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BR-800:

8-track recarder
showcased as a
stand-alone or

slat wall display

QIB0SS

eBand®: Checkpoint 18: Checkpoint 24: Super Checkpoint:
Irresistible POFP Retail ready display 24 BOSS pedals Finally, a display
for ultimate jam featuring 18 BOSS with room for an as durable as the
along sales pedals amp below products on it

MERCHANDISING SOLUTIONS
See your BOS5/Roland District Sales Manager
about getting one of these retail-ready displays
in your store or call 323.890.3772



THE NEW

MK 4

LARGE-DIAPHRAGM CONDENSER MIC

SENNHEISER’S FIRST LARGE-DIAPHRAGM CONDENSER
STUDIO | LIVE SOUND | PROJECT | PROFESSIONAL MIC

Fram the soft, subtle intricacies of a finger-picking guitar sola to the
powerfully loud vocals on your latest track, the MK 4 |s the perfect
addition to your mic collection — whether you're buying your first mic
or your fiftieth.

Designed and manufactured in Germany, the MK 4 is a true condenser,
cardioid microphone that features a one-inch 24-carat gold-plated
diaphragm and a full'metal housing. Its internal shock mounted capsule
enables this versatile tool to be taken from your studio to the stage,
and everywhere in between, to capture your music precisely how

you hear it.

www.sennheiserusa.com/MK4

(/1 SENNHEISER



For a song.

All the necessary accessories
from Nady... at an affordable price.

nady.com

Introductory Sampler
Order 7 Ukes get 1 FREE!

Available through Selected Distributors or call Dealer Direct

Play Love Songs Uke Package
* Hal Leonard Song Book with words and
= music for the Uke by: The Beatles, Elvis
Presley, Johnny Cash and more
+ Kay Deluxe Ukulele
Carrying bag
+ Tuning instructions
« Chord diagrams
« Fingering charts
« Picks and extra strings

List ¥49.95B

MAP ¥15.95
& New Colors Available

-

800-211-3319 | www.OrderDealerDirect.com
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v~ Reduce costs by eliminating waste

v Continue our manufacturing excellence in America
vV Fass the savings on vo you!
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Music Inc. delves into seven trending
product segments that are energiz-
ing music retailers, boosting profits
and, in some cases, changing the
very face of the music industry.

44 | THE IREVOLUTION

48 | THE RETRO RESURGENCE

52 | EVERYTHING AMPS

56 | ALMIGHTY TUNERS

60 | DIGITAL WIRELESS

64 | THE HOBBYIST DJ 1 e =
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68 | PRINT’S BEST-SELLERS
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33 | INDEPENDENT RETAIL

78 | GUITARS, AMPS & ACCESSORIES

82 | AUDIO & RECORDING
86 | DRUMS & PERCUSSION
88 | PIANOS & KEYBOARDS
90 | BAND & ORCHESTRA
92| DJ & LIGHTING
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98 | ASK THE RETAILER

John Michael’s Music and Sound nabs local headlines
A walk through PM Music Center’s new facility

18 | NEWS

Eschliman advocates solution-selling

34 | THE CUSTOMER WHISPERER

Dealers adapt to changes in the print music industry
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GC opens in Sarasota, Fla.
Daddy’s moves Dedham, Mass., store
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25 | PROFILE

Billings shares six questions to ask your-
self when considering new brands

36 | THE RETAIL DOCTOR
Cuthrell on straightening out new hires

38 | THE LESSON ROOM

Manufacturers expand to markets outside of Ml

26 | NEWS

Gamber on keeping your music lessons pro-
gram competitive against GC, Sam Ash

Suppliers report minimal damage after Japan quake
Levy’s fights alleged Chinese trademark violators

40 | LESSONS LEARNED
Rosenbloom looks at creating your next cash cow
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NO FEAR & LOATHING
IN LOUISVILLE, KY.

uitar Center’s officially out of hibernation. Its latest coup? A
new location in Sarasota, Fla., with a full-fledged music lessons
program. (See page 18.) It’s the mega retailer’s second store to
feature an education department, and it won’t be the last. Inde-
pendent retailers steeped in music lessons are under siege. Right?
Not in Louisville, Ky.
You’ll remember that’s where GC rolled out its first retail-based lessons
program in late January. The move drew a collective
gasp from independent retailers across the industry.
And yet, nearly three months in, it looks as if indies
still have the upper hand.

Mom’s Music is one of these Louisville indies. A
full-line dealership with 500 students weekly, Mom’s
actually saw a rise in lesson enrollment since GC
came to town, according to owner Max Maxwell. He
added that GC’s local advertising yielded a surge of
new customers at his store. And that’s not changing.

“We seem to be busier since they’ve moved in,”
Maxwell said. “From the first weekend until now,
) : . we’ve been busier.”

f \ p Mind you, Mom’s is working to drive that business.

; It launched a new website in March that features
links to YouTube teacher videos. The site came at a considerable cost, and
guess where Maxwell turned for funds?

“We ask the teachers to give back a few dollars of what they make per student
for a month to help with that,” he said. “And they’ve been amazing about it.

“Folks have been e-mailing us, saying, ‘What’s the availability of this guy?
I really want to take from this person. That’s been a huge, huge push for us.”

Maxwell said involving teachers in promoting lessons, even when it means
charging them, has kept morale high. “They always feel like they’re part of
what we’re doing here and they’re not just the hired teacher.”

Mom’s isn’t an isolated example. Willis Music, an independent MI retail
chain, has two stores in Louisville, both of which offer lessons. Like Mom’s,
both are flourishing in the face of more aggressive chain competition, accord-
ing to Kevin Cranley, president of the Florence, Ky.-based dealership.

“Both [of our Louisville stores| have grown since GC opened on the lessons
side,” he said. “It’s about having the right teachers. We spend a lot of time
getting really good, solid teachers.”

This isn’t to say that GC’s model has nothing to teach the music retail
industry. In his column, “Welcome to the Jungle,” Pete Gamber looks at ways
dealers can adapt some of GC’s smart practices, such as boosting print music
sales by creating lessons binders. (See page 38.)

= Ultimately, Gamber and Maxwell both agree GC’s biggest impact will be on
PRIMACOUSTIC indies with their heads in the sand. If you’re a small operation, start prepar-
ing now. As Maxwell explained, “If GC moves into a place that doesn’t have
strong education programs, then I think they could take over.”
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 KickStand® bassdmmsolator  VoxGuard™ ambient feld absorber

wwhw.primacoustic.com
P sustic = a divi I Radial Er g Lid
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There's no shortage of effects pedals that can color your sound but, when it comes to building a tone that
inspires you, it's all in the ingredients. Every Tech 21 pedal has incredibly detailed, organic tones and a
powerful control set to explore tons of great-sounding possibilities. These pedals are tour-ready devices with

rock solid construction and military-spec components that deliver world-class, studio-grade sound quality.

Turn your pedalboard into a delicious smorgasboard. Savor the tones of an inspiring range of Tech 21 pedals.
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LETTERS

Online Retail
Cohesion

received the March/April 2011 is-
sue of Music Inc. and thoroughly
enjoyed the feature article, “The
New E-tail,” on Nathan Nguyen’s
online business, Instrumental
Savings.

It is interesting to read about
other entrepreneurs who also be-
lieve that brick-and-mortar and
online stores can work cohesively
together.

Market Research Coordinator
Shopatron

‘Music Education is
in Serious Trouble’

am horrified after reading the
March/April 2011 cover story,
“The New E-tail,” about Instru-
mental Savings’ owner Nathan
Nguyen.

How can you hold him up
to your readers as the future of
school music retail? If he is the
future, music education is in seri-
ous trouble.

There were so many untruths
in the article and so much mis-
information that I don’t know
where to begin. Did you visit
his website and see all the cheap
Chinese-made violins? Most of
his instruments are unplayable
and need several hundreds of dol-
lars in repairs before a student
can play one.

Nguyen wants unsuspecting
parents to buy these instruments
instead of renting. Has he ever
heard of rent-to-purchase pro-
grams? Does he know that a
student can go through several
sizes of violins? Oh wait, he
wants those unsuspecting par-
ents to keeping buying those
cheap violins, which they will
never be able to sell when they
need to move up.

Nguyen is undercutting other

I MUSIC INC. | MAY 2011
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AP SAC:

— Dixie Huthmaker

music store websites and brick-
and-mortar stores. What he is
advocating is hurting all of us.
And he doesn’t seem to believe
that online sites are huge com-
petition to brick-and-mortar

*m 2011

Tha musio industny's
st Complits
comvantion oovenmge

+ Breaking Gear Tronds
A 1

+ Show Floor Mews
PWSLE G

+ ‘Best In Show' Report
PAGE B

# The Top 50 Products
PagE 6T

stores. Really?

I don’t think this young
man has a clue what a real music
store is about. To Mr. Nguyen, it’s
not about serving the customer.
It’s about taking their money —
lots of their money.

P.S. T have always loved Music
Inc. 1learn so much from each
issue, but not this one. It’s going
in the garbage can.

Huthmaker Violins
Duluth, Ga.

GAMA President
Says Farewell
H aving just completed my
three-year term as presi-
dent of Guitar and Accessories
Marketing Association (GAMA),
I would like to take this oppor-
tunity to thank Music Inc. for

the support and exposure you
have given to GAMA and our
Teaching Guitar Workshops
over that period, especially my
interview with Music Inc’s edi-
tor, Zach Phillips.

I am just one of many presi-
dents since 1995 who supported
then-president Bill Schultz’s vi-
sion of bringing guitars into the
classroom and exposing hundreds
of thousands of students to the
guitar.

Our program worked then and
continues to work now. GAMA
remains the only industry-spon-
sored organization that is dedi-
cated to teaching accredited music
teachers how to teach guitar in
the classroom.

Past GAMA President
President of Levy’s Leathers

Grateful for the
Inclusion

was just browsing through the
January issue of Music Inc. —
excellent, as always — and I
noticed the mention of our
Brooks, Ga.-based print dealer
Prima Music under the listing
of select Black Friday campaigns
on page 16.

It is very exciting to see our
company mentioned, and I want-
ed to thank you for including us.

We had a great year in 2010,
and we are off to a fast start this
year. I hope 2011 is a very pros-
perous one for Music Inc.

Thanks for all you do for our
industry.

Prima Music
Brooks, Ga.



EMD invites you to discover
a world of instruments and
accessories at the best prices.

In business wea expect maxmum choice. At EMD this 5 taken seripusly
EMD offers the widest range of musical products under ane roof,
tailored for all ages, tastes and budgats. With a proven treck record of
high profitabilty for you, the Dealer we pride ourssives on baing your first
port of call for all musical instruments and accessones. Our experienced
and dedicated team are committed to providing fast, efficient, friendly
s=ivice hefore and aiter the sals, Attractive deals, most favorsble terms
and utmaost integrity are ubiquitous nall our trepsactions

EMDO, Experience the standard.

& e r'.,:..,.:._‘ =

EMD Music. Inc. - uvsa@enuimusic.com - B6B 871 5800 Toll Free - 877 231 8653 Toll Fres Fax
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From school programs to individual private lessons, Hal Leonard is the world leader in

music education. In the past year alone over seven million beginning music students

purchased a Hal Leonard educational publication, far more than from any other music

publisher. Make sure you're stocking the titles teachers and students are looking for.
Call us today for stock order specials!
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JOHN MICHAEL'S MUSIC AND SOUND |

M>EEN

RETAILL

uring a recent two-
week span, John
Michael’s Music and
Sound signed up 20
new students — four
of them in a single day.

According to Raegan Me-
deiros, director of the Muskogee,
OKla., store’s music academy and
events and promotions, parents
found out about the dealership
through the local newspaper and
radio station. Only they weren’t
referring to advertisements for
the company’s 30th anniversary
celebration. They’d read articles
and heard interviews about the
store’s partnership with the
Muskogee Teen Center to offer
free guitar lessons.

“[That partnership| has been
great for the store,” Medeiros
said. “For one thing, we got to
sell the teen center all of the
guitars, stands, music books and
everything that went along with
it. On top of that, we got three
articles in the paper and a radio
interview where [the teen center
director] talked about the store.
Although it’s great for me to go
on and talk about the store, it’s
better if someone else in the com-
munity can say, John Michael’s
Music did the greatest thing by
partnering with us’ It’s been a
way for us to become known in
the community as the place to
go for music lessons.”

I MUSIC INC. | MAY 2011

John Medeiros

ROCK STAR TREATMENT

ohn Michael’s Music and
Sound, which specializes in
the combo business, has been a

MUNITY PARTNER

part of the Muskogee community
since 1981. The store began in
what owner and founder John
Medeiros called “a closet” before
moving to a slightly larger loca-
tion. A storm tore the roof off of
that facility, closing the business
for eight months before reopen-
ing in 2002 at its current loca-
tion. The store now boasts 8,500
square feet, a guitar repair area,
six teaching studios and a stage
featuring professional lighting
and a full sound system.

John Medeiros said the stage
has been a big asset to the com-
pany, which hosts recitals twice a
year for the nearly 160 students
who take music lessons in-store
each week. The company also
puts on a rock camp in the sum-
mer, and bands perform onstage
at the end of the session.

“They learn a song, name their
band — everything like that,”
John said. “We record them and
have a concert on Friday night.
They have a merchandise table



and do everything a real band would — and
they do it all in five days. We pack the place
with that concert.”

CLEAR MESSAGING

Word-of—mouth has helped publicize the
company’s lessons program, but its
biggest promotional push has been Raegan
Medeiros’ concerted marketing efforts.

She discussed her advertising-on-a-dime
strategy at January’s NAMM convention,
during a NAMM University session in the
Guerrilla Tactics series. The seminar touched
on writing an effective press release, getting
acquainted with local media and partner-
ing with organizations to host events. But
she stressed that the most important thing
dealers can do is find a focus.

“We do everything, but you can’t go out
and advertise everything,” Raegan said. “We
used to change our ad every month. One
month it would be drums, the next would
be keyboards, then it’s this then that. It was
never a clear message that conveyed what
we do really well.

“But we have one of the best music acad-
emies around and offer more lessons in one
space than anybody else in a 30-mile radius.
That’s what we focus on. It’s something that’s
unique to us. It’s not something you can
get across town or in a nearby town. Once
we changed and focused on one thing, then
everything else started to grow with it.”

STUDENTS PITCH IN

ocusing on lessons didn’t necessarily

mean sinking a bunch of money into
ads. Instead, Raegan Medeiros got involved
with the Oklahoma Music Hall of Fame
and the Muskogee Chamber of Commerce
and offered to provide entertainment at
events. She enlisted five students from the
store’s summer rock camp and formed a
band, Signs of Warning. A performance
was recently auctioned off at a chamber
of commerce event as part of an “ultimate
birthday party” package.

“It’s 250 of the most influential people in
town who go to that auction, and it didn’t
cost us anything to do it,” Raegan said.
“They sent out invites to all of the cham-
ber members. They sent out promotional
e-mails for us, and everything in there had
our name in it.”

Raegan Medeiros

GENERATING IMPRESSIONS
S igns of Warning also played at events for
the Oklahoma Music Hall of Fame and
a festival last summer that drew as many
as 1,500 people. Raegan said these events
have much more impact than a newspaper
ad and stay planted firmly in people’s minds.
“You have to have multiple impressions
to have impact with a newspaper ad,” she
said. “But you could probably tell me every
concert you’ve seen in the past five years,
even if you just went out to see some band
at a bar on a Friday night. Something like
that has a lot of impact. If parents see 11-,

M BN NI RETAIL

12- and 13-year-olds playing up on stage they
think, ‘Why can’t my 11-, 12- or 13-year-old
do this?””

She suggested fellow music retailers get
involved with local chambers of commerce
and non-profits that host events appealing
to key demographics, particularly families.
It’s a way to connect directly with poten-
tial customers, and the events that serve a
greater good for the community have a better
chance of getting press coverage than a sale
or anniversary celebration. It’s a process that
usually doesn’t cost anything but time, and
the rewards can be plentiful.

“People come and say they read about us
in the newspaper or heard about us on the
radio, and they’re excited about it,” Raegan
said. “It’s not only from the single promotion,
but stuff like that builds. Somebody hears
about a free music lesson or hears about
what’s going on in the community and that
you are the place to get this or that product,
and it snowballs. It just keeps building and
building and building.”
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AURORA, ILL. By Zach Phillips

C CENTER

M Music Center struck real estate gold with its new range. The Great Recession changed that.
Aurora, lll., location. The freestanding building, formerly “I told the realtor, ‘I’'m going to insult you with what I'm
home to a Tweeter store, sits across from Fox Valley Mall going to offer, but this is all | can afford,” Pampenella said.
— a mile north of PM’s previous facility. The location not “I went ahead and took pictures of all the vacant build-
only drives generous traffic to the school music dealer’s ings around here because there were a ton. | sent that,
retail and music lessons business but also upgrades along with my proposal, showing them that the building
PM’s square footage from 4,200 to 8,500 square feet. could sit here for another two, three years vacant.” i PM Music Center’s manage-
Company co-owner Frank Pampenella said He began rebuilding the store in August 2009 and moved ment, from left: Michael Schaner,
he’d been looking for a new store for a year and in Nov. 2, a half-hour after getting a final permit. “We did — a"";:é’g';;i";‘;iﬂ;
a half, but this location was well beyond his price it on budget and on time,” he said. “It was a challenge.”

he former Tweeter building makes its Mi

retail presence loud and clear with exte-
rior lifestyle photos of people playing music.
Being near a mall also has its perks.

“We are seeing a new customer — a slightly
different customer,” said Michael Schaner, PM’s
general manager. “We’re seeing guys ages 18-35.
We never saw that at the other location.”

The new store has also helped bring in
more of PM’s core customers, as well. “We had
a very good rental season, and a lot of it was
just walk-in people that we didn’t even work
with at schools,” Pampenella said. “Every year,
[school rentals] have been going up for us.”

*kPROMOTING LIFESTYLE
., T

b St

M’s new store tripled its showroom space, effectively expanding
the company’s retail business and combo presence. “And we may

have only added 10-15 percent more product, max,” Schaner said.
Pampenella purposefully hired an outside-the-industry

retail store designer to get a fresh merchandising approach.

he string room is a store within the store, featuring every-

thing from entry-level instruments to $3,000 violins. The
company recently hired string specialists to better serve this
customer. Notice the shelf for storing cases (below, right).
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' PERFECT

he combo room, like the string room,

didn’t require a buildout. PM added
slatwall, a new rug and floor, and a fresh coat
of paint to create a store within a store.

M now has 13 teaching studios.

They’re not Wenger rooms, but
Pampenella said he worked hard
to soundproof them with deaden-
ing materials. “They’re a lot quieter
than they were in the old place.”

A group lessons room lets PM host
Kindermusik, rock band and uku-
lele classes, and a music exploration
class for new students. Pampenella
explained that it also doubles as an
effective tryout room for brass and
woodwind customers, hence the
instrument display on the wall.

sk RECITAL HALL

Formerly Tweeter’s home theater room, the
recital hall required little overhaul. PM added
spotlights, signage and drapes. The rest came from
Tweeter, down to the sconces and color scheme.

he waiting room gives parents a place to hang
out during their kids’ music lessons. As Schaner
pointed out, it also keeps them in the store.

PAIR

P g

‘4“9

The new CAD Stage7
Drum Mic Pack and
DH100 Drummer Isola-
tion Headphones. Avail-
able together for a
limited time. Special
bundle MAP $199. Visit
cadaudio.com or
contact a dealer for

A LI

ASTATIC COMMERCIAL

CADAUDIO.COM
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CLOSING

Fred Myers Closes
After Six Decades
Fred Myers Pianos Organs Clocks
of Fort Wayne, Ind., has closed
its doors after 58 years of business.
Owner David Myers, 66, retired after
selling the building to an upscale
bridal boutique. The store advertised a
going-out-of-business sale, which ran
from March 7 through April. Myers said
the closing wasn’t due to economic
reasons, and he considers it “a suc-
cess story rather than a distress story.”
“Every professional | spoke to
in the field said that at my age this
was an offer that | should take, so
that’s what | did,” Myers said.

GROWTH

Music Center Expands

he Music Center of St. Louis plans

to triple its size by relocating
from its Kirkwood, Mo., location to a
15,000-square-foot space. The newly
renamed City Music and Education
Center is expected to open on June 1.
Along with selling, repairing and renting
band instruments, owners Terri and
Greg Launhardt also invested $300,000
in a remodeling project that will cre-
ate lesson rooms, a “jam room” for
bands, a recording studio and a café.

AWARDS

Monstrous Prize
weetwa-
ter Sales Brian

Engineer Brian [ERECEE
VanDeKeere

received his
third con-
secutive Most
Monstrous
Salesperson
of the Year
award from
Monster Cable, extending his on-
going reign as the nation’s No. 1
seller of the company’s products.

COMMUNITY

Atlanta’s Best

ooper Piano has been named

Atlanta’s best piano store for
the third consecutive year by the
U.S. Commerce Association. The
organization’s 2011 Best of Atlanta
Award recognizes local companies
that have “achieved exceptional
marketing success in their com-
munity and business category”
and “enhance the positive image of
small business through service to
their customers and community.”
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GUITAR CENTERI

G] uitar Center opened its new-
est location in University Park,
near Sarasota, Fla., on Feb. 24. It’s the
dealership’s second retail store with a
music lessons program and rehearsal
facility — dubbed Guitar Center Stu-
dios. To celebrate the opening of the
14,200-square-foot space, GC hosted a
grand-opening weekend, offering gear
giveaways, free events, and guitar and
drum essentials up to 89-percent off
list price.

Guitar Center Studios features
music lessons for all ranges of stu-
dents, beginner to advanced, as well
as Pro Tools, Logic Pro and Garage-
Band courses. Rehearsal spaces are
fully equipped with backline gear, and
musicians also have access to digital
recordings of their rehearsal sessions.
According to a statement from GC,
Guitar Center Studios will be the most
modern and affordable lessons and
rehearsals facility in Sarasota. The lo-
cation also features GC Garage, which
offers on-site guitar repair services.
Throughout opening weekend, musi-
cians could use GC Garage’s services
for free with the purchase of any guitar
worth $500 or more. This included a
22-point personalized setup, strings
and parts not included.

“Over the past several years, we
have tested a number of new design and
merchandising principles and placed
greater emphasis on high-technology

GC OPENS
IN SARASOTA

products,” said Gene Joly, GC’s execu-
tive vice president of stores. “A new
point of emphasis is on interactive soft-
ware and recording demo stations with
over 200 of the hottest software titles
fully demoable in every store, something
that no other retailer offers. In addition,
our new stores feature Guitar Center
Studios lessons/rehearsal spaces and
open layouts that yield improved traffic
flow and more room for customers to
test-drive products in a comfortable
environment. Our new Louisville and
Sarasota stores are the culmination of
this hard work, and the additional stores
we open this year will incorporate most
of these new features.”

As part of the grand-opening week-
end, GC also produced a series of Gui-
tar Center Sessions in Sarasota. These
included an event with Dave Elitch,
drummer for The Mars Volta, on Feb.
25; “Music Creation 101 on a Mac,”
featuring GarageBand and Logic Studio,
on Feb. 26; and an event with Guitar
Hero’s Marcus Henderson on Feb. 27.

In related news, GC named Brandon
Green as the winner of its Your Next
Record With Keith Urban competition.
Green was chosen personally by Urban
from more than 6,000 submissions and
100 finalists. He will get an opening
slot at one of Urban’s concerts, the
opportunity to record a three-song EP
with producer Dann Huff, and $20,000
in music gear and endorsements.
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ProGuitarShop.com’s Sonic Collaboratlon

Apecent collaboration between
roGuitarShop.com and TC
Electronic resulted in five Tone-
Prints created by ProGuitarShop.
com gear reviewer Andy Martin.
The new TonePrints — a series
of custom settings by renowned
guitarists that can be uploaded
to TC Electronic effects ped-
als — give consumers access to
Martin’s knowledge of tone. He
created TonePrints for all five
compatible TC pedals: Flashback
Delay, Vortex Flanger, Hall of
Fame Reverb, Shaker Vibrato
and Corona Chorus.

“I totally got the amazing level
of customization [TonePrints]
brings to our customers and how
it truly connects them with the
guitarists that inspire them,”
said Aaron Miller, owner and
founder of ProGuitarShop.com.

Attendees at
Parrish Music’s
Hawaiian Festival

PARRISH MUSIC |

“Added to that, Andy’s immense
love for tone and knowledge of
great sounds makes for a perfect
fit with TonePrint.”

“I’'ve always loved TC Elec-
tronic gear,” Martin said. “So
when I first got my hands on
the TonePrint pedals, I imme-
diately understood how great the
TonePrint concept could be. And
after 1 got to play around with
the different artist settings, the
feeling of ‘this is going to be big’
only grew.”

TC Electronics Business
Manager for Guitar Tore Mor-
gensen said he’s excited about
the collaboration and can’t wait
for the release of Martin’s prod-
ucts. “The TonePrint program is
expanding at a rocking rate, and
to be able to add someone like
Andy, who is very respected in

From left: TC’s Tore Morgensen with ProGuitar-
Shop.com’s Andy Martin and Aaron Miller

the guitar community, is huge
for us,” Morgensen said. “When
they contacted us, we jumped at
the opportunity.”

DADDY’S JUNKY MUSIC |

Martin’s TonePrints, as well
as all other artists on the Tone-
Print roster, are available at tce-
lectronic.com/toneprints.

Island Music

Parrish Music of Viroqua, Wis., hosted
its second annual Hawaiian Fes-
tival on March 5. The event featured
ukulele and hula kahiko (ancient hula)
workshops, taught by Kumu Hula Lani-
aloha Lee, executive director of Kof
Kupa'a-Pacific Island Resources in Chi-
cago. The workshops were followed by
a traditional Hawaiian music and dance
concert by Lee and her group, Kupono.
“This is our second event with Lani,
and it was even better than last year
with more people interested and great
turnout for the concert,” said Par-

rish Music owner Ted Parrish.
Parrish Music hosts a ukulele
class every Saturday morning.

DADDY’S DEDHAM GROWS

addy’s Junky Music in Dedham,

Mass., recently moved to
a 7,500-square-foot location.

The former 4,000-square-foot
Dedham space had been the store’s
home for the past 19 years.

The new location, which boasts
Daddy’s first-ever performance
area complete with staging and
seating, was the main site of
Daddy’s grand-opening week-
end. Events included meet-and-
greets with Godsmack frontman
Sully Erna and The Ramones’
drummer Marky Ramone. Hundreds
turned out to get their photo
taken with Erna and his solo band. He also signed copies of his debut solo release, Avalon.

“Sully and I have been friends for over 20 years,” said Candi Bramante, Daddy’s promotions
director. “So, when we decided we wanted to do some meet-and-greets during our grand opening
weekend, it was a no-brainer. We were very fortunate that he took the time to celebrate with us.”

Ramone also partook in a fundraising dinner in conjunction with Daddy’s to benefit Au-
tism Speaks, an organization dedicated to funding research for autism. Attendees were served
a dinner that featured Ramone’s new pasta sauce, “Brooklyn’s Own.” Hundreds returned the
following night for an in-store “Eat & Greet” with Ramone, who signed jars of sauce.

“As luck would have it, Marky came to us immediately after receiving a Lifetime
Achievement Award at this year’s Grammys,” said Daddy’s owner Fred Bramante. “He
brought the award with him, which was very special to our customers and his fans,
as he very graciously let everyone hold it and get their picture taken with it.”

MAY 2011 I MUSIC INC. |



<BRIEFS

M BN NI RETAIL

Robison with & iy |
Springfield l ll
Music’s Dono- |

van Bankhead

HONORS
Springfield Awards

Top Taylor Rep

pringfield Music of Spring-

field, Mo., has honored Taylor
Guitars’ JR Robison as its 2010
Representative of the Year.

“JR played a huge role in our
success with Taylor this year,” said
Donovan Bankhead, vice president of
Springfield Music. “He embodies what
a great rep should be — knowledge-
able about product, attentive to the
store’s needs, and creative in working
out solutions and suggesting events.
And he’s a heck of a guy, too.”

BULLET™
GUITAR JACK
TIGHTENER

FPatented Grip - Tip™ holds Jack
while ightening, preventing
damage to wiring and sofder joinis!

Woarks With Masf
Recessad and Suface Mounted
Jacks, Effects Pedals & Mivers
Mairic & 5AE. Nuts
Engingored Plastic

loose nuts,
about pour drummer”

GAENT [(ALsPARTS

bt wea ©

IIFG USA
AT PENELG 20100

(713) 466-6414
www.allparts.com/bullet
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EMPLOYEE OF
THE CENTURY

H e has gone by many titles, but most
people just call him Mr. Amro.

Vernon Drane has been with Amro
Music of Memphis, Tenn., since 1945.
Now 86, he has worked with several
generations of owners and has regulars
that span four generations, as well.

“People ask me all the time, ‘How’s
Mr. Amro doing?’” said Chip Averwa-
ter, CEO of Amro Music. “Sometimes
I ask, ‘Do you mean my father, my
grandfather, or do you mean Vernon?””

Drane — affectionately known as
“Cowboy” for his Western wardrobe
— began teaching clarinet for founder
Milford Averwater while attending
Memphis State College.

“When I first went in, there were
three stores in town,” Drane said. “And
when they went under, we bought out
a couple of stores and started moving
and getting bigger.”

In his 65-year tenure at Amro,
Drane saw the company transition
from a modest five-employee payroll
to a full-line retailer. He would be-
come sales manager until his brief
retirement in 1990, when he went to
Scotland to explore his genealogy. He
has since taken a part-time position
in the repair shop fixing saxophones,
but Drane’s still recognized among

THE WOODWIND & BRASSWIND |

I".'l ul
his colleagues as a go-to man.

“He really sticks out, and everybody
notices him,” Averwater said.

At 6 feet 2 inches tall, Drane’s
hard to not notice. Averwater’s father,
former Amro CEO Bob Averwater,
recalled that Drane once helped him
capture a harmonica thief. “I took
off after [the thief] and chased him
around the block,” Bob said. “As I
came around the corner, here was Ver-
non coming back from lunch. Vernon
stepped to one side in front of him.
He just gobbled him up in his arms
and held him until I could get there
to him. He was a jack of all trades.”

A talented saxophonist, Drane also
plays bagpipes with the area’s Shriners.

“He can work here as long as he
wants to,” Chip said.

The Pride of South Bend

he Woodwind & Brasswind of South Bend, Ind., has been

voted Favorite Place to Buy a Musical Instrument in the
South Bend Tribune 2011 Reader’s Choice Awards.

“We’ve been working hard to improve our store experience, lessons
and events, and we appreciate the recognition from the community,”
said Kurt Witt, director of marketing for The Woodwind & Brasswind.

The 10,000-square-foot superstore also sponsors many local
events, including the Annual Tent Event Sale and a battle of the bands.
Plus, the dealer hosted a clinic featuring Leblanc clarinet artist Ju-
lian Bliss in January and a drum clinic in March. It has also partnered
with local radio station WAOR to support the Logan Center, a local
resource center for people with disabilities. Both founded the School
of Rock program, which advocates music’s therapeutic benefits.
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MISSISSIPPIMUSICIAWARDS Get VEI“V Xtreme.
JOHNSON GETS

BUSINESS AWARD

Mississippi Business Journal has named Rosi Johnson
as its Business Woman of the Year for 2011. She’s
the CEO and president of Hattiesburg, Miss.-based
Mississippi Music and Mississippi Music Acceptance.
Johnson currently serves on the board of direc-
tors of the National Association of School Music
Dealers and is a past NAMM board member.
She’s a member of the Alliance of Indepen-
dent Music Merchants, American Music Conference,
Mississippi Music Educators Association, Historic
Hattiesburg Downtown Association and Area Develop-
ment Partnership of Forrest and Lamar Counties.

TRIBUTE

Thank you for your contributions to the
music industry. You will be missed.

Maurice Rhodes

I ndustry veteran

and print music

expert Maurice

“Maury” Rhodes

died on March

19 at the age of

69. Rhodes ran

Carl Fischer’s

Chicago op-

erations for nearly

30 years until

taking his most recent position at

Quinlan & Fabish in Burr Ridge, Il
“In the days before Google search-

es, there was Maury,” said George

Quinlan Jr., president of Quinlan &

Fabish. “Directors could give him the

least little clue about the piece they

wanted, and instantly, he knew the _E‘E‘li to know GV X Loudspeakers.

s\gzniﬁzrﬂin;_’ thnf): ggi?,iﬁ:: g,: : Design. Performance. Value. GVX loudspeaker: deliver

knowledge, his sense of humor and crysiol clearhighs ond nch respensive lows, With GVX,

his giving soul will truly be missed.” custamers gel the power and flexibility they demand.
“The best view was Maury’s

welcoming smile and his aura — a Toke your loudspeaker profits fo the extrame with the

wonq_erful mix of calm confidence and GVX Series by Geminl,

humility,” said Danny Rocks, a con-

sultant and print industry veteran.
“Maury had a wonderful and de-

veloped sense of what his customers

wanted and needed. As we presented

our new releases, Maury would listen

to us with interest. He never tipped

his hand, and most important, he

never made a disparaging remark

about some pieces that were best - -

left aside. Maury was candid and gemlnl

confident in his selections. He knew

what his customers would buy — or

would not. Because, first and fore-

most, he knew his customers.”

see the compiate line al geminidj.com/spackers

Ausailable in the following modols:
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Wanna Play?
NAMM Programs Promote Your Business
and Create More Music Makers

One of the most important roles of any industry trade group
15 to promote business and grow the market. For NAMM,
thal means reaching oul to all the people who don't play
an instrument and convincing them to give il a lry. I's also
something that | am deeply passionate about and fell was a
critical component of our success at SKip's Music.

Is it a tough sell? Mot really. We know that the desire o play 15
out there, The tricky part is to overcome whatever barrier that
has kept someane from trying. | ask people all the time if they
play a musical instrument—a favorite pastime of mine while
waiting in the securily line at the airport! Most people reply in
a couple of ways: They say, ‘| used to play but stopped’ or 'No,
| don't but |'ve always wanted to'try it." From a salesman's
perspective that means we're more than halfway there.

? A A RS

New! Gustemers
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Wanna Plavakns iay.
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calendars—NAMM's 5th annual

i Week is May 2 8, 2011.

National Wanna Play Musie
we've scheduled artivities designed to pu

wenelits of playing music an

Yy QEOVEn
Wikl tivity. Plus,

start of re-start this lite-changing ac
Music Store Weekend, Friday-Sunday,
_ihe local community music
i it, the whol

their passion far playing TUSIC, _
Get infarmation and matenals to help bring customers
into your store at WL AT OE.

store. When people
things musical

{ the media spotlight on the
d give people new reasons 1o
we're promoting Mational
May 6 — 8, to honot the hub of all

@ mndusiry penelits!

ADVERTORIAL * MAY 2011
visit us online at www.namm.org

That's where Wanna Play? comes in. It's NAMM's public
relations campaign designed to reach millions of these
prospective players and gel them to go into NAMM Member
stores to discover what they've been missing all these years.
This program may not get your current customers too excited,
but they aren't the intended target. Wanna Pfay? is for the
folks who are NOT coming into your store now.

There are many ways to get invelved. National Wanna Play
Music Week is May 2 - 8, and our team has created a
campaign that will be featured in major media markets,
reaching tens of millions of people. We've also designed
activities for dealers to get involved, including naming May

& - 8 “National Music Store Weekend.” Go to www.namm.org
to get your store involved

Wanna Play? is just one program in our lineup aimed at getting
people of all ages into your store and playing music. From
preschoolers to seniors, NAMM has a turnkey program to help
you get more customers. |s it easy? Not really. Are some of
these programs time intensive and hard to pull off? Maybe!
I'd be lying if | told you differently. But running a successful
music store Is already a difficult job, and you've crossed that
bridge. So take the next step and quit settling for the regulars
who come though your door. Take great care of them, of
course, but as the economy recovers, take the bold step and
say ‘| want MORE good customers.’

D Zeunsel

Joe Lamond = NAMM President/CEO
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FOR THE
INDEPENDENT DEALERS
AND SUPPLIERS
WHO SUPPORT THEMV.

NEW SHOW DAYS TO MAXIMIZE
YOUR BUSINESS

Changes to increase your business opportunity with the biggest ROI!
Opening en Thursday and running through Saturday.

ToP 11)) DEALER AWARDS

Recognizing and honoring the best ideas and the leading dealers—educating
the industry and promoting greater success!

L WANNA PLAY MUSIC DAY
D SATURDAY, JULY 5%
Continuing the industry’s work to introduce more people to the

r benefits and fun of playing music. Open to the public.

7o
l 13'4 2’% . Mark your calendar now and we'll see you in ~

,ﬂrfl'?‘f Mashville, July 21-23, 2011! ,.’?‘:'" '_ [
4 |
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Tung-Sol 6L6GC STR

Built to the same “Special Tube
Request” specs of leading amplifier
manulacturers of the 1960s, the
6LAGC STR is a rugged and reliable
power tube [or wse in the mosi
demanding guitar amplifier circuits.

ALSD AVAILABLE:
6L6G « 65LT = BSNTGTB « 6VoGT
12AT7 = 12AU7 = 12AX7
1ZAXT/ECCH03S « 5881 = 65350
EFBOGS « EL34B « KT66 = KT120

Genelex Gold Lion KTS88

After extensive research and engi-
neering the famed Genalex Gold
Lion KT88 is available once apain
Recreated down to the finest detail,
The Gold Lion [eatares gold plated
grid wire, earbonized screen prids.
and a tri-alloy clad plate structure
for exceptional petrformance and
sound cuality

ALSO AVAILANLE
12ATT « 12AU7 = 12AX7
OYOGT « 6422 « KTH6 « KTT7
NTOY9/ELS4 » PX300B

THE MASTER VALVE
THE MASTER VALVE

Mullard EL34

One of the most renowned tubes in
guitar- amp  history. Easily handles
the significant plate volages ol
todays modern amps while faithfully
recreating the classic British sound.
Discover why 1one connoisseurs
regard Mullard as The Master Valve.

ALSDY AVAILARLE

12AXT = EL84

NOW AVAILABLE AT LEADING MUSIC STORES, HI-FI DEALERS AND SERVICE SHOPS

wwwnewsensor.com * info@newsensor.com
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he hottest emerging
markets for MI manu-
facturers may just be
outside of MI.
Daisy Rock and
Alfred Music Publishing, for
instance, recently launched re-
cord labels, while Fender dove
into commercial audio systems.
It begs the question: Is this the
future for MI suppliers?

DAS AUDIO

ender has partnered with

Volkswagen to equip select
2012 models with the Fender
Premium Audio System (FPA).

The new Jetta GLI will be
the first Volkswagen model to
feature the FPA system this
spring. Developed exclusively for
Volkswagen, it will eventually be
available in all other Jettas, and
in the new 2012 midsize sedan
and 2012 Beetle this fall.

“By partnering with Volk-
swagen on the Fender Premium
Audio System, we are creating a
unique partnership with a truly
innovative company, allowing us
to deliver a product that is as
unique, expressive and dynamic
as the customers who use it,” said
Mark Van Vleet, Fender’s senior
vice president of business affairs.

The new audio system is the
result of a three-year collaboration
between Fender and Panasonic

Automotive. It features a 400-
watt, nine-subwoofer speaker
system. The Fender brand has
been successful outside of the MI
industry before with such endeav-
ors as the Rock Band video game.

“The Fender brand has long
been regarded as an iconic music
brand,” said Brian Tedeschi, busi-
ness affairs manager for Fender.
“As a result, we look to create in-
novative and compelling products
outside of the MI industry where
we believe the Fender brand will
be successful with music enthu-
siasts, in addition to musicians.”

STUDIO TIME

B oth Daisy Rock and its parent
company, Alfred, have rolled
out record companies this year
in collaboration with TuneCore,
a service designed to provide an
easy way for songwriters to up-
load and distribute their record-

MI BRANCHES OUT

Brian Tedeschi

ings through online stores.
Daisy Rock Records (DRR)
continues with Daisy Rock’s
female branding as a way for
women to get their music heard.
“For the last 11 years, we’ve
been putting guitars into females’
hands so they can make music
they love,” said Tish Ciravolo,
Daisy Rock’s founder and presi-
dent. “The one comment that we
heard constantly was, ‘How can
I get my music heard?’ [This] ul-
timately means distributed and
marketed. So, Daisy Rock Records
is our answer to this problem for
the girls out there rocking out.
We will help you get your music
heard through DRR, and hope-
fully, every girl will achieve all
of their musical dreams.”
Daisy Rock Records artists
keep all the rights to their mu-
sic and 100 percent of the royal-
ties generated from online sales

through TuneCore.

Alfred Records is designed
to be a way for schools to raise
money and increase awareness
for their school music programs.
The label lets the programs record
and sell their music at iTunes
and other digital music stores.

TuneCore provides a 20-per-
cent discount to schools and has
worked with Alfred to create
instructions on how to upload
music, handle royalty registra-
tion and payment, and receive
earnings from fundraisers.

“I love the fundraising aspect
of this program, and I think all
the digital stores are great vehicles
for sharing our music with the
parents and community,” said
Carmen Gassi, band director at
White Oaks Secondary School in
Oakville, Ontario. “My students
can’t wait to begin.”

MUSICAL MULTITASKING

o is this the future of the

MI industry? It may be for
Fender. According to Tedeschi,
the company’s team is consider-
ing branching out into different
segments outside of MI.

“As a company focused on in-
novation, we are always looking
for new and compelling music-
related products inside and out-
side the MI industry,” Tedeschi
said.
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Pick by Pick
.K. mosaic
artist Ed Chap-

man created a Jimi

Hendrix mosaic

out of 5,000 multi-

colored Fender
guitar picks.

The mosaic was

auctioned off at

Cancer Research

UK’s Sound & e

Vision event, held at Abbey Road

Studios on Feb. 24. {fender.com}

AWARDS

Korg’s Key Retailers
Korg recently announced the win-
ners of its 2010 Korg USA Key
Note Awards. Presented at winter
NAMM, the annual distinction recog-
nizes retailers who have demonstrated
their commitment to Korg brands.
“These awards are not only sig-
nificant for the recipients but also im-
portant to Korg USA, as our company
continually strives to return the same
support and commitment that our deal-
ers demonstrate,” said Douglas Nestler,
vice president of sales for Korg USA.
Winners included: ProAudioStar of
Brooklyn, N.Y.; Recording Services &
Supply of Salina, Kan.; Easy Music of
Honolulu; Sweetwater Sound of Fort
Wayne, Ind.; and Bellevue American
Music of Bellevue, Wash. {korg.com}

SUPPLY |

MINIMAL QUAKE
DAMAGE FOR
Mi SUPPLIERS

M ajor Japanese Ml suppli-
ers suffered minimal

damage from the March
11 earthquake that rav-
aged Northern Japan.
Roland, Yamaha and
Kawai, all headquartered
in Hamamatsu, are located
roughly 300 miles from Sen- al
dai, the city worst hit. None
reported any significant
damage to their facili- - -
ties, and at press time, A
none had employees
injured in the quake. f)
Hoshino Gakki,
located roughly 55 miles northwest of
Hamamatsu in Nagoya, also suffered
no damage or injured employees.
“Upon review of our supply chain
for [Yamaha'’s] musical instrument, pro
audio and audio/video divisions, we
do not foresee any significant impact
in our ability to supply product to
our customers,” said Tom Sumner,
senior vice president of Yamaha Corp.
of America. “However, we are still
assessing the full impact on and the
stability of our supply chain and are
taking the precaution of looking at
alternative sources for components

to minimize supply disruptions
to our global customer base.”
Brian Chung, senior vice presi-
dent and general manager of Kawai
America, said his greatest concern is
the quake’s impact on Kawai Music
Schools in the affected areas.
“As yet, we have been unable
to reach any teachers or students
associated with those schools
— but we continue to hope for
good news regarding their well-
being once communication to the
area is restored,” Chung said.
“The big concern [of Roland
staff] is for the safety and condi-
tion of Roland Japan’s dealers and
their families in northern Japan
in the Sendai area,” said Dennis
Houlihan, chairman of Roland U.S.
“Naturally, there is great concern
on [employees’] part for the well-being
of their fellow citizens, and we’ll do
whatever is asked of them to help,”
said Hoshino USA President Bill Reim.

]ACKM!B!T
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Are you and your customers tired of paper registration? M
Allow your customers to register and pay onfine! 1500+ Ellents
Concerned about switching systems?

_.-

Free import of your current customer data.
View Online Training Videos & User Guide

Web-based Music Lesson Mgt Software

“As soon as | log in, the Jackrabbit dashboard
gives me an immediate check on the health and
status of my business. | know exactly how I'm
doing and what needs my attention that day.
Jackrabbit has put me in control of my business
and saves me time"”

— Theresa Case — PianoCentralStudios.com

FREE trial:( JackrabbitMusic.com )
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NAMM’s Joe Lamunﬁ' (middle, right) accepts an-
award from Yamaha'’s Rick Young (middle, left)

YAMAHA, NAMM | HONORS

YAMAHA AWARDS
LAMOND

amaha Corp. of America Senior Vice President

Rick Young awarded a 50th year commemora-
tive “greatest hits” gold record to NAMM President
and CEO Joe Lamond and staff during a recent
visit to NAMM’s Carlsbad, Calif., headquarters.

“For half a century, Yamaha has been a great
friend and partner to NAMM,” Lamond said. “We’ve
worked together to develop new markets, fund music
research, fight for music education in our schools and
create some truly memorable NAMM show concerts.
We appreciate this recognition.” {yamaha.com}
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Levy’s Battles Alleged Chinese Trademark Violators

arvey Levy, vice president of Levy’s less than Ivan Music’s price. The product, it | outside of Levy’s home base in Canada. for intellectual property infringements.

Leathers, recently got an upsetting turned out, was counterfeit, but it had the On March 22, Levy announced that his “Pve also heard that other North Ameri-
phone call from his company’s Chinese same look, logo and packaging — down to | company hired law firm Baker & McKenzie | can manufacturers are seeing their coun-
distributor, lvan Music. The distributor the hangtag with Levy’s nephew’s photo. to curb the alleged counterfeiters. Accord- | terfeits in Europe and the U.K.,” Levy said. “I
informed him that Chinese retailers were Levy added that his company’s trade- | ing to a statement from Levy, the firm will | can only imagine it won’t be too long until
complaining that they could purchase mark has been registered in China, Hong begin by reviewing China-based online that’s true for Levy’s, as well, so I'm trying
Levy’s Leathers product for significantly Kong and Japan, among other countries auction websites that serve as platforms to nip it in the bud.” {levysleathers.com}

MARTIN I LEGAL

Martin, Sen.
Casey Fight
Unfair Trade
Practices

en. Bob Casey

has joined forces
with C.F. Martin to
urge China to end
trade practices that
allegedly harm work-
ers and businesses in
the Lehigh Valley of
Pennsylvania, as well
as across the country.

“Pennsylvania you fefir’ new tools to create .Huunds you never
businesses are telling Lt

me that unfair trade practices by the Chinese : . & . e R B : .
have harmed their ability to compete, and ' thnuEht p'UhhlblL" Th"' B‘ lL"'-L]" 15. & _partlal capo.

job losses substantiate those claims,” Casey
said. “The lack of protection on the part
of the Chinese hurts C.F. Martin & Co. and
countless other businesses and workers.”

In January, Music Inc. reported that a = e 4
Chinese-based company had acquired the to.do is press-the lever... - It's"jdst that eaSy.
Martin trademark in China and began mak-

ing and marketing its own Martin guitars. w-
Martin executives said they have : % —

~ Alternate gul tar’ tumngﬂ: Ate catclung on fast.
That's why we Jeclded to go all 0& and hrinﬂ

Martin’s Chris Martin (left)
and Sen. Bob Casey

with .the ability*to préss downstlie uncapoed

string/stfings whenevér youwwant: All'vou have

fought to register the Martin trademark
with the Chinese government since
2005 to protect the brand and prevent
China from selling counterfeit guitars.

“We are greatly honored to have an
ongoing relationship with Sen. Casey,
and we can’t express in words how
much we appreciate his openness and
willingness to assist us in rectifying our
dilemma with respect to protecting our
valued trademark in China,” said Chris
Martin, chairman and CEO of Martin.

In January, Casey sent a letter to
President Barack Obama detailing the hard-
ships imposed on Martin by China’s trade
practices and urging him to press the issue
with Chinese President Hu Jintao during
his visit to Washington, D.C. Casey asked
Obama to focus his discussions around
intellectual property rights protections and
currency valuation. {martinguitar.com}
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TONIC |

TONIC Presents at
Summer NAMM

he Tonal Innovation Center (TONIC) will be hosting a discussion on

the use of sustainable materials for musical instruments at 2011 Sum-
mer NAMM in Nashville, Tenn. The two-hour seminar will take place from
8-10 a.m. on July 22 on the second floor of the Nashville Convention
Center. TONIC advocates the use of environmentally friendly, recyclable
tone material for use in musical instrument manufacturing. {tonal.fi}
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GIBSON |

GIBSON EN
ESPANOL

ibson Guitar has launched its official
Spanish-language website.

Gibsonguitar.es provides a fully integrated
experience for Spanish-speaking fans and
musicians that support the Gibson brand.
The site offers daily music news and fea-
tures, music videos, contests, guitar les-
sons, and other related information. It also
includes Spanish-language product pages
describing the features and specs for Gibson,
Epiphone and Kramer guitars, as well as
other gear and accessories.

Fans can participate in the site’s exclusive
interviews by submitting questions to their
favorite Latin and international artists via
Facebook and Twitter. {gibsonguitar.es}

TRIBUTE

Thank you for your contributions to the
music industry. You will be missed.
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Fishman v. Esteban
Trial Begins
e trial resulting from the lawsuit filed by

Andover, Mass.-based Fishman Transduc-
ers on Jan. 17, 2007, against Stephen Paul
(doing business as “Esteban”), Daystar Pro-
ductions and HSN Interactive began March
14 in the United States District Court for
the District of Massachusetts. The suit is
for unfair competition, trademark infringe-
ment and false advertising in violation of
the Federal Lanham Act.

Fishman alleged that Esteban, Daystar and
HSN advertised, promoted and sold Esteban
guitars while falsely misrepresenting to the
public that the Esteban guitars were equipped
with Fishman electronic components. Ac-
cording to the lawsuit, these statements have
been made in television infomercials and
on numerous websites. However, Fishman
claimed it hasn’t sold electronic components
to Esteban or any other party for use in
Esteban guitars, and it has not authorized
either Esteban or Daystar to use the name
and trademark Fishman in promoting or
selling Esteban guitars.

“We are obviously very concerned by
the blatant misconduct of the defendants
identified in our complaint, and we intend
to protect our good name and trademarks
vigorously,” said Larry Fishman, president
of Fishman Transducers. {fishman.com}

QsCl

QSC’s Star ises

SC Chief :
Financial Of-
ficer Jatan Shah
recently received
the Orange County
Business Jour-
nal 2010 CFO of
the Year Award
in the Rising
Star category.

Held Jan. 18 at the Hyatt Re-
gency Irvine hotel in Irvine, Calif.,
the fourth annual award ceremony
included panelists from Orange
County Business Journal and
California Society of CPAs.

Shah was selected out of 40
nominees for his integral role in
QSC'’s achievements since join-
ing the company in the spring
of last year. {gscaudio.com}

QSC’s Jatan Sh:
(left) with QS(E-

CEO Joe Pham _'

AMERICAN DJ | TRADEMARK

ADJ, WAL-MART
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REACH SETTLEMENT

merican DJ has reached a

settlement with Wal-Mart and
DBL Distributing in a trademark
infringement lawsuit regarding
the American Audio brand. The
suit originally alleged that the two
companies and three other firms
— V2Go Technology, American
Audio Laboratory and Laser Kara-
oke — used the American Audio
trademark in advertising, distrib-
uting and promoting unaffiliated
audio products. The terms of the
settlement were undisclosed.

According to American DJ
attorney Kenneth Sherman,
Wal-Mart and DBL were included
because, by distributing and sell-
ing products bearing the Ameri-
can Audio trademark, they were
trading on the brand’s goodwill.

“The American DJ Group
maintains a strict policy to pur-
sue all infringers of its intellectual
property rights, including any and
all distributors who traffic in il-
legal products bearing any ADJ
mark or brand,” Sherman said.

V2Go Technology, one of the
five defendants named in the
original lawsuit, has also filed for
bankruptcy. “American DJ feels
vindicated that both Wal-Mart and
DBL have recognized ADJ’s rights
with respect to its trademarks in
this regrettable incident,” Sher-
man said. “It is unfortunate that
the manufacturer of this product
has been forced into bankruptcy
and that the distributors have
been left fully liable for the reso-
lution.” {americandj.com}

Wi AudiolLink

Digital Versatility In The
Palm Of Your Hand!

Wi AudioStream EL

Now accepting dealers!

Tel: 714-505-4567
sales@jangusmusic.com

www.jangusmusic.com
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CONTEST

Vandoren’s Magic Reeds
andoren has named the first

two winners of the com-
pany’s Magic Reed contest.

Clarinetist Kaya Jordan and alto
saxophonist Chase Haynes, both of
Greensboro, N.C., won a year’s supply
of Vandoren reeds, along with a 50
pack of reeds for each of their schools.

The winners selected a reed at ran-
dom from a flow pack of 50 reeds that
was on sale at Greensboro’s Moore
Music. The store also won a Vandoren
prize package. {vandoren.com}

ARTIST APPROVED

Yamaha Gets Igoe
amabha recently signed drum-
mer and educator Tommy

Igoe to endorse its drums.

“We look forward to working with
Tommy to help raise the level of in-
novation within drum set education
around the world,” said John Wit-
tmann, manager of artist relations
for Yamaha. {yamahadrums.com}

- e =
- Fender L.A. Artist Relations ShowroBm

PRIMACOUSTIC |

FENDER CHOOSES
PRIMACOUSTIC

Primacoustic has been selected to assist with the acousti-
cal treatment of Fender’s new Fender L.A. Artist Relations
Showroom. Located in Los Angeles, the large open space con-
sists of separate areas for electric and acoustic instruments.

“For many of us, Fender has been a guiding light in the music, sound
and recording business,” said Peter Janis, president of Primacoustic.
“The simple fact that Fender understands the importance of acousti-
cal treatment and invested in this technology to treat their new facility
is a testament to their commitment to continuing the tradition that has
made Fender what it is today.” {primacoustic.com; fender.com}

“THAY FRICKIN
PEDAL ROCKS™ |

2
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MEMORIAL FUND
CELEBRATES BRUHN

e Yamaha Music and Wellness Institute
(YMWTI) recently created a memorial fund
honoring the work of late founder Karl Bruhn.
Widely acknowledged as the “father of music
making and wellness,” Bruhn, along with
YMWI President and CEO Dr. Barry Bitt-
man, championed the initial research that
established recreational music making as an
effective wellness strategy. All contributions
to the Karl T. Bruhn Memorial Research
Fund will be used exclusively for research.
“During Karl’s tenure at YMWI, he and
Barry produced convincing and persuasive
research to prove the strong connection be-
tween wellness and music making,” said
Terry Lewis, former executive vice president
of Yamaha Corp. of America and the recently

APPOINTMENTS

appointed chairman of YMWI. “The Karl T.
Bruhn Memorial Research Fund will ensure
that this vital research continues and that
Karl’s vision will be fulfilled.”

Bruhn, a longtime senior executive at
Yamaha, first director of market develop-
ment for NAMM and chairman of YMWI,
passed away on Oct. 5, 2010, following a
brief illness. {yamahainstitute.org}

GCI Names Wilder VP of Marketing

CI Technologies has appointed Mark Wilder as

vice president of marketing.

The former director of marketing for Samson,
Wilder will report to GCI CEO Artie Cabasso. He
will also redevelop the company’s creative marketing
strategies and expand artist relations efforts.

“GCI’s brands are poised for growth, and I look
forward to helping realize their potential,” Wilder said.

KHS America has appointed Michael
Robinson as director of marketing.

Alfred Music Publishing recently
signed record producer Ken Scott to its
lineup of music publication authors.

APB-Dynasonics has hired Eric Oppen-
heimer as U.S. sales manager for the com-
pany’s professional audio mixing consoles.

Sean Weijand has been chosen
to oversee Canadian business de-
velopment for Primacoustic.

Yorkville Sound has promoted Lau-
rence Bell to the position of brand man-
ager for the Hughes & Kettner sector.

The Harman Mixer Group has ap-
pointed Katy Templeman-Holmes as
product manager for Soundcraft Studer,
which also welcomed Keith Prestidge as

Mark Wilder

L\

sales director for Asia and the Pacific.
The Stanton Group has tapped
Andrew Duafala as director of key ac-
counts for the U.S. sales team and Jean
van Doorslaer as regional sales manager.
Hal Leonard has appointed Joe Burz-
inski to the newly created position of vice
president of digital enterprise solutions.
Innovative Percussion has added
industry veteran Rich Mangicaro as man-
ager of artist relations, combo products.
Eminence Speaker recently pro-
moted Josh Martin to the new role
of technology sales manager.
The Music Group has named Gregg
Stein vice president of mass marketing.
Tim Lautzenheiser has joined Music
For All as a senior educational advisor.

Meisel

ACCESSORIES

NEW!

COM-90

Flexible gooseneck
for perfect viewing

Meisel models cover 90%
of the clip-on tuner demand.
Thei;ail list at $34.95 and can be
combined for generous discounts.
Call today and order a starter pack.

ALSO AVAILABLE:

COM-80
Small size,
light wesght,
big screen

MCT-BL
Easy-to-use,
stylish, fits any
instrument

All Meisel clip-on tuners

are chromatic, so they can
tune any instrument.

T:1.800.531.6123 F:1.973.731.7965

www.meiselaccessories.com

MAY 2011 I MUSIC INC. |



HUGE MARGINS & FLAWLESS QUALITY

FROM ONE OF THE MOST RESPECTED BRANDS IN THE INDUSTRY.
PXD" SERIES

The PXD Series is available with a range of feature oplions, including an adjustable bridge with a stringthrough design and Coffin Case® hard
cases or gig bags. PXD gultars feature high-outpet Peavey VFL™ active plckups or EMG® 60 and B1 plckups with the EMG Afterburner™ tone
clreult, which boosts Input galn up to 20 dB Tor the highest levels of saturation anywhere.
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Fur over 45 years, Peavey has been the dealers’ choice for margins and quality. The classic stylings
of the Peavey guitar line and our rigorous 10-point inspection process are two more reasons to
stock Peavey instruments. Talk to your Peavey representative today about the Peavey line, or call
(8Y7) 732-8391 now for your apportunity to become a Peavey dealer.

WWW.PEAVEY.COM INNOVATION. AMPLIFIED,



IDEAS)

Inside

INDEPENDENT RETAIL |

> The Customer Whisperer Page 34 > The Retail Doctor Page 36 > The Lesson Room Page 38 > Lessons Learned Page 40

t’s easy to get bogged down

in the “business” of business.

Stocking shelves, straightening

displays, monitoring gross mar-

gin levels — we ponder buying
decisions and selling strategies
based on the mundane stuff: what
we hope our customers will be
doing with our products.

If your business is wired sim-
ply to acquire and move “stuff,”
let me suggest an additional dy-
namic that could energize all
levels of operation, purchasing,
merchandising and sales training
— the notion of solutions. At the
recent NAMM show, Bob Phibbs,
a.k.a. The Retail Doctor, intro-
duced his modification of classic
FAB (feature-advantage-benefit)
selling: “It has ... so you ...” In a
nutshell, this puts the focus on
application and context before the
goods themselves.

YOU’RE THE THERAPIST

ith old-school retail, we

filled our stores with goods
we thought we could sell, and we
waited for customers to come in
and buy them. If all worked out,
we talked customers into need-
ing the goods. Now, with turbo-
charged competitive new-school
retail — and proper attention to
turns and gross margin return on

investment — we can ill afford to
warehouse deeply anything that
won’t meet customer needs and
yield near-immediate profits. Stale
inventory stunts cash flow and
kills retailers. It’s more impor-
tant than ever to track customer
needs and stock inventory around
those wants and desires. To do
so, the best mindset is to think
of our goods as prescriptions to
problems. We become shelves and

hooks filled with solutions. Just
as important, our staff becomes
the face, counselor and therapist
equipped to help the consumer
enjoy and grow in the craft.

At NAMM, Roland founder
Tkutaro Kakehashi mentioned this
notion, likening the music store
to a family doctor. We may not
always have the remedies for the
entire music community packed
within our store walls, but we
can frame our businesses as the
go-to place. It starts when a mu-
sician needs a resource or tool
to advance his or her art. When
we go to trade shows looking for
solutions, we equip ourselves for
greater relevance in our markets.

For example, consider the
Apple iPad’s growing popularity.
At NAMM, we looked at a lot of
new implements that would bridge
iPad use with the musician. It’s
not just a gadget, and seeking out
iPad clips, mounts, pouches and
devices became a show priority.
The ravenous market hunger for
ukuleles also had us on the hunt
for method books, class materi-
als, and an array of new body
styles and designs to bring this
activity home. And an increasing
interest in niche folk instruments
had us checking out new guitar,
mandolin and banjo lines that

SELLING SOLUTIONS

local competition wasn’t stocking.

IN-STORE CONSIDERATIONS

ur stores should be clean and

logically arranged. Essential
accessories and instruments can’t
be displayed on opposite sides
of the showroom. Again, associ-
ate activity (playing guitar) with
need (instrument maintenance,
chord book, strap), and display
with minimal physical barriers.

We also need staff trained and
tuned to these evolving require-
ments. Our employees need to be
able to speak intelligently about
the goods or at least know how
to access outside resources for
more information.

Plus, solution selling is about
“delivery.” A storefront’s not
enough. Today’s retail is about
having displays marked effectively
for a consumer who would rather
read signage than be sold by a
salesperson. Outside the store,
we need a cyber presence that, at
minimum, advertises how we can
get goods to consumers in-store
with sensitivity to a busy culture.

A good store is a prescription
— medicine for the soul.

Ted Eschliman is a 30-year veteran of
music retail and co-owner of Dietze Music
in Southeast Nebraska. Mel Bay published
his book, Getting Into Jazz Mandolin.
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Vendor Relations lest

ears ago, when I had my store in Milwaukee, there was

real competition for brands. We chased a particular major

line for years. We knew we could do a better job than

its current dealer, but we couldn’t convince the brand’s

leadership. As we gained more and more market share
with our lesser lines, the other dealer was deconstructing — and
for reasons that had nothing to do with its brands. Eventually, we
scored “the big meeting” with the supplier at the last
Chicago NAMM show.

The rep, who was kind of shady himself, ushered
us into a little cubical with the VP, who was a notori-
ous self-important big shot. He peppered his pitch
with vulgar four-letter words and made outrageous
claims about current dealers’ sales levels. He also
made ridiculous demands, which we rejected, but
offered us the line anyway.

After my business partner and I left, I stopped
in the aisle and asked, “Do you really want to do
business with these people?”

“No, I really don’t,” he said.

That line never recovered in Milwaukee, and we
built the lesser line into a strong local brand.

When you take on a line, you take on more than

just the products. You take on the rep, and
you take on the rep the supplier’s going to
hire after him. You take on the company’s cus-
tomer service staff, its corporate culture and
its reputation. The more important the brand,
the more important these relationships are.

So, when we add a line, big or small, we
need to look at the big picture before we take
the leap. Here are a few important questions
to ask yourself.

1. Is this line going to bring new cus-
tomers into my store? There are only a few
lines that have enough brand equity to draw

customers, and we know what they are. Unfortunately, brand
equity is usually paid for from the dealer’s profit margin. This is
a big decision, and many dealers have let the ego boost of landing
a big line devastate their profitability. A few of these situations are
playing out this very moment. Usually, the grass on the other side
of the fence isn’t greener — it just has different weeds.

2. If a new line isn’t going
to bring in new customers, is
it something we’ll sell instead
of something we currently sell
or something we’ll sell in ad-
dition to something we cur-
rently sell? If it’s a replacement
line, margin, turn or customer
value must be significantly bet-
ter to justify the move. If it will
represent additional revenue,
the choice is easy. Great add-on
products pop up all the time, and
usually, the buy-in and commit-
ment are minimal.

3. What is the turn/margin
ratio? My colleague Alan Fried-
man has a great rule of thumb: If
you can’t sell them all in 144 days
at 40 percent or in six months
at 50 percent, don’t buy them.
If you have some lame excuse
why you should violate this rule,
expense the cost of the items to
marketing or fixtures rather than
inventory.

4. How exclusive is the
product? If it’s sold online,
will your customers find it at a
lower price, and when they do,
will you price match? Will they
think you’re a bandit? And does
it matter? Sometimes it doesn’t.
More than once, I've gone to Ra-
dio Shack to buy some small part
— which was more expensive
and of lower quality than what I
could get at mycablemart.com —
because I needed it now. There
are items that customers aren’t
price-sensitive about, and there
are things you shouldn’t be too
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‘When you take
on a line, you take
on more than just
the products.’

margin-sensitive about if they serve your
larger purpose.

As a “Best in Show” panelist at January’s
NAMM convention, I picked IK Multimedia’s
iKlip, which is distributed by Hal Leonard.
I don’t know the product’s margin, but I
don’t think it matters because the price
is so low and the cool factor is so high. I
want customers telling their friends about
the cool, new item they found at my store.
Also, everybody already does business with
Hal Leonard, so the other issues are moot.

5. What happens when something
goes wrong? Does this supplier have the
capability and the intention to take care of
the product and your customers? This is a
real concern for small and emerging com-
panies, as well as those without a domestic
distribution company. (Just ask anyone who
has ever bought containers of product direct
from overseas manufacturers.)

6. Do you want to do business with
these guys? Relationships matter. Some-
times, suppliers are ruthless bastards, some-
times they’re like droids in suits. Some com-
panies are in various stages of transition,
and it’s hard to tell who’s in charge. But
a few have well-established, well-earned
reputations for genuine partnership, great
customer service and loyalty to dealers. If
you’re considering an accessory you’ll buy
from a website or pleasant voice who hap-
pens to answer an 800 number, it probably
doesn’t matter much. But when we make
a major commitment to represent a major
line, the quality and character of the people
we will be dealing with is very important.

There was a time when there were more
dealers than suppliers. Things have changed.
Today, if suppliers want their products seen,
heard, touched and smelled in a real music
store, they’re going to have to earn their place
in yours. Hold them to a high standard.

Greg Billings whispers to customers at the Steinway
Piano Gallery in Naples, Fla. He welcomes questions
and comments at greg@steinwaynaples.com.

(]
Acoustics First
Materials to Control Sound and Eliminate Noise™

Acoustical materials...

as they Sound™

From practice spaces to professional recording studios, we can help you get the
materials you need o fit your application and budget. Our products include acoustical
foams, fiberglass panels, diffusers, bass and comer fraps, vibration control, acoustical
wall fabrics, ceiling files,

odulal lo and
il follEres 1. 888.765-2900
materials.

Web: http://www.acousticsfirst.com

MAY 2011 I MUSIC INC. |



I MUSIC INC. | MAY 2011

IDEAS)

THE RETAIL DOCTORI

Uroing

year ago, I needed a part-time staffer to work evenings

at the counter. I thought it would be perfect for a col-

lege student — the job wasn’t that difficult and allowed

time for classes. I wrote an ad for Craigslist and college

job boards outlining the position. I explained that we’d
provide training and offer a flexible schedule if the candidate hap-
pened to be in a band or needed time off for school or the holidays.
Since guitar is the No. 1 instrument we teach and
sell, we wanted someone who could at least play a
little, tune and change strings. Other stuff — changing
drumheads or helping customers pick out drumsticks
— could be taught to the right candidate. I placed
the ad and waited for the calls to come flooding in.

And I waited, and waited.

THE RESPONSE

fter two weeks, we had zero responses, except

for a guy who e-mailed saying he sent his son to

America and wanted us to give him music lessons.

All we had to do was send the guy our checking

account number, and he would “put the cash right

in our account.” Other than that, nothing. Nada.

Zilch. It wasn’t the highest-paying job in the world

at $10-$12 per hour, but it’s not as if we were
looking for Steve Jobs’ right-hand man.

After four weeks, I reposted the ad on Craig-

slist for the fifth time and made a new flier

for college job boards. This time, I mentioned

it would be OK if the candidate didn’t have

much music experience, but we wanted friendly

people who liked to work in a fun environ-

ment. I figured unemployment was still high,

and a paying job was still a paying job. The

scam e-mails from Craigslist kept flooding in.

THE CANDIDATES

At week six, we finally got a few calls. It turned out these people
needed to call to continue receiving their unemployment checks
and weren’t interested in an actual job. I told one guy that the job
started at $10-$12 an hour and would at least get him working
again. He said he could make more collecting unemployment.
Finally, I received calls from two promising candidates. The

—Mitlerment

first was a gigging guitar player
who had two years left in school.
The second worked in a music
store as a freshman in college,
and now, he was a senior look-
ing at sticking around for grad
school. That was promising — we
wouldn’t have to train him, only
to watch him leave.

THE INTERVIEWS

hen interviews rolled

around, the grad school
candidate got to the shop 20 min-
utes late. He never apologized for
being late — he even told me he
was a little put out that traffic
“made” him late.

That said, he was well-spoken
and had an air of confidence,
even though he wasn’t familiar
with some of our common name
brands and didn’t understand our
point-of-sale system. (Hadn’t he
worked in a music store?) About
midway through our chat, he cut
me off mid-sentence and said, “I
know what I'm worth, and 10
bucks is way too low. How about
$20?” 1 shot back, “How about
$8?” He laughed, but I didn’t.
He countered with, “I’ll settle
for $18,” as he stood to shake
my hand. I showed him the door.

An hour later, the second can-
didate showed up early, and we
got off to a good start. He knew
our brands and our shop since
he’d bought strings and other
accessories from us. But before
I could ask my first question,
he said, “I'm going to save us



both time. What are you paying
for this job again?” I said, “It
starts at $10, but we can discuss
it.” He cut me off and told me
he wouldn’t take less than $14
— and wanted a raise in a few
months. He reasoned that he’d
bring lots of people and potential
students to our shop from his
local gigs. I showed him the door.

THE HIRE

/A\few weeks later, we got a call
rom a kid who said he’d seen
our ads on Craigslist. By this time,
I’d devised a prescreening strat-
egdy, so I wouldn’t waste anyone’s
time. I was polite and made a
joke or two but then gave him
my “directive mandate,” laying
out the job duties as follows:
“We are looking for someone
who doesn’t mind paying dues
and earning his paychecks. You’ll

be the new guy here, and we don’t
care that you play in bars around
town or worked in another music
store for a year. Every store is
different, and every customer is
different. I expect you to show up
on time for the actual interview,
and if hired, I expect you to show
up on time, all the time, and be
here 10 minutes before the shift
starts. The job pays $10, but if
you have some experience, are a
fast learner and can read, write
and do basic math, you may start
at more, but don’t count on it.
“I'm looking for someone who
takes responsibility, knows a gui-
tar from a harpsichord, even if
you can’t spell harpsichord, has
a pleasant appearance that won’t
scare away potential customers
and will get along with staff and
pass a background check. I know
this seems blunt, but that’s what

) IDEAS

we want, and if you think you can
fill it and then some, let’s meet.”

YOUR DEFENSE

lunt, yes, but I have found
that it’s required when deal-
ing with Generation Whatever.
Some so-called experts say you
need to be their friends and give
them freedom to express them-
selves while letting them make
mistakes. These are probably the
same experts who tell you to be
your child’s best friend instead
of saying “no” when necessary.
It’s your business and your
rules. Granted, you want to cre-
ate a relaxed place to work, but
today’s young worker needs to
understand that basic job du-
ties and responsibilities are the
groundwork for successful busi-
nesses and employees. Policies
are in place for a reason.

1 suggest writing an employee
manual and keeping it updated
to include job expectations, but
most of all, be forward and up
front the moment you encoun-
ter a potential hire. Create your
own “directive mandate,” and tell
the potential hire up front. Let-
ting employees find themselves
while making mistakes can cost
you time, resources, customers
and, sometimes, your business.
Finally, don’t be afraid to not
hire, no matter how badly you
want a position filled. I worked
extra hours with my staff until
we found the right person.

Oh yeah, that kid I tried my
“directive mandate” on? He
turned out to be one of the best
employees we’ve ever had.

Billy Cuthrell operates Progressive
Music Center and askourmusicians.com.
Contact him at billy@ppdsonline.com.
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THE LESSON ROOM |

clcome o the Jungle

uitar Center and Sam Ash are entering the music
lessons business. GC’s setting up its lessons program,
GC Studios, in every new location. Sam Ash plans
to incorporate music lessons into its corporate re-
modeling vision.

Once a holy grail for independent music stores, lessons are now
under siege. Welcome to the jungle — are you really surprised?

GC and Sam Ash aren’t doing this to put indies
out of business. They want to grab more market
share and get new bodies into their stores every
week. But like non-gang members getting shot in
gang crossfire, some independents will get killed.

Many independents have survived because a lo-
cal GC or Sam Ash sent them lesson referrals. That
will change.

Many independent retailers also think, “It’s OK
if we don’t sell as much gear because we teach music
lessons and GC and Sam Ash don’t.” Reality check:
They do.

You need to remember what GC and Sam Ash
did to your sales when they opened in your area.
Could the same happen to your lessons program, and
if you lose your music lesson foot traffic, can you

survive? Guitar Center and Sam Ash programs
will have all the typical hype and glitter, so
your music lessons program needs heart and
soul to thrive.

WHAT’S YOUR MARKETING MANTRA?

he GC Studios website claims that the les-

sons operation offers “a proven world-class
curriculum,” which it created alongside print
music publisher Hal Leonard. The curriculum
is based on a progressive advancement model
that can be taught through one-on-one lessons,
workshops and clinics.

Finally, music education done right.

It’s a pretty egotistical claim for a company that has never
offered music lessons. You can bet GC’s thinking behind this is
we’re bigger, we’re better. It makes for great marketing, but it also
raises the question: What’s your music lessons marketing mantra?
Selling your program on its longevity is important — for example,

“30 years of making musicians.”
Also, be sure to include photos
of students that have gone on to
music careers. Rock stars, junior
high band directors — include
them all.

WHAT’S YOUR CURRICULUM?

C vows to offer a world-class

curriculum. You’re not go-
ing to find downloaded Internet
tab or a “what do you wanna
learn this week, dude” approach
at GC Studios. Instead, it has
a beginning material packet in
a binder for students. GC will
boost its print music sales with
this format.

You should be doing the same
at your store. Survey students at
all levels to learn what’s going
on in your private lessons and
music classes. Ask teachers ques-
tions to find out what method
books they use and what songs
they teach.

Get on-board with a digital
print music service. Put together
a binder that includes songs that
students are learning in their les-
sons, and sell it to them. This
way, you can also make money
on print music.

Make sure teachers sign a
no-copyright-abuse-policy agree-
ment. Get rid of photocopies.
Make your lesson program legit
and professional.

Pete Gamber is the owner of Alta Loma
Music in Rancho Cucamonga, Calif.

He welcomes questions and com-
ments at pete@altalomamusic.com.



STROBOTUNER: The Sequel

.

STOMP CLASSIC”

STROBOTUNER

(1assc CONN STROBOTUNER oesi | 100% TRUE-BYPASS 1 | psouime 01 CENT s AND i
OVER TE ENTRE TUNNG RAGE | ARGE HIGH-CONTRAST DISPLAY FASLY VSBLE N DBECT SONJGHT | SEETENED TONNG:
PRESETS FOR 23 INSTRUMENTS | BUZZ FEITEN TUNNG SYSTEM: SUPPORT |z 10 USER-DEFINED FAVORITES | PROGRAMMABLE
FROM ANY COMPUTER & (MAC/PC) | OROP TUMNG/CAPD TUNG WITH AUTO-TRANSPOSITION | ONBOARD. STUDIO QUALTY. ACTRVE O

wits NOW SHIPPING i

4 =

i 'E”d. — _U}-

ned esms UdE3. HD
www.PetersonTuners.com 7he Somnd af Precision r\

R Pt sasts Tiwwsrn, Tl Sowastasrmd Tomvhoggs st B0 Tashog binggivs i 1 sbarmpirb of Patermm Ehsrtvo-hisisl Peshots, b Purs Folarn Ty System w o gl (fademk of Ber Folen Desge Co b




I MUSIC INC. | MAY 2011

IDEAS)

LESSONS LEARNED |

1he Next

epending on how long you’ve been in the music indus-
try, you’ll probably remember times when influences
outside our direct control drove business. Whether you
were around to enjoy the moment, you’ve undoubtedly
heard about The Beatles’ first appearance on “The Ed
Sullivan Show.” I remember my dad and I arriving at the store the
next day to see people lined up outside. We suddenly had more
business than we knew how to handle. The public had
an insatiable thirst for guitars — and manufacturers
couldn’t crank them out fast enough.

Some years later, the movie “Deliverance” started
a feeding frenzy for banjos. “Dueling Banjos” created
unexpected business for unsuspecting retailers, who
were largely unprepared for the onslaught.

During guitar and banjo madness, Dr. John Chown-
ing was doing academic research at Stanford University,
creating a patent that would, in the 1980s, become a
commercial bonanza for Yamaha and music retailers
all over the world. To this day, retailers, manufactur-
ers and reps view the DX7 as the holy grail of music
products, the gold standard by which all others aspire.
I wish I had a dollar for every time a rep came to my
store with a new product and said, “This is going to

be the next DX7.”

But few products ever measured up. I can’t
help but remember those times when I had
literally hundreds of people with deposits on
DX7s at extraordinary profit margins. And
once you’ve experienced something like the
DX7 or The Beatles or the ADAT — or any
of the other music industry revolutions — it’s
hard to not get caught in the trap of waiting
for the next great wave. But here’s the problem
with waves. On rare occasion, they come in
a steady flow. (Think DX7, M1, Mirage.) But
more often, there are enormous gaps between

the big ones, during which time you can find yourself adrift at sea.

CREATING YOUR NEXT CASH COW

ou can’t wait for the next big thing to come along. When it
happens, it’s a fabulous bonus, but depending on someone or
something else to drive business is a formula for failure. I hear

S0 1hing

the laments all the time: “There
are no gotta-have products,” or
“There are no new guitar heroes.”
Get over it, and do something to
control your own destiny. There
are plenty of opportunities to cre-
ate growth without the chance
outside influence.

Here’s an example. My com-
pany makes a purpose-built Nash-
ville-tuned guitar, which uses the
high strings of a 12-string set. In
essence, every guitarist is a poten-
tial customer for the instrument,
and yet only a small portion of
guitarists even know such a thing
exists. I have dealers who say,
“No one asks for these guitars,”
while others make an effort to
put them in the hands of each
and every customer. The latter
group sells a lot of Nashville-tuned
guitars. The former group only
sells to the occasional customer
who responds to our advertising.

We are living in a time with
no shortage of great products.
Pick one you and your associ-
ates believe in, and become its
champion. Learn everything there
is to learn about it, and show it
to anyone with a pulse. You may
be surprised how many sales you
can make through the passion that
comes from truly understanding
and evangelizing a product. It’s
not quite The Beatles, but it’s
completely within your control.

Gerson Rosenbloom is managing director of
Wechter Guitars. He’s former president of
Medley Music and a past NAMM chairman.
E-mail him at gersonmusicinc@gmail.com.
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THE IREVOLUTION...

iDevices and their
accessories are
still a young
category, but
they’re gaining
fast. What will it
mean at retail?

hree bucks can now buy
you a fiddle.
Mind you, it doesn’t
have actual strings. You
m can’t play it with a bow,
= and it’s only two-dimensional. But
| Magic Fiddle, an iPad app from
Smule, offers a violin-playing
experience that Mashable
called “pure, unadulterated
musical awesome.” And it’s
one of many virtual instru-
ments working its way
onto iPads and iPhones.
“Not content to merely
&) recreate the wheel, software
and hardware creators are
& rushing to invent whole new
kinds of musical apps and acces-
sories,” said Marc Block, director
of U.S. marketing communications
at Line 6. “As a result, a mobile
device can take on the character
of a new style of instrument just
by launching the right app.”

Not that the trend’s putting fid-
dle retailers out of business. Magic
Fiddle, like many apps, is little more
than a musical game. Still, not all
apps are created equal. As Darius
Seabaugh, vice president of mar-
keting at RapcoHorizon, noted,
“The boundaries of what can be
accomplished [with iDevices] have
been pushed to levels where qual-
ity audio processing can be easily
achieved.”

What this means at music retail
is the continued rise of a lucrative

j=

John Grabowski
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but highly competitive accessory
market for those iDevices. It’s
growing so quickly, in fact, that
George Hines recently created
a new department, multimedia
accessories, at his dealership to
account for the deluge of iDevice
peripherals flooding the market.

“We believe [iDevice acces-
sories] have an income stream
that will experience growth for
many years,” said Hines, owner
of Berwyn, Pa.-based combo
chain George’s Music.

He added that he’s planning
for “exponential growth” from
the department. “We believe 2011
will see hundreds of new items
for musicians to use with their
iDevices for home recording.”

CAPITALIZING ON APPLE

ines isn’t exaggerating. Last
January’s NAMM show
alone saw the release of such
standouts as the Akai SynthSta-
tion49, IK Multimedia iRig Mic
and Alesis iO Dock, to name a
few. That’s not including the
countless recording, pro audio,
guitar processing and music
education apps touted by ex-
hibitors. In no uncertain terms,
we’re moving into a brave new
world, one where music making
will be as much at home on key-
boards as on smartphones and
computer tablets. (In the case of
the SynthStation49, even that
line can blur.) And it’s all hap-
pening on the back of consumer
electronics’ biggest rock star.
“Not since the Walkman
has a product category reached
such a broad user base,” said
Scott Mire, marketing director
of Peavey Electronics. “iPhones,
iPads and smartphones in general
are everywhere, with a customer
base that crosses every possible
demographic. A byproduct of this
customer base is a booming iDe-
vice accessory business.”
“The platform’s numbers

are just great, making for a siz-
able market to reach,” said Kurt
Heiden, marketing manager of
Numark, Alesis and Akai. “For
example, Apple’s iPad is a rela-
tively new computing device, and
they’ve already sold 15 million
of them. By MI standards, those
kinds of numbers are quite large.
Looking at a larger picture that
includes iPods, you have hundreds
of millions of these devices in
place and a market that’s as large
as the entire personal computer
market was around 1998.”

But at music retail, Apple’s
influence runs much deeper
than a few iRig Mic sales. The
iRevolution’s also making waves
in music lesson programs and
the live sound business. And, as
Magic Fiddle hints at, it may just
be changing the very nature of
musical instruments.

“It’s like electronic drums,
which now account for half of
my drum business,” Hines said.
“It’s not a two- or three-year
thing. This is here to stay. And
[multimedia accessories], as a de-
partment, are here to stay. Mobile
devices are going to dominate a
lot of the really cool, new creative
things that are being generated
for musicians who enjoy playing
their instruments.”

That’s not to say these ac-
cessories are shattering sales
records for Hines — yet. While
he’s excited about the category, he
acknowledged that it’s too soon
to determine how his new de-
partment’s actually performing.
He’s not alone. Alan Moon, sales
manager at Front End Audio in
Columbia, S.C., mentioned Pri-
macoustic and IK Multimedia
iPhone and iPad stand holders
generating a lot of interest from
his customers. But ask him which
one’s a best-seller at his dealer-
ship, and the picture changes.

“They’re brand-new, so we
really haven’t had a chance to

TREND SEGMENTS

see a lot of traction in the market
yet,” Moon said.

“We’re stocking some of the
Peavey, Line 6 and [IK Multime-
dia] amp hardware, but these are
still very, very new,” said Music
Inc. columnist and Dietze Music
co-owner Ted Eschliman. “It’s
all pretty early.”

PREQUALIFIED CUSTOMERS

t raises the question: Why are
savvy, bottom-line-focused deal-
ers interested in such a virginal
market? For starters, early en-
tries in the iDevice peripheral
category have performed well.
Myrna Sislen, owner of Wash-
ington, D.C’s Middle C Music, a
full-line dealership that special-
izes in music lessons, singled
out IK Multimedia’s AmpliTube
iRig as a rising star in her ac-
cessories department.

“This week alone, I’ve sold
three,” she said. “Someone bought

“THESOURCE_

one today, and it was a middle-
aged man from Spain. The other
day, it was a younger person.”

iDevice accessories also repre-
sent what Radial and Primacous-
tic President Peter Janis called
the “profitable side of the iPhone
business.” “Music dealers are in
a particularly good position be-
cause iPhones and iPads are very
convenient interfaces for studio
and live use,” he said. “And be-
cause many of the accessories
are priced below $99, they are
impulse buys.”

Oh yeah, and customers are
prequalified the moment they
walk in the store. “Normally, a
customer doesn’t walk through
the door carrying a sign or shirt
that says, ‘I want to buy a guitar,”
Mire said. “An iDevice user, on
the other hand, walks through
the door with the device in their
hands.”

Line 6’s Block added that the

The App as a
Marketing Tool

n late 2009, harmonica maker Hohner jumped into

the app game with How To Blow The Blues, a short tuto-
rial on playing licks in a 12-bar blues progression.
According to Scott Emmerman, the company’s direc-
tor of marketing and sales, Hohner developed the app
to grow the public’s awareness of the harmonica.

“We launched the app for iPhone in November
2009, and to date, we’ve sold over 4,000 downloads on
Apple’s App Store at $1.99 each,” Emmerman said.

Maybe not coincidentally, Hohner’s harmonica sales
also rose double digits between 2009 and 2010. Em-
merman acknowledged that he can’t be sure whether
the app was responsible for the spike. Still, he said the
“app created a lot of buzz, got Hohner a lot of press
and is the only marketing project that I’'ve ever worked
on that actually creates revenue. It has more than paid
for itself and continues to be an annuity for us.”

In March, the company released another app for
iPad, iPhone and iPod touch: the Hohner Squeeze-
box. Mimicking the layout of Hohner’s Corona Il Clas-
sic diatonic accordion, the virtual accordion features a
responsive three-row fingerboard that plays and sounds
like the traditional instrument, according to a statement
from the manufacturer. It’s available in several different
keys at the Apple App Store for $1.99, and a Hohner-
Mini version is available in GCF for 99 cents. —z.r.
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products usually have a small
footprint, allowing for merchan-
dising flexibility. Hines cross-
merchandises iDevice accesso-
ries at all relevant touch points.
The IK Multimedia iKlip, an
iPad mic stand adapter, might
be displayed alongside orchestra
stands and mic stands. Likewise,
the iRig got face time at his store
counters when it came out.

“It’s a discussion piece,” Hines
said. ““Have you seen this? What
do you think about this?””

THE CATEGORY KILLER?

But the rise of iDevice acces-
sories has also gone hand in
hand with the rise of apps —
many of them free or dirt-cheap,
a few of them potentially threat-
ening to hardware and software
sales. Lately, Steve Hobeck, owner
of Heinz Musitronics in Charlot-
tesville, Va., has seen customers
come in his store with Real Time
Analyzer (RTA) apps on their
iPhones. He said the app has the
potential to cut into lower-priced
RTA sales, but he’s not fazed.

“Without question, it’s not a
threat to us,” Hobeck said, speak-
ing to the popularity of apps in
general. “If anything, it could
be a benefit.”

John Grabowski, director of
purchasing for Fort Wayne, Ind.-
based Sweetwater Sound, added
that apps have yet to replace any
product sold by his company.
In fact, he said he believes low-
cost apps expose more people to
music making and give music
making mainstream exposure.

“The rise of the handheld re-
corder, which has taken place at
almost the same time as the rise of
iDevices, is an excellent example
of how a dedicated device remains
relevant, even in light of some-
thing as capable and multipur-
pose as an iDevice,” Grabowski
said. “Think about it this way:
iDevices are really just portable

I MUSIC INC. | MAY 2011
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computers, and the introduction
of the computer didn’t render
music gear obsolete either.” (Not
to mention most of these devices
still lack the processing power of
your average laptop.)

Gary Gand, owner of Gand
Music & Sound in Northfield, 111,
agreed that apps haven’t stolen
sales from his dealership yet.
That said, he pointed out that
low-priced RTAs aren’t the only
hardware piece with the potential
to go app and never go back. He
sees a day when small tabletop
mixers and personal headphone
controllers will be mainly the
domain of iDevices.

“You’ll need some kind of in-
terface to go with it, but they’ll
sell the interface at computer
stores,” Gand said.

“If ’'ve got an amp and I want
to do all my processing through
some sort of iDevice, then I can
see pedals going away,” Hobeck
said. “I can see [the trend]| im-
pacting companies like Line 6,
which makes the Pod and has
all that built into it. I don’t see
it really competing so much with

the recording devices because
the recording devices here have
a higher-quality microphone.”
Maybe that’s why MI suppli-
ers are diving head first into the
market, and with a medley of
products. The aforementioned
Line 6 made its first entry during
the summer of 2009 with the
MIDI Mobilizer, a MIDI inter-
face for all iPhone, iPad and iPod
touch models. Apogee recently
introduced Mike, a USB micro-
phone designed specifically for
iDevices and Macs. And those
are just the obvious suspects
in a sea of gear. Other entries
are more eccentric. At the last
NAMM convention, Musiquip
showed primeVibe. This device is
designed to season a new stringed
instrument by hooking it up to an
iPod, which plays music into the
instrument to loosen its wood.
Side note: Marc Gallo, founder
and CEO of Studio Devil, views
apps as one of hardware’s best
advertising tools. As he put it,
“The app serves as a constant
reminder to the consumer to
make the traditional hardware
purchase when they’re able to.”

PRO APP-LICATIONS

he exception to Gallo’s point
is when the app’s an actual
instrument (i.e. Magic Fiddle).
And not all instrument apps are
settling for gaming-device status.
Take MorphWiz. Available for
$10, this grid-based instrument
for the iPad has garnered media
praise for its uniqueness and sub-
tlety. A video on the MorphWiz
website shows Jordan Rudess,
Dream Theater keyboardist and
co-creater of the app, playing a
surprisingly moving version of
“Somewhere Over The Rainbow”
using a sound resembling a Moog
keyboard in outer space.
“Mobile music making prod-
ucts may not have all the features
of computer-based tools, but they

really do allow you to go any-
where to write, record or perform
music,” said Line 6’s Block.
Within the pro audio industry,
a few apps have already gained
pro status. Gand praised the
StageMix iPad app accompa-
nying Yamaha’s M7CL digital
mixing console. The app gives
users remote control of M7CL
functions, specifically the moni-
tor mixes from the performers’
positions on stage. And Gand
said it’s a powerful enticement.
“The M7CL console is a
$20,000-$26,000 product,” Gand
said. “And [the app] allows us, as
dealers, to promote a major sale
to a church or theater or even a
traveling professional group, as
opposed to selling them a mic
stand mount or a cute little brief-
case that they can put their iPad
into that we can only make $12
on. It’s actually worth going out
and turning customers onto the
iPad to make a sale like this.”
Similarly, Front End Audio’s
Moon praised the new iPad app
for PreSonus’ StudioLive series
digital mixers, which, like the
Yamaha app, offers remote con-
trol over the console.
“That’s really strong,” he said.
“I think we’ll see some products
that actually don’t have much
of a control surface any longer.”

THE TEACHING MIRACLE
M iddle C Music’s Sislen, who

runs a lessons program with
approximately 400 students, isn’t
concerned about the plethora of
free music learning apps on the
market. She even called iDevices
“a miracle” as a teaching tool.
“[Teachers] can instantly pull
up seven versions of a song to
find out exactly what that kid
wants to play and then help
them to play that tune,” Sislen
said. “It’s an incredible, incred-
ible teaching tool and resource.
And they all use it.”




Here, IK Multimedia CEO
Enrico Iori made a convincing
pitch for his own company’s iDe-
vice accessories, stressing their
low cost to students and fami-
lies on a budget. “How do you
get a 12-year-old to invest in an
amp and pedals to encourage his
learning and his love of playing
the guitar when cash is tight?”
Tori asked rhetorically. “Offering
low-cost products like iRig and
AmpliTube for iPhone, iPod touch
or iPad is a great way to get him
understanding the concepts of
tone and building his first guitar
rig without breaking the bank.”

Sislen added that iDevices
don’t conflict with any services
or products at her store, includ-
ing her sizeable print music de-
partment — which accounts for
roughly 25 percent of her busi-
ness. And if iDevices do conflict
with print music one day, pub-
lishers may have a solution to
get retailers in on the action. Mel
Bay, for one, is currently work-
ing on a partnership for dealers
to offer its e-books through an
affiliate relationship. Company
President Bryndon Bay said the
service may be available as early
as this summer.

And while a 9 1/2-inch iPad
screen may be a little small for
reading piano music, chances are
consumers will start demanding
more virtual sheet music as the
format evolves — and that day
will likely come sooner rather
than later. People like their iDe-
vices, and their attention spans
aren’t getting any longer. As
Musiquip Product Manager Erik
Lind said, “With these iDevices
being one-stop shops for so many
functions, so much information, I
think we’re seeing to some extent
a reduction in attention span,
patience, etc. towards anything
that doesn’t fit into the iDevice
realm.”

— Zach Phillips
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RapcoHorizon iBLOX This instrument interface lets

It has a headphone jack and clip for attaching to
a belt or strap. MSRP: $49.99.
{rapcohorizon.com}

Alesis i0 Dock In essence,
the i0 Dock turns an iPad
into a recording system. It of-

tom power. MSRP: $399. {alesis.com}

Apogee Mike Standing roughly

as tall as an iPhone, this compact
studio-quality USB mic was designed
specifically for iDevices and Macs. It’s
made to record everything from vocals
to percussion. {apogeedigital.com}

r l A handheld condenser
microphone for iPhone,

iPod touch and iPad for

quality audio and vocal

recordings on the go. MSRP:
$59.99. {ikmultimedia.com}

Line 6 MIDI Mobilizer “With lots

of great apps already available and

more being released all the time, MIDI

Mobilizer is the most affordable way
“ to turn your Apple mobile device into

a complete studio,” said Line 6’s Marc
Block. MSRP: $99.99. {line6.com}

Primacoustic Telepad “These allow the
devices to be mounted on a mic stand
for easy viewing,” said Primacoustic’s
Peter Janis. “Because they employ a
ball joint and adjustable tube clamp,
you can adjust the viewing angle to
suit.” MSRP: $35. {primacoustic.com}

PreSonus StudioLive Remote This free iPad app offers
wireless control of any PreSonus StudioLive mixer’s
channels, auxes, ef-
fects, subs and Fat
Channel processors.
{presonus.com}

users connect a guitar, bass or keyboard to an iDevice.

fers two XLR/TRS inputs with phan-

1 IK Multimedia iRig Mic

~
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iConnectivity iConnectMIDI iCon-
nectMIDI offers plug-and-play
capability between any MIDI
controller device and iDevice.
The unit also takes advantage
of multiple new CoreMIDI music
apps that let users play, record and
jam. MSRP: $199.99. {iconnectivity.com

Akai SynthStation49 This
full-featured keyboard is
a control for iPad and an

iPad performance tool. It

works with Akai’s SynthStation
software and offers direct MIDI re-
cording. MSRP: $299. {akaipro.com}

Studio Devil Guitar Amp App A
guitar amp simulator that features
Studio Devil’s popular amp model-
ing algorithms for the ultimate in
guitar tone. It’s available at the
iTunes store. {studiodevil.com}

Musiquip prime-
Vibe “[It] connects
to an iPod and breaks
in a guitar, violin or

other wood-based instrument by
vibrating user-selected music into
the soundboard,” said Musiquip’s
Erik Lind. {musiquip.com}

IK Multimedia AmpliTube iRig A best-sell-
ing guitar and bass input device for iPhone,
iPod touch or iPad that lets users jam any-
where. The unit comes with AmpliTube Free
software. MSRP: $39.99. {ikmultimedia.com}

Peavey AmpKit LiNK This box inter-
faces a guitar with an iDevice, so users
can take advantage of the AmpKit app.
The app features quality tones and the
CrossTalk Eliminator to eliminate feed-
back. MSRP: $39.99. {peavey.com}

K&M iPad Holder This unit can
clasp onto most any stand, and
the Prismatic Clamp offers a
wide swing range, making it
possible for every user to get
his or her desired position.

The swing movement can be
adjusted to swing easily or be
held firmly in place. {k-m.de}
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.. 1 HE RETRO
RESURGENCE

Cory Lake

hey just don’t make

them like they used to.

This goes for gui-

tars, drums and band

instruments. In no

uncertain terms, retro-inspired

gear has caught the eye of MI

consumers. Evidence of this was

rampant at the recent NAMM

show, where vintage-inspired

everything held its own against
cutting-edge technology.

“I think the MI trend to-
ward vintage-inspired gear is
a reflection of a greater, more
general retro-inspired pop cul-
ture movement,” said Erik Lind,
product manager for Musiquip.
“Elements of vintage have found
their way into music, design,
television and film.

“What’s interesting, though,
is that it’s cross-generational.
For older consumers, it is large-
ly born out of nostalgia. For
younger generations, I think the
vintage-is-cool vibe is, at least to
some extent, a counterattack on
the superficial, fast-paced, dis-
posable mass-marketing aspects
of much of today’s consumer
culture.”

An aging baby boomer popu-
lation has also had a major pull
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on the trend. Boomers are look-
ing for something to take them
back to the glory days. Vintage-
inspired gear and reissues are
music retailers’ ticket to tap into
that nostalgia.

“Every dealer should be ad-
dressing this marketing,” said
John Kelley, general manager of
Musiquip. “The trend is unde-
niable, and to ignore it is self-
defeating. Every manufacturer
has part of their line dedicated
to vintage-esque design. Though
I hate to, I quote Nickelback of-
ten. In ‘Rockstar’ they sing, ‘I
want a new tour bus full of old
guitars. That’s what every guitar
player wants but can’t afford.
These new instruments make
the dream somewhat accessible.”

Now better equipped to af-
ford the gear they couldn’t 20
or 30 years ago, boomers are
looking for that guitar they ogled
over when they were younger.

“[A guitar| with the look and
feel of a particular era or icon
holds great appeal because it lets
players have fun with creating a
sense of identity to align them-
selves with the music and musi-
cians that they admire,” said Cory
Lake, whose store, American
Guitar & Band in Maple Grove,
Minn., has had strong success
with Fender Relics because they
represent iconic rock guitars.

TIMELESS AXES

Dick Boak, artist and public
relations director for C.F.
Martin, believes musicians gravi-
tate toward vintage guitars partly
because of the way the instru-
ments change with age.

“A lot of people think that
older guitars are somehow better
than newer guitars,” Boak said.
“Certainly, as guitars get older,
they lose some of their moisture,
the lacquer cures and they open
up. The wood shrinks, and they
become lighter and more bal-

F
A Paiste Formula 602 series includes the same

.- acoustics designed in a traditional,

that have remained unchanged
over the past half century. {paiste.com}
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Budda V-20 The latest amplifiers
from Budda, including the V-20, are
outfitted with 6V6 power tubes and
a special thick alternative voicing
for mid-tone control that boosts
the mid frequencies, giving the
tone added cut and presence in the mix. {budda.com}

Reverend Pete Anderson
Model Reverend Guitars
partnered with Grammy win-
ner Pete Anderson for its first
hollow body. The guitar fea-
tures a retro look, satin finish
and vintage appointments.
{reverendguitars.com}

Seymour Duncan 35th
Anniversary Commemo-
rative JB Model, Jazz
Model Pickups “The 35th
anniversary commemora-
tive JB model and Jazz models are wound the
same as when we first introduced them as
production models in late 1970s,” said Seymour
Duncan’s Bill Leigh. {seymourduncan.com}

Gretsch Renown57 “Gretsch’s

new imported Renown57 kit is not
based on a vintage set or piece

of gear but on vintage auto,” said
Dale’s Drum Shop’s Rej Troup. “It’s
generating a lot of interest and
definitely has a ‘wow’ factor.” MSRP:
$3,010. {gretschdrums.com}

Ludwig Legacy Kits Ludwig’s Legacy
kits take players back in time with not

only their sound but also * =
their look. These cus- ¢

tom-built American- //*fq-

made drums feature  * b B
hand-selected North Hee
American hardwoods i
and a core ply of £ Iy
premium poplar, which yields warmth
and resonance. {ludwig-drums.com}

Fender Road Worn Series This line includes the Road
Worn Player series Stratocaster, Road Worn Player
series Stratocaster HSS and Road Worn Player series
Telecaster. All three models feature an alder body with
a lightly worn lacquer finish, a three-ply pickguard
and aged knobs. MSRP: $1,199.99. {fender.com}

¢

Paiste Formula 602 The reintroduced

Tanglewood Sundance Historic

sound and looks as the orginial. . X
Series “A collection of solid-top

The cymbals are made by hand
from the original Swiss CuSn20

bronze using traditional methods understated 1940s style, the gui-

tars feature an antique amber
finish and vintage-style chrome
tuners,” said Musiquip’s Erik Lind.
{tanglewoodguitars.co.uk}

The Music Link The Loar LO-16
The LO-16 combines a solid

top and small body style with a
vintage vibe. The guitar is avail-
able in both a natural and classic
black finish with ivory-colored
body binding and a vintage-style
white pickguard. {theloar.com}

Cannonball Vintage Reborn

Series “Cannonball has taken —=4#E
the sound and feel of vintage

horns and included modern keywork,
such as the capability to play the front
high F key by tilting the index finger rath-
er than having to lift it,” said Cannonball’s
Sheryl Laukat. {cannonballmusic.com}

Martin D-18GE Golden

Era The Golden Era D-18
recreation instrument is
modeled after the D-18
models made circa 1934.
The soundboard and interior
bracing features Adirondack
red spruce. {martinguitar.com} - —

P. Mauriat PMXA-67RCL, PMXT66-RCL
P. Mauriat’s latest vintage line includes
both an alto, PMXA-67RCl, and a tenor,
PMXT66-RCL (pictured). The saxophones
blend both a vintage look and sound with
modern mechanics and feature rolled
tones holes. {pmauriatmusic.com}
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anced, adding to their appeal.”

For Martin, Boak said the
plethora of vintage-inspired in-
struments was spurred on by its
custom shop in the early 1980s.

“We began to see custom
orders coming through for the
same types of models over and
over again,” Boak said. “They
were basically recreations of our
own guitars from the pre-war era,
or the Golden Era, as [Martin]|
trademarked it.”

In addition to its custom shop,
Martin offers many vintage mod-
els, including the D18 Golden
Era, which includes an Adiron-
dack spruce soundboard like those
used on pre-war Martins.

Affordability gives consumers
another reason to turn to retro-
inspired gear and reissues when
looking for a vintage fix.

“People are more interested

VINTAGE-INSPIRED GEAR""""

in the vintage market now more
than ever,” said Ashley Atz, PR
manager for The Music Link,
which offers vintage models in
its Recording King and The Loar
guitar lines.

“However, not everyone can
afford to buy a guitar from the
1950s, but many still recog-
nize that vintage instruments
are prized for their sound and
build quality. The modern manu-
facturer’s response has been to
build instruments that are true-
to-spec reproductions of those
classic instruments.”

Bobby Boyles, owner of Okla-
homa Vintage Guitar in El Reno,
OKla., agreed that affordability
is a major selling point for in-
spired gear.

“For wus, promoting the
vintage-based new products
is easy because we are Okla-

homa Vintage Guitar,” Boyles
said. “People come to us from
around the world to see vintage,
and we show them both. Lots
of times, they buy the vintage-
inspired items because they have
the look they like and the sound
they like but also the price they
like.”

Cost aside, getting customers
to play the guitars and honing
in on their vintage qualities and
components are ways American
Guitar & Band’s Lake approach-
es selling vintage-inspired pieces.

“We insist on getting guitars
into people’s hands,” he said. “If
someone wants to buy a guitar
that looks identical to a vintage
instrument, we focus on the de-
sign details and explain exactly
what features are the same as
the original and which elements
are updates.”

ICONIC SKINS

he drum industry has been

ahead of the curve in the vin-
tage market. Most manufacturers
have always offered a vintage set
or vintage finish in their lines.

“Ludwig, for example, has
never gone away,” said Rej
Troup of Dale’s Drum Shop in
Harrisburg, Pa. “It’s hard to get
a more vintage-inspired drum set
than its Classic Maple or Legacy
kit in a vintage wrap.”

Grestch Drums also continues
to turn out vintage shells every
year. “Having something classic
and vintage is different,” said
John Palmer, product manager
for Gretsch Drums. “It’s been
so far removed in many cases
that it looks like it is a fresh
perspective.”

Gretsch recently released its
Renown57 kit, which incorpo-
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rates such iconic car design ele-
ments as a Motor City blue finish,
an aluminum triangular teardrop
painted white with raised beveled
chrome edges and an embossed
chrome Gretsch logo, resembling
the “hood ornament.”

“Gretsch drums are so based
in history and are so respectful
of history,” Palmer said. “Our
drums are revered from the 1950s
and before. So, we really keep
our recipe for vintage drums
the same.”

Paiste Cymbals has a similar
recipe. In 1996, it introduced
the Traditionals line, which
included cymbals that recre-
ated historic sounds. In 2005,
it reintroduced its Giant Beat
and, in 2011, its Formula 602.
Ed Clift, vintage product man-
ager for Paiste America, said he
believes keeping adequate stock

\\\\H\\\\\H\\\\\H\\\\\H\\\\H\\\\\H\\\\\H\HHHHHHHHH\HHVINTAGE-INSPIRED GEAR

levels is important for selling
these products.

“Keep stock levels at one to
show, one to go,” he said.

RETRO HORNS

he retro-inspired trend has

stretched to band instru-
ments, as well. Saxophones
that feature retro lacquer fin-
ishes and vintage sounds have
always had a strong following,
but lately, suppliers have seen
a rise in interest.

“Perhaps it is that we want
something unique and different
than the modern and trendy,”
said Sheryl Laukat, CEO of Can-
nonball, manufacturer of the
Vintage Reborn series, which
improves on the intonation of
its original vintage horns.

Kerry Klingborg, general
manager for Antigua Winds,

TREND SEGMENTS

which recently released the
Antiqua Pro Saxophone 4240
with antique finishes, stressed
that display is critical to selling
vintage horns, for example, at
the front of the store or mixed
in with the biggest sellers.
“Have it in stock,” Klingborg
said. “It’s been a trend to clear the
shelves in past years. I think as
the economy recovers, the built-
up demand is important because
if people don’t find it in your store
they’ll find it elsewhere.”

NOSTALGIA’S A FUNNY THING
Creating a display that takes

customers back in time can
be a powerful merchandising
technique. “Use the power of
context and nostalgia,” said Jus-
tin Norvell, product director for
Fender. “Placing a ’52 Tele on
the wall by itself is one thing.

“THESOURCE |

“Dress the display up with
iconic photos of key artists play-
ing similar-looking models and
you create context where you are
tapping into a more emotional
and aspiration place with the
consumer.”

American Guitar & Band’s
Lake mentioned that nostalgia
connects musicians to history.

“There are two major types
that come in [looking for vintage
gear|,” he said. “There are those
that want a vintage instrument
but may not have the money and
those that like the look and enjoy
being connected to something
nostalgic.

“Whether a guitar is replicated
with great attention to detail or
dreamt up through an idealized
sense of the past, it is a way to
access musical history.”

— Katie Kailus
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Scott Maxwell

t the risk of sound-
ing like his father,
Jerry Perron said
kids these days have
it easy.

The owner of The Music Cen-
ter in Brunswick, Maine, recalled
his middle school years and the
discovery of the Boss DS-1 distor-
tion pedal. At the time, it was a
techno marvel and let him sound
like Ace Frehley. But nowadays,
new guitarists have a plethora
of sounds and effects at their
fingertips to help them explore

I MUSIC INC. | MAY 2011

TREND SEGMENTS

tone and learn music — all of
which Perron believes speeds up
the learning process.

“If you wanted to get an echo,
you had to get a separate pedal,”
Perron said. “It’s pretty amaz-
ing [with current amps| to go
from a Fender Twin sound and
switch the button and it sounds
like a [Marshall] JCMS800. The
emulations have gotten so close.”

And tone modeling of vin-
tage tube amps is just one of
many features found on today’s
amps. Such units as the Fender
G-Dec and Line 6 Spider Jam
offer robust built-in added value,
including on-board CD-quality
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recording capabilities, USB con-
nectivity to access bundled re-
cording and educational software,
sharing abilities, and hundreds
of effects and artist presets.
“People wanting electronic
products that have a tremen-
dous amount of functionality
is a big deal in our lives today,”
said Shane Nicholas, senior
product manager for Fender’s
amp division. “A large section
of our consumer base that wants
to buy a guitar amplifier is not
satisfied anymore with an amp




with three knobs on it and a fuzz
box. But given our history, we
still have a large segment that
wants to buy tweed and Black-
face tube amps from us because
of the great music that has been
made with them. The trick is to
keep that historic flame alive but
also realize that everyone has a
cell phone in his or her pocket
that takes photos and holds music
and show that we’re not afraid
of technology.”

ROBUST TEACHING TOOL

S cott Maxwell, store manager
of Reno’s Music in Fishers,
Ind., said this new generation of
amps offers great teaching tools
that let fledgling musicians ex-
plore sounds without having to
spend a fortune on pedals.

“A lot of beginners might not
know what a lot of the effects
are,” he said. “They now have
them at their disposal with these
new amps, so they get to learn
how a tremolo differentiates from
a flanger. They’re learning about
all of the effects, and that goes
toward building trust with the
customer. After a couple of years
when someone is in his first band
and wants a stage amp, he knows
what specific pedals he’s going
to want at that point.”

Maxwell added that his com-
pany’s big in performance-based
education and has advocated Hal
Leonard’s Play-Along series.
When the publisher teamed up
with manufacturers, such Fender
and Roland, to make the Play-
Along books compatible with
their amps, Reno’s outfitted its
seven guitar rooms and larger
classroom with Fender G-Decs.

“The two of them joining
forces was a perfect match for
us,” Maxwell said. “The Play-
Along books come with SD cards
loaded with songs and the ap-
propriate tone. It changes the
student’s whole experience of

“The G-Dec
has been a big
help in launch-

ing some of our
classes and
group lessons.’

learning to play. No matter what
the student might be playing,
you can adjust the tempo. It
makes the learning process more
efficient, so they progress faster
and it’s more fun.

“The G-Dec has been a
big help in launching some of
our classes and group lessons.
They’re essentially little rock
bands, and the G-Dec is a big
part of their personal practice
and getting the material together.
It brings in more teaching rev-
enue, which is more and more
important for everyone.”

NOT JUST FOR STUDENTS

ohn Rosborough, owner of
Sound of Music in Kokomo,
Ind., said students aren’t the only
demographic benefiting from the
G-Decs and Spider Jams of the
world. These amps also open up
new opportunities for amateur
recordists and guitarists in bands.
“It gives the enthusiast the
opportunity of going to a com-
puter and layering and putting
down tracks, so they can make
their own CDs,” Rosborough
said. “It’s very helpful to have
bandmates who are learning a
new song to be able to hear a
product that they can put to-
gether and rehearse off of.”
Pinkston Music in Gulfport,
Miss., caters to the $795-and-
under market and sells 30-40
Line 6 Spider IV 15s per month
to entry-level players. But ac-
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Fender G-Dec This amp includes USB
connectivity for high-quality, low-
latency audio output and for engaging
the Fender Fuse software application.
This allows for on-screen parameter
control, deep editing, unlimited preset
storage, online preset swapping with
the Fender Fuse community and free
Fender artist presets. {fender.com}

Line 6 Spider Jam The Spider
Jam offers more than 350
artist-created and song-based
presets, 12 original amp models,
seven Smart Control FX, and more
than 100 endless jam tracks by
session musicians. The looper
features up to 24 minutes of
CD-quality recording time, and the
Spider Jam offers a mini stereo
MP3/CD input. {line6.com}

Vox JamVox This package lets users
import their MP3/iTunes libraries or favorite
CD tracks. Using proprietary technology

by Korg, guitarists can extract solo guitar
parts or reduce and essentially mute

guitar parts from any prerecorded track.
Plus, guitarists can then record their own
guitar performances. {voxamps.com}

Roland AC-33 The amp’s on-
board phrase looper lets users
record and loop up to 40 seconds
at a time. Users can jam over gui-
tar riffs or incoming audio from
the aux input. The AC-33 also
offers battery-power capability,
running on AC power or eight

AA batteries. {rolandus.com}

Orange OPC This unit is

a PC housed in an Orange
cabinet. It boasts stereo
twin JBL 6 1/2-inch speak-
ers, an Intel i3-540 3.06
GHz Dual Core processor
with 4 GB of RAM, a 500-
GB hard drive and a slot-
loading DVR drive. The OPC
comes preloaded with soft-
ware, including the Orange
Edition of PreSonus Studio
One. {orangeopc.com}
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Jerry Perron

cording to owner Jim Pinkston,
seasoned players 30 and over
usually go for the Spider Jam.
“They’re married, they’ve got
two kids, they’re not 23 anymore
with a bunch of guys coming
over to drink beers and jam, but
they still want to play guitar,” he
said. “It’s $400. It has a record-
ing studio where you can plug a
microphone into it, a keyboard,
a bass — anything you want to
with an endless loop station.”
Reno’s Music’s Maxwell also
said he often sees tone connois-
seurs choose G-Decs and Spider
Jams. “A seasoned player who
knows stage volume knows why
they want a ’65 Deluxe Reverb
instead of a modeled version,”
he said. “But even a seasoned
player like that could be swayed
when they say, ‘Well, this is
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just for rehearsal, practicing or
composing’ Then they look at
all the other sounds, software
and everything that you can do
with it. There are many reasons
why they might prefer it. Plus,
it’s less expensive.”

At The Music Center, Perron
said working musicians regularly
come in who play in cover bands.
Over the course of a gig, they can
cover ground from Skid Row to
The Beatles to Alanis Morissette.

“Nothing beats having the real
thing, and it would be great to
own 30 amps from the vintage
market,” Perron said. “But it’s not
like it used to be where you had a
rack full of different processors.
Everything is all in one unit.”

And for a robust recording
experience, musicians will soon
have to look no further than Or-
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ange’s OPC, which is essentially
a PC built into an amplifier cabi-
net. The OPC features a 500-GB
hard drive, Intel 3.06 GHz Dual
Core processor, 4 GB of RAM,
wired ethernet and Wi-Fi, and
twin JBL 6 1/2-inch speakers
housed in an Orange cabinet.
It also comes preloaded with
more than $1,000 of software,
including the Orange Edition of
PreSonus Studio One.

The OPC has generated in-
terest outside the MI industry
— guitarist Tiago Della Vega
demonstrated the OPC’s power
and broke his own world re-
cord for fastest guitar playing at
January’s Consumer Electronics
Show in Las Vegas — but Orange
has dubbed the amp the “musi-
cian’s personal computer.”

“More people are getting on-

line, and in the digital age, music
is way more accessible with the
launches of sites like MySpace
and YouTube, along with MP3
sharing,” said Charlie Cooper, Or-
ange OPC project leader. “Sharing
music is much easier to do. It’s
much more important now that
everything you create is available
digitally. With studio rates get-
ting more and more expensive,
more people are turning to home
recording. It makes sense to have
an all-in-one unit that simplifies
the entire process.”

DON’T OVERWHELM

With so many features, these
amps can easily overwhelm
customers. Perron recently visited
a chain store and said he saw a

salesman bombarding a customer
with information unrelated to

a question about how George
Harrison got his tone.

“Learn the product, but be able
to read the customer,” Perron said.
“When the customer comes in and
asks, ‘Why do I want this amp?;
show them it’s because it can give
them the sound they want. Dial
it in right away or get close. After
they goof off for 5 or 10 minutes,
that’s when you can jump in and
say they haven’t even opened up
the hood of the car yet.

“When you take that route,
by the time you’re done talking,
the customer isn’t overwhelmed.
If you overwhelm someone, they
shut down and get the deer-in-
the-headlights look. But if you get
them interested, the amp is going
to sell itself in a few minutes.”

Rosborough stressed that deal-
ers need to be polished when

demonstrating these amplifiers,
but they also allow him to take
off his salesman’s hat.

“Put about eight bars of some
well-known songs together really
quickly, and then put the guitar
in their hands and say, ‘Take
off}” he explained. “When you
hit a button and it sounds like
one of your favorite artists, you're
instantly gravitated to practice
more and learn more songs. Once
you get someone passionate and
excited about sharing music they
have made themselves, they are
going to grow as a musician.

“That’s what these amplifiers
bring. It’s not only a polished
sound, but it’s a learning tool.
And that’s why we’re in this busi-
ness — to help these players get
to the next level.”

— Jeff Cagle

DV CHI Tenor
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THE ULTIMATE ADD-ON

t’s something every musician needs and
something every music retailer can sell:
the almighty tuner.
It has add-on power that makes it a
sure-fire sale. And the recent surge in new
brands, models and features has grown the
market, which features tuners in every price
range for every player.

“Nearly every dealer has a customer for
tuners,” said Joe Gilmartin, tuner product
manager for Korg USA. “Tuners are an ex-
cellent high-margin attachment sale for a
very broad customer base. Plus, as players
gain experience, we find they graduate to
more advanced tuner products. Our most
successful dealers stock a variety of tuner
formats and price points.”

“Regardless of the type of instrument,
players today use tuners,” said Brian Vance,
D’Addario’s manager of product manage-
ment. “Combo stores, band and orchestra
dealers, even drum shops all should stock
tuners, especially if you have lessons. Based
on the types of customers or musicians a
store attracts, there should be a mix of stand-
alone, clip-ons, metronome tuners and pedal
tuners to meet the various needs of your
customers.”

CLIP-ON CRAZE

G] one are the days of balancing bulky
tuners on your knee. In the past year,
the market for clip-on tuners has doubled,
according to Vance. The simplicity and com-
pactibilty of these models have made them
hot sellers and ideal for musicians on the go.

“[Clip-ons] are huge items,” said Myrna
Sislen, owner of Middle C Music in Washing-
ton, D.C. “I sell boxes of them every week,
close to about 30 or 40. They are a really,
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Ray Aleshire

really easy and important way for people to
enjoy their instruments.”

Sislen said the Crafter TG-200H, which
retails for $24.95, is a strong seller. The tuner
offers a microphone and bright screen that
features an orange-green color scheme when
going from out of tune to in tune.

For a music lessons-based operation like
Sislen’s, tuners can also help strengthen re-
lationships with teachers.

“Retailers have quickly gained the sup-
port of teachers through tuners,” said Joe

Arias, vice president and general manager of
Crafter. “Giving a student, or any beginner,
the ability to tune quickly and accurately
focuses more lesson time on making music.”

Neil Lilien of Meisel Accessories, mak-
er of the MCT-8L clip-on, said the small,
portable size of such tuners adds to their
appeal, especially for traveling and gigging
musicians.

“Clip-on tuners are hot because of their
easy-to-store size, speed, accuracy and reason-
able price,” Lilien said. “Many are equipped



with a built-in microphone in
addition to the vibration sensor.”

CLIP-ON, CLIP-OFF

Pitehing a tuner doesn’t re-
quire special tricks or selling
tactics. Ray Aleshire, purchasing
department manager for Lansing,
Mich.-based Elderly Instruments,
uses his store’s website and cus-
tomer e-mail lists to promote the
category.

“We include tuners in our
usual e-mails to our customers
whenever [tuners| are on sale,
which is fairly often,” Aleshire
said. “Also, we list them as fea-
tured items and as suggested
add-ons for most instruments
on our website.”

Aleshire also makes sure to
cross-promote tuners alongside
instruments on the show floor.

“The tuners we actually use to
tune our instruments are in our
showroom,” he said.

Keeping instruments on the
floor in tune is essential to value-
added retail, and keeping tun-
ers near those instruments lets
customers see firsthand how the
tuners function.

“Having well-tuned instru-
ments hanging from the walls
sells more instruments,” said
Chris Labriola, designer for
Peterson Electro-Musical Prod-
ucts. “When a customer tries an
instrument, the first strum can
determine whether they keep
playing it or if it goes back on
the wall.

“When a salesperson tunes a
new instrument before casing it
up for a customer, it reinforces
the important role of a tuner in

TUNERS m

‘Clip-on
tuners are
hot because
of their easy-
to-store size,
speed and
accuracy.’

assuring that the instrument
always plays and sounds at its
full potential. At that moment,
a tuner is as easy of an add-on
as is the case.”

Bobby Boyles, owner of Okla-
homa Vintage Guitar in El Reno,
OKla., carries a tuner around in
his pocket.

“It’s just so easy to keep in my
pocket now, and anytime some-
one wants to try a guitar, banjo
or mandolin, I clip the tuner on
the instrument and tune it for
the customer,” he said. “This
becomes a subtle sales demon-
stration of the tuner, and I just
close with, ‘By the way, this tuner
model is only $19.99 this month’
This gives me a tuner sale a high
percentage of the time, even if
we don’t sell the guitar.”

Snark Tuners’ Steve Ridinger
suggested using sales staff as clip-
on models.

“Store employees can attach
one to a name badge or clothing,
and when a customer asks to try
an instrument, such as a guitar,
the employee can hand them the
tuner and suggest they tune it
before playing it,” Ridinger said.

Strin

SWING

&
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m TUNERS

SIX STRINGS, ONE STONE
’:or the musician who wants

a faster tuning system, poly-
phonic tuning now lets players
tune all strings at once.

TC Electronic’s Polytune burst
onto the scene last year, giving
musicians the opportunity to
tweak their tunings easily by
strumming all six strings at once.
DigiTech’s answer to polyphonic
tuning, the HardWire HT-6, was
introduced at this past NAMM
convention. It includes a player-
intuitive display that features 90
LEDs, 15 per string, so users can
quickly see which strings need
to be tuned.

“With the introduction of a
new type of tuning technology
and products that let players
tune all six strings at once, the
market is beginning to change,”

‘When
polyphonic
tuners were
introduced,
tuner sales
began to shift
away from
big brands.’

said Scott Klimt, marketing man-
ager for DigiTech. “For years,
the tuner pedal market had been
dominated by two or three dif-
ferent brands. When polyphonic
tuners were introduced in 2010,
tuner sales began to shift away

from those big brands.”

Klimt stressed that these poly-
phonic tuner pedals are ideal for
gigging musicians.

“Once customers realized for
the same price they could get
more features in a product that is
easier to use without sacrificing
quality, polyphonic tuners began
to take market share away from
the biggest established brands,”
Klimt said.

IREVOLUTION-PROOF

With the iRevolution in full
swing, free iPhone, iPod
and iPad tuner apps have flooded
the market. Nevertheless, many
manufacturers and retailers don’t
view them as a threat.

“The fallout I’ve seen from
tuner apps is people coming in
and saying, ‘I tried that tuner app,

and it sucks,” Middle C Music’s
Sislen said. “So I have not had
people saying they don’t need a
tuner because they can do it on
their phone. They may try it on
their phone for a little bit, but
they come in and buy a tuner
after that. [Physical] tuners are
much, much easier to use and
much better.”

With technology continuously
advancing the way business is
done, tuners are a staple that
continue to sell.

“The first millionaire in
California during the gold rush
wasn’t a prospector,” DigiTech’s
Klimt said. “It was the guy sell-
ing shovels.

“Every miner has to have a
shovel, and every guitar player
has to have a tuner.”

— Katie Kailus

Li

INSTRUMEN

Chesbro Music Company is a successful
100-year-old, family-owned wholesale
music distributor of music instruments,
print music, accessories and gifts.

Illuil; Co.

1800, CHESBRO
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Barcus-Berry Sync Clip-0On This
unit features an illuminated LCD
display and two tuning modes.

It boasts fully adjustable clip-on
mounting with silica gel clip pads
to protect the instrument. The

unit also includes five tuning

- selections, including chromatic,
guitar, bass, violin and ukulele.
MSRP: $39.95. {barcusberry.com}

Crafter TG-200H “This is a
great product at a great price,”
said Middle C Music’s Myrna
Sislen. “You can’t say ‘no’ to it. A
pitch pipe costs almost as much
as this tuner does. It’s small,
inexpensive and, most of all, it
works. I've sold boxes of these.”
MSRP: $24.95. {crafterusa.com}

SHS Tune Tech Orb The com-
pany’s new Orb tuner was named
for its simple ergonomic shape.
Features include in-tune color
changing, one-button configura-
tion, 360-degree viewing and

a scratch-resistant
rubberized finish.

MSRP: $14.99. {shsint.net}

John Hornby Skewes

SpongeBob SquarePants Clip-On

Tuner SpongeBob SquarePants even

has his own tuner: the SBTO01. This

clip-on is fully chromatic and clips

easily to any instrument. With a full

12-note range, the SBTO01 lets users
tune any instrument
and features a blue

e backlit LCD display for

any angle. {jhs.co.uk}

Peterson Tuners “The Stro-
boStomp Classic is the newest
pedal tuner in the Peterson
line,” said Peterson’s Chris
Labriola. “Offering 1/10th-cent
accuracy, an extremely rugged
build and a built-in active D1
XLR output, this pedal tuner is
perfect for the regularly gigging
guitarist or bassist.” MSRP:
$69. {petersontuners.com}

TC Electronic Polytune
Polytune provides a quick
overview of the pitch of all
strings — ideal for live settings
and gigs, where it’s essential
to tune quickly. It features 17

polytune
LEDs, which offer super-bright, ———
focused color to ensure optimal 0 =2
visibility. {tcelectronic.com} :

tc electronic

Korg AW-2 The universal clip-on
chromatic tuner attaches direct-
ly to any wind, brass or string in-
strument. A double ball joint allows

for multiangle positioning with greater
mobility for the display. An energy-sav-
ing auto mode automatically switches
to the low-power soft mode when
no sound is present. {korg.com}

DigiTech HardWire HT-6 Poly-
phonic This polyphonic tuner
features a large LED display that
uses 90 LEDs to show the tuning
status of each string. It boasts
five different tuning modes

and true hardwire bypass that
guarantees the pedal won’t affect
the tone when off. {digitech.com}

|
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Planet Waves Tru-Strobe
Daddy’s Junky Music’s Lew
Ditommaso praised this pedal
tuner’s heavy-duty construction,
adding that it has “a huge display
that is extremely stable and easy
to read in both darkened and lit
rooms.” {planetwaves.com}

Snark SN-1 “They work great,
the tracking is fast and accurate,
and they are easy to use with a
variety of useful features,” said
Elderly Instruments’ Ray Aleshire.
“They are very affordable. Plus,
they look cool and have a very
catchy name.” {snarktuners.com}

Cherub Technology Metro-Tuners
Cherub’s entry-level tuner
and metronome line now
includes three clip-ons and
two Metro-Tuners. They
use proprietary software to

make tuning quick and accu-
rate. {cherubtechnology.com}

new from

KickPort!

KickPort in Chrome and Gold

CajonPort

ur drums sound Obese

LKickPort.com
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ews flash, analog
wireless  system
manufacturers:
Guitar players don’t
want to break up.
They just need some space.
“Analog wireless microphones
are still using 75-year-old FM
radio technology,” said Don
Boomer, wireless sales engineer
for Line 6. “The same system
that’s in your car is what’s being
used for analog wireless mics.”
That said, digital wireless isn’t
exactly a newcomer to the wire-
less category either. Many of the
systems exhibited at The NAMM
Show 2011 were actually second-
and third-generation models of
decade-old products. But times
and technologies are changing,
and recent actions by the Federal
Communications Commission
(FCC) have convinced music
retailers to revisit the market.
And it’s a broad market, with
a wide spectrum of users.
“Usage is no longer a ca-
sual one-size-fits-all decision,”
said Kevin Peckham, product
manager for Full Compass of
Madison, Wis. “Factors of ap-
plication, locality, confidentiality
of program material, duration of
use and sonic performance must
all be carefully weighed to make
an optimum choice of product.”

Kevin Peckham

SPACE INVADERS

Super Wi-Fi, broadband,
smartphones — these aren’t
just 21st century buzzwords.
According to Boomer, these
dominant consumer technol-
ogy forces will be responsible
for the death of analog wireless
altogether. And this isn’t the only
area where the wireless indus-
try’s seeing changes.

“The spectrum is getting

I MUSIC INC. | MAY 2011



crowded with digital television
stations because the stations
that were in the 700 MHz band
moved down to the remaining TV
band,” said Chris Lyons, manager
of technical and educational com-
munications at Shure. “The bus is
getting a little bit more crowded,
and there are more people who
want to get on the bus.”

In turn, manufacturers have
taken a second look at other parts
of the spectrum.

“Digital is a good alternative
to UHE,” said Ryan Clement, gen-
eral manager and vice president
of Grandma’s Music & Sound in
Albuquerque, N.M. “Just looking
ahead, digital seems to offer bet-
ter sound quality and less chance
of FCC-related issues.”

He added that informing con-
sumers of recent changes is the
most effective way to promote
and sell the category.

Digital wireless also elimi-
nates region-to-region interfer-
ence inconveniences. Peckham
said Full Compass markets to
“those who must operate with
extremely high reliability in dif-
ferent locations,” such as touring
bands. Here, digital is a godsend
for music retailers looking to
limit the number of SKUs in
their wireless sector. This goes
for online dealers with national
customer bases, too.

“One thing that’s nice about
[digital wireless] is that there are
fewer SKUs to stock,” Lyons said.
“The same SKU, the same unit,
is sellable to customers through-
out North and South America.
With the analog system, when
somebody calls, you have to say,
‘OK, where are you? You're in
Denver? You need this particular
SKU!. And let’s hope that dealer
has one in stock.”

TONE GENERATORS

ith the digital wireless
market coming of age,

several retailers are
targeting the most
unexpected users
of all: instrumental-
ists. This group often
finds the category
particularly attrac-
tive due to digital
wireless’ lack of com-
panding technology.

“We’re focusing on
customers who have
a need for improved
wireless sound qual-
ity — guitar players,
vocalists, presenters
have been the most
receptive,” said GC
Pro Senior Account
Manager Dan Scal-
pone, who discussed
the Shure PGXD as
a popular, versatile
piece. “For an addi-
tional $50 cost from
the analog version,
you receive an easy-
to-use, clear-sounding
unit.”

Josh Snyder, pro audio depart-
ment manager at Drome Sound
in Schenectady, N.Y., explained
that instruments are character-
ized by a larger range of high and
low frequencies than vocals. He
said he believes digital wireless
better emphasizes these differ-
ences. And he, like many retail-
ers, abides by a what-you-play-
is-what-you-get mantra when
selling the category. This grabs
the interest of guitar and bass
players coveting the uncompro-
mised tone of their axes, as op-
posed to a more processed sound.

“QGuitar players are usually
very particular about their tone,”
Snyder said.

“With guitar, you get a bet-
ter transparency, you get more
clarity,” Lyons said, adding that
he emphasizes the improved dy-
namic range and lower noise floor
when selling digital wireless

TREND SEGMENTS

systems. “It results in a more
realistic, lifelike rendition of the
sound.”

According to Snyder, the
digital component isn’t even the
biggest selling point. When quali-
fying a guitarist, for instance,
he mentions the cable modeling
feature of the Line 6 Relay G30,
which lets users dial in preferred
cable length.

Lectrosonics Director of Busi-
ness Development Karl Winkler
said his company has had tre-
mendous success with “general
purpose” systems. Still, he men-
tioned that the Quadra digital
in-ear monitoring feature gives
the system unique selling power.

Boomer added that foolproof
sync-and-scan functions make
digital wireless extremely prof-
itable for MI rental outfits.

“You send these things out
to schoolteachers, and you don’t

“THESOURCE |

John Nady

‘Looking ahead,
digital seems
to offer better
sound quality
and less
chance of FCC-
related issues.’

have to have any more ability
than to turn it on,” Boomer said.

PICK YOUR BATTLES

Digital wireless isn’t for ev-
eryone, though. According
to Lectrosonics’ Winkler, music
retailers must evaluate the advan-
tages and disadvantages of each
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Brace Audio DWG-1000 Brace is a relative up-
and-comer, but its DWG-1000 guitar system has
been revered by music retailers and audio afi-
cionados alike. It has 2.4-GHz frequency opera-
tion, and the system can accompany up to 12
systems at once. The unit features 10-15 kHz
frequency response and an all auto channel lock
system for minimal dropouts. {braceaudio.com}

Line 6 XD-V70 Wireless Microphone Essential for cable-free
flexibility, Line 6’s anti-jamming technology prevents dropout and
interference. Operating in the 2.4 GHz range, the XD-V70 features six
microphone models, letting vocalists channel
the tones of their favorite mics. “With its
tone modeling and engineering capabilities,
it really gives you a lot in its price range,”
said Drome Sound’s Josh Snyder. {line6.com}

Nady DW-2 Set to ship this spring,
Nady’s DW-2 brings the digital wireless
phenomenon to consumers at an afford-
able price point. “[The DW-2] offers the
key advantages of digital wireless: ease
of setup and operation, less potential
interference, and quieter dropouts,”
said Nady’s John Nady. {nady.com}

Shure PGXD Series Shure’s 24-bit, 48-kHz flagship system offers 10 hours
of battery operating time and can support five systems simultaneously. The
bodypack transmitter works in conjunction with any guitarist’s rig and forgoes
the inconvenience of syncing and scanning for frequencies. {shure.com}

—— -~

S 2

Lectrosonics

Line 6 Relay G50 Inspired by the
uncompromising tone of a high-
quality cable, the Line 6 Relay G50
system offers digital channel lock for
interference-free performance. Along
with its license-free 2.4-GHz broad-

the system’s Cable Tone Simulator
lets users dial in cable length and
not have to mess with amplifier
tone settings. The pedalboard
receiver lets players activate
the system straight from
their setup. {line6.com}
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cast range and 12-channel selection,

e @
Quadra Lectro-
sonics stretches By parns-
the boundaries
of in-ear moni-
toring technology
with the versatile
Quadra system,
which operates in the
902-928 MHz band
with 1-millisecond
latency. With multiple
knob and channel con-

figurations, users can tailor the system set-
tings to their own liking. The M4R belt pack
diversity receiver and M4T half-rack trans-
mitter also combine four channels for intui-
tive, real-time operation. {lectrosonics.com}

system for effective sell-through.

“Considering any wireless mic, whether
it be analog or digital, as a perfect product
for everyone will backfire,” Winkler said.

For example, digital wireless is ill-suited to
large groups because only a limited number
of systems can run simultaneously. Wire-
less’ significant church and theater group
consumer base might leave retailers feeling
conflicted.

“If you’re a theater group and you need 15
or 20 systems onstage, then obviously [five
channels] are not enough,” Lyons said. “So
for some people, it’s an absolute blessing,
and for others, it might not be suitable.”

‘The emerging new
digital wireless cat-
egory creates a buzz,
which can spur sales.’

Still, retailers can effectively promote
the digital wireless category without fear
of returns. As Peckham explained, just ask
questions.

“Are you operating in crowded RF envi-
ronments?” he said. “Are you plagued with
performance issues? How many channels of
wireless do you need? What is the minimum
battery life you can tolerate?

“The answers will either point toward
or away from digital solutions.”

According to Nady Systems CEO John
Nady, point-of-purchase materials and “pro-
active salesmanship” are tried-and-true
marketing methods. He also suggested that
retailers stock their stores based on price
point and offer value systems along with
high-end-performers.

“New technology is always attractive to
customers, as it implies progress and better
performance,” Nady said. “As with the intro-
duction of UHF 20 years ago, the emerging
new digital wireless category creates a buzz,
which spurs sales and can entice consumers
to upgrade their equipment.

“With increased sales will come techni-
cal improvements and better pricing, hence
better value, and digital wireless will become
a more significant part of the wireless mic
market.”

— Hilary Brown
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Craig Merrick

THE HOBBYIST DJ

Js are the new rock
stars.  Everybody
wants to be one.

Look no further
than the popularity
of electronic music. Rock bands
are recruiting onstage scratchers.
DJ Hero has become a household
name. It’s a driving force in to-
day’s mass media, and music
enthusiasts are forgoing the ax
in favor of the turntable. Vestax
Associate Product Manager Joe
Jack Giocopelli even called the
DJ sector “the fastest growing
segment in the music industry,”
and he’s not alone.

“The digital D] market is
exploding right now,” said
Michael Parker, segment and
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planning manager for retail at
Avid. “We’re seeing compounded
annual growth rates of over 40
percent.”

However, D] manufacturers
have fallen victim to another
sign of the times: the faltering
economy. Entry-level hobbyists
are seeking to get their feet wet
in the burgeoning D] mainstream
without substantial investment.
They’re looking to cut costs with-
out cutting corners.

“Nobody has any money right
now,” said Bernie Fryman, owner
of Audiolines in Chicago. “You
can get everything for free. People
that want to be DJs aren’t DJing
with CDs anymore.”

It’s actually a blessing in dis-
guise for MI dealers. The upsurge
in the all-inclusive DJ unit — a
hybrid mixer/controller that typi-
cally retails for less than $1,000

— is a welcome addition for re-
tailers and especially for frugal
novice scratchers. Neophytes now
realize that entry into the world
of DJing requires little capital and
few repercussions, save for their
own computer.

“Having a low cost of entry
eliminates one of the barriers
for people who are considering
being a DJ,” said Adam Cohen,
director of marketing and busi-
ness development for Numark.
“When people find out that they
can actually perform a gig with
just a laptop, their digital music
library and a controller like the
Mixtrack that costs them less than
$150, it can be an eye-opening
experience.”



SELLING TO THE NON-DJ

or Aaron Rathbone, vice presi-

dent and general manager of
Dirt Cheep Music in Smyrna, Ga.,
selling all-in-one units means
forgoing the word “economical”
altogether.

“We present the idea that
value is more important than
pure economy for the discerning
purchaser and then demonstrate
the value can exceed the price in
our product selection,” he said.

Rathbone said he had tremen-
dous success with the Numark
product family in 2010. He at-
tributed the popularity of the
company’s Mixtrack controller
to its contradictory construction:
a compact chassis with a pro-
quality feature set.

“DJ customers of all kinds
want smaller, lighter, easier
and more powerful products,”
Rathbone said. “They’re willing
to replace the idea of economy if
the idea is presented well.”

So what does it mean to sell
to a start-up DJ? It means over-
emphasizing effortless assembly,
particularly when the new DJ
is a seasoned instrumentalist
looking to integrate the piece
into a pre-existing rig. And ac-
cording to Sweetwater Director
of Purchasing John Grabowski,
it means giving customers out-
of-the-box convenience without
sacrificing quality.

“These customers prefer a
single integrated DJ system rather
than separate components, but
they still want well-designed fea-
tures with solid construction,”
Grabowski said.

For Fryman, it also means a
lot of hand-holding and trouble-
shooting. His best-selling prod-
uct in this range, the Denon
DN-MC6000, comes with the
Virtual DJ lite software bundle.
By installing the latest version
of drivers and software free of
charge with purchases, Fryman

saves the customer — and himself
— an unnecessary stomachache.

“For years, we would charge
an upcharge if a guy wanted to
install it on a computer,” said
Fryman, who now advertises the
free service on his website. “Ev-
eryone that took it home would

_IF

Bernie Fryman

Aaromthbone

bring us their laptops in three
days and say, ‘I want a refund’
We wound up having to save the
sale and do it anyway. It’s a lot
easier to be the hero in the first
place. The other thing is if retail-
ers are installing the stuff there’s
some value added.”

Fryman advised retailers to
discuss controller/mixers with
quality sound cards. Though the
96-bit, USB-compatible devices
drive much of his business, he
said many amateur setups usu-
ally aren’t equipped with DJ-
appropriate sound cards.

it FNTRY -LEVEL DI GEAR

J GEAR m

HEAD TO THE PROS

S tanton Group CEO Tim
Dowart said having seasoned
DJs on staff can better qualify cus-
tomers — even if they’re non-DJs.
Such pros can also keep retail-
ers savvy on the ever-changing
advances in the DJ community.

“It is crucial to leverage ac-
tive and connected DJs that
understand the needs of your
customers and can offer you
valid buying advice,” Dowart
said. “Remember that quite a
lot of DJ products have crossover
relevance to non-DJ shoppers.”

The tightly knit DJ commu-
nity is fueled by hearsay and
brand identity. Newcomers often
request a specific piece of gear
at the recommendation of some-
one else. Craig Merrick, owner
of Astro Audio Visual Lighting,
said he sells nearly 50 percent of

his DJ merchandise to entry-level
DJs. At his Glendale, Calif., deal-
ership, newbie misconceptions
about gear aren’t uncommon.

“When guys are neophytes
or totally unfamiliar with the
product, all they have to go by
is some friend,” Merrick said.
“One guy’s a sculptor and the
other guy’s a painter and another
guy’s a performance artist. It’s not
the same thing. Somebody can be
steered onto a product brand or
model that’s really good quality
but not necessarily for what they
want to do. You gotta get the right
thing for the right job. A qualified
salesperson can separate the hype
from what your real needs are.”

Hype isn’t always negative,
though. Brian Dillon, market-
ing director at Pro Audio Star
in Brooklyn, N.Y., attributed the
success of one of the store’s best-
sellers, the Vestax Typhoon, to its
reputation among DJs. Employees
have ably related the hype to DJ
newcomers who were looking for
a reputable yet functional unit.

“The Vestax Typhoon was re-
ally the trailblazer in this new
controller market,” Dillon said.
“There was an appeal because
the brand has a great boutique
following, and Vestax also really
represents DJ culture well. People
who use Vestax tend to be more
creative and into the technology
aspect of the product.”

But the advent of digital DJ
technology has led to accelerated
market changes. Hearsay in the
DJ community now travels and
dies more quickly.

“What might have previously
taken the market three to five
years to evolve now happens in
one to two,” Dowart said. “It’s
critical for retailers to partner
with innovative DJ companies
like Stanton to sustain category
relevance and increase customer
accessibility to new technologies.”

Sustaining category relevance
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Denon DJ DN-MC6000 Denon’s four-channel, eight-source
contribution to the all-in-one category offers real-time matrix
operation for up-to-the-minute response, along with an
abundance of MIDI effect controls. It also boasts the company’s
signature pitch bend keys and large buttons. {denondj.com}
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Native Instruments Traktor Kontrol $4 The company’s
ergonomic four-channel mixers offer a portable DJing
solution for amateur and mobile DJs alike. Compatible
with Traktor Pro 2 software, it packs a three-band EQ and a
Traktor-to-Xone-style switcher. {native-instruments.com}

oTARRETOR

Gemini FirstMix Audiolines’ Bernie Fryman qualifies this all-
inclusive piece as “inexpensive, but [it] works well enough to
launch an entry-level DJ on his career.” Newbies can en-
ter into the art of DJing with this two-deck-plus-mixer
setup. FirstMix offers two-band EQ, effects control and
touch sensitive jog wheels for natural response. {geminidj.com}

Vestax Typhoon Pro Audio Star’s Brian Dillon described
the Typhoon as not only a “great value” but one that’s
representative of DJ culture. “People who use Vestax
tend to be more creative and into the technology aspect
of that product,” Dillon said of the USB-compatible,
effects-driven unit. The Typhoon also features monitor-
ing, filtering and songlist control. {vestax.com}

Cheap Music’s Aaron Rathbone of the anticipated follow-up to
q-*? " Numark’s popular NS7. The four-channel, dual-platter unit ups NS7
- & : ) technology by adding high-definition, 3,600-click-per-rotation
- “ jog wheels; zero-latency control; direct access to beat skip;
e

H Numark NS6 “The NS6 should be a killer when it ships,” said Dirt

and Strip Search needle position indicators. {numark.com}

Numark Mixtrack The compact chassis,
popular Virtual DJ LE software and mid-section
mixer — honing cross and line faders and
advanced looping and effects controls — pack
big punch into a small package. {numark.com}

Stanton SCS.3d “With the
multitouch sensitive sur-

Pioneer DDJ-S1, DDJ-T1 Unlike its contemporaries,
face and USB connectivity, the USB-powered Pioneer DDJ series is compatible

it affords DJs unlimited with Serato ltch or Traktor Live. Along with tactile
mapping options to con- two-channel deck control, the
trol their favorite DJ system features alphabetic song
software without the and search functions, slip mode
traditional restric- for tempo-sustaining
tions of assigned effects control,
knobs and faders,” and intui-

said Stanton’s tive layout
Tim Dowart reminiscent
of the unit. of Pioneer’s pro DJ

{stantondj.com} rigs. {pioneerelectronics.com}
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also means careful purchasing. Hillary Hirche,
owner of The Midi Store in Sedona, Ariz.,
doesn’t take chances when it comes to buy-
ing hotly anticipated products.

“The best thing I can offer is buy early,”
Hirche said. “When a new item comes out
and if it has some groundbreaking or very
cool new features, it will sell out, and you
won’t be able to get it if you wait to order.
Invariably, if a product is a hit, you can get
an initial batch and then go through a long
dry spell when there are none around.”

GETTING IN TOUCH
Djing’s a tactile art, and packaged product

won’t impress customers seeking real-
istic turntable response. With all-inclusive
units, retailers unanimously agree that think-
ing “outside the box” is the best approach.
They use hands-on displays and customer-
accessible merchandising, sometimes even
bringing in guest DJs to demo the equipment.

Hirche regularly follows up with customers
and conducts surveys to determine in-demand
features, be it functionality, warranty or price.
At Astro’s MixLab, an audio learning center,
Merrick offers beginner-level instruction on
popular units, such as the Numark NS7. The
dealership also hosts in-store DJ competi-
tions, clinics and manufacturer-sponsored
networking events.

“Get them something even very basic that
they can put their hands on, that they can
get creative with, that they can get excited
about,” Merrick said.

By investing in experienced salespeople
and quality merchandise, a retailer’s DJ
department can flourish. Grabowski cited
“sound reinforcement, computer music pro-
duction, recording and even other musical
instruments” as potential add-ons.

Dillon also added that enthusiasm for the
entry-level category often catalyzes a first-
timer’s “love affair with music production.”

“A 16-year-old buying his first DJ control-
ler is often embarking on a lifelong career in
the music industry,” Dillon said. “If we can
satisfy him on that purchase, he will likely
come back in a few months when he decides
he wants some studio monitors or in a year
when he needs an interface or keyboard.”

Soon enough, Dillon added, “he is outfit-
ting new studio or starting his own venue.”

— Hilary Brown
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: rint’s not dead. Far
from it.

You wouldn’t think
so judging from hard-
luck headlines about

paper and ink — the most public
being Borders’ bankruptcy an-
nouncement last February. But
within the music products indus-
try, a subset of retailers keep prof-
iting from carefully pruned print
music selections. This includes
specialty shops but also full-line
brick-and-mortar dealerships that
look to print as a cash cow. And
the onslaught of e-readers, iDe-
vices and piracy websites doesn’t
seem to be changing that.

“If print’s dying, I'm not see-
ing it,” said Myrna Sislen, who
runs Middle C Music, a Washing-
ton, D.C., full-line retailer with an
emphasis on music lessons. “For
us, it’s growing. And I am not
doing anything print-specific to
advertise the fact that it’s here.”

That’s not to say certain
categories aren’t down, or dis-
appearing. DVD sales, for one,
have taken a hit due to free
online content, as has guitar
music. And more than ever be-
fore, individual market factors
(i.e. school budget cuts) can
render one dealer’s best-seller
another’s blow-out stock, even
among similar operations with
similar customer bases.

So what exactly’s selling?

In short, educational product.
Lots of it.

PIANO PROFIT CENTER

ducational product, in fact, is

the closest thing print has to a
recession-proof category. Antonio
Ferranti, Alfred Music Publish-
ing’s director of sales, said case
studies point to this industry
backbone actually increasing in
sales and volume during tough
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PRINT’S BEST-SELLERS

times. “Additionally, these are
often the categories that have
the highest profit margins for
the print music retailer.”

“In my dealings with mu-
sic retailers, it’s unanimous
that educational product is the
strongest category,” said Kevin
Hackinson, vice president of FJTH
Music. “The reason is because
of the longevity of the product.”

“Dealers are still comment-
ing that their lesson programs
remain strong despite the sluggish
economy,” said David Jahnke, Hal

L Bl

Leonard’s vice president of sales.
Method books, particularly
those with a play-along compo-
nent, are a perennial best-seller
among these dealers, and piano
music remains the paragon of
the category. Dowling Music’s
adult piano method sales have
quadrupled over the past year,
according to Rick Valentine, gen-
eral manager of the Houston-
based print specialty business.
He added that Alfred’s Adult All-
In-One Course is his company’s
top seller, followed by Faber’s
Adult Piano Adventures series.
“I think the baby boomers are
starting to retire, and many of
them are filling their days with
a new hobby: music,” he said.
Piano methods have been
a strong performer for Marcia
Stearns, owner of Bookmark
Music, a print specialty shop
based in Pacific Grove, Calif.
She said piano methods make
her store attractive to out-of-town

Carol Wasson

piano teachers who don’t live
near a brick-and-mortar print
seller. Carol Wasson, owner of
Wasson Music, a Centerville,
Ohio, print and music lessons
operation, cited piano method
and technique books as her top
sellers. And Jason Pachona, man-
ager of Aurora, Ill.-based school
music dealer PM Music Center,
has observed a rise in his piano
method sales, especially the Al-
fred and Faber titles.

“Now that Hal Leonard is
distributing and reissuing the
supplemental Faber books, we
anticipate stronger sales there
due to demand,” Pachona said.

Sacred piano music, in
particular, is growing. Robin
Walenta, president of Coralville,
Iowa-based full-line chain West
Music, has driven sales in this
category via expanded selection
and workshop support. Addition-
ally, Wasson reported growth in
sacred piano music over the past
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Alfred Sound Innovations Series “Written by arguably
the best team of band and orchestra educators, musi-
cians, and clinicians in the country and test-piloted in all
50 states by an extraordinary peer review board, Sound
Innovations offers band and orchestra directors a proven,
sound approach in a highly engaging and innovative
format,” said Alfred’s Antonio Ferranti. {alfred.com}

4

Carl Fischer | Used To Play Series “\We're see-

ing a demand for music geared towards someone

who hasn’t played their instrument in a long time and
they’re deciding to pick it up again,” said Carl Fischer’s
Chris Scialfa. “[I Used To Play] includes books for flute,
clarinet, saxophone, trumpet, trombone, violin and
cello geared towards the adult player who wants to
pick up their instrument again.” {carlfischer.com}

[USED IO PLAY <
_FLUTE

piles 20 famous classical pieces and arranges
them for ukulele. Highlights include “Moonlight
Sonata,” “Ave Maria,” “Ride Of The Valkyries”
and “Hungarian Dance No. 4.” {melbay.com}
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. FOR URULELE
i ianl

Hal Leonard 100 Greatest Songs Of Rock & Roll “| can- L | _m
not keep that book in the store,” said Middle C Music’s Myr-

na Sislen. “The teachers love them. It’s got great songs. It’s

well-printed. The setup is good. And if you don’t play very

well, it has the chord symbols above it, and it’s got the tab.

You can almost use it as a method book.” {halleonard.com}

FJH Music Succeeding At The Piano — A Method
For Everyone Penned by Dr. Helen Marlais, this meth-
od features what FJH dubbed a “joy-filled and peda-
gogically sound approach” to learning piano, along
with time-tested classics. “It is becoming a best-
seller,” said FJH’s Kevin Hackinson. {fjhmusic.com}

flekes Martass .
Bueceeding i the Plano

.H \
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BAND BOOSTER
rew Parker, co-owner of
Separk Music, a full-line

nine years.
“I now have a huge selection
of [sacred piano] books — liter-

ally 10 times what I stocked 10
years ago — and am constantly
restocking items,” she said.
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dealership in Winston-Salem,
N.C., continues to move deeper
into the school music rental busi-

ness. In tandem, he’s watched his
band print music business grow.
Parker’s not an anomaly. Sev-
eral dealers reported strong band
music sales, despite the budget
crisis and school band program
cuts. Speaking to the trend, on-
line piano music retailer Bobby
Mitchell, owner of Atlanta-based
Prima Music, even singled out
band as a growing alternative
market for his company.
“Despite challenges in school
music programs and economic
effects on private lessons, these
sales have been steady, and we
are optimistic that they will con-
tinue to improve,” said Phil Smith,
vice president of print distributor
Worldwide Music Services.
Chris Scialfa, senior vice
president of sales at Carl Fischer,
mentioned that music for flexible
instrumentation has also been
growing at retail. “As more and
more schools have to deal with
budget cuts, they’re potentially
dealing with combining string and
band programs,” he said. “This
creates a need for music geared
towards mixed ensembles.”
This isn’t to say band music
sales haven’t been affected by
macro factors. Sislen said her
band rentals have been “way
up,” but her band music sales
are nearly nonexistent. She sus-
pected that the state has been
supplying music to students.

THE POP CONUNDRUM

To quote Chris Rock, pop mu-
sic’s a tough industry: here
today, gone today. And in print,
retailers’ success with the cat-
egory couldn’t be more mixed.

Denton, Texas-headquartered
print retail giant Pender’s Music
has experienced a major decline
in pop folios and individual sheet
music, according to its president,
Richard Gore. On the other hand,
full-line retailers steeped in music
lessons tend to report the oppo-

site. At West Music, pop piano/
vocal/guitar (PVG) folios rank
among the company’s highest
performers.

“PVG, in particular, is strong
due to our large selection and
because they are impulse items
for those individuals and students
looking for gifts,” West Music’s
Walenta said.

While several retailers ac-
knowledge they don’t turn at
their stores, songbooks remain
a shining star in the pop segment.
Anthony Mantova, owner of
Mantova’s Two Street Music, a
full-line retailer based in Eureka,
Calif., singled out compilation
songbooks as a best-seller.

“Everything from Johnny Cash
to Celtic Favorites is flying off the
shelves,” he said. “As a result,
our radio ad campaign is now
all about our book selection. We
use the book section as a forum
for displaying accessories that
help people learn instruments.”

Sislen praised beginner guitar
songbooks, noting that she can’t
keep Hal Leonard’s 100 Greatest
Songs Of Rock & Roll in-store. “I
can’t seem to order enough of
them,” she said. “The teachers
love them.” (Sislen, and many
others, also reported anything
featuring Taylor Swift flying
off the shelves.)

“Over the past several years,
multimedia play-along songbooks
have been gaining remarkable
momentum at retail,” Alfred’s
Ferranti said.

He added that Alfred offers
solutions to mitigate retailers’ risk
with pop, including automated
racking programs and vendor-
managed solutions that provide
fresh product without a large time
or financial commitment.

Likewise, Hal Leonard’s Jahn-
ke said his company’s Broadway
music sales continue to “beat ex-
pectations.” Retailers steeped in
the category agree. Wasson, for
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2011 PRINT MUSIC BREAKDOWN

© HOT

¢ Methods, especially those with a
play-along component

¢ Piano Music, especially adult meth-
ods and sacred music

e Choral Music

¢ Band Music

* Musical Theatre Titles

O TRENDING UP

¢ Digital Downloads e Sacred Music

e Ukulele Music e Percussion Music
¢ A Capella Choral Music

% MIXED

¢ Pop (except Taylor Swift music, of course)

e Guitar Music ® Songbooks

¢ Orchestra Music e Supplementary Books
e Individual Sheet Music (non-digital)

O DOWN
e DVDs
e Karaoke

TREND SEGMENTS

one, cited musical theatre as
one of her strongest categories.
She’s had robust sales with Al-
fred’s Singer’s Library Of Musical
Theatre and Hal Leonard’s The
Singer’s Musical Theatre Anthol-
ogy series.

THE GLEEK EFFECT

hile not necessarily pop,
choral music has benefitted
from a pop phenomenon: “Glee.”
The TV comedy-drama, which
is centered around a high school
glee club, has brought the sexy
back to choir. Gore noted that
choral music recently experienced
a sales spike at Pender’s Music.
“I attribute this to the popu-
larity of singing shows on TV
— ‘Glee; ‘American Idol, etc.”
He added that a capella
ensemble music for choir is
trending up. “Again, ‘Glee’ is a

runaway success and shows no
sign of slowing down.”

That said, the choral market
is highly competitive and often
requires a deeper commitment
than other print genres.

“I don’t do choral anymore
because somebody else in town
does it better,” Sislen said. “It’s
such a specialized market.”

DIGITAL SURGE

Q n-demand digital print music
accounts for 3-5 percent of

Wasson Music’s monthly sales.
Wasson said she anticipates that
number to reach 10 percent with-
in the next five years, and Sislen
estimated that digital downloads
are her No. 1 seller.

Digital print stands as one
of publishers’ more ingenious
innovations. It requires zero
inventory for dealers, helping
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protect them from pop’s capricious nature,
and usually boasts robust margins.

“With some, like FreeHand [SheetMusic-
Now], you can tell them what you want to
charge,” Sislen said, adding that she’ll often
charge a premium for customers wanting
sheet music instantly.

Hal Leonard’s Jahnke called his com-
pany’s Digital Retailer program “the ultimate
customer service tool.” “Digdital Retailer
gives music stores access to our continually
growing archive of digital content, which
gives them the ability to take care of their
customers’ requests on the spot,” he said.

Alfred also offers a similar service, Total-
SheetMusic, and has partnered with Leaping
Brain, a video-on-demand company, to of-
fer retailers video-on-demand products for
their websites.

“Digital downloading on our website has
steadily increased for us since the launch of
our digital delivery [service] in August 2009,”
said Eric Strouse, president of Stanton’s Sheet
Music, a print specialty dealer in Columbus,
Ohio. “We’ve let that business come to us
versus actively pursuing new growth.”

THE UBIQUITOUS UKE

fter 16 years in business, Bookmark’s

Stearns recently took on her first non-
print product: ukuleles. She said they’ll sell
“fun” at her store, but the move also speaks
to the enormity of the uke trend. And — no
surprises here — book sales in this category
have taken off.

“We watched our sales of ukulele books
increase two years ago, so we invested gradu-
ally to build that inventory selection,” Stearns
said. “It has kept growing and is staying
pretty strong.” Alfred’s Teach Yourself To
Play Ukulele is her top-selling uke title.

Ruby Beeston, president of Salt Lake City-
based full-line dealer Best in Music, men-
tioned uke books are increasingly popular
at her stores, citing the uke’s low price point
and simplicity as reasons.

“Who would have ever thought that a
small four-string instrument with an average
entry price around $25 would capture the
heart of the nation?” Jahnke said.

On a related note, drum and percussion
music is finding a larger niche audience.
West Music’s Walenta singled it out as an
emerging category. “That has been a grow-

ing niche both online and in our regional
stores,” she said.

Worldwide Music’s Smith commented
that he’s constantly surprised by the variety
of titles that sell in this category, which is
strong at his company. “Unlike piano meth-
ods, where the top five share a large part of

the market, drum methods are less homog-
enous and often come from smaller specialty
percussion publishers, which presents more
of a challenge for us [as a distributor] in
terms of stocking products, but we think
it’s better for the industry as a whole.”

— Zach Phillips
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MEL BAY |

Kid Rock

el Bay recently released Kid'’s

Rock Drum Method. Written
by Dawn Richardson, the book
is full of exercises and beats for
the next rock star drummer. It’s
geared toward younger play-
ers but is appropriate for older
first-time students, as well. The
book features moderate pacing
and introduces concepts one at a
time for an easy learning pro-
cess. It comes with an audio CD.
MSRP: $14.99. {melbay.com}
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AMAZING GRACE
Eight Songs of the Spirit
SHER MUSIC |

Essentially Groovy

her Music’s new Es-

sential Grooves packs
everything musicians need
to know about contempo-
rary styles into a reference
of audio, scores and text.
The book presents 41
different grooves cover-
ing all the important styles
that have influenced
contemporary music,
each performed by live
players in soul, Motown,
funk, rock and Afro-Cuban
styles. The book contains
scores, text, stereo mixes
of the musical examples

. and multitrack audio files
Splrlt Songs of each example. MSRP:
heodore Presser’s recent release, $24. {shermusic.com}
Amazing Grace: Eight Songs Of The
Spirit, is a collection of eight spirit songs
for flute and guitar. The works can be
performed as a suite in recital or used

as individual hymns in worship ser-
vices. MSRP: $15.95. {presser.com}

THEODORE PRESSER |

HAL LEONARD |

EANS TO ME | Music & Art

al Leonard has published

Richard Rejino’s book,
What Music Means To Me, a
collection of personal stories
that relate back to the differ-
ence music makes in people’s
lives. The book also features
exquisite photographs that
illustrate its message.
{whatmusicmeanstome.org}

WHAT MUSIC M

or

!2_ HaLsLEONARD
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GEARM

LATHAM MUSIC |

Four Score

atham Music has intro-

duced Quartets For Wor-
ship by Catherine McMichael.
The quartets are scored at
a moderately difficult level
with playable settings for
experienced musicians. All
five selections are ideal for
any church service setting.
MSRP: $19.95. {lorenz.com}

arrargad b

Catherine MoMichael

A Mlighity Fortoos s Oor Caod
= Moaper, Sl Preasr
1 e Thana My W imson
8. Wihat A Friend W Hasy In fesu
5 0 Sone Cud

ot 8 R | M, g [ s ey, S b el

Latham
Music

8 Lirers torpary ¢ ey e

Quartets for Worship
Five |-|}'r:'m'-. for ‘irrint; Cluartet

the EVOLUTION o

HUDSON MUsIC

HUDSON MUSIC |

Darwin’s Drums

Hudson Music’s new The Evolution Of Jazz
Drumming by Danny Gottlieb is a book and
DVD package designed as a guide and
workbook for the high school, college-level
or professional drummer. It can be studied
based on a typical 16-week college semes-
ter. MSRP: $29.99. {hudsonmusic.com}

Your Best Bet fr Sweat

Tap into the fitness
market with the best
products for the job.
Fitness Audio Products
are designed and built
specifically for fitness use.
Give your customers the
Fitness Audio products
they've been demanding.

Aeromics

Cyclemics Check out
E mics fitaud.com!
Aeromixes

Fitness Audio Wireless
Cardio Entertainment
Baqua - Aquatic Mics
Portable Sound Systems

5 For Dealer/Distributor information Contact:
’ d « _ Fitness Audio, LLC
( AUAI0g31 458-1800 www.fitaud.com
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ISN'T IT
TIME YOU
TRIED
SOMETHING
NEW?

AYOXOH

501#& ¥l

DRUMSTICKS.COM

Los Cabos Drumsticks, 29 Millennium Drive,
Hanwell, NB, E3C 2N9

Southland Music Distributors, Inc.
704 McWay Drive, High Point, NC 27263
(B66) BO9-0024 www.southlandmusic.com
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LICK LIBRARY | CARL FISCHERI
ick Li- '
brary has  EEEETT N ¥+ (') ey ClaSSICS Margaret Brouwer
iﬁcyv?tz | Carl Fischer Music recently
Dream announced the distribu-
Theater. This tion of Brouwer New Music
double bVD Publishing’s Quintet for clari- QU]NTET

guitar tuition
set features
Andy James
taking
players
through the

net in A, two violins, viola and
cello by Margaret Brouwer.

A work in four movements,
Quintet was commissioned by
Daniel Silver and the Uni-
versity of Colorado. MSRP:
$42.50. {carlfischer.com}

for Clarinet in A and String Quartet

2005

intricacies
of some of
the world’s 1 003 D) e i
most skilled  feme

guitar play- - e bk
ing, all in the

style of John Petrucci and Dream
Theater. The DVD shows how to
play seven tracks that span more
than a decade of Dream The-
ater’s music. {licklibrary.com}

75 Yoars of Musical Iustrasment History

SmaLL Bopy, Big SounD

From the scale length to the cutaway, our
collaboration with Eric Schoenberg has
culminated in the best small-body
Instruments we've ever bullt.

« All-Solid Handcrafted Construction
+ 254" Scale Length

+ Nitrocellulose Lacquer Finish

« 0 and 00 Body Styles

« Available With or Without Cataway

Eric Schoenberg
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SAMICKI

GEARMI

(PS & ACCESS

WASHBURN |

MORGAN MONROE |

YAMAHA |

Grand
Torino

amick has added the
Torino USA TR to the
Greg Bennett guitar series.
The Torino USA TR features
a double cutaway scuplted
body, flame maple top, ma-
hogany set neck and ebony
fingerboard. The instrument
also includes Seymour Duncan
pickups and a Grover tailpiece
with an adjustable bridge.
{gregbennettguitars.com}

Timeless
Charm

ashburn recently debuted
two new parlor acous-
tic models. The R315KK
features a spruce top, while
the R321SWRK (pictured)
boasts a solid spruce top and
a tree of life inlay offset by
a solid rosewood back and
sides. The compact bodies
are ideal for travel. MSRP:
R315KK, $712.90; R321SWRK,
$1,069.90. {washburn.com}

Distressed
Beauty

organ Monroe has intro-

duced the MDM-2 dis-
tressed mandolin. The MDM-2
features all-solid, hand-carved
woods; a radiused finger-
board; an ebony fretboard and
bridge; a cast antique brass
tailpiece; antique brass Grover
tuning keys; and a 31-mm
nut width. It also has a cus-
tom tone bar. MSRP: $839.
{morganmonroe.com}

Handcrafted
Masterpiece

Yamaha Guitars’ lineup of
acoustic-electrics has been
expanded with the A-Series.
Offered in a dreadnought
cutaway and a concert-size
cutaway, A-Series instruments
feature a slim neck profile and
a rounded fretboard edge.
The semi-open pore finish

on the neck maintains the
wood’s feel and enhances
playability. {yamaha.com}
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VOXI

Midnight Train

ox recently rolled out the Night

Train 50 tube amplifier and V212NT
speaker cabinet. The all-tube Night
Train 50 offers two channels for a
diverse range of sounds. The V212NT
extension cabinet is an ideal sonic
complement to the Night Train 50,
which includes EL34 tubes in the power
stage, to produce a tight sound. MSRP:
Night Train 50, $1,000; V212NT speaker
cabinet, $700. {voxamps.com}

ELECTRO-HARMONIXI

lectro-Harmonix has

introduced the most
powerful version of
the Deluxe Memory
Man analog delay.
The pedal provides
sweet organic delay
and modulation. The
DMM’s tap tempo
feature enables play-
ers to set a delay
time that’s in sync
with a song quickly
by pressing the tap
button in time to the
music. This new delay
takes that a step
further by provid-
ing five tap divide
subdivisions. MSRP:
$504. {ehx.com}

ﬁ. Louis

MU S

Memory Man

TAN S -

ouTruT

MADE 1N HYC, USA

Supplying 10,000 products from 150 of the world's leading brands to music stores across the Nation,

T request a dealer catalog or to arrange a visit from one of our
sales representatives call us nowon 1 - BOO- 727 - 4512
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GUITARS, AMPS & ACCESSORIES

GEARMI

VHTI

VHT Adds Adapter

HT has released the Special 6 EL84
adapter, which reconfigures
the Special 6’s 6V6 output
tube socket to accept an
EL84 output tube. With
the adapter, players can
enjoy earlier breakup,
distinctive midrange
complexity and top-
end chime. The Special
6 EL84 also works in
other 6V6 amps. MAP:
$19.49. {vhtamp.com}

Zhe Perfect Ditch...

FOR ANY INSTRUMENT

KRAT

MASTER KEY
“8" Series
Combination Master Key
Chromatic Pitch instrument
and removable note selector
Choice of 3 modcis

Master Key Vocal Pitch Instruments
and Instrumental Pitch Pipes

The MASTER KEY
The preferred Chromatic
Pitch Instrument
Chiice of 3 models

in Block or While:

MK Scale F to F

MEKZ2 Scabe Cto C

MK3 5cale Eb to Eb

Al Pitch Pipes available in 10 different models for all instruments e <\ M
SYNCHROTONE Il SYNCHROTONE | SUPER MASTER
“25" Series Pitch Pipes  “S” Series Pitch Pipes  “SN"™ Series Pitch Pipes KEY NOTE

SELECTOR “~—~

Al ' i ' The Perfect Accessory!
ilable s - - = Finds the comect note,
Spﬂﬂ :‘ﬁ!lhlr : L] I" ;«;ﬂ n the dark
hes af LR B * Posithons secun
Eplusuc - A o » Changes emhﬁnﬂm
. . ' neotes when desined

The Standard of the Music Industry for mare than 70 Years

I{RATT Pltch PIPE Ct}mpan',r WM
: yette Place, h, New Jer

Write for our
COMPLETE CATALOG

Awailable Trom all
leading jobbers

90 H I-_r1'|.1| : krattpitc aol.com
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FRET-KING |

Super Guitar

ret-King’s new Super-Matic is a self-

tuning guitar that features a Wilkinson
ATD HT440 self-tuning hardtail bridge. The
Super-Matic can be put in standard tuning
with the touch of a button. The guitar has
a 25 1/5-inch scale length, close-grain
Indian rosewood fingerboard with a 10-
inch radius and hand-crowned medium-
jumbo nickel silver frets. {jhs.co.uk}

HOTTIE|

Hard Rock
Hottie

ottie has introduced the Hottie

429. The guitar boasts master-
grade tonewoods, a carved eastern
hard rock maple top and a one-piece
Honduran mahogany body. The Hot-
tie 429 also features Hottie pickups
and a TonePros wraparound bridge.
MSRP: $2,499. {hottieguitars.com}




LEVY’S LEATHERS |

LAG GUITARS |

Lag Bags

Lég Guitars has released a line of soft padded gig bags,
semi-rigid gig bags and hardshell Crococases, offering
custom-fit protection for all body styles in the Tramontane
acoustic guitar line. The hardshell Crococases feature a
dark-brown mock-crocodile finish with gold accent closures
and a plush interior. MSRP: $49-$149. {lagguitars.com}

Line Expansion

Levy’s Leathers recently expanded
its Christian design guitar strap
line. The 2-inch heavy cotton webbing
straps are covered with a gold-colored
foil and feature a cross or fish design.
They’re finished with leather ends and
are available in six different design
variations. {levysleathers.com}

HARRIS MUSICAL PRODUCTS |

Exotic Picks

H arris Musical Products is now distrib-
uting Timber Tones, hand-finished
guitar picks that have been crafted

from 18 different exotic woods using
end cuts from guitar manufacturers.
Each pick is the same size and thick-
ness, although each different wood has
its own sonic characteristics and varia-
tions in tone. {timber-tones.com}

- since 1887 -

Full Range of Qua}it}r ‘Stringed Instruments

Hagenau, Germany

Crassic
CMIEE
i Instuyasses Toll-Free 888-942-CMIC (2642) Tel: 262-364-0023 www Holner.Lem
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GATOR CASES |

Tour Tough

ator Cases recently added 12- and 15-inch

dual loudspeaker cases to its G-Tour line. The
cases feature thick plywood construction and a
tough PVC exterior. A specialized EVA foam-padded
interior and thick foam divider keep loudspeakers
safe and secure during transport. The interior divider
also features an internal storage compartment
for accessories and cables. {gatorcases.com}

KK AUDIO LABS |

Hi-res Monitor

K Audio Labs has

introduced
the DS-6
6-inch, two-
way pow-
ered studio
reference
monitor. The
high-resolution
DS-6 fea-
tures a 6-inch
low-frequency
driver that uses
proprietary
composite
cone material
with a 1-inch
custom-
designed tita-
nium composite
high-frequency
tweeter.
{kkaudiolabs.
com}
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AURALEX I

Soundproof

uralex’s new Sonolite fabric-

wrapped Studiofoam Pro panels
are ideal for the home-based re-
cordist. The panels are available in
black or beige and feature squared
edges that provide an overall noise
coefficient rating of 0.75. MSRP:
$24.99 per panel. {auralex.com}

CERWIN VEGA |

Passive Portability

erwin

Vega has
unveiled the
CVi passive
portable PA.
speaker se-
ries. Housed
in a double-
braced wood
cabinet with
an 18-gauge
steel grill,
the line is
designed
for mobility.
The speakers
boast high-
performance
34-mm Mylar
compres-
sion drivers.
{cerwin-
vega.com}




ZOOM 1

Versatile Perks

Zoom has unveiled the R8, which
combines four production tools
in a small, versatile device. In ad-
dition to eight-track playback and
two-track simultaneous recording
using SD memory cards, the R8

is a digital multitrack recorder, an
audio interface, a control surface
and a pad sampler. {zoom.co.jp}

SENNHEISER |

Pro Sounds

Sennheiser’s ;
new MK 4 RIS NS - —

is a large-di-
aphragm true
condenser
microphone
that’s ideal
for profes-
sional users

in project
studios but
also suited for
other record-
ing environ-
ments and
stage use.
The mic has

a large 1-inch
diaphragm
spattered with
24-karat gold
and features
a sturdy metal
housing and
an elasti-
cally mounted
capsule.
{sennheiser
usa.com}

TASCAMI

Hi-res
Hero

ascam recently

launched the DR-
05, a high-resolution
stereo recorder. It
boasts a pair of con-
denser microphones
with sensitivity up
to 125 dB SPL and
low noise, designed
to capture the detail
and dynamic of a
performance. The
portable recorder
features a peak-
reduction function
to set the optimum
recording level au-
tomatically, a limiter
and low-cut filter to
help prevent distor-
tion, a self timer
recording button,
and variable speed
playback. MAP: $99.
{tascam.com}

LINEAR PCM RECORDER
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FOCUSRITE |

Quick Monitoring

ocusrite recently launched the VRM

Box, a headphone monitoring
system featuring virtual reference
monitoring (VRM) technology. The
VRM Box functions as a high-
quality 24-bit, 48-kHz USB
audio playback interface.
Featuring a 108 dB dy-
namic range, its head-
phone amp boasts
a precise, low-
distortion sound.
MSRP: $124.99.
{focusrite.com}

SIGNEO |

Soul Food

igneo USA has launched Soul by
Ludacris, a line of high-definition
headphones. The lineup includes
five models designed in collabora-
tion with rapper Chris “Ludacris”
Bridges. The entire line contains
professionally voiced sound
technology with advanced
circuitry and drivers. Such
features as world-class
noise-cancellation technol-
ogy and ultra-precise
audio mix balancing
deliver deep bass with-
out sacrificing clar-
ity of mids and highs.
{soulbyludacris.com}

AKG |

Conference
Center

KG has released its new
CS 5 conferencing system.
The interactive system is ether-
net technology-centric with 64
audio channels, ideal for small
or large discussions. The mic
station acts as a delegate or
a president station, enabling
the main speaker to
control the discus-
sion. {harman.com}

AUDIO-TECHNICA |

Stereo
Master

udio-Technica’s new
AT2022 X/Y is a

dual-element condenser
microphone designed
for stereo recording. It
features two unidirection-
al condenser capsules

in an X/Y configuration
pivot, creating 90-degree
narrow or 120-degree
wide stereo operation

for versatile pickup. The
capsules also fold flat for
storage and transporta-
tion. A switch allows for a
choice of flat response or
low-frequency roll-off to
control undesired ambi-
ent noise. MSRP: $439.
{audio-technica.com}
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Universal's
Satellite

niversal Audio has unveiled the UAD-

2 Satellite Duo and Quad FireWire
DSP Accelerator Packages. The UAD-2
Satellite family combines DSP accelera-
tion with the plug-and-play simplicity of
FireWire 800/400, ideal for Intel-based
iMacs, MacBook Pros and Mac minis. The
UAD-2 Satellites feature the entire UAD
Powered Plug-Ins library. {uaudio.com}

PROPELLERHEAD |

Combo Pack

ropellerhead recently released Reason

Record Education, new packages
that consolidate the Reason Record
application suite at a special price for
schools. Available in license packs of one,
five and 10, Reason Record Education
pairs the music production environment
Reason with Record recording software
for musicians. {propellerheads.se}

DOES NOT BELONG
TO ONE RACE OR CULTURE

BUT IS A GIFT

THAT AMERICA HAS GIVEN THE WORLD

THIS IS OUR GIFT BACK
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MAPEX |

Dynamite Drums

LOS CABOS | M apex’s new drum set class is based
off its Black Panther snare drum

I_u C k N O Seven series. The first of the series, the Blaster
. kit, features thin maple shells with

os Cabos Drumsticks has added 7A hickory nylon tip walnut sound-shaping rings, provid-

drumsticks to its catalog. The sticks are 15.5 inches long ing a full-bodied sound. Each drum is
and feature a 0.543-inch diameter. They boast long-lasting accented with brushed black chrome
durability. MSRP: $14. {loscabosdrumsticks.com} hardware. {mapexdrums.com}

REMO |

Japanese
Fusion

emo’s new Katsugi

Okedaiko was
inspired by Japanese
percussionist Hiroyuki
Hayashida, along with
recent developments
in taiko drum playing
styles. The Katsugi
Okedaiko is manu-
factured with Remo’s
lightweight Acousticon
drum shells and Skyn-
deep Natural drum-
heads with a calfskin
graphic. The lightweight
instrument is easily slung
over the shoulder and
comes with two bachi
sticks. {remo.com}
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BIG BANG DISTRIBUTION |

Keepin’ the Beat

ig Bang Distribution recently rolled out

the Ahead Metronome Practice Pad
(AMP), a practice tool for drummers. The
interactive AMP helps drummers improve
their control, speed, endurance, flexibility
and timing in a variety of standard and odd
meters. Highlights include an easy-to-read
LCD readout, gum rubber pad for comfort
and the AMP Control Center, which al-
lows for easy adjustment of tempo, mode,
counter and timer. {bigbangdist.com}

PRO-MARKI

All-in-One

ro-Mark’s new backpack

features an attached stick
bag that’s easily removable.
The large inner compartment
holds notebooks, music, a
practice pad, a computer
and more. The backpack has
multiple zippered pock-
ets for smaller items, such
as keys or iPods. It also
features a molded head-
phone port and side mesh
water bottle pockets. MSRP:
$92.95. {promark.com}

Your exclusive US source for these best-in-class brands

31%;“};13%{; > ;i-fr}:h lé’ﬁEEs.’\

Cs5 AER (Sguch

MUSIOUIP

1-866-832-8679
www.musiguip.com
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PIANOS & KEYBOARDS

KORG |

Fun-sized Piano

org recently launched the micro-

PIANO, a compact, convenient and
portable piano for players of all levels.
Featuring 61 keys, the microPIANO
borrows many design elements from a
grand piano, including an adjustable lid.

The instrument gets its sound from
Korg'’s flagship digital pianos and of-
fers 61 vibrant, authentic sounds, 25
of which are short-phrase sounds that
can automatically generate phrases
simply by holding down a key. The
microPIANO is available in black, white
and red. MSRP: $500. {korg.com}

I

Venomous Versatility

he new M-Audio Venom synthesizer combines Avid’s

expertise in virtual instrument development and key-
board design. The instrument combines the warm sound
and character of vintage keyboards with the intuitive control
and workflow advantages of modern digital processing. It
features extensive sound design capabilities, ergonomic
design, the Vyzex Venom software editor, a built-in USB
audio/MIDI interface and Pro Tools compatibility. {avid.com}

Summer
Specials

Used by profiessionals warldwide
Made in the USA

If nat available thru your favorite distributor,
contact us directly.

Big Bends LLC
PO B 324 Plalnwed, MI 49080-0324
1-8R8-7BE-2363
sales@bigbands. com
bighends.com  myspace.comybighends
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CASIO |

Keys to Success

asio has released the CTK-7000 keyboard.

It features 61 piano-style touch-response
keys, 800 built-in tones and 250 rhythms in a
variety of musical styles. The keyboard also
includes nine physical sliders for organ drawbar
mode or mixer operation, as well as a 32-chan-
nel mixer for adjustment of volume, pan, reverb
and chorus. MSRP: $449.99. {casio.com}




MASON & HAMLIN ARTIST
BRIAN CULBERTSON

“The purest and richest tone
on the market...Period!”

Brian Culbertson
Award-winning contemporary F
jazz pianist, composer & producer &

To hear the Mason & Hamlin BB in action, check out
Brian’s latest release, “XI1” in stores and online now!

L

s =

.
r - -

Website: www.masonhamlin.com Tel: 916-567-9999 Fax: 916-567-1941



GEAR

RICOI

Classically Trained

eserve Classic alto saxophone reeds are the

I_UXU ry latest addition to Rico’s Reserve Classic reed
line. The alto sax reeds are made from lower-

internode cane,

I_acq Uer which produces a

t. Louis Music has consistent tone.

released the Cognac ;r;gKJ?§T:;i?hat
Lacquer alto and tenor
saxophones from P. Mauriat. creates more
Each body tube is hand- resonance, along
hammered out of French with .‘Z profile thf?t
brass, and each tone hole %r.?;/' tﬁs mcire dexé
is drawn and rolled one at a : II 1y an; andar
time to ensure consistency. alto saxophone
The keywork responds reeds. '!'Ihglregds
quickly and accurately due a{e av?éa fz'no t
to its blued-steel springs. Z ;‘;enl\%SI;F? $52 0
The PMXA-67RCL and - : :
PMXT-66RCL are available {ricoreeds.com}
in honey gold, vintage dark
and unlacquered, as well
as silver- and gold-plated.
{pmauriatmusic.com}

P. MAURIAT |

REUNION BLUES |

Heavyweight Champ

eunion Blues recently unveiled its first-class heavy-

weight violin case. The case is built on a heavy-
weight foundation of shock-absorbing Flexoskeleton
walls lined with reinforced impact panels. The inside of
the case features a multilayer foam suspension system
that gently but firmly cradles the violin. An adjust-
able locking strap helps prevent movement when the
case is bumped or dropped. {reunionblues.com}
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Music education is a gift that can last a lifetime. It sets the stage for greater creative expression.
(Like, for Instance, the above letter.)

Help us kewp Muss Biva and (red N our BoNooiL
Caontnel Tha Mr, Holshd's Opus Foundation al:

www.mhopus.org



GEARM

ON-STAGE GEARI

Flight Time

n-Stage Gear

has launched -
new ATA-style flight- - : -
ready cases, includ- = g
ing the FC5000CDJ
CDJ player case and
FC7000 series rack
cases. They’re con-
structed of 3/8-inch
plywood shells with
PVC exteriors, alumi-
num skeletal structures
and stackable impact-
resistant ball corners. The
FC5000CDJ CDJ player
case is designed to allow
complete functionality from
the case itself. The FC7000
series can house ampli-
fiers and wireless systems.
{onstagestands.com}

ODYSSEY |

Seeing Red

dyssey recently introduced the Redline
series of DJ/producer bags. Each bag
is padded for extra protection and features
an adjustable compartment for laptops,
heavy-duty zippers and pulls, as well as easy-
access front, back or side pockets. MSRP:
$119.99-$359.99. {odysseycases.com}

AMERICAN DJ |

Retro Disco

merican DJ’s new Spherion

TRI LED features a globe-
like shape, spinning motion and
more than 100 sharp beams of
light, emulating a 1970s disco
effect. Powered by five high-
output 3-watt TRI LED sources,
the Spherion projects through
116 small lenses, while rotating
360 degrees to fill a room com-
pletely with razor-sharp beams
of multicolored light. MSRP:
$419.95. {americandj.com}

STANTON |

Improved Mix

tanton has made several

updates to its premier mixer
control surface, the Stanton Con-
trol System1. The SCS.1 offers a
built-in FireWire audio interface,
assignable encoders and tight
two-way software control. Updates
to the mixer include expanded
presets, new ASIO drivers, up-
dated firmware and DaRouter
software. {stantondj.com}
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MARKETPLACE

© Rates: Classified display: $25 per column inch. Reading notices: $1.00 per word; $15 minimum charge. All ads are prepaid. VISA
© Payments: Send check or charge it on MasterCard, Visa or discover.

© Deadlines: Advertising closes the 15th of the month, six weeks prior to issue date—i.e. the May issue would close March 15.

© Send your advertisement to: Music Inc., 102 N. Haven Road, EImhurst, lllinois, 60126: or FAX your ad to: (630) 941-3210.
© Questions? Call Sue Mahal at (630) 941-2030, Ext. 121.

BUYERS WANTED

Make Money Renting School
Band & UI'BIIBSII‘H Instruments

Shopping rental programs? Do your homework & compare!

Educator-approved name brands and a wide variety of instrumentation

Rental brochures distributed to your schools at no extra cost to you

No collections headaches: We handie all customer billing & collections

High-percentage commissions PLUS a per contract bonus paid monthly

Mo startup costs, inventory outlay, shipping expenses or franchise fees

Rent or sell our instruments. We also buy rental accounts & inventory

Mo recourse to you when your customers become delinguent

Continued repair & marketing education at our training facility

Never a conflict of interest: We have no retail stores of our own

We're not part of a larger corporation and/or in competition with your combo business!
For more information, scan the QR code, visit www.veritas-online.com or call 877-727-2798 Ext 4

Veritas Instrumeant Rental Incorporated T‘-l‘["_l"nﬂ‘_ﬁn;

e pemser o NAMM AHD NAPBIRT
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BUYERS WANTED

POSITIONS AVAILABLE

Acoustics First’
#e~ 888-765-2900

Materials to Control Sound

and Eliminate Noise™
http:fiwww.acousticsfirst.com

USED PIANOS = BIG PROFITS
Grands @ Uprights @ Players
Spinets @ Consoles @ Studios

All in good restorable condition.
Five-floor selection of reconditioned & as-is.

CUNNINGHAM PIANO CO.
5427 Germantown Ave.
Philadelphia, PA 19144

(215)438-3200

* Guitars »
Mandolins
* Banjos *
From all krown
muakers, especially

GIBSON = VEGA
MARTIN « FENDER
Elderly Instruments
PO Box: 14210
Lansing, MI 489
(517) 372-7880x102
swerhin@elderly.com
www.elderly.com

FERREE’S TOOLS, INC.

“Worlds largest manufacturer of quality
band instrument repair tools™

Check us out online at www. ferreestools.com
Sor our catalog and up fo date price lists

o8
{g

1477 E. Michigan Ave.
Battle Creek, MI 49014-8950
Ph: 800-253-2261 Fax: 269-965-771%
Email orders to: ferreestools@aol.com
Tech: repairtips@aol.com

CONTACT US TODAY FOR
A FREE CATALOG

You can place an order 24 hours a
day by phone, fax or email
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The International Division of
KMC Music, Inc. is seeking quali-
fied applicants for the position of Ac-
count Executive — Latin America.

The Account Executive will be respon-
sible for the development of distribu-
tor relationships for all KMC proprietary
product lines (Takamine Guitars, Ovation
Guitars, Hamer Guitars, Latin Percussion,
Toca Percussion, Gretsch Drums, Gibral-
tar Hardware, Genz Benz Amplifiers, etc.)
in Latin America. This position is directly
involved with all aspects of the distributor
sales process including achieving sales
targets, distributor training, implementa-
tion of sales and marketing programs,
market research, and customer service.

We are seeking a highly motivated sales
professional with excellent product knowl-
edge of musical instruments and demon-

JOB OPENING
ACCOUNT EXECUTIVE - LATIN AMERICA

strated success working with a close team
in a dynamic, challenging environment. Ide-
al candidates will have had at least 3 years
experience in a distribution account execu-
tive position, preferably in Latin America.
Qualified candidates will be fully
bilingual (English/Spanish), have excel-
lent verbal and written communication
skills, be highly proficient using basic
Office software (email, spreadsheet, word
processing, etc.), and be willing to under-
take extensive international travel. The
position will be based in Bloomfield, CT.
Interested applicants should send a
resume and letter of application to the
attention of John Shand at the above
address, or by email to john.shand@
kmcmusic.com. While all applications will
be reviewed and kept on file, only those
selected for an interview will be contacted.

BUYERS WANTED

GUITARS & AMPS

+ AGGRESSIVE WHOLESALE PRICING
« 10,000 USED Guitars & Amps in stock

+# 30 Top Quality Name Brands

< All instruments “Ready to sell”

# Monthly and Daily Specials

(800) 573-9865 | Luitawisingorie

www.mircweb.com /MIRC

USED

| Mention this AD |

I I
| FREE GUITAR |

VL, o
(574) 255-6100
www.hsarolltops.com
Fine Wood Furpishings for the Music, Audio &
Video Systems in Your Studio, School or Church




BUYERS WANTED SERVICE

Are You Tired of Trying to Make Money Renting Band Instruments
Climb the Corporate Ladder?

= * Band and Orchestra Rentals
* New and Like New Educator-Approved Brand Mame Instruments
en siantﬂn k * Personalized Rent-To-Own Program
s T * Mo Franchise Fee or Inventory Investment
. famil d o * No Shipping Costs

Pl = L]
nk - m * High Commissions Paid the 1st of Every Month
s = . u S 1 C * Exceptional Service
, P Our Business Is Growing Your Business!
Band & Orchestra Division Manager, ¥ =
Certified Band/Orchestra Repair Techs,
Store Managers, Sales Associates in the

e o e, NSEREE

By mail
' Start Your Rental Business Out On The Right Note!

For more information call (908)790-0400
www.kandsmusic.com
61 Industrial Rd. Berkeley Heights, NJ 07922

RENTAL

High commissions paid — compare!
No fees, shipping charges or chargebacks.
You set the rental rates.
You take the profits on step-up instruments.
We pay for all repairs.
We carry only top brands.
Your area is protected — we don’t operate retail stores.
b You may quit at any time without penalty.
Special discounts with large catalog companies.
We pay our commissions on time, every time.

1.800.356.2826

WILL SIMMONDS AT EXT. 105

-

17725 WE 65th, Suite B235
Redmond, Washington 98052
wiimmonds@photeboothservices.com

HARI-SI'DHY
T c
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RENTAL BUYERS WANTED

Accessibility = More Playing Time

Is your studio, family room or

AF F ] L IATE RE N TAL P R(:)G R_AM living space crowded with single

stands or cases?

Rock Solid Guitar Stands were
specifically designed for the home

Become part of the and home studio.

largest, most profitable ¥

and fastest growing Affiliate
instrument rental affiliate PARTNERS
network in the country

We have everything you need to run a
successful rental program and more!

IEd;Jcamr-aJlgpmved name brand we help grow
IR your business!
Sales and Marketing materials

and support

A dedicated affiliate management team
providing service in-store and online

ROCK SOLID

Expert repair and refurbishment
Dealers inquire for special pricing!

Exclusive student and upgrade lines See us at Summer NANIM!
from top manufacturers =
wisit us at

www.RockSolidGuitarStands.com

www.pmwoodwind.com
woodwind

At Music & Arts we are your partner:

¢ Let our retail experience help capitalize
on every dollar.

b The rental is just the beginning!

We help you grow your lesson, retail
and repair business.

Chicago's Best Store for Saxophones
& all other Woodwinds. Great Selection. Expert Repair.

» Enjoy special partnership discounts
for many of your business expenses. POSITIONS AVAILASLE

FOR MORE INFORMATION,
contact Dale Thompson

dthompson@musicarts.com .
1-800-759-2221 = PROTECTED TERRITORY/ O RETAIL COMPETITION

* EXPERT CORPORATE SUPPONT qu
i

* PROFIT SHARING COMMISSIONS FAID MONTHLY

« B STRRT O CHSTS GR FRANCHISE FEE #
e

ADHT &7V ISTRUSADNT

VISIT ol
DOWNBEAT.COM b
TODAY? ReNTIVI Y INSTRUMENT con

lequiriea: affilate Erevtmylmstrument.com
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RENTAL
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Are You...

calls made in a week?

If all this sounds too good to be
true, contact me personally.

[ promise all inquiries will be
kept strictly confidential.

Kenny O'Brien
President, Music & Arts

School Service Representatives,

* Looking to jumpstart your career and advancement opportunities?
e Value the security of working with the industry leader?

* Eager to use new technology tools to increase customer satisfaction
and personal productivity?

* Hungry for earning potential not limited by the number of school

¢ Tired of hand delivering every item your customers purchase?

¢ Ready to become more than a sales person and be a true
consultant, advocate and partner to your educators?

Then it's time you considered what many of your colleagues have done

in recent years and join the Music & Arts team. Music & Arts educational
representatives sell from a stock of over 30,000 of the most popular products
from the best brands, including sound reinforcement and recording, music
software, percussion and of course band and orchestral instruments and
accessories from every major supplier.

The Music & Arts rental fleet is the largest and most diverse in the industry
and can accommodate the needs of the most demanding customers.

All Ed Reps are equipped with a netbook and wireless connectivity allowing
them to do research and place orders electronically right in the band room

that are shipped directly to the school. Use the time saved by not having to
write invoices, pull orders and loading the van to really be a resource to your
customers by promoting music advocacy, developing workshops and clinics and
helping educators recruit and retain students.

Music & Arts school sales representatives are supplied a company van, earn
competitive salary plus commission and enjoy excellent benefits.
Territories are available throughout the country.

Kenny O’Brien
President

MUSICeART

4626 Wedgewood Blvd
Frederick, MD 21703

301.620.4040 ext. 1047
kobrien@musicarts.com
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ASK THE
RETAILER

>>

Robin Walenta
West Music
Coralville, Iowa
e recognize
that custom-
ers have many
options in which
to purchase their
music needs. West
Music’s focus is on
differentiating the
customer’s experi-
ence through out-
standing customer
service, cross-departmental merchan-
dising and partnering with educators
to assure a supported selection. We
also realize that the Web is a valu-
able tool for customers’ print music
needs, and we will expand our selec-
tion and integrate downloads in the
near future to support that demand.

>
Richard Gore
Pender’s Music

Denton, Texas

>>

Carol Wasson
Wasson Music
Centerville, Ohio

y having FreeHand, a terrific in-

store download site that we use
daily, | have been able to provide my
customers with on-the-spot service.
Many people do not want to provide
their credit card information online,
so our in-store print-on-demand is
one of my fastest-growing areas.

As a result of the changing advanc-
es in technology, the print-on-demand
business will only increase. | have a
print-on-demand online site; however,
very few customers use it because
they prefer to come into my store. |
am also known to look at different
versions of the same song and let the
customer know which one | think will
best fit their needs. This is the type
of service they cannot get online.

>>

Jason Pachona
PM Music Center
Aurora, Ill.
ne of the biggest changes over
the last several years was the
transition to digital sheet music. We
no longer stock any popular indi-
vidual sheet music. When customers
ask, we direct them to compilations
or try to locate the piece they’re
looking for from Sheet Music Direct
or FreeHand. Of course, we fre-
quently special order titles, as well.

How are you adapting to
macro changes in the
print music market?

\/\/e buy less on semian-
nual stock orders and
reorder more frequently.
Previously, we placed two
stock orders a year per pub-
lisher: one in the summer
and one in the winter.
Now, every category is
assigned to a specific buyer
in our company and tends
to be seasonal to some de-
gree. We plan our order-
ing in four-month incre-
ments using a rotation of
category groups, including
keyboard and gifts, vocal/
pop, choral, band, and jazz/
instrumental.

Each buyer places three
stock orders during a cal-
endar year and also orders
music to back up our pro-
motional mailings, con-
ventions or workshops as

separate orders.

By spreading our stock
orders into four-month
increments, our inventory
turns have increased to two
and a half a year. This helps
in planning our cash flow
and keeping buyers from
overbuying on stock orders.

Our company’s website
continues to improve func-
tionality provided to educa-
tors. One feature that has
improved functionality is
our Piano Quick List. This
feature is located on the
left-side panel and lets pi-
ano teachers order method
books based on the criteria
they use while shopping in
our stores. It helps teach-
ers purchase the students’
books with ease.

Additionally, all current

promotions are on our home
page with an interface to
sound files and scores in
most cases. The customer
can add any item to their
shopping cart or wish list
with one click.

We reduced our adver-
tising costs by sending a
postcard using the cover
graphics of the promotion
and encouraging customers
to shop online. Customers
may also opt to go totally
green and receive their card
via e-mail. We have elimi-
nated thousands of pounds
of wasted paper catalogs by
using our website to deliver
promotional materials.

Finally, we continue to
reach out via social media in
harmony with our existing
marketing channels.

I MUSIC INC. | MAY 2011
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Crestive audio solutions in coc
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YORKVILLE SOUND

yorkville.com + traynoramps.com +* apexelectronics.com
artproaudio.com + vicproaudio.com <+ hughes-and-kettner.com




Welcome to the pad.

-’

Meteor Mic meets iPad meets GarageBand.

Unlike other USB mics that require a powered USB hub,

Meteor Mic plugs right into your iPad with Apple’s USB
connector. Its never been easier to start recording...




