event or dance club will look like

may very much depend on the space that you are
able to secure. How to find a space will be
covered later in this work. Some spaces may
already have a particular look.

For instance, in York, PA, our first attempt was
in a jazz club, in the basement. The décor was
very 50’s with a lounge like appearance. So we
capitalized on that. We kept the lighting just
right (important) turn off all but mood lighting
after the lesson.

Later when we finally were able to lease our own
space, the outside of the building had a very
1920's look to it and the building itself was an
old ballroom that in its day drew the likes of
Count Basie, Duke Ellington, and Artie Shaw.
We went with a whole speak easy look to it
decorating the inside with posters, pictures, and
plush velvet wall coverings and drapes. It had a
20’s appeal and certain ambiance that drew
people back time and time again. The same
should be capitalized by you as well.

Though this aspect may not be as important as
your marketing efforts or for having friendly and
inviting instructors and dancers, consistently, the
dance scenes across the country that all had a
particular look and feel to them tended to have a
better draw then those scene that did not.
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Whether you plan on having an event every
week or once a month you should adopt a format
or procedure to follow. This is especially
important if there are more than yourself and a
few others running the event. Once again, it
assures consistency and helps set patron’s
expectations.

The typical flow for your base or “anchor” event

is that there is always a beginner lesson available
at the beginning of the evening. What time you
begin at can be played around with a bit and will
depend on the night. Monday thru Thursday the
lesson should begin around 7pm. Weekends
tend to do better when they begin around 8pm.

In both cases the dance should start about an
hour later.

By having the lesson you ensure that people who
hear about your event and have no experience
will come, therefore the title, a reason for all to
come. We have found that breaking the one hour
lesson down into five parts supports this
objective further.

1. The first 5 minutes should be dedicated to
warming the participants up with a simple
exercise right away — sort of an icebreaker.
Simply play a slower song, about 130 bpm,
getting all to sway back and forth in time,
feel the rhythm, and introducing them
quickly to a few of the basic foot patterns.

2. The next 10 minutes is then dedicated to
breaking down the foot patterns and is
usually done by breaking the group apart
into leads and follows. After a few minutes,
depending on how fast the crowd picks this
up, solidify this skill by having them try it to
music.

3. You can then move on. Introduce them to
an open position, the closed position, a
transition between the two, and an outside
turn over the next 10 minutes.

4. You can then dedicate the next 20 minutes
to teaching some simple patterns. He goes,
She goes, tuck turn, 6-count pass. It does
not matter what, just as long as it is pretty
easy to pick up. Then try with music.

5. The final 10-15 minutes we would warn the
participants that the next bit would be more
challenging. We would introduce 8-count
patterns, Charleston steps, or other more
advanced patterns. End by trying everything
together with music and you're done!
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The rest of your evening should run for about 3
hours (or until almost everybody has left) or
longer! (if you can!) Remember, the lesson lasts
about an hour and then the dance follows
afterwards. About an hour into the evening, if
you have any birthdays or a good reason to hold
a group jam, by all means. You may also
consider doing a line dance like the Madison or
the Shim Sham. These are great publicity pieces
that add to the sense of community. When it
comes to a birthday jam, nothing makes a person
feel like they belong like having everyone want
to dance with them. They will feel appreciated
and motivated to support your event further.

The reason for doing this within the first hour is
that many of the beginners, if they were truly
new, may only have gained enough knowledge
to dance for about that long and will begin to
trickle out until the next time. It is good for
them to see participants playing together or
supporting each other on their big day.

Occasionally, it is also a good idea to strike up a
jam circle. Usually done to faster music, but not
always, this is also a great way to get newcomers
to see swing dancing at its best. Fast, furious,
and hopefully — addicting! Spontaneous jams
tend to be the best, but and good MC will know
the right time to throw one of these out there and
really excite the place. Try not to run these
crowd pleasers back to back though because you
might get the opposite effect. No one wants to
sit to long.

People will come back or not based on what you
play. If you start off playing lots of rockabilly
music, that is the crowd you will attract. Play
more big band and that is what they will grow to
expect. This also applies to faster tempos as well
as slower groovier speeds. The point is try to
stick to a similar feel for the evening and not
jump around so much from big band, to neo-
swing, to rock-n-roll all within 15 minutes.

Also, it is a good idea to keep the tempo a bit
slower right after the beginner lesson. You don't
want to play to fast and scare all the beginners
away.

Becoming a DJ is certainly an art, but play it safe
try to stick to the music list found in the
appendix. (or on the CD if this came with a CD)

Remember - although you do want to cater to the
crowd, especially when it comes to the tempo [of
the music, you should remain steadfast as to the
type. Pick a genre — like blues, rockabilly, or bjg
band, and remain true. The crowd you eventually
build will love you for it. Changing the template
around too much or to often usually spells
disaster.
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You don't have to go as far as writing a mission
statement, but it can’t hurt. The more people
understand who you are and what you are all
about, the better and faster the news about you
and your event will travel.

It does not be terribly elaborate or long (likesthi
paper) but it should cover the basis. Here is an
example from York Swing Dance Club:

Provide a forum where the community at large
can regularly meet to learn, practice, develop,
and otherwise enjoy swing dancing

Or

The Orange County Swing Dance Club offers
lindy hop swing dance or jitterbug lessons and
night club dances all over Orange County, CA

For other ideas be sure to surf the net, there is
bound to be enough phrasing out there to help
you describe what you are trying to accomplish.
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A lot can be said for Starbucks, McDonalds, Old
Navy, or any other chain store. They have a
color scheme, offer the same service and same
products, and project a certain look no matter
where in the country (and even the world) you
happened to walk into, you would know what to
expect. The same should be true for your event,
even if you haven't the slightest notion to expand
to these giants proportions.

Whatever you do be sure to keep your event
consistent. Have it at the same time, the same
place, and with the same feel and format. People
will come to expect that your event will always
be on Friday and 8pm, with a lesson for the first
45 minutes if that is what you put forth. Don't
sometimes have a lesson and then sometimes
not. Also, when it comes to advertising, if you
keep moving your event every week or even
every couple of weeks, it makes it hard for
people to keep up and negates your promotional
efforts.

If you are reading this and you already are an
instructor, then you're one step ahead of the
process. If you've been dancing for awhile and
want to become a teacher, but don’t know if
you're ready, go to a few of your teachers and
ask for their honest opinion. If they think you are
— then go for it!!

Many, many scenes have been started by people
with big hearts teaching what they knew.
Consider getting permission to observe your
favorite teachers teaching their classes or paying
for a few private lessons focusing on their
teaching methods. Many of the best scenes
started out with rookie instructors but grew
because those who started it kept on training
themselves. If you take on the role of being the
teacher, be sure to stick with your commitment
and push for your own self growth as well as that
of your students.

If neither of these options are available and you
know of no one who fits the bill, then you will
need to search for an instructor. You may have to
spend some time searching for a qualified
instructor who will be willing to commit to a
session series, a certain level of pay, and who is
available when you need them.

As for finding a DJ, it is usually good to find a
music lover, better yet a jazz lover, to help get
the music portion of your dance off the ground.

It is always to your advantage to have someone
who knows what is out there and to be ready to
speed things up or slow things down depending
upon whether your dance crowd is on the floor or
not. Many DJ’s do suggest having a play list
that sweeps back and forth from slower to faster
but this cannot always be relied upon.

Once you have played around with this art form
for awhile, you too may be able to make those
judgment calls that all of a sudden bring
something white hot fast into the mix when you
were expecting things to slow down. Great DJ's
can seem to develop the ability to sense the
crowd’s mood, excite the mood, and of course —
take requests (with caution) to keep them all
happy. Don't forget the musical focus suggested
earlier and refer to the appendix for suggestions
on what songs to build your lists from.

It is recommend that your venue has at least a
20x20 foot dance floor, preferably a wooden one
and one that is NOT on concrete. Old wood
floors tend to work best but the newer synthetic
flooring can be very smooth and great for slides
and other tricks. The main point being that you
want a floor that will protect the dancer’s legs
and joints. Wood floors tend to do that best.

Location, location, location. Does not just apply
to real estate but to where you will operate your
event and (as always) makes an HUGE
impression and is one of the important keys to
success. Try to pick a place that:



Offers food and drink or at least is close
to such features. (restaurant, bar)

Is on a main street or easy to find
location. (with parking or transit access)
Is in a safe location with plenty of lights
and foot traffic.

Is not too small. There should be room
for at least 50 people dancing and some
seating.

Is not so big it would swallow 50
people. Should you end up in a large
hall, you may want to invest in curtains
that will shave a portion of the hall off
and open it only when the crowds grow
to be too big.

Again, it is actually better if the location is a
little too small rather than a little too large. A
room that is too large tends to look less hip than
a small place that is packed. Remember,
perception plays a large role.

Many scenes start out in a small bar or restaurant
while some are lucky enough to use an old dance
hall. Other scenes have been known to use
diners or even churches. Sometimes, the space
you have to go with is wherever you can get the
best deal on the rent. Don’t worry, hopefully

you can play to the strengths of the place and at
least decorate to your liking. If you can't, you
may want to keep looking a little longer for in

the end, that little extra searching time will pay
off. Be sure cover as many of the points above
to ensure optimization. Also, keep in mind the
crowd you want to attract and try to choose a
place that would attract that crowd.

Ultimately you WILL WANT to get your own
leased or owned space. If you have a lease or
purchase a space, then no one can kick you out if
something better comes along. York Swing
Dance Club started off in a Jazz club then moved
to an Elks lodge. We were booted twice for a
wedding and twice for a catering event before we
just had it and plugged away at finding our own
space.

The other nice thing about owning the space is
you can use it 24/7. Classes, workshops, dances,
private lessons, or anything else you can think of
you can use it for. You can even rent it out to
other dance, yoga, exercise, or martial arts
instructors!

One last and often overlooked item is lighting. If
it is too bright people often don't feel

comfortable enough to dance, while if it's too
dark may become frustrated that they cannot see
their partner. It is usually best to have thetsgh
up a little bit, good enough to see (but not so
much that you can see wrinkles) for the lesson
and then dim them down for the dance.

As for ideas for where to look, check out the
venues as used by other clubs:

Community hall, town hall
YMCA, YWCA, JCC and other fitness
centers and gyms

Karate studios, art studios
VFW, Elks, Knight of Columbus,
Masonic lodges, service clubs.
Dance centers, local ballrooms.
Restaurant, bar, dance club.

A church hall

Old supermarket space

Old School gymnasium

Historic mansion, dance halls
Warehouse

Community center, civic centers
Library, School

Coffee house

Hotels

Sporting or recreation center
College/University

As for lease options, consider:
- Refurbished Mills
Commercial strip mall
Sublet building space
Properly zoned home
Abandoned church
Retail space
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One of the easiest ways to determine how much
you should charge to get into your event is to
look around. Consider the cost to attend or
purchase one of the following:

A movie ticket or rental.

A night of bowling.

Common bar cover charge.

Group class such as yoga or tai chi.
Gallon of gas.

These are all common costs that most people
wouldn’t think twice about if you asked for a
similar amount and a good place to start. Next
consider your population. Is it a college town?

If so, it is recommend that you offer a discount

to students and those who may not make enough
to be able to attend.

With that being said however, it is best that you
decide on a rate and stick to it for awhile. (irsth
case one regular rate, one student rate) Having a
consistent admission price helps set that item in
the memory of the patrons so they and your
community come to expect the cost. In our case,
(and in most areas) the price was and still is $5.
This is of course for a lesson and a dance with a
DJ. Most areas up the price to $10-12 if there is
going to be live music for the evening.

This is great for one time or continuous drop—in
events but what of on-going situations like
classes? Once again, you can take the local
average of other classes (usually drop in rates or
$7-12) multiply this times the number of classes
you plan on giving and there is your total. The
average six-week lesson session goes for about
$25-65 per person
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Nationally, it appears that any time a scene tried
to go beyond this allotment of time, participants
tended not to commit believing that they would
be unable to attend such a lengthy series without
missing one or more. Not that this is always the
case or that with good planning (not over
summer break or Christmas) an eight week
session may work just fine. Ten and twelve week
courses have high failure and low attendance
rates. (which won't help build a scene)
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What it comes down to is how much this costs
you and what your objective is. Will this project
become a non-profit? Or are you looking to

make a living from this. Either way, you need to
ensure that your base line costs are covered or no
matter what your good intentions are, your event
or long term program will fail.

The beauty of having a weekly event at five
dollars per person is that you should expect to
get at least 30 people in the door. (if you can't,
you need to re-evaluate your efforts) In York,
PA — the rent was 700 a month. That meant we
needed 35 people a week just to meet the rent.
We aimed for 50 a week to build our coffers. It
was not unusual to pack the place with 70-90
people on good nights which began later on to
happen more often then not. Then and only then,
could we begin to offer larger scholarships and
get the better equipment we dreamed of.

You can of course make exceptions in a case-by-
case manner. However, the sign of a good
program is one that eventually becomes self-
sufficient and will continue to hit program
objectives long after the initial thrust is over.

This point is especially important in regards to
securing government or foundation grants.

Finally — rarely (if ever) give anything away for
nothing. People will value something they have
to pay for, even if it is a small sum. If it has no
value, they will most likely treat it as such. In
other words, if they don't have something
invested, they are more likely to skip out of a
class when something else comes up, even if it is
the re-run of a movie they've seen a dozen times
before.



Developing a promotional campaign starts by
taking your initial message, your color scheme,
and your logo as talked about earlier plus all
your necessary information — what, when, where,
and how much and applying them to promotional
materials to distribute. Designing and
distributing promotional materials featuring your
logo and messages in your community can help
spark their interest and give your event visibility

Web-Site.

Have a web-site. It is here you can present all the
information about the club, your goals, mission,
and dreams. (just try not to do it all on one ppge.
What is really great about a web-site is that
unlike printed materials, you can constantly
update and add to it for little or no cost.

For a look at an award winning dance club site
example, check owtww.zazouswing.comYou
should also check ouwtww.gethepswing.com
www.23skidooland.comyww.yorkswing.com
and/orwww.fouronthefloor.conto get other

ideas. For about $9 to purchase a web-site from a
company likenww.GoDaddy.conplus about $9

a month to host your site, here is were the money
can really pay off.

All of your other advertising should ALWAYS
have this web address listed on it and the web-
site should be clean, lacking large graphics or
annoying animations. Be sure to checkout the
basic packages to help with template design and
management. If you know how to use Dream-
Weaver or Front-Page to design your own, then
www.oswd.orgis also a great resource. Grab
great looking, simple, and free designs to help
get you started and inspired. You may also want
to visit www.sxc.hufor royalty free pictures to
use on your web-site or any other media

Quarter page ads cutouts

An 8x11 paper cut into fours with clubs logo on
one side and a BRIEF description of what's
going on where, when, how much, and for how
long has been the beginning of several dance
scenes. Keep it simple. Do not clutter the small
page with to much information. To determine if
there is too much information, you can test it by
simply seeing if you can read what you have
written in three seconds or less. Most people will
not dedicate much time beyond these few

seconds. The 1st line should carry the message in
one quick punch. Very cheap option.

Business Cards.

Same as with the quarter page ads, logo on one
side, phone number, address if there is one,
quick message, and a WEB-SIBHdress! A

little more expensive, about $30-$120 from
places likewww.overnightprints.conor
www.clubflyers.comBut these little wallet

sized, fast in your hand, come on out and join us
ads are an essential. (plus it also adds a personal
touch and look of professionalism when you

hand it to them)

Huge 20x30 banner of Logo

Should be present at the front of your actual
dance space. If it is not your space, then the
banner should travel with you. At larger events
the banner (or banners) should be all over the
place. Keep in mind that people need to see
something at least 10-12 times before it begins to
sink in. This option is a little more expensive to
have it done right, about $250-$400, but well
worth it in the long run. Here is where having a
sponsor comes in handy. Cheaper versions can
be used of course, but usually have other
messages on them or are made of cheaper
material that will fall apart faster then quality
material. Pay the extra dollar and go for the
professional look.

Table tents

Thick pieces of paper folded in half should be all
over the place. Your logo should be on one side,
and a list of reoccurring or special events should
be on the other side. Preferably in color if
possible. Pretty cheap option.



Word of mouth. Test and Price Your Materials

The magic of word of mouth is unparalleled, but 1. Want to see it? Try — overnight prints... good
is not as free as many seem to believe. It actually | place to start and see your marketing tool, but||
is the lump sum off all of the above, the quality wouldn’t suggest buying from them right away

of the product (in this case the experience of the they are expensive...
dance and lesson) and the service. It all adds up

and you should cut corners on none of these 2. Pricing from Got Print — a good site you're
aspects. Word of mouth can be your best friend, your ads, they have much cheaper options than
but it can also work against you if the product is most other sites for grabbing cards in lower
lousy to the point of beyond repair. (as some quantities. They also have a card builder
scenes have experienced) program if you do not have the correct software

to build your own at home.
Other examples of promotional materials you

may want to consider include: 3. Want them real cheap? Clubflyer.com offers
- Flyers, 5,000 cards for $150 plus shipping ($175). Once

Postcards, you have your card how you want it and you
Refrigerator magnets, have run a smaller quantity to get the bugs out
Bookmarks, and see how the card performed, then you can
Dance bags, jump in here and buy a ton of these for relatively
Hand held fans, nothing.
Key chains, )
T-shirts, Clubflyer.com aIsp has an option that you have
Mugs, your ad on one side and they have theirs on the

other and all it costs you in shipping ($28) — th
downside to this is that many people tend to fl
the card and don’t understand what they are
seeing.

¢}

Mouse pads,

Posters,

Water bottles,

And anything else you can think of that
will help get your message out.

©

| saw this happen a lot — they would look at my
ad, flip the card, have a confused look, and often
times set the card back down. They last thing
they saw was this awful pink and yellow ad that
was not mine! | decided to spend the extra

dollars and have both sides. | only use this

option if | have a really good ad and | plan on
stapling them to poles or tossing them on car
windows. Then who cares — it is in their hand|or
in their view.

Be sure to look at some of the items on the mini-
CD to get further ideas.

%-& /) -$

You don't need a lot of money to get started. All
you really need at first is access to a good
computer, a good printer, and a copy machine.
You may have to buy paper or do like one

college scene did and each student took a copy of
the quarter page ad (8x11) and made 25 copies of
it. This approach will be good to get things
started and your event should begin to generate
some funding relatively quickly if you can get

past that first marketing push without much
financial pain.



Other Possibilities

Find like minds and pool your funds. Ask for
donations. Maybe someone will give you a $10,
$20, or even $100. Do not under estimate this
initial approach, but if you had to, a $100
investment of your own to see if the area will
support a scene in not to heavy a risk.
Sometimes, restaurants, bars, or local social
and/or services clubs (like the Elks) may have
money to help you get started, but | would like to
alert you to another possible funding source.

As | had said earlier, | worked for the York City
Bureau of Health and had an obligation to my
State and Federal grants to get people moving.
This is usually done through program planning
and implementation. The ultimate goal of a
program is that its community takes on the
program in the end and continues with it so that
the objectives of the initial grant are met long
after the funding source has dried up. Ideally this
is the best possible scenario. This is exactly what
happened in York, PA. | am sure that this same
fantastic opportunity awaits those who have the
patience and determination to look for the right
contact to create such a program.

If someone had walked into my office with this
type of idea when | first arrived, | would have
jumped on in immediately. At the very least, if |
was in the middle a grant period with no room

for new objectives and goals, | could have put it
on a back burner to use in the next grant period.
Program managers and planners are always on
the look out for great ideas that will help them
reach their set State and Federal goals and
objectives. Many in these positions would
consider these ideas very useful, some may even
see them as a blessing, especially a program that
has the statistical backing and information
necessary like the results found in the appendix
of this paper.

Common places to find contacts would be your
local health department, hospital community
outreach divisions and programs, and health
education centers. You may even find
possibilities within the Boy or Girl Scouts of
America and local school systems. Just print this
out, present it to them, and see what happens!
The worst that could happen is nothing, but think
about the best case scenario.

Learn about your audience and community.

Start by gathering information about existing
needs, resources, and opportunities within your
community. Find out (if you don't already

know) about your audience’s education and
income levels, occupations, language use, areas
of residence, and racial/cultural/ethnic
backgrounds. This information can be found at
the local library, government offices (e.g., State
and local departments of health, education, social
services, and recreation), the chamber of
commerce, and local colleges and universities.

Consider places like local beauty salons,
Laundromats, day care centers, health centers,
churches, markets, restaurants, gyms, dance
studios, parks, and playgrounds to spread your
initial message and get feedback from your
community. Talk with community leaders (such
as religious leaders, politicians, physicians,
school personnel, or social service staff) to see
what they think of your idea and about the best
ways to reach your audience. Who knows, in
doing so you may foster a champion who will
back your cause.

Develop a mailing list.

A list of names, addresses, and phone numbers
of your partners, actual participants, and the
media is a useful resource to promote your
program. Sending both educational and
promotional materials to individuals and groups
on your mailing list is a great way to promote
activities, events, and the program messages.
You can also develop an online mailing list by
using a service likevww.newsletterbuilder.com
which provides you with the forms needed to
gain e-mail addresses from those who want to
hear from you right off your web-page.




A Monthly Newsletter...

Once you have developed a participant list

and/or have gathered enough voluntary

e-mail addresses, you then have a way to send to
everyone on your list to update them on your
activities and events. Mailings like this will help
you stay in touch with partners and participants.

Plan a kickoff event.

To launch an event @rogram in your

community, work with your partners to plan a
special kickoff event. Such an event can increase
awareness of the event, provide a forum for
partners, and begin to build a network for the
continuation of your efforts. To promote your
event, use print and broadcast media and
distribute fliers throughout the community by
posting them in stores, agencies, health centers,
libraries, and schools. You may even want to do
a targeted mailing to community organizations
and businesses. Getting a space at a health fairs
and/or a community festival is another way to

get you message out.

Look for Community Partnerships.

Community partnerships will enable you to reach
more members of your community and allow
you access needed resources for being more
successful.

Community leaders.

Politicians, school representatives, religious
leaders, public health agency representatives,
people or organizations familiar with

fundraising, social service representatives, media
contacts, chambers of commerce members, and
presidents of tenant associations.

Community groupsThese include organizations
such as YWCAs, YMCAs, neighborhood
associations, sororities, and social service
organizations.

Health care providers.

Family medicine, internists practitioners, nurses,
nurse practitioners, registered dietitians, and
nutritionists.

Media representatives.
Newspapers, magazines, television and radio.

Businesses and corporations.

Health and fitness centers and stores, food
markets, supermarkets, local restaurants, retail
stores, and beauty salons

Community colleges and universities.

College club, Fraternities, Sororities,

Professional clubs, Honor societies, resident
assistants, health centers, and some departments,
such as performing arts, music, history, and
inter-mural activities.

Approaching and Keeping Potential Partners

» Make the initial contact through a personal
friend or acquaintance, if possible.

» Match your event objectives with the interests
of the individual or group for greater appeal and
interest.

» Write, call, or meet to describe the event, what
you expect it to accomplish, and potential
benefits to be gained from participation.

* Be clear about the role you would like these
individuals to play in the program and give
several options for involvement.

* Be prepared to give something in return (such
as credit lines on materials, visibility for
their logo, media attention, awards).

» Keep written notes on your meetings,
conversations, and all other communication.

« Say thank you with a letter, certificate, or
public recognition of the individual's or group's
contribution.



As mentioned in the introduction, the program in
York, PA tried a unique and brand new approach
when it came to tailoring messages for its
programming including the dance program.
(originally called Stepping-n-Rhythm) The
following is a summary of the methodology that
was used.

Spiral Dynamics

Within the field of Integral theory is an
underlying assumption drawn from the works of
Dr. Clare Graves that eventually was published
by two of his students, Dr. Chris Cowen and Dr.
Don Beck. After more than 40 years of research
beginning in 1960, Dr. Graves had discovered
that “the psychology of the mature human being
is an unfolding, emergent, oscillating, spiraling
process marked by progressive subordination of
older, lowerOorder behavior systems to newer,
higher-order system’s as man'’s existential
problems change.”

In other words, he found that human
consciousness was not static, nor is it finite.
Human nature changes as the conditions of
existence change, thus forging new systems.
Yet, the old systems stay with us. From his work
there appeared to be eight different world views,
each building on each other.

Details of these studies and the development of
this theory can be found online at
www.sprialdynamics.corand for simplicity’s
sake, this paper will not attempt to explain in
great detail all the aspects of this theory in orde
to make some attempt at being brief. What is
important to understand is the basic tenants of
this framework and how they were applied to
both the programming and the marketing
campaign in increasing the rate of success in
duplication.

What Spiral Dynamics basically describes is that
there are several “filters” in how one may view
the world. They are as follows:

Survival; biogenic needs;
reproduction; satisfy instinctive urges.
2. PURPLESocial groupings, focus on rituals,
traditions, and symbols
3. REDPower/action; asserting self; control;
sensory pleasure.

4. BLUE Stability/order; obedience to earn

reward later; meaning; purpose; certainty.
Opportunity/success; competing to

achieve results; influence; autonomy.

6. GREENHarmony/love; joining together for

mutual growth; awareness; belonging.
Independence/self-worth; fitting a

living system; knowing; good questions.

8. TURQUOISEGIobal community/life force;

survival of life on Earth; consciousness.

Every living person will grow through each
world view before it is possible to develop to the
next. As a person grows from one world view to
the next, that person retains that worldview and
simply expands to include the next.

The best way to think about this is by looking at
were else in nature (or technology) that this
phenomenon also occurs. You can have an atom
that is then joined with or expands to become a
molecule. The atom is still present and the
molecule could not exist without the atom.
Therefore while the molecule may be a broader
demonstration, the molecule could not exist
without the atom. This evolution will continue
“upwards” as the organism becomes more
complex, progressing to a cell, then tissue, an
organ and so on.

The same can be seen happening with levels of
consciousness or the way in which people
interact with their world.

Another quick example would be in the
technological realm. From computer language,
to basic, to dos shell, to Windows 3.1, to
Windows 95, the larger more complex
presentations could not exists without the
underlying systems. (binary code, basic)

But how does this truly affect a scene building
campaign? How does knowing all this truly
benefit a good marketing campaign? With the
premise that every human being must grow and
include each phase and the research supporting
that the average person in the U.S.A. attains a
world view of five (three in the world) it would

be to anyone’s advantage who is trying to market



or do any kind of public health programming to
address at least all five of these worldview
messages. These messages are not only how the
world is seen by those at that phase, but how the
world truly I1S. Why this is important to you is
because it is how they will hear what it is you
have to say.

For example, let us say Mary currently sees the
world through a blue lens. This means that
points 1 — 4 are operating within Mary. She may
know about 5 and 6, but she would most likely
not agree nor react to them. These means with
Mary (and about 20% of the US population) your
message, if addressing at least the first five
points, would make sense to her from her four
viewpoints. Matt, on the other hand sees the
world from a standpoint of orange. A message
set at level five (orange) would be just one more
way to possible attract his attention.

In short, if you continuously design your
messages and even the foundation of your
organization with this simple principle in mind
you will be increasing your chances that these
worldviews will hear you and respond.

Whole Foods Grocery knows this and has
written this theory into its policy. You can go to
their website to hear the owner talk about thts. |
is because of this understanding that he and his
management team can address and motivate their
employees and customers effectively. Even if
this “system” does not work, at the very least, it
does help you, the organizer put things in such
an order as to develop a clear picture and from
there a better course of action. So how would
this look? What are some of the messages that
one might use in developing a media campaign?
How could one use this tool to develop
procedures for your event or organization?

These messages, many of which people have
heard before — were used as sound bytes during
classes, newsprint, and sometimes in live

coverage. Whether newsprint, flyers, postcards,
or business cards, we always tried to fit at least
the first three messages into the works somehow.
With news print we were almost always able to
cover the first six messages. The more of these
points you can deliver in your primary messages,
the higher the effectiveness. Recalling that each
world view builds on the other

1. Survival; biogenic needs;
reproduction; satisfy instinctive urges.

“Better blood pressure, cholesterol, heart rate “
“Good for your Heart, Good for Your Health.”
“Good nutrition is your first move in dance”

2. PURPLE Social groupings, traditions.
Social Club Focus, Membership Drive
“Swing Dance Club”

“Membership has its privileges”

“Bring the whole Family!”

“It's Your American Heritage”

3. REDPower/action; asserting self; control;
sensory pleasure.

Self-Esteem, Strong Body, Have Fun
“Strength to keep your independence (aging)”
“Ability to overcome new moves (obstacles)”
“A roaring good time!”

3. BLUE Stability/order; meaning; purpose;
“Strong People — Strong Communities”
“Volunteer, help keep the dance alive”
“Keeping an American Dream Alive!”

Opportunity/success, achievement
“You too can dance in six weeks”
“How well you perform is up to you!’
“Taught by award winning teachers”
“ Eight years of experience at your service”

5. GREENHarmony/love; joining together for
mutual growth; awareness; belonging.

“Be part of the global dance community”
“Help rebuild your downtown”

“Bringing all ages and walks together”

Independence/self-worth.
“Where you can be yourself”
“Where perspectives all blend”
“Touching body, mind, and soul”

7 TURQUOISEGIobal community/life force;
survival of life on Earth; consciousness.
“Think global, Act Local. Dance”
“Experience synergy thru dance”
“Honoring how all can move”



Now that you have it all in place and you have
established partnerships or venues from which to
promote your event now is the time. Chances
are that when you made the initial connection
you had set up a procedure for when you would
follow thru. If you developed a good game plan
based on the last few pages then the next should
really be nothing more than a recap.

Quick Check List:

Church bulletins

Colleges and universities

Social club bulletins

Public/Home schools newsletters
YMCA, YWCA, JCC, fitness Centers
Fire and police stations and bulletins
Bank branched

Local small business

Hospitals and healthcare systems
Grocery stores

Corporations

Community leaders

Health care provider

Media representatives

Local restaurants

Retail stores

Beauty salons

E-Mail lists

Chat rooms

Bulletin boards

Newsprint

Magazines

Local trade and union newspaper
Radio

Mall advertising

Television

0 % 1

Prepare public service announcements (PSASs).
Publicize your event by preparing a fact sheet or
media kit containing these three components:

1. Briefly explain your purpose.
2. Describe your event.
3. Indicates where to get more information.

Media Kit Contents

1. Fact sheet (two-page maximum)*

2. Biographical sketch of organizer

3. Current news release*

4. PSA (if distributed to radio/television)*
5. Black-and-white photographs

Some television and radio stations air PSAs,
which are commercials aired free of charge in
10-, 15-, 30-, or 60-second lengths. PSAs are a
great way to promote your event and related
community activities. Because PSA's are
expensive to produce, you may want to find a
sponsor to cover the costs of producing PSAs.
Often times, radio coverage my not require a pre-
taped PSA, they may just pull info from your
media kit. This was the case in York, PA, where
some radio DJ’s would plug the event (or events)
while they were talking. This was especially
successful if they were at similar events. Also,
be sure to send your kit to the newspaper as well.

Give interviews.

Talk shows, call-in shows, and public affairs
programs may provide opportunities for
publicity, often in the form of interviews.

To set up an interview:

» Choose a program or publication that reaches
your target audience. York used to go after the
“oldies” and “jazz” channels.

« Contact the producer or editor to explain why
you would like to talk about your event and why
an interview would be of interest to readers or
listeners.

* Follow up with briefing materials and your
credentials. (if you have any)

Be visible — Be visible — Be Visible!



Participate in community festivals and
other special events.

To increase visibility and reach more possible
participants in your community, participate in
local festivals and special events. You can
display your banner and other promotional
materials and give dance demonstrations. Often
times a Charleston lesson can go a long way to
please a crowd and is not dependent on having
leads and follows. This format was even used in
senior centers and local high school clubs.

Dance Demonstrations

Consider getting involved with your local
schools, a regional band, ballrooms, senior
centers and anywhere else they will have you.
Get out there, do a simple choreography and/or
line dance and show how much fun it is! This is
a great way to get the word out, build your team
of dancers, and have fun all at once. You may
have to give this away at first, but later you can
charge a nominal fee for this.

Sponsor a Dance contest

Involve your community, such as churches,
schools, and community centers, in a community
dance contest. Once again, Charleston is the
easiest way to get people involved in that it is
easy to teach and easy to pick up. You can even
change the music using an occasional hip hop
song to get kids excited and motivated.

Have local teachers, dancers, and celebrities (like
the local mayor) judge the performances and

offer up fun prizes that you can get donated from
local dance or sporting goods stores.

Hold a Lindy Exchange

Once you have established a decent size dance
community (or team up with a near by scene)
think about sponsoring a Lindy Exchange. A

lindy exchange is a gathering of lindy hop
dancers in one city for several days to experience
the dance venues and styles of that local
community, and to dance with visitors and locals
alike.

The term 'exchange’ is derived from school or
university ‘exchange' programs, where students
travel to another country or city to experience the
local culture. Exchange students often 'swap' or
exchange their own home or place at their home
university with another traveler. Visitors at lindy
exchanges are often hosted by local dancers,
staying in their homes for the duration of the
event. For more information on what this entails
please visit the web-sitsndyexchange.com

Get Out There and Dance.

Be social, mingle, or as they say schmooze. One
of the best ways to show what you can do is to
attend as many other dances that you can. Itis
not recommended that you act as a walking
billboard and pass out cards and flyers, but
should it come up where you learned how to do
what you do — tell them. Many scene builders
talk about how this seemed to be one of the most
important network building actions you could

do. Support other scenes and they will support
you. (and let you pass out or even leave your
flyers with them)

Keep Your Online Presence Updated

Don't forget to be vigilant in keeping your web-
site updated and typo free. It looks really bad if
people come to your site to see events listed
from three months ago and no new events on the
horizon. It doesn't look very successful
(although you may just be very busy) or
professional. Eventually, York appointed one
person to keep an eye on the page. You may
have to do that as well. Many scene get in to
trouble when the see initial success and then slip
in their promotional efforts.



If you are steadfast enough to get support from
one of the health entities mentioned earlier, you
will need to take this final step. If you want to
make the case before hand, you may also want to
initiate the step as well.

It is helpful to start the evaluation process with
your kickoff event and continue throughout the
duration of your program. By monitoring your
audience and following up after your events, you
can get an accurate idea of whether or not your
audience found the event useful and if any of the
health indicators were affected positively.

Setting Your Objectives

From a health study standpoint you need to
gather the following information to show your
event or program'’s effect:

Name:
Age:
Gender:

Heart Rate:

Blood Pressure:

Cholesterol:

Average time dedicated to activity:

| do light activity(walk, stretch, yoga, clean):

Never 1-2x/week 3-4x/week 5x or more

I do moderate activityjog, bike, dance, yard work)

Never 1-2x/week 3-4x/week 5x or more

| do vigorous activitystrength train, sprints):

Never 1-2x/week 3-4x/week 5x or more

| would say my mood weekly is usually:
1.Bad 2.0K 3.Decent 4.Great

| would say my energy levels are usually:
1.Bad 2.0K 3.Decent 4.Great

Should you decide to use a pedometer (and |
recommend that you do since it is an easy way to
track participants activity levels as they get
involved) then you will need to use an activity

log where you have them track their steps during

the event or if possible over the course of the
weeks that they are in your program.

If you don’t have the funds to purchase a dozen
or two pedometers (usually around $5-$12) then
you can track the amount of time they are on the
floor each session. Just have them check in and
out when they attend each session.

Besides being able to compile the data needed to
meet grant objectives (not listed here because
each grant has different objectives set) getting
participants involved on this level will also help
with the following:
Increase their awareness of the benefits
of healthy increased physical activity.
Provide participants with a skill and
lifestyles that will help them become
more physically active.

Keep Track of Your Participants

Knowing how many people participated in your
events allows you to monitor the appeal and
effectiveness of your event. If the number of
attendees is low, you may want to consider
changing your approach. If the number of
attendees is high, you can use your numbers to
justify further the value of your event or events.

Whether or not you partner up with your local
health department, it is still a good idea to track
some of these statistics just so you have a gauge
as to how well or not so well you are doing.
Also keep in mind, that if you partner with a
local agency, they may already have a form that
they will need you to implement to help justify
their objectives with a measurement tool that is
pre-approved and accepted. Here are some
statistics collected from the original program to
help you get an idea of what to collect and of
which may be useful in recruiting outside help.
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Overall 2002-2004 (9/02-6/04)

Survey Size 208 (out of 671. 31%
compliance)

Population:

2,854 attended dance program(s)
63% Female

37% Male

Ethnicity:

68% Caucasian

19% African-American
9 % Hispanic

4% Asian/other

Age:

14-24 24%
25-35 18%
35-45 9%
45-55 31%
55-65 14%
65+ 4%

Education:

< High School 21%
> High School 32%
College 18%
Graduate 29%

Marital Status
Single 74%
Not Single 26%

Previous Dance Experience:
Yes 22%
No 78%

Total Attendance (hits) to program.
2,854

(Approximately 65% of weekly
attendance were new participants)

Amount of Steps (measured by
pedometer - sample 170)
Starting Average 1605 steps
Ending Average 4242 steps
Best increase 14,308

Time spent in motion (sample 170)
(no more than 3 minutes between songs)
Pre-Dance 20 minutes

Starting Average 45 minutes (projected actual
time: 24 minutes)

Ending Time 2 Hours (projected actual time: 60
minutes)

Just the act of getting involved in a dance class
increase their time in motion four minutes.

Of those who described their pre-dance stats,
only 20% was aerobic (class) 75% walking 5%
other

*Qualitative questions(sample 100)
Perception pre-test/post-test:

Mood: 61% reported feeling happier
3% reported feeling worse

Occurrence 58% reported dancing more than
once per week (practice time included)

Energy: 39% reported having more energy
<1% reported having less

Activity : 37% reported being more active
7% reported being less

*(qualitative data does show that while many
participants did increase their dance time
activity, many stopped other areas of activity
during the time period keeping their level the
same or lower)

Important to keep these stats in perspective.
There was an extinguish rate of 52% in that a
little more than half did not complete the course.
However, many of them would still show up to
outside dance events, especially the Friday night
dance held weekly.

Longitudinal results

Of the original group of 209 dancers 97 (in
2005) continue to attend dance events.
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Sidney Bechet - The Blue Note Years [Import] : u& My
Naughty Sweetie Gives To Me

Lil Hardin Armstrong : Let's Get Happy Together

Lionel Hampton : Hey! Ba-Ba-Re-Bop ( 138 bpm)

An Anthology Of Big Band Swing (1930-1955) (Disc:%)
Duke Ellington - Rockin' In Rhythm

Buddy Holly : That Will Be The Day (130 bpm)

Count Basie : Broadway (158bpm)

Tommy Dorsey : The Dipsy Doodle ( 158 bpm )

Slim Gaillard : Jump Session (163 bpm)

Peggy Lee : Hallelujah | Love Him So ( 141 bpm)
Count Basie : Jive At Five ( 172 bpm))

Big Bad Voodoo Daddy : Cruell Spell (120 bpm)
Charlie Christian : A Smooth One (127 bpm )

Carmen McRae : Bye Bye Blackbird (140bpm)

Duke Ellington : Ain't Misbehavin' (144 bpm)

Benny Goodman : Remember (150 bpm)

Tommy Dorsey : TD's Boogie Woogie (142bpm)

Gene Krupa : Jeepers Kreepers ( 159 bpm)

Eva Cassidy : Wade In The Water (114 bpm)

Lucky Millinder : D'Natural Blues (118 bpm)

Bill Elliott : Shim Sham Song ( 165 bpm )

Royal Crown Review : Stormy Weather ( 154 bpm)
Louis Armstrong - Priceless Jazz Collection : -@@pmouth
Blues

Harry James : Music Makers ( 143 bpm )

Lionel Hampton : Till Tom Special ( 158 bpm )

Laurel Aitken : Boogie In My Bones (123 bpm)
Camaros : Junk Food ( 154 bpm )

Lou Rawils - Anthology (Disc 1) : St James Infirmékyve) -
Lou Rawls

Lionel Hampton : Hamp's Got A Duke ( 137 bpm)
Harry James : Japanese Sandman ( 151 bpm)

Count Basie : Anthology of Big Band Swing (1935-55)
Panassie Stomp (249 bpm)

Royal Crown Review : | Love The Life | Live ( 11pim )
Bunny Berigan : I'll Always Be In Love With You 68 bpm

Lionel Hampton : Central Avenue Breakdown ( 219 hpm
Goodman : | Sent For You Yesterday & Here You Come
Today ( 153 bpm)

Anita O'Day (With Eldridge & Krupa) : Kick It! ( 18bpm )
Lionel Hampton : Flying Home (150 bpm)

Jive Aces : Ac-cent-tchu-ate The Positive ( 129 Hpm
Indigo Swing : How Lucky Can One Guy Be_ ( 126 bpm
Sugar Ray's : Juke Box (124 bpm )

Lionel Hampton : Jivin' With Jarvis ( 188 bpm )

Tommy Dorsey : The Music Goes 'Round & Around ( 196
bpm)

Jennie Lobel : Moten Swing (151bpm)

Cole Porter : Watch Out! ( 139 bpm )

Stray Cats : Stray Cat Strut ( 133 bpm)

Michael Buble : Michael Buble : Summer Wind

The Big 18 : More live echoes of the swinging ban@glery
stalks at midnight

Don Miller : Peel Me A Grape ( 131 bpm )

Roy Eldridge : Murrder He Says ( 132 bpm)

Count Basie : Sent For You Yesterday ( 164 bpm )

Big Jay McNeely : Big Jay Shuffle (148 bpm)

Maxine Sullivan - Massachusettes : no intro (1481pp
Barbara Morrison : Stormy Monday (139bpm)

Harry James : Sugar Foot Stomp ( 155 bpm)

The Treniers : Go! Go! Go! (182bpm)

Lavay Smith : Big Fine Daddy (123 bpm)

Cole Porter : Ball Of Fire ( 194 bpm )

Andrews Sisters : Shoo Shoo Baby ( 144 bpm)

Ella Fitzgerald : Ella Fitzgerald With Chick WebBing Me
A Swing Song ( And Let Me Dance )

Tommy Dorsey : Blue Skies ( 130 bpm)

Erskine Hawkins : Caldonia (169 bpm)

Lionel Hampton : Lavender Coffin

Gene Krupa with Anita O'Day : Georiga On My Mind
Benny Goodman : Battle of the Bands, Artie Shaw Vs.
Benny Goodman : Don't Be That Way (165 bpm)
Casey MacGill & The Spirits of Rhythm : Jump : Rinyt
(Big Apple Song) - Casey MacGill & The Spirits oh{Rhm
Michael Buble : Moondance

Anita O'day & Gene Krupa : Opus One (155bpm)
Django Reinhardt : Django In Rome 1949,1950 : Diang
Reinhardt-Darktown Strutters Ball (06)

Django Reinhardt - Djangology Disc Two : - Exadtiie
You

Cab Calloway : Don't Falter at The Alter ( 141 bpm
Count Basie : 9_20 Special ( 150 bpm)

Indigo Swing : Another Day in LA (155 bpm)

Louis Jordan : Is You Is, Or Is You Ain't ( 117 bpm
Count Basie : Easy Does It ( 148 bpm)

Count Basie : Shorty George ( 207 bpm )

Tommy Dorsey : Well, All Right! ( 148 bpm )

Erskine Hawkins : Tippin' In (144 bpm)

Artie Shaw : Dancing On The Ceiling

Goodman : Let's Dance ( 167 bpm )

Brian Setzer : You're The Boss (124 bpm)

Bobby Darin : I'm Beginning To See The Light ( 1386m )
Michael Buble : Lazy River

Lionel Hampton : Hamp's Boogie Woogie ( 156 bpm)
Lester Young : Two To Tango ( 102 bpm)

Swing Kids : Bei Mir Bist Du Schon

Goodman : Big John's Special ( 184 bpm )

Fats Domino : The Mask : This Business Of Love
Benny Goodman : King Porter Stomp (214 bpm)

The Big 18 : More live echoes of the swinging bant@ike
big 18-Swingtime in the rockies (03)

Lionel Hampton : My Last Affair ( 126 bpm)

Duke Ellington : Big Bands : It Don't Mean a Thing
Jimmy Lunceford : Four Or Five Times ( 141 bpm)
Kurt Elling : | Feel So Smoochie (154bpm)

Cab Calloway : Are You Hep To The Jive (157 bpm)
Candye Kane : Swango : 200 lbs Of Fun

Bill Elliott : Streamliner ( 154 bpm )

Benny Goodman : Ain't Misbehavin' (128bpm)

Harry James : Two O'Clock Jump ( 159 bpm )

Keely Smith : All Night Long

Louis Jordan : Knock Me A Kiss ( 113 bpm)

Sidney Bechet - The Fabulous Sidney Bechet : - Bdg
Naughty Sweetie Gives To Me

Charlie Barnet : Charleston Alley

Ella Fitzgerald & Chick Webb Orchestra - The Davio
Strutter's Ball

Candye Kane : Swango : Poetry Cocktail

Mora's Modern Rhythmists : Mr. Ghost Goes To Tovi68
bpm)

Ray Charles - Ultimate Hits Collection (Disc 1)I've Got A
Woman

Harry James : Flash ( 160 bpm )

Ella Fitzgerald & Duke Ellington : Mack The Knifé§8
bpm)

Andy Kirk : An Anthology Of Big Band Swing (1930-48)
(Disc 1) : Dunkin' A Doughnut

Duke Ellington & Jimmy Hodges : Big Shoe (135bpm)
Nina Simone : Love Me Or Leave Me (166 bpm)

Fat's Walter : Hold Tight (173 bpm )

Moppin and Boppin' - Fats Waller

Cab Calloway : 'Long About Midnight ( 172 bpm )wiBg -



Cab Calloway

Duke Rollibard : Information Blues (148-153bpm)

Ella Fitzgerald : Bli-Blip ( 131 bpm)

Big Band : Les Brown : Big Band-Bizet Has His Day)
Fletcher Henderson : A Study in Frustration - Cisc
Fletcher Henderson-Stealin' Apples (10)

Artie Shaw : Battle of the Bands, Artie Shaw VsnBg
Goodman : At Sundown

Jimmy Lunceford : Sleepy Time Gal (154 bpm)

Duke Ellington And His Orchestra : Black And TamEssy
Duke Ellington : C Jam Blues ( 158 bpm )

Peggy Lee : Fever (136 bpm)

Fats Waller - The Very Best Of Fats Waller : Ain't
Misbehavin

Oscar Peterson : Band Call (155bpm)

Mora's Modern Rhythmists : Cavernism ( 180 bpm)
Ella Mae Morse : Captain Kidd (127bpm)

Diane Schuur : Alright, Okay, You Win ( 131 bpm)
Jimmie Lunceford : Swing Hits 2 : T Ain't What Y@o
Louis Prima : Bannana Split For My Baby ( 139 bpm )
Will Bradley & His Orchestra - Beat Me Daddy To A&gie
Beat : Scrub Me Mama, With A Boogie Beat

Jamaica Jam ( 218 bpm)

Duke Ellington : Things Ain't What They Used To B&26
bpm)

Duke Ellington : Early Ellington, Disc Three- 1930Q-:
Duke Ellington-Rockin' in Rhythm (17)

Benny Goodman : Ain't Misbehaivin' ( 125 bpm )
Django Reinhardt : Rose Room (190 bpm)

The History Of Jazz (Disc 2) The Big Band YearenBy
Goodman And His Orchestra : Don't Be That Way
Cab Calloway : Minnie The Moocher

Nellie Lutcher & Her Rhythm - Fine Brown Frame

Jelly Roll : Is You Is, Or Is You Ain't ( 120 bpm )

Eva Cassidy : Wade in the Water

An Anthology Of Big Band Swing (1930-1955) (Disc:1)
Earl Hines : Rock and Rye

Jan Savitt : Blues In The Groove (185 bpm)

Candye Kane : Candye Kane : Poetry Cocktail

Ella Fitzgerald : Mack The Knife (Forgotten Wordg0
bpm)

Jimmy Lunceford : Rose Room (159 bpm)

Louis Prima : Basin Street Blues, When It's Sle€Ejnye
Down South (112 bpm))

Nat King Cole : Orange Colored Sky ( 133 bpm)
Jimmy Witherspoon : There's Good Rockin' Tonight
(154bpm)

Benny Goodman : Roll 'Em (182 bpm)

Benny Goodman - Flat Foot Floogee

John Boutte : At The Foot Of Cannal Street

Ella Fitzgerald : Too Young for the Blues (140bpm)
Indigo Swing : The Best You Can ( 135 bpm)
Swingerhead : Lady With A Big Cigar ( 113 bpm)
Artie Shaw : Artie Shaw - time life series : MaroRr Mars,
The

Harry James : Mean to Me

Harry James : Back Beat Boogie ( 167 bpm)

Bobby Darin : The Hit Singles Collection : Queerttoé Hop
Benny Goodman : He Ain't Got Rhythm

Cab Calloway : Everybody Eats When They (150bpm)
Count Basie : Boogie Woogie (171 bpm)

Harry James : Two O'Clock Jump (158 bpm)

Tommy Dorsey & His Orchestra : More Fabulous Bigi@a
Dipsy Doodle

Sidney Bechet : Summertime : Sidney Bechet : Folhive
Times

Sam Cooke - Frankie and Johnny

OldAndrews Sisters : Tuxedo Junction

Bobby Darin : The Hit Singles Collection : BeyorntSea
Tommy Dorsey : Boogie Woogie ( 145 bpm)

Diana Krall : | Love Being Here With You (134 bpm
Swing Session : That Night (129 bpm)

Gene Krupa : The Gene Krupa Story (CD2) : GeorgidWy
Mind

Jimmie Lunceford Orchestra - T'aint What You Do
Anita O'Day (With Eldridge & Krupa) : Thanks For&h
Boogie Ride ( 157 bpm))

Jimmy Witherspoon : Bad Bad Whiskey (125bpm)
Diana Krall : 'Deed | Do ( 145 bpm ) - Swing

Don Miller : Fly Me Too The Moon ( 138 bpm )

Buddy Johnson : Walk 'Em (125bpm)

lllinois Jacquet : Lean Baby

Benny Goodman : 0012 Benny Goodman-1935-1936 - Rare
Recordings : Sweet Sue Just You

Jazz Jumps In Swing This : Duke Ellington - East.Stis
Toodle

Count Basie : Jumpin' At TheWoodside ( 234 bpm )
Django Reinhardt : Minor Swing

Michael Buble : For Once In My Life

Hipsters, Zoots & Wingtips, The '90s Swingers :idred
Swing : Swing Lover

Ruth Brown : Teardrops From My Eyes (138bpm)
Lionel Hampton : On The Sunny Side Of The Strekt]
bpm )

Indigo Swing : Regular Joe (135 bpm)

Indigo Swing : Red Light ( 133 bpm)

The Big 18: More live echoes of the swinging bant@ike
big 18-Summit ridge drive

Cab Calloway : Are You A Reet (159 bpm)

Ella Fitzgerald : T' Ain't What You Do

Rob Rio : Hoy Hoy ( 177 bpm )

Will Bradley & His Orchestra : Beat Me Daddy To A&gie
Woog : All That Meat And No Potatoes

Cab Calloway : The Jungle King ( 130 bpm)
Goodman : Stompin' At The Savoy ( 156 bpm )
Sidney Bechet : Summertime : Perdido street blues
Jimmie Lunceford : Swing Hits : Harlem Shout (2¢81)
The Legendary Big Band Singers : Helen Humes : Siorg
Your Supper

Indigo Swing : Violent Love ( 146 bpm )

Louis Prima : The Whistle Stop ( 164 bpm)

OldLindy Hop : Earl Hines - Deep Forest

Harry Connick Jr : Harry Connick Jr . A Wink an&mile
[112 WCS]

Tommy Dorsey : Well, Git It! (189 bpm)

Lionel Hampton : Lavendar Coffin

Harry James : Roll 'Em ( 166 bmp )

Slim Gaillard : The Flat Foot Floogie

Tommy Dorsey : Together (136 bpm)

Anita O'Day (With Eldridge & Krupa) : Watch The Bie (
162 bpm)

Ella Fitzgerald : Too Darn Hot ( 163 bpm)

Lionel Hampton : Flying Home ( 194 bpm )

Artie Shaw : Self Portrait (Disc 2) : At Sundown



