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MEET THE L.G.P TEAM  
 
Nedj Alsagoff 

   
● Major: Media Arts and Design (Corporate Communications) 
● Minor: Music Industry 
● Junior, Class of 2012 
● “Our deepest fear is not that we are inadequate. Our deepest fear is that we are 

powerful beyond measure. It is our light, not our darkness, that most frightens us. 
Your playing small does not serve the world. There is nothing enlightened about 
shrinking so that other people won't feel insecure around you. We are all meant to 
shine as children do. It's not just in some of us; it is in everyone. And as we let our 
own lights shine, we unconsciously give other people permission to do the same. As 
we are liberated from our own fear, our presence automatically liberates others.” ‐
Marianne Williamson 

 
 
Brett Cabrera 

 



 7 

● Marketing/Music Industry 
● Senior Class of 2011 
● “Craziness is like heaven.” 

 
 
Tessa Carr 

 
● School of Media Arts and Design: Digital Video and Cinema Major 
● Music Industry Minor 
● Spring 2011 
● A person is a success if they get up in the morning and gets to bed at night and in 

between does what he wants to do. ~ Bob Dylan 
 
 
Chris Collins 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● Management / Music Industry 
● Senior, Class of 2011 
● “It’s not the destination that matters, but the journey to get you there.” 

 
 
Victoria Elliott 

 
● Media Arts and Design (Print Journalism) 
● Political Science, Studio Art (Photography), Music Industry 
● Senior, Class of 2011 
● "Adventure is just one mistake away." ‐ a softer world 

 
 
Meghan Ferguson 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● Communication Studies 
● Music Industry 
● Senior, Class of 2011 
● “Genius might be the ability to say a profound thing in a simple way.” ‐ Charles 

Bukowski 
 
 
Adam Frost 

 
● Women’s Studies 
● Music Industry 
● Junior, Class 2012 
● “Life is like a box of chocolates. You never know what you’re gonna get.” ‐ Tom 

Hanks 
 
Pete Haenlein 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● Music Industry 
● Senior, Class of 2011 
● “The true measure of a man lies in his ability to conquer himself.” 

 
 
 
Erin Langager 

 
● Psychology, Music Industry minor 
● Junior, Class of 2012 
● “So it goes.” ‐ Kurt Vonnegut 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Melissa Illidge 

 
● Communication Studies 
● Music Industry 
● Junior, Class of 2012 
● “There’s one life and it's this life and it's just beautiful” 

 
 
Ally Lieljuris 

 
● Public Relations 
● Music Industry 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● Junior, Class of 2012 
● “Every song ends; is that any reason not to enjoy the music?” 

 
 
Matt McKeon 

 
● Business Management Major, Music Industry Minor 
● JMU Class of 2013 

 
 
Katherine Nguyen 

 
● Business Management 
● Music Industry 
● Senior, Class of 2011 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Tyler Osborne 

 
● Music Industry 
● Junior, Class of 2012 
● “A man is a success if he get up in the morning and goes to bed at night, and in 

between does what he wants to do.” ‐Bob Dylan 
 
 
Kaitlyn O’Shea 

   
● Communications/Music Industry 
● JMU Class of 2012 
● “I want to help starting with the music and ending with the smile” 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Matthew Redabaugh 

 
● Information Analysis (National Security Concentration) 
● Music Industry, Geography 
● Junior, Class of 2012 
● “If you don't know where you are going, any road will get you there.” ‐ Lewis Carroll 

 
 
Jamie Rogovin 

 
● Management (Human Resources)/Music Industry 
● JMU Class 2010 
● “And when you get the choice to sit it out or dance, I hope you dance” 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Gabe Slagle 

 
● Business, Music Industry minor 
● Sophomore, Class of 2013 
● “I’m not certain what I want to do with my life, but I want to follow my passion for 

music.” 
 
 
Nicole Stroupe 

 
● Psychology/Music Industry 
● JMU Class of 2010 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● “Dream as if you’ll live forever, live as if you’ll die today.” 
 
 
Arthur Sanzo 

   
● Business Economics/Music Industry 
● JMU Class of 2011 
● “The only way to cleanse the soul is to stimulate the senses” 

 
 
Matt Sullivan 

 
● Music Industry Major 
● JMU Class 2011 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● “My cat’s breath smells like cat food.” 
 
 
MaryMargaret Walsh 

 
● Communication Studies (Public Relations Concentration) 
● Music Industry, Nonprofit Studies 
● Junior, Class of 2012 
● “All I can do is be me, whoever that is.” ‐Bob Dylan 

 
 
Andrew Yandziak 

 
● Hospitality & Tourism Management 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● Music Industry 
● Junior, Class of 2012 
● “The best time to plant a tree is 20 years ago, the second best time is now”                

‐ Chinese Proverb 
 

Little Giant Productions: What We Are 

        Little Giant Productions (LGP) is a partnership formed by the members of 

MUI 422 during the fall of 2010.  The business is set up to be active for one 

school semester at the end of which all profits earned are to be given to charity.  

The partnership will also dissolve at the end of the semester; however, there is 

the option for a remaining number of partners to continue operating.  The 

purpose of the business is to promote and produce live entertainment throughout 

the Harrisonburg, VA area.  

        The partners involved in Little Giant Productions decided it was best to 

separate the larger group into smaller sub-groups with different responsibilities.  

Each of these groups were responsible for producing two small shows in the 

Harrisonburg area and to all work together toward a big show at the end of the 

semester.  Groups were delegated according to ability to handle different affairs 

(business, money, promotion, etc).  The first section of this book will explain the 

steps taken to legally create a business applied to Little Giant Productions. 

Mission Statement 

 Little Giant Production’s goal is to provide high quality live performances in 

Harrisonburg, and to create an educational experience for the members. The 

company wants to bring larger artists, who otherwise would not have come to the 

area, and also book shows for smaller local acts trying to break into the scene. 
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Finally, LGP wants to give back to the community and has decided to contribute 

to charitable organizations. 

Creating a Name 

        Obviously, it is very important to choose a name that has lasting power (i.e. 

a name that people can easily recognize).  It is also important to research each 

possible name option on the Internet before deciding on one final name.  This is 

important because it is illegal to operate under the exact same name as a 

business already in existence.  In addition, similar names could cause 

consumers to confuse the businesses with the same name.  In the case of Little 

Giant Productions, it was easy to think of multiple names as possible options for 

the business. 

        The partners in LGP utilized class time to brainstorm multiple names that 

were thought to be a good fit to the company. It came down to Little Giant 

Productions, Round House, Moose Inc and Fancy Hat. After much time and 

deliberation, the partners decided as a group that Little Giant Productions would 

be the most appropriate fit for the organization. The partners decided it satisfied 

the criteria of being slightly ambiguous and eye catching, yet still professional. 

Partnership agreement 

       Little Giant Productions initially needed to create and notarize a partnership 

agreement in order to be a legally recognized, functioning partnership.  The 

perspective partners drafted a partnership agreement using templates found on 

the Internet.  After the agreement was finalized, all perspective partners met in 

Taylor Hall on the James Madison University campus to get the agreement 
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notarized by the official university notary.  It was important for the meeting in 

Taylor Hall to be set up beforehand by appointment.  The notary on campus 

tends not to appreciate such a large group showing up unannounced.  It is, of 

course, extremely important to remain in good business relationships with 

notaries because of their importance within the business world. 

        Each student signed the partnership agreement confirming their place as a 

partner within LGP.  Each signature was accompanied by the signature of the 

notary confirming the members place in the group.  The partnership agreement is 

included within this book.  See Appendix 1.1 for Statement of Partners. 

 Tax ID Number 

        It is important as a business to follow laws regulating business practices and 

to be ethical.  Therefore, a tax ID number is extremely important for purposes of 

paying law-required taxes.  A tax ID number is also required when applying for a 

“Doing Business As” (DBA) license.  At the beginning of the semester, Little 

Giant Productions agreed to apply for a tax ID number to gain experience during 

the process. 

        It is relatively easy to receive a tax ID number.  LGP applied online as a 

non-profit organization and received a tax ID within the next week.  LGP’s tax ID 

number is: 27-3510286.  See Appendix 1.2 for Employee Identification Number 

Form. 

 Fictitious Name Permit/Doing Business As 

       A fictitious name permit or “Doing Business As” license is required for a firm 

that is doing business under a false or assumed name.  Little Giant Productions 
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is the assumed name of the partners making up the business, so a Fictitious 

Name Permit seems necessary.  However, LGP did not need to register for one.  

This is because LGP registered for a Tax ID using its company name. 

To receive a DBA in Harrisonburg, VA, one must go to the municipal 

building downtown and present a personal ID, a tax ID number, and a copy of 

their business agreement.  See Appendix 1.3 for Fictitious Name Permit and 

Appendix 1.4 for Business License. 

Bank account 

       A bank account is an absolute necessity for any business that deals with 

cash on a day-to-day basis.  A business needs a safe place to keep its cash and 

allow for it to accumulate interest.  LGP decided to use Pioneer Bank (local bank 

chain) to set up its account.  To open a business-focused bank account in 

Harrisonburg, you need to present a tax ID number and a business license.  In 

addition, four partners became the primary keepers of the account.  These 

partners names are listed below:  

        A. Jamie Rogovin 

        B. Brett Cabrera 

        C. Chris Collins 

        D. Nicole Stroupe 

The bank charged 10 dollars to open the account. LGP was provided with free 

checks and cashier’s checks whenever they were needed at no cost.  See 

Appendix 1.5 for Bank Account Information. 

Cost: $10    
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P.O. Box 

        LGP owns a P.O. box in downtown Harrisonburg that it uses to receive 

mail.  It is necessary for LGP to own this P.O. Box because the partnership lacks 

a physical address.  The P.O. box cost thirty dollars to set up and can be 

renewed in six months for another payment of thirty dollars. 

 Address: P.O. Box 1561 

            Harrisonburg, VA 22803 

 Cost: $ 30.00 

  Website 

 Little Giant Production uses Godaddy.com as a website provider. The 

domain name cost $12.17 for one year of usage, and comes with the option to 

renew at the end of the year.  The URL is 

http://www.littlegiantproductionsva.com.  This website took forever to get off the 

ground and had to be designed using a free online service due to lack of funds to 

hire a designer.   

 The partners of Little Giant Productions originally opted for a temporary 

site design created using Wix.com (www.wix.com/LGproductionsVA/LGP).  

However, the partners ran into immediate problems using the Wix service.  Wix 

did not allow LGP to use the domain name that it had already purchased without 

paying an additional fee.  LGP decided instead to use a free option instead. 

 Eventually, LGP decided to use a service known as Tumblr to create a 

simple website. Tumblr allows a user to route their pre-made layouts to a 

purchased URL by following instructions laid out on Tumblr’s site to do so - 
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linking the two sites and creating an easy solution for making a basic website 

(like that needed for a small company like LGP) without the technical or design 

capabilities that come with hiring a graphics designer/website specialist.  

Cost: $12.17 

Facebook 

 In order to create an easier and more efficient way to communicate with 

group members, Little Giant Productions created a group on Facebook for just 

the members of the company, entitled “MUI 422.”  This group page was used to 

verify who was doing what, and make sure every group member was aware of 

what needed to get done.   

Logo 

LGP brainstormed logo designs in class and individually.  The partners 

decided that the logo needed to be eye-catching and have lasting power. One of 

the partners knew an artist who agreed to come up with a design. The design, 

which was contracted for free, was a small man with a large shadow and with the 

title Little Giant Productions on the side.  See Appendix 1.6 for Logo Designs. 

 Contract 

The contract used by LGP was drafted based on a performance contract 

templates available for free online. The partners of LGP all submitted individual 

contracts to be reviewed.  After all submissions had been reviewed, the partners 

cast a vote for the most professional and comprehensive contract. The contract 

used by LGP is a performance contract, which binds talent to perform at a certain 

location and time.  The contract could be generalize as a personal service 
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contract, which specifies certain personal services due to another party. The 

contract designer aimed to make the document easily legible, streamlined, and 

professional. To draft this document, LGP found it necessary to do research on 

legal terms and specific wording relating to securing talent in order to have the 

most comprehensive, specific contract without the downside of unnecessarily 

flowery language and length. 

The content of the contract was expected to contain a statement 

specifying the agreement made between the organizations (a “Witnesseth” 

clause) verifying that the parties understand the terms of the contract: terms 

required for the engagement for which talent is purchased.  The terms used in 

Little Giant Production’s contract were chosen after reviewing numerous 

examples of performance contracts, as well as consulting of publications 

containing information on legal applications used in the entertainment industry.  

The design of the contract was chosen in order to be easily legible, 

streamlined, and emit a professional appearance. The partners of LGP decided 

to use a vertically stacked box design to facilitate separation between the 

different specifications of engagement. This makes it easier to view the different 

sections pertaining to the event, and results in a document that is more pleasing 

to the eyes.  See Appendix 1.7 for Booking Contract Templates. 

Fundraising 

Fundraising became an important topic to put on a large show because 

there was no money in starting up the business. As a group, ideas for fundraising 

were brainstormed. Initially it was thought that the business could raise money 
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through the students by fundraising on campus. It was found out that there were 

many restrictions on accepting money on campus and that anything to do with 

selling food on campus would have to be approved through a lengthy process 

with the Aramark Corporation. Due to these restrictions it was decided that it 

would be best to fund raise off of campus. The idea was raised to hold yard sales 

in town, using the market of the local town people. 

A location was confirmed to hold the first yard sale and one Friday 

morning was spent gathering every one's donations and pricing them. Members 

signed up for different times to run the sale. The next morning at 7 AM the items 

were placed out and signs for the sale were put up on the street corner nearby. 

There were still many items left over so they were stored in the basement of the 

house the yard sale was held at.  After a fairly successful yard sale, the members 

of LGP decided to hold yard sales every weekend for a month.  See Appendix 

1.8 for Yard Sale Timesheet. 

Before having more yard sales however, it was decided to change the 

approach.  More work was put into advertising, including putting up an ad on 

craigslist.org (See Appendix 1.9) and coffee and food were purchased to sell. 

The company would also continue to sell the unsold goods from previous sales 

and introduce more.  The food and coffee was a hit during the early hours of the 

morning and was a great way to keep those running the event energized 

throughout the sale. Through four yard sales, on consecutive Saturdays, $250 of 

funding was raised. 
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Proceeds Nights were another method of fundraising that the business 

approached. Local restaurants participating in some sort of Proceeds or Spirit 

Night to benefit organizations were contacted: Ham’s, Chili’s, Applebees, 

Panchero’s Mexican Grill, Cold Stone Creamery, Chipotle Mexican Grill, 

McAlister’s Deli, Qdoba, and Dave’s Taverna. After many phone calls and 

voicemail messages, a Proceeds Night was scheduled at Chili’s for November 3, 

2010. The event ran all day - from 11 a.m. - 11 p.m. and raised $11.  See 

Appendix 2.3 for Chili’s Fundraiser Flyer. 

Tickets to a Washington Redskins game were donated by Mikael Glago 

because partners from LGP volunteered at his annual music festival, 

Spaghettifest.  Volunteer work consisted of working as ushers, security, and 

helping with sound reinforcement.  With these tickets it was decided to hold a 

raffle and that the tickets would be the big raffle prize. Tickets were given out to 

each member and the ticket numbers were signed out by each person. The 

tickets would be sold for two dollars each, or five for five dollars.  From this form 

of fundraising LGP made $150 to put towards the large show.  The game was on 

December 12th and the winner was drawn a week before.  Giving the winner the 

news was very satisfying and encouraging to the partners of the business.  It was 

great to see someone get excited about a service that LGP was able to provide 

to him.  See Appendix 2.0 for Raffle Ticket Information. 

Through coordination with local contacts in the Downtown Renaissance 

organization, a cakewalk fundraiser was organized to coincide with the 

Halloween Downtown event on October 30th.  Members from LGP donated baked 
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goods that were collected the Friday before the event (See Appendix 2.1 for 

Cake Walk Signup Sheet).  On the day of the event, volunteers went to 

Downtown Harrisonburg to setup and run the event.  Using just an iPod, 

complete with spooky music soundtrack, sidewalk chalk, and literature about the 

fundraiser and charity it supported, the event went rather well.  More 

participation, and more revenue, could have been gathered if more volunteers 

had arrived.  With only two people, one was necessary to collect funds while the 

other actually ran the program.  With more volunteers, two individuals could have 

walked around the area selling entrance tickets and providing a schedule of 

when the games would be played, while two others could have run the event.  

However, with no overhead, very little materials, and two people running it, the 

fundraiser was still able to bring in approximately $60. 

Donation letters were another form of fundraising that the partners of LGP 

decided on doing.  A simple donation letter was written up (See Appendix 2.2) 

and sent out to local businesses.  Sadly, there was no response from any of the 

businesses we asked for donations from. 

The most practical and effective form of fundraising was doing what LGP 

does best, putting on concerts.  Putting on small local shows in the Harrisonburg 

area was the perfect way to bring good music to the scene, raise money, and 

gain experience producing and promoting concerts.  This was also the most 

effective fundraising activity that LGP did. 
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Small Shows   

 In addition to the large show, each team of Little Giant Productions was 

responsible for putting on two local shows in the Harrisonburg area (See 

Appendix 2.4 for Small Show Flyers). Little Giant Productions created a 

comprehensive list of all the music venues in Virginia to help find venues for 

these shows.  What follows is a list of all the shows produced by Little Giant 

Productions. 

1. Block Party in the ‘Burg (See Appendix 1.7 for Block Party in the ‘Burg 

Information): This event was cosponsored by the Downtown Renaissance.  

The event helps to showcase local businesses in Harrisonburg. The 

business’ responsibility was to find talent to compete within the Battle of 

the Bands.  Each member made an effort to contact local bands that were 

interested in participating.  Each band was to fill out an application and 

submit a liability form with each band member’s signature.   LGP reviewed 

each bands application and listened to the music submitted.  LGP then 

decided which bands were to compete, and notified each band.  In order 

to acquire sponsorships for the Battle of the Bands Little Giant 

Productions went door-to-door promoting the Battle of the Bands and 

asked the community to come together and participate.  Contracts were 

written up for each of the venues to sign in order to make sure they 

followed through with the gigs donated, along with contact information for 
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the winner.  LGP chose three judges for the event and they were given a 

score sheet to rate each band.   

On the day of the event the Little Giant Productions collected all of 

the posters from each of the sponsors.  Each venue signed each contract.  

Each band was given a party bag that included goodies for each band.  

Each bag contained chips, water, and a five-dollar gift certificate to Jimmy 

Johns.  After the battle the scores were calculated, and the winner was 

announced.   After the battle the banners were taken down, and returned 

to the sponsors.   

Adona Music  Instruments, sheet music – Donated a gig for the winner. 

Laughing Dog Productions  – Donated a gift certificate for the winning band to 

make t-shirts. 

Whitesel Music  Piano and organ sales, consultation and moving – donated 

gift certificate. 

Artful Dodger  Coffeehouse and cocktail lounge – Donated a gig for the 

winner.  

Blue Nile Ethiopian Cuisine  Ethiopian cuisine, music and bar – Donated a 

gig to the winner. 

Clementine Cafe  Live music, lounge available for events – Donated a gig for 

the winner and the runner up. 

Finnigan's Cove  Seafood, bar and grill, live music – Donated a gift 

certificate. 
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The Little Grill Collective  Ethnic and vegetarian cuisine, live music – 

donated a gig to the winning band. 

Midnight Spaghetti Productions – Donated a slot at Spaghettifest.  

Cosmic Debris Records- Donated a gift certificate to the winning band.  

2. Blue Nile (181 North Main St.) September 27th: March to the Arctic w/ The 

Two Alpacas: This show was the first money grossing show put on by 

Little Giant Production and was also very successful.  The Blue Nile is an 

Ethiopian restaurant by day and venue by night.  In general, it is fairly 

easy to get a date at the Blue Nile by using the booking email located on 

their webpage.  Mark Finks is the booking agent for the Blue Nile (he is 

also the sound engineer).  After talking to Mark, LGP was able to book a 

date on September 27th for the bands March to the Arctic and the Two 

Alpacas.  Fliers and a Facebook event were created to promote this event.  

The gig grossed about 400 dollars of which Little Giant Production took 60 

dollars.   

3. Buckingham Green (507 W. Market Street) November 5th: Sour 

Deemsters w/ Blue Mountain Collective: Keeping in the spirit of 

Harrisonburg house show tradition, Little Giants Productions booked a 

show at Buckingham Green on W. Market Street with no cover charge.  

Blue Mountain Collective is a local jam rock act, improvising classic-rock 

and funk-tinged, mostly instrumental jams.  Sour Deemsters, local 

psychedelic rock act, closed the night with two sets of their funky 

improvisations. The show was successful in generating a buzz and 
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gaining exposure (the head count was approximately 150 people).  Both 

bands, as well as LGP, advertised the event on their respective Facebook 

groups and personal pages.  Word of mouth proved to be essential and 

was effectively used by LGP as well as prospective attendees who 

brought their friends to the show, indirectly advertising for LGP.   

However, despite effective promotion, the show proved to be 

financially frustrating. Local artist, Chris Gresham, agreed to do live 

painting which was given away at the end of the show in a raffle.  LGP 

partners were able to sell about 60 dollars worth of raffle tickets.  Both 

bands volunteered to play for free as long as all proceeds from the night 

went to charity.  All in all, about 60 dollars was made between donations 

and raffle ticket sales.  Ultimately the raffle idea fell flat, because even 

though it was fun and people enjoyed the painting itself, raffle sales did 

not mean much after reimbursing Chris for his materials. 

4. Cosmos House Show (1759 Stratford Drive) November 6th: Cosmic 

Blackbirds w/ DJ Dubble Trubble:  Again, keeping up with Harrisonburg 

House Show tradition, Little Giant Productions booked a show at a 

representatives house at Pheasant Run Town-homes.  LGP promoted the 

show through facebook and contacted fans of the band using the band’s 

email list.   LGP decided to make the event free; opting to accept 

donations at the door and throughout the show.  The band did a fantastic 

job of encouraging people to donate to the charity. In the end, LGP was 

only able to raise $6.87.   
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The partners view the show as a success in the realm of 

entertainment, but a failure as far as fundraising goes.  It would have been 

advantageous for LGP to have made fliers and passed them out around 

the Harrisonburg area.  It also would have been a better idea to have 

printed and sold tickets for cheap.   

5. Buckingham Green (507 W. Market Street) November 12th: Sour 

Deemsters w/ The Fielding Mellish: Because of moderate success 

November 5th LGP decided to produce another show at Buckingham 

Green.  LGP employed a similar promotional campaign, finding that word 

of mouth was sufficient at drawing a crowd.  Generating money became 

pressing this time.  LGP was more successful at soliciting donations. 

Spaghettifest veterans, The Fielding Mellish, came down from 

Washington, D.C. to play a free, energetic set with ample visitors in tow.  

LGP walked away with 60 dollars. 

6. Blue Nile (181 North Main St.) November 16th: Malatese, Supersylum, 

Sour Deemsters:  LGP decided to put this show on because the Blue Nile 

is a flexible and solid venue to attract locals.  LGP started out by 

contacting Blue Nile’s booking agent, Mark Finks.  After Mark sent the 

partners a date, LGP contacted Supersylum, a local psychedelic/jam 

band.  Tickets were sold for 4 dollars at the door and LGP took 20% of the 

door gross.  The leftover cash was split between the bands.   

Supersylum asked both Malatese and Sour Deemsters to play with 

them and both bands happily jumped on the bill.  To promote the show, a 
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Facebook event page was created, which got a good amount of activity.  

LGP also encouraged the bands to do their own promoting.  The vibes 

were good as the night went on, especially when Sour Deemsters closed 

out the gig with an amazing light show to compliment their music.  Chris 

Gresham did a live painting during this show as well.  The show had 75 

people in attendance and grossed 300 dollars in ticket sales.  60 dollars 

(or 20%) of the ticket sales went to LGP. 

7. Busboys and Poets November 18th March to the Arctic:  Busboys and 

Poets is a chain of bookstores/cafés that exist in Washington, D.C. and 

Arlington.  Little Giant Productions was able to book a date at Busboy’s 

Arlington location for the band March to the Arctic.  Fliers were made for 

this show; however, the gig was hard to promote outside of the 

Harrisonburg area and not a huge success.  After all was said and done, 

the gig only grossed 60 dollars.  Luckily, LGP was able to keep the 

entirety of the door.  

8. Clementine’s (153 S. Main St) December 2nd: Clementine’s is a popular 

local venue in downtown Harrisonburg that hosts weekly live shows. LGP 

sought out two opening acts to be added to the bill of Blackberry Bushes 

(a folk band originating from Washington D.C.). Clementine’s offered a 

40/60 split, in which 40 percent of the cover charge went to LGP. The two 

opening acts that were chosen were Trinity Edralin and Andrew Rohlk, 

both of the acoustic genre. The show was promoted by hanging fliers 

throughout the community, as well as creating a Facebook event.  The 
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turnout for the show was fairly small, with a crowd of approximately 30 

people, but in the end, LGP walked away with 60 dollars.  

9. Open Mic Night at Lord Fairfax Community College December 3rd: LGP 

booked, hosted and promoted the night as an event for a local community 

college that is just beginning to develop.  The event was fairly successful. 

The campus is extremely small and approximately 30 students were 

present for the event. It was a fun, but not financially successful venture 

for the company; however, the new territory exposed the business name, 

which was a positive aspect that compensated for the lack of financial 

benefits. 

10. Acoustic Night: December 5th at Mindi’s Mexican Restaurant in Luray, VA: 

Crankbait was the entertainment for the evening and there was a great 

draw of about 50 people.  This show was promoted by using social 

networks such as Facebook and by placing fliers in local businesses.  This 

event was also used to ask for donations and sell tickets for the comedy 

show.  Approximately 30 dollars was raised that evening. 

11. DJ Night at the Basement Lounge (3190 S Main St) December 8th: LGP 

decided to work with the owners of the basement lounge and Pano’s to 

host a DJ night with 3 different DJs, all of different genres, including a rap 

performance. The Basement Lounge offered a 75/25 deal, giving LGP 75 

percent of the door gross (5 dollar cover).  The DJs were Andrew 

Yandziak (DJ Yanzee), Evan Morris (DJ EZ-EV) and Ameerkat Matheus 

(DJ Matheus) with special performance made by TK. The show was 
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promoted through a Facebook event, hand bills that were passed out on 

the commons, as well as fliers posted throughout the community. Overall, 

the turnout was pretty significant, with a crowd of approximately 65-70 

people. LGP made a profit of 300 dollars that night. 

 Searching for Talent: Large Show 

        In the beginning of their partnership together, the members of Little Giant 

Productions composed a list of all the different artist possibilities for a large-scale 

show. At this point, price range did not matter; therefore, it was ultimately a wish 

list.  Little Giant Productions’ small teams each brainstormed separately before 

compiling a comprehensive list of artists.  The artists were then sorted into 

groups based on the perceived cost to bring the artist to Harrisonburg. Little 

Giant Productions broke the artists into costs that ranged from as low as below 

$1000 to over $15,000+.  LGP then had to look up the agencies of each artist on 

the list, and create a talent booking roster that was posted on Google documents 

( See Appendix 2.6).  This roster included: the name of the talent, the booking 

agency, the booking agent of the talent, contact info, partner who was contacting 

that person from Little Giant Productions, last contact date, and status.  This 

helped to ensure that LGP kept track of emails and that it did not overlap or 

accidentally double up on feeler e-mails.  Keeping organized is important, and 

the partners did not want to seem unprofessional by having two people from the 

company contact the same booking agent or agency for the same artist.  Little 

Giant Productions decided to use Gmail for a business email.  All feeler emails 
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were sent through littlegiantproductionsva@gmail.com, and all partners had 

access to the address (See Appendix 2.7). 

Of the 70+ artists contacted, the band Cymbals Eat Guitars, entertainment 

group Fighting Gravity, and comedian Rachel Feinstein were the most viable 

options as the headliner.  While some artists - such as Freeway, Spinderella, 

Easy Star All Stars, Chiddy Bang, and White Panda - responded with availability 

on the chosen date of show, they required compensation outside the scope of 

the business’ budget. The majority of the comedians, entertainers, solo artists, 

and bands that the business attempted to contact were either unavailable for the 

chosen date of show or did not respond back to inquiries about availability. A few 

bands, such as Gold Motel and Ludo, did respond with availability on the chosen 

date of show, but were ranked lower on the business’ list of chosen artists due to 

a lesser draw than the previously stated three most viable artists.  Little Giant 

productions original plan was to bring a Lady Ga Ga cover band known as Rad 

Bromance to open at the large show.  However, after long discussion LGP 

decided it should save funds, and focus on trying to get an opener willing to do 

the gig for free. 

Cymbals Eat Guitars, Rachel Feinstein, and Fighting Gravity were also the 

three best fits for a large scale show in Harrisonburg. These three acts appealed 

to different demographics of entertainment buyers, notably concertgoers, 

comedy, and general entertainment. Each group was believed to present a show 

that the production company anticipated having the potential to draw a large 

crowd and raise a sufficient amount of capital to donate to the charity. 
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The first choice that materialized was the band Cymbals Eat Guitars 

based out of New York.  The independent rock group has a reputation for an 

energetic live show, and has sold out large venues in areas ranging from New 

York City to Washington DC. The band has favorable press from many notable 

websites and publications, including Pitchfork Media, The New York Times, and 

the Boston Phoenix.  The band’s agent promptly responded to the first booking 

inquiry with interest in doing the event.  Extensive negotiations took place 

between the talent buyers and the agent, and soon a consensus was reached. 

The final offer to secure the act was postponed while LGP took the time to 

consider the benefits and downsides of booking a band that is not widely 

renowned. The band would likely appeal to the group of students who are 

passionate about rising music groups, younger crowds outside the immediate 

JMU campus area, as well as concertgoers in surrounding cities that regularly 

attract similar bands. A downside of inviting the group to play at the event was 

that the Harrisonburg area is notorious for small concert turnouts. If the band’s 

draw was questionable and likely to not attract a large enough turnout to satisfy 

their guarantee and additionally pay for concert expenses, then the production 

company’s efforts to produce a successful event to raise money for charity would 

be in vain. Although the band was willing to perform at a price that was within the 

group’s budget, it was determined that either Fighting Gravity or Rachel Feinstein 

would have a higher draw in the region.  As a result, negotiations with the band 

came to a close. 
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The second reasonable choice for the event was the dance group, 

Fighting Gravity.  Fighting Gravity, a group composed of fraternity members at 

Virginia Tech, had caused a high level of local buzz regarding their original dance 

routines involving black lights and lightly colored costumes, giving the 

appearance that they were defying gravity.  Fighting Gravity gained more acclaim 

after a slot on America’s Got Talent, a national television show, where the group 

became a staple and survived to the final rounds of competition.   

Fighting Gravity was believed to be a good choice of talent for the event 

because of their appeal to a general entertainment buyer. The group would 

attract more than solely music lovers or comedy aficionados.  The group’s local 

status would provide the potential to draw a large audience from a wider 

geographic area, including students from Virginia Tech, and fellow fraternity 

members from other colleges and universities around the area. Additionally, their 

time on national television would be an important selling point for the group, 

making their name known to a wide demographic who was familiar with the talent 

show they appeared on. 

LGP contacted Fighting Gravity offering them a set time during event.  The 

group’s manager seemed to be very interested.  Unfortunately, there was a 

conversation break down between LGP and Fighting Gravity, and after finally 

discussing the possibility of a performance with their agent, it was discovered 

they had scheduling conflicts, making it impossible to be a part of the event. 

After discovering Fighting Gravity was unavailable for the event, and with 

the questionable draw Cymbals Eat Guitars, Little Giant Productions contacted 
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comedian, Rachel Feinstein.  Feinstein is a notable comic from Washington, DC, 

who has appeared on Comedy Central, spent time on Def Comedy Jam, and has 

been a guest contributor for The Onion.  Feinstein was anticipated to have a 

good draw for the target demographic in the Harrisonburg area, specializing in 

the 18-30 year-old range. Her appearances on popular college media such as 

Comedy Central and The Onion would also help her draw. 

These factors made it clear that Rachel Feinstein would be the best act for 

the audience LGP was reaching out to.  LGP contacted her agent and 

successfully negotiated terms for her to perform for the event.  Feinstein’s 

manager originally stated that she requires around $1,500 if she is not already in 

the area.  Luckily, LGP was able to negotiate the price down to  $1,000, a hotel 

room, and some general hospitality (See Appendix 3.1). 

Originally, LGP was also hoping to book Eric Patrick, a comedian and a 

former cast member on The Real World.  Due to conflicts with JMU’s University 

Program Board (who plans on bringing him here in the near future), LGP was 

unable to have him perform along with Feinstein.  Instead, LGP decided to book 

local comedians as the opening acts.  The acts included: Joe Towsend, who is a 

current JMU student, Mikey Larrick, who is a JMU alum and former humor 

columnist for The Breeze, and Ricky Night, a comedian from Philadelphia, PA (all 

of whom performed for free). 

Preparation for the Big Event 

Now that LGP had booked their talent for the main event, it had come time 

to start preparing for the show.  The first task was establishing where and when 
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the show would occur. The business decided to try and reserve a place on 

James Madison’s campus.  LGP hoped that  the JMU community would have 

easier accessibility to the show, and therefore be more likely to attend.  In order 

to reserve space on campus one member from the business had to set up an 

appointment with Jason McClain, in the Office of Academic Affairs.  LGP had to 

fill out a form that included information on the purpose of the event and the 

details of the show ( See Appendix 2.8).  Once Jason gave the okay, the 

business member scheduled another meeting with Debbie Miller, an events 

scheduling coordinator for Madison Union.  Debbie Miller provided the LGP with 

a list of venues that were available to reserve on campus and the dates of 

availability.  Due to late booking, LGP decided to have their show pushed to 

December 11th.   

With the event booked, LGP needed to look into security.  An appointment 

was made to meet with Sargent Debbie Spart in the Safety Office. Sgt. Spart 

reviewed the precautions to take when dealing with money and assured the 

business that there would be security present at the event. Once Sgt. Spart 

signed off on the sheets they were brought back to Events and Conferences and 

turned in.  The venue heads agreed to lend Memorial Hall the whole day 

Saturday the 11th, starting at 1 PM. The start of the show was set to 8 PM with 

doors opening at 7:30 PM. After setting up the venue, LGP agreed not to buy 

insurance for the event since there were very little liabilities that could occur 

since it was technically a guest speaker coming to speak to a group of people. 
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After setting things up with the venue, LGP decided the next step was to  

make and start selling tickets.   LGP wanted a ticket design that would be 

memorable and eye catching (see Appendix 3.4 for Ticket Sample).  It was 

decided by the partners that 500 tickets for 60 dollars would be printed from 

FedEx Kinkos.  The tickets were printed on hot pink card stock paper with the 

official LGP logo, a picture of Rachel Feinstein, and the show information on it.  

Unfortunately, due to a technical error, no disclaimer was included on the tickets. 

Therefore, on the day of the show; a disclaimer would have to be given out to all 

potential attendees informing them of their rights and liabilities.  Twenty tickets 

were distributed to all members of LGP on November 29. Each partner 

numbered and initialed their respective tickets, to keep track of how many tickets 

each partner had.  LGP established the goal of selling all 20 tickets per member 

meaning meaning each partner was responsible to sell $100 worth of tickets.  

LGP agreed to distribute left over tickets to sell at Whitesel Music and 

Greenberry’s coffee shop (local businesses that sell tickets for Harrisonburg 

events). The ticket prices were originally set to 5 dollars.  However, each 

member of LGP was given the option to cut potential buyers deals such as 

selling packs of 2 tickets for $5 or selling tickets for either $2 or $3.   

After a pricing scheme was decided upon, LGP needed to decide on 

promotion and marketing ideas for the event. One of the most important 

promotion techniques was the creation of the event flier (see Appendix 3.5). 

Each member of LGP was responsible for printing and passing out fliers around 

Harrisonburg and JMU.  Key locations for hanging posters were businesses in 
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downtown Harrisonburg as well as JMU campus locations, including Taylor Down 

Under, the Commons, Warren Hall and other academic buildings.  

The next promotion technique was tackling the most visited and 

widespread social media: Facebook.  An event page was created on Facebook in 

order to further promote the event.  The page was created and included all 

information about the day of show.  Each member of Little Giant Productions 

invited their friends to the event.  The total number of people invited was around 

3,000 and the day before the event 354 people had replied that they would be 

attending.  Event pages were also created to promote the group’s small shows.  

Furthermore, the Facebook event was a great tool for conveying messages and 

reminders about ticket sales.  Individual group members also used their personal 

statuses on Facebook to promote both the small and large shows.  This effort 

effectively increased the amount of people aware of LGP’s events and was 

completely free of cost.  Facebook advertisements would have been a great way 

to promote the large show; however, the partners decided that it was too 

expensive and that cheaper more effective options were available.  

LGP attempted to launch a grass roots word of mouth campaign.    LGP 

talked to different clubs on campus to help paper the house.  LGP had 

representatives on the Commons area to promote and pass out flyers during the 

weeks before the show (See Appendix 3.0 for On-Campus Advertising 

Schedule).  The representatives were expected to really get in students faces 

about the show.  LGP developed a banner to help draw people traffic to its booth.  

LGP had to reserve these time slots on the Commons through JMU events and 
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conferences.  The time slots were divided up among the different members.  

Each small group volunteered different days to talk to potential attendees, to 

promote the show, and to sell tickets on the JMU Commons.   LGP had at least 2 

people posted at each time, usually Wednesday through Friday from 11 AM to 2 

PM. Fliers with the show information were handed out to people as they passed 

by.  The goal for these days was to try and get people engaged and interested in 

the show, in hopes that they would not simply throw away the fliers and instead 

purchase tickets.  LGP members knew that they had to be memorable to the 

person receiving the information; otherwise it would just go in one ear and out the 

other. LGP also offered tickets to be bought on the Commons for $5 each while 

promoting..   

Advertisements were submitted through a press release (See Appendix 

3.2) to local newspapers such as The Breeze, Rocktown Weekly and Daily News 

Record. 

Radio promotion also became a pinnacle promotion point for the event. 

Through some Internet searching, one of the LGP members, Pete, was able to 

develop contacts with several local radio stations including Ian Horne at Q101 

and Bill Phipps at 96.1 Lite FM. Both programming directors agreed to do a ticket 

giveaway and to do on-air promotions for the event.  Each station was given 5 

pairs of tickets to giveaway.  A press kit was delivered to the station that included 

a biography of Rachel, a flier for the event, and an information sheet about the 

charity, Jeffrey’s Gifts. Ian Horne, from Q101 and Bill also requested to do an on-

air interview with Rachel.  Rachel agreed to do two pre-recorded on-air phone 
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interviews that would be used on Q101 and 96.1 to assist promoting the show.  

To prepare her for the interview, a copy of the charity information flier was also 

sent to Rachel. As a security measure, instead of being given physical tickets, 

the radio stations were given rosters to fill out with the winners’ names and 

contact information and were told to instruct the winners to collect their tickets 

from will call.  The complete roster would then be delivered to the box office for 

ticket redemption on the day of show (See Appendix 3.6).  

Additional promotion activities included the creation of banners that were 

displayed in TDU and Warren Post Office.  LGP stuffed mailboxes, sent mass 

emails to JMU student groups, and posted the event on the official JMU website 

under “Notes for Current Students.” LGP set up table tents at all JMU dining 

facilities on November 29 (See Appendix 3.3).  To make all this possible the 

partners had to fill out forms for JMU Events and Scheduling office to reserve the 

space. These promotional items were all reserved for one week. Members from 

the business were responsible for meeting and making the banners and things 

and hanging them up.  

Now that LGP had everything in place for the event, it was time for the 

partners to determine set times, staff positions, hospitality, etc. Initially, it was 

stated that the talent would arrive around 5 PM giving the talent plenty of time to 

relax before the show, which started at 8 PM.  For the day of show, LGP split up 

different responsibilities amongst members of LGP. These responsibilities 

included: sound and lighting , sound and lighting director (give directions to the 

students in charge of sounds and lights and direct them what to do), load in, box 
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office (selling tickets, will call), setting up tables and chairs, cash box assistance 

(with police supervision), security, ushers and stage manager. LGP also agreed 

to establish a dress code for its members that consisted of a plain black t-shirt 

and jeans.  

Day of Show 

            The day of the show, there was a lot of preparation that needed to be 

done. The day of the show coordinators showed up at one in the afternoon and 

set up the tables, some of the sound and the dressing rooms. The first thing that 

Little Giants Productions did was to hang up posters and fliers all around 

Memorial Hall. In addition to this, tables were set up with donation jars, so people 

would be able to donate more money to Jeffery’s Gifts later that night. Next, the 

hospitality committee bought food and other items to place in each dressing 

room.  These items included vegetables, fruit, coffee, milk, water, cookies, 

tissues, hand sanitizer and chips and salsa. The DJ came early and set up his 

equipment and after this, the sound committee hooked up the microphones and 

set up the concert to be recorded. 

         The sound system included a twenty four track mixer in a sound booth 

patched to inputs on and behind the stage. From the mixer, the master output 

was linked to multiple overhead monitors above the stage. The DJ was set up on 

the wing of stage right behind the curtain, and his equipment was patched to the 

board on inputs five and six. A wireless microphone was used for the artists, and 

the receiver was hooked up to input twenty four. To record the event, an auxiliary 

send was used to hook up the audio to an interface on a computer. An additional 
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microphone picking up laughter from the crowd was patched directly into the 

computer interface. On sound test, there were problems with feedback, but it was 

fixed when it was found that the feedback was caused by too much gain on the 

DJ’s levels. A console controlled the lights up in the sound booth and one person 

was charged with controlling the house and stage lights when appropriate. 

         The doors opened at 7:30 pm. During this time, members of LGP made 

sure all of the artists had what they needed. The show started at 8:10 with Joe 

Townsend followed by Mike Larrick. The first two acts went for about 10 minutes 

each. Ricky Night went on after, and preformed for 40 minutes. Rachel was next 

and went on for about 50 minutes. LGP made sure that there were people back 

stage to make sure everything ran smoothly. Arthur Sanzo of LGP was the MC 

and introduced each act. Along with him, there were at all times four or five 

people back stage bringing artists to where they needed to be, giving the 

comedians their five minute warning, and securing both exits. 

         Tickets were available for people to purchase at the door, which was 

useful because Little Giants Productions made around $500 from sales at the 

door. Along with this, there were donation jars where people could put in any 

other money that they wanted to give to Jeffery’s Gifts. At the end of the night, 

there was $50 in the donations jar.  

 After the show was over, a member of Little Giant Productions was 

escorted by a JMU Police Officer to Pioneer Bank to drop the earnings from the 

show. The money was dropped into a deposit box and would be put into the 

account on the next business day. The total amount deposited was $694.30.  
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Charity 

After deciding that the money from the semester’s large show would be 

given to a charity, the search was on for a non-profit organization to benefit. A 

few different suggestions were brought up but the group decided on an 

organization called Jeffery’s Gifts. This organization gives gifts to children who 

have cancer (many who are from poor areas), to give them hope and keep them 

occupied during the long hours in the hospital for treatment. LGP decided on this 

charity because multiple members had family affected by cancer, and it was an 

organization that had an impact in the local area. The head of the organization, 

Karen Rendleman was contacted via email (See Appendix 2.7) and she was very 

happy to receive support. Through other contact, LGP sent Jeffery’s Gifts the 

information about the large show. 

Finances 

Revenues:  

1) Money From Ticket Sales: 

Name $ Made From Ticket Sales 

Sharifah Alsagoff 17 

Brett Cabrera 20 

Tessa Carr 34 

Chris Collins 27 

Victoria Elliott 22 

Michael Fedorowski 60 

Meghan Ferguson 20 
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Adam Frost 10 

Peter Haenlein 13 

Melissa Illidge 44 

Erin Langager 10 

Alexandra Lieljuris 10 

Matthew McKeon 15 

Katherine Nguyen 30 

Tyler Osborne 47 

Kaitlyn O’Shea 20 

Matthew Redabaugh 10 

Jamie Rogovin 55 

Arthur Sanzo 50 

Gabe Slagle 10 

Nicole Stroupe 0 

Matthew Sullivan 3 

MaryMargaret Walsh 12 

Andrew Yandziak 30 

Total:  $539 
 
2) Yard Sales: $250 
3) Cake Walk: $50 
4) Chillies: $11 
5) Redskins Raffle: $150 
6) Small Shows 
 -$30- Blue Nile 
 -$60- Arlington 
 -$60- Buckingham Green 
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 -$60- Buckingham Green 
 -$250- Basement Lounge 
   Total of small shows: $460 
   Total Fundraising: $921 
   Total from Tickets: $539 
   ____________________ 
    Total: ~ $ 1,920 
  
Expenses: 
 

Printing Tickets: $60 
Hotel: $70 
Gas Money: $25 
Sweatshirt: $30 
Open Bank Account: $10 
Buy URL for Website: $12 
Promotion/Printing: $20 
PO Box: $30 
Hospitality: $50 
Talent: $1,000 
_______________ 
 Total: $ 1,307 

 
Day of show $:  
 

Donations: ~$50  
$ at the door: $448 
________________ 
 Total: ~ $500  

Totals:  
Fundraising and tickets: $1,920 
Day of Show: $500 
________________ 
 Total:$ 2,420 
Expenses: $1,307 
________________ 
 Total: ~ $1,113 
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