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GE Capital and Roland have partnered to present unique,
limited-time financing offers on Roland and BOSS products.

INVENTORY FINANCING THROUGH GE CAPITAL, CDF WWW.GECDF.COM | 800.451.5944
CONSUMER FINANCING THROUGH GE CAPITAL RETAIL FINANCING WWW.GOGECAPITAL.COM | 866.209.4457
FOR MORE INFO, CONTACT A ROLAND REPRESENTATIVE AT 800.868.3737




NOW OVER

$10,000,000!

That’s the retail value of orders forwarded to music dealers through
the Hal Leonard Shopping Cart and Digital Retailer programs so far!

While some vendors may try to work around you
to earn profits, Hal Leonard works with you. No
matter what your level of online or digital expertise,
we have programs that can help your profits grow.

Call us today to discuss how you can earn more
with Hal Leonard.

SHOPPING CART PROGRAM
DIGITAL RETAILER ONLINE PROGRAMS
AFFILIATE PROGRAMS

1-800-554-0626

A

HALLEONARD®
www.halleonard.com



Product fulfillment made easy as 1,2, 3 !

1.We Store It ...
2. We Ship It ...

3.You Profit !!

Has your company reached the point
where product shipping and inventory
management are adding uncontrolled
expenses to your operation? If so, TechnologyDrive.com
can help speed product shipments -- and save you
money in the process! Located in South Bend, Indiana,
we provide cost-effective shipping to three out of four
addresses in the Continental United States. Our
proximity to major markets like Chicago, Detroit,
Indianapolis, Louisville, Cleveland, Cincinnati, and Milwaukee, means that
you can use low-cost Ground Shipping -- and still promise one-day delivery to
over 40 million addresses in Mid-America! Our specialty is the shipping of high-
value musical instruments, and no customer's needs are too small -- nor
too large -- to handle.

=z Teomology @ com

Product Fulfillment e Storage and Inventory Control
¢ Low-cost shipping from the heart of the Midwest
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WANTED

The Outlaw Series Straps are wanted
by any guitar player who possesses a real
attitude about his guitar playing.

800-876-7651

New Outlaw Series
from LM Products

/@'“\ :

Quality Straps
Manufactured in the USA.

www.LMPRODUCTS.COM
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Z0OOM G3 GUITAR EFFECTS & AMP SIMULATOR

The G3 offers 94 stomps, from your favorite vintage pedals
to the most authentic-sounding amplifier and cabinet models.
And with its 40 second looper and USB audio interface, the

possibilities are endless...

© 201 Zoom | facebook.com/zoomusa | zoomfx.com
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BYPASS

Four decades of
British half-stack
mayhemina

pedal.Toggle
from crunchy

rhythm to
in-your-face lead
with a single foot
stomp.God save
the Queen!

Hollywood™
distortion
American style
distortion with
three gain levels
for surf, crunch
and sustain for
days. Super
dynamic...cleans
up like a real
tube amp.

From vintage TS

)| tones to over

the top insanity,

| the Texas

features two
channels for
rhythm & lead.
More fun than a
rattle-snake
neck tie!

Radial

engineering

..jpower tools for power players

B PERSPECTIVE

PERSPECTIVE | BY FRANK ALKYER

THE GAME OF YOU
BET YOUR BUSINESS

his month’s cover article has been nearly 15 years in the making.

We’ve been trying that long to find the right time to tell the story

of All County Music. Why? Well, Fred Schiff — a son of the boss

who bought All County from his father, Mel — has been a bit busy.

When we first approached Schiff in the mid-1990s, he declined

our offer. He was in the midst of dealing with new competition in his back-
yard — Sam Ash, Guitar Center and the now-defunct
Mars Music were rolling out superstores in South
Florida. Any independent retailer who lived through
the era knows the sleepless nights even one of those
competitors caused. Now, multiply that times three.

We thought it would be perfect to get an indepen-
dent store owner’s view on the chaining of the music
products industry. But Schiff would have none of that.
He was too busy rethinking All County Music, assur-
ing his staff that the company was sound, working
overtime to tell his customers why All County was
superior to the “other guys” and remodeling — instead
of retrenching — to ensure that his store looked as
good as, or better than, the new kids on the block.

The next time we approached Schiff was around
the turn of the new millennium, right after the Inter-
net bubble burst. Again, he declined our interview,
noting that he needed to focus on recreating his business again.

We’ve been turned down so many times that I can’t remember the exact
order of the rejections. Once, he was installing a new software system, then
he was setting up an affiliate store network, then he was opening a second
store, and on and on.

But we understand. Like any good entrepreneur, Schiff walks into his store
every day and plays the game of “You Bet Your Business.” He and his team take
calculated risks to improve the company, deepen relationships and drive sales.
Some of them work, some don’t. The idea is to have more hits than misses.

We’re proud to catch up with Schiff finally for this month’s cover story,
“Taming Hurricanes.” All County is a worthy, road-tested business with
strong infrastructure and stronger people working for the company. That
combination lets Schiff think about his next bet, such as his new high-end
flute business, Florida Flutes. It also lets him focus on his customers in depth.
Schiff, a strong music educator, has a history of putting his band directors
first. For example, when one of his band directors was laid up, Schiff and his
staff filled in until the director could get back to the bandstand.

“He was the first customer of my dad’s who grew a substantial program,”
Schiff told Music Inc. Editor Zach Phillips. “I don’t want to say I owe him,
but this was one way of keeping his program strong and not letting it slide.
Because without a band director, kids aren’t going to play.”

The willingness to take risks and the concept of doing well by doing some-
thing good are just two reasons we’ve wanted to feature All County Music all
these years. For many more, check out the article on page 40. Mi

1588 Kebet Way, Port Coquitlam BC V3C 5M5  tel: 604-942-1001
Specifications and appearence subject to change without notice




Portable

The SONGWRITER”!

Plug in a mic and a guitar, capture your
entire song as a stereo audio recording.
DRAWBAR ORGAN / MIXER ‘&'. sV v & 2y T W 1wy & l'- )
ROTARY PERCUSSION a— —
SLOW/FAST SECOND THIRD
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Drawbar and mixer control. Use the nine sliders
to finish your mix and create killer organ tones.

www.casio.com

WK-7500: 76 Keys
CTK-7000: 61 Keys

fam) =& @

CASIO.

©2011 CASIO AMERICA, INC.



LETTERS

Thanks From Kitt’s

hank you for the coverage

of the recent acquisition of
Jordan Kitt’s Music in the cover
story “The Buyout” (August
2011). My partner, Ray, and I
appreciated the work that went
into this and the thoroughness
with which you reported on the
different aspects of the new com-
pany during the acquisition pro-
cess and moving forward. And,
yes, we chuckled at the “Honey,
I shrunk the Kitt’s” line.

As we continue heading
through a bumpy economic re-
covery, it is exciting to be part of
reviving this great 100-year-old
institution. While there are risks
and uncertainties ahead for any
business, the key for us is that
we are blessed with extremely
talented employees both at Stein-
way Piano Galleries in Atlanta
and Jordan Kitt’s Music in the
D.C. market. We thank everyone
who had a part in this project,
from our vendor and financing
partners to our valued employees
who faithfully stuck with us.
Our primary mission is to take
care of our customers and our
employees.

Chris Syllaba
President & CEO
JKM Music Group

Get in Tune

literally laughed out loud with
joy when I read Editor Zach
Phillips’ Perspective “Turn, Turn,
Turn” in the August 2011 issue
of Music Inc.

First, extend my round of ap-
plause to John Giovannoni at
The Music Room in Palatine,
I1l. Taking the time to set up a
guitar before it goes on the floor
is the greatest sales tool a store
has, and it blows me away that
almost nobody does it. I believe it
really does create a win-win-win
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Beating the Summertime
tail Blues

situation for everyone involved.
The retailer wins simply because
it now has a better-playing selec-
tion than anyone else in town,
the manufacturer wins because
its product is now represented
in its best light, and the cus-
tomer wins because he or she
is now better able to make an
informed purchasing decision.
It is brilliant, and I hope that the
shops in San Diego County take
note because apparently no one
around here bothers to do so.
Although I am an industry
guy, I am still a fan and a con-
sumer, and it always chaps my
hide when I walk into a retailer to
make a purchase and the guitars
on display aren’t set up. I don’t
care what the price tag is — $100
or $10,000. How can you expect
me to give you my money if you
can’t even take the time to sell a

Chris S~ flaba dnd

PAGE 40

properly working product? Would
a car dealership ever think of put-
ting a car on the showroom floor
without making sure there was
air in the tires, the brakes worked
and it had an alignment?

Josh Vittek
Joshua Paul Vittek and Associates
Media Relations

Being Retail-Ready
wanted to say thank you to Music
Inc. for all of the information it
provides to the industry. While
I find each of your issues must-
reads, I found the June 2011
issue to be particularly loaded
with powerful and necessary
ammunition.

You have many talented
writers, and I’d never want to
leave any of them out because
they are much-appreciated.
However, Kenny Smith’s piece,

“No Downtime in Sales,” was
timely. I travel extensively, and
while I find many stores at the
top of their game, there are way
too many that aren’t retail-ready
and proactively seeking out new
opportunities, as Smith wrote.

By no means is this limited
to retail stores. In talking with
counterparts from other compa-
nies, it’s apparent many sales reps
aren’t taking the time to search
actively, not only within their cur-
rent territories but also on the
Web, to look for new custom-
ers. When so much information
is available to us at the click of a
mouse, there’s no limit to poten-
tial customers. It’s simply too easy
for all of us not to venture out of
our comfort zones. One industry
leader refers to this as the “cow
path mentality.”

Thanks again, and by all
means continue to keep these
articles filled with priceless
nuggets of information. We’re
all depending on them to assist
in keeping our industry alive.

Ken Fuente
Vice President of Sales
Gator Cases

Correction

n the September issue’s Summer
NAMM coverage, we mentioned
that Rosi Johnson of Mississippi
Music took the helm of the Na-
tional Association of School Mu-
sic Dealers. In fact, Joel Menchey
of Menchey Music is the current
president of the organization. We
regret the error.
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EXCLUSIVE FEATURES:::.

The World’s Most Versatile Metronome.
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The Peterson BodyBeat Sync® represents the ultimate in metronome devices.

As a fully-featured metronome, it is capable of transmitting the beat by visual, aural and

tactile means.

Wireless functionality allows two or more BodyBeat Syncs to work in synchronicity with
one another, allowing the networking of multiple units on stage, in the recording studio,
band room, marching field or anywhere the precise synchronization of a performance and

its performers is required.

Multiple musicians. Unlimited options. One beat.

(@ A =B
= Tactile, Visual or Audible delivery modes
= Feel the beat from the Vibe-Clip
= 4 different metronome voice choices
= Feel or hear a wide variety of subdivisions displayed
in notation format
=10 to 280 BPM tempo range with tap tempo feature
= Independently selectable time signature components
= Meter-based accent patterns (additive meters)
= Store up to 99 presets
= Lock-out switch to prevent accidental changes to
settings

ma ¢ <5 (3

= Load and play MIDI tempo maps

= Create custom tempo maps online

= Sync to external DAW MIDI time-code

= Built-in speaker with volume control

= USB rechargeable Lithium-lon battery

= USB connection for MIDI input and firmware
updates

Watch the
University of Central Florida's
assessment of the
D S

BodyBeat Sync at
www.BodyBeat.net

= Wirelessly synchronize an unlimited number of
performers

= Any BodyBeat Sync can lead or be synchronized
to a group

= Multiple groups can perform in the same area
with no interference from one group to another

= Wide wireless range does not rely on line of sight

= FCC approved — transmits outside standard
wireless audio range

= Synchronized units display the Master unit's
settings

= Output for headphones or PA system

= Backlit, high contrast LCD display

= Pocket-sized compact design

<3

= Fully Chromatic Audio Tuner

= 7 Octave Range

= Concert A Reference Adjustable From 390-490Hz
= Built-In Speaker and Volume Control

View BodyBeat Sync videos at:
B youtube.com/petersontuners

Join us on Facebook:
facebook.com/petersontuners

The Sounnd of Precision petepson

STROBE TUNERS

| Alsip, IL 60803 USA | 708.388.3311

2011 Peterson Tuners. The BodyBeat Sync loge i a registered trademank of Pelerson Blectro-Musical Products, Inc.
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SEPARK MUSIC | BY JEFF CAGLE
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BAND DIRECTOR HUB

n most industries, profession-

als have a place to hang and

talk shop, be it athletes at the

clubhouse or office workers at

the water cooler. But up until
now, band directors have been
left all by their lonesome.

For that reason, Drew Parker
created the Red Room. Filled with
scores, recordings and a coffee
machine, it’s a centerpiece of
Separk Music’s new store in
Lewisville, N.C., which opened
this past August.

“Every day after marching
camp, the guys come down to
hang out just to see how things
are going,” said Parker, owner
of Separk Music, which was
previously headquartered in
Winston-Salem. “It’s become a
meeting place, and that’s exactly
what I wanted this store to be:
a place to come and spend time
together. I was a band director. I
understand that side of the coin
and there being a necessity for
guys to get together and support
each other.”

THE MARKET BUILDER

Separk’s lifestyle retail vibe
isn’t confined to the physical
store. At the end of July, Parker
also hosted the Building Better
Bands workshop for band direc-
tors. He credited retail veteran
Denny Senseney for putting
the idea in his head as a way

Drew Parker (right) with
his wife and company
co-owner, Marlene

‘My quarteris
up 29 percent,
and my year is

up 6 percent.’

for Separk Music to grow from
a regional to statewide entity.
“Denny pitched it to me as,
‘Let’s shoot for 25-30 directors
because that would be a success,”
Parker said. “We budgeted for 50
people, thinking we were being
optimistic, and we ended up with
93 directors in attendance.”
The workshop aimed to give
band directors a little positivity
in this climate of budget cuts
and uncertainty. They got it with
speakers Paula Crider — whose
session featured Tai Chi and a
focus on the healthy, whole in-

dividual — and Dr. Tim Laut-
zenheiser. “Dr. Tim talked about
all the things that band directors
do and don’t take credit for and
that they should feel good about
their work,” Parker said. “They
came out almost cheering.”
Other featured guests included
retired Col. Lowell Graham from
the U.S. Air Force Band, Jan
Metzger, Johnnie Vinson and
Separk’s repair tech, who talked
about when an instrument should
be brought in for maintenance.
“The way to build better
bands is to build better band
directors,” Parker said. “The
young guys who are coming
out of college have just started
another phase of their education.
That education is going to come
from their experience at the front
of the classroom and their ability

to network with other directors
and call on their colleagues to
help them out of spots when they
have a problem.”

HIGH TRAFFIC, HIGH VISIBILITY

arker planned the clinic while

moving from Winston-Salem,
where Separk Music had resided
for more than 70 years. He said
Lewisville is a growth area, and
the new store is a stone’s throw
from several major customers.

The location also reflects a
shift in focus for Separk Music
since Parker bought the business
in 1995. At the time, 95 percent
of its business was print music,
which is now down to 17 percent.

“We are a pretty solid school
music dealer now, and down-
town [Winston-Salem]| was not
the right location for that,” he
said. “It was too hard for people
to park. This move has been a
breath of fresh air.”

Separk’s old location was
spread across three floors in two
buildings side-by-side. The new
Lewisville building has one floor
that boasts natural flow and high
visibility, according to Parker.
And, he added, business has
taken off since the move.

“I had a great July,” Parker
said. “My quarter is up 29 per-
cent, and my year is up 6 percent.
That would seem to indicate that
the move was good.” M
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JACKRABBIT

Are you and your customers tired of paper registration? MUSIC |
Allow your customers to register and pay online! 2000+ Clients
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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Fred Myers Pianos’ David Myers (left)
and Sweetwater’s Chuck Surack

SWEETWATER | RENOVATION

SWEETWATER
EXPANDS
RETAIL STORE

weetwater Sound celebrated the grand

opening of its expanded retail store on
Aug. 2 at the company’s campus in Fort
Wayne, Ind. The expansion is the result of
Sweetwater recently becoming the exclusive
authorized Yamaha piano and Clavinova
dealer in the region, including northeast-
ern Indiana, northwestern Ohio and south-
central Michigan.

A press conference, which included Fort
Wayne Mayor Tom Henry, Yamaha National
Sales Director Bob Heller and Sweetwater
President Chuck Surack, featured a torch-
passing from Fred Myers Pianos owner
David Myers, who held the local Yamaha
dealership for 28 years, to Surack. Heller
also presented a plaque of appreciation to
Myers in recognition of Fred Myers Pianos’
years of support.

The original Sweetwater retail space,
which was completed in 2006, has undergone
numerous improvements since opening. The
company added an additional 3,500 square
feet to the store, almost doubling its size to
7,500 square feet in order to accommodate
the new piano and keyboard inventory.

With the expansion, Sweetwater has also
introduced interactive displays and technol-
ogy to improve customer service and the
overall purchasing and checkout process.

“The grand opening formally acknowl-
edges Sweetwater as the largest retailer of
pianos and keyboards in the region,” Surack
said. “Our expanded retail store is now the
largest in northern Indiana selling music
instruments and audio technology.”
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MUSICAL INNOVATIONS | EVENT

INNOVATIVE WORKSHOP

lutist Ali Ryerson ﬂ =
culminated her F

Greenville County,
S.C., school tour with
a concert and clinic at |
Musical Innovations in
Greenville on May 17.
The event
featured a short recital and workshop covering jazz
basics. Attendees learned various exercises from
Ryerson’s instructional book, and a brand-new Brio!
student flute was donated as a prize by Gemeinhardt,
which co-sponsored the event with Carolina Flutes.
Tracy Leenman, owner of Musical Innovations, said
Ryerson was “very well-received by the students.”

WOODWIND & BRASSWIND | VENUES

VWW&BW to
Close Retall
Store, Call Center

I n August, Woodwind & Brasswind an-
nounced it will close its South Bend,
Ind., retail store and move its call center
to Indianapolis. The move will elimi-
nate roughly 115 jobs and make the
retailer an online-only operation.
Previous Woodwind & Brasswind
owner Dennis Bamber has held the
lease on the building since Guitar Cen-
ter purchased the company in 2007. He
recently told local television station WSBT
that he may move back in after Wood-
wind & Brasswind moves out in Febru-
ary, when Guitar Center’s lease expires.
Bamber currently runs Music Fac-
tory Direct, a full-line Internet re-
tailer. The move, according to Bamber,
could add as many as 30 employees.
(His company currently has 10.)

KEN STANTON MUSIC | EXPANSION

»>

RETAIL

Ken Stanton Music recently celebrat-
ed the opening of its sixth retail
store, located in Alpharetta, Ga. Held
July 29-31, the weekend-long grand-
opening event featured specials on
hundreds of items. The company’s five
other stores are located in Marietta,

Ken Stanton Opens in Alpharetta

Roswell, Woodstock, Stone Mountain,
and West Cobb, Ga.

“We are excited about being in such
a great area as Alpharetta and look
forward to offering better service to
musicians and local schools in that
area,” said owner Kenny Stanton.
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Dale Beacock

Dale Beacock, co-founder of Bea-
cock Music, died on Aug. 4 after
being hit by a logging truck’s trailer
while riding his bicycle. He was 81.

A saxophone and clarinet player,
Beacock joined the U.S. Navy while
studying at the University of Portland
and attended the Navy School of Music.
He also earned a Master of Music at
the University of Portland. After college,
Beacock worked as a band director. He
also served as the orchestra director for
the Miss Washington Pageant and the
New Horizons jazz band. More recently,
he performed with a band at Mount
Hood’s Timberline Lodge in Oregon.

In 1976, he founded Beacock Music
in Vancouver, Wash., with his wife, Sue.
The full-line dealership is now co-owned
by their children, Gayle and Russ.

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

A memorial service was held for Beacock on Aug. 12.

“There were colleagues from 30-35 years ago, students past and
present that spanned over decades, employees past and present,
friends from his flying group, his current New Horizons band members,
the players from the many bands he currently was playing in, com-
munity members that grew to know and respect him, and of course,
his extended family members,” Gayle said of the service. “He touched
the lives of so many people, always with a loud laugh and a witty an-
ecdote. He was one of the wittiest and most clever people | knew.

“What | would like you to know is that our dad was a great dad.
Both he and my mom always worked at least three jobs at a time —
school teachers, gigging musicians and then the music store — but
we never were without our parents at our events or at home.”

“We have lost a very talented man,”

wrote Kathy Condon, a business

communications trainer and owner of KC Solutions, in The Columbian.
“Dale Beacock understood that the little things made a difference. When
he gave you a hug, for that moment, he was totally connected with you.”

BETHEL MUSIC CENTER | PROMOTION

Bethel Founder Stars in Google Ad

B ethel Music Center founder Bruce Tre-
idel recently became the star of a Google
video promotion.

Google chose Bethel, Conn.-based Bethel
Music for its success using Google AdWords.
The segment, filmed May 20 at the store,
features Treidel discussing his love of pro-
moting music in the community and how
using AdWords has boosted his business.

During the segment, he said business
has “never been this good. In the last year,
because we’ve been really targeting with
Google AdWords, we’ve grown about 15
percent — at a time when a lot of businesses

are failing.”

Treidel mentioned that the shoot took
all day.

“They transformed the store into a movie
set and filmed all day,” he said.



QUINLAN & FABISH | EXPANSION

QUINLAN &
FABISH OPENS

NEW HQ

Quinlan & Fabish of Burr
Ridge, I11., christened its new
headquarters on Aug. 7 with an
open house.

After the ribbon-cutting cer-
emony, live music from Sundance
entertained attendees feasting on
barbecue in the food tent. Tours
of the facility were also given
throughout the day. The event
drew in crowds of Quinlan &
Fabish employees, customers and
suppliers.

The new 52,000-square-foot
facility boasts roughly 10,000

square feet of showroom space,
including a high-end violin room,
and a 30,000-square-foot ware-
house. The building also adds
teaching studios and a confer-
ence and event room.

Quinlan & Fabish began the
buildout in winter 2010. The
warehouse, repair area and of-
fices were completed by June,
and the showroom was finished
this past August.

George Quinlan Jr., company
president, acknowledged that the
best time to move would’ve been

»>

RETAIL

From left: Quinlan & Fabish’s George Quintan Jr., Lewis
“Lewie” Brown and George Quinlan Sr. Brown, a longtime
employee, received a Lifetime Achievement Award

five years ago, but “the market
was right to buy now.”

“We had run out of space five
to seven years earlier and oper-
ated out of two separate buildings

Y “

in Burr Ridge,” Quinlan said.
“Having everyone under one roof
will improve efficiencies and al-
low us to grow all aspects of our
school music operation.”
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NAMM News

Note
from Joe

“A government that robs Peter to pay Paul
can always depend on the support of Paul”
-George Bernard Shaw

I'll bet most NAMM Members would not consider themselves
overly political. But recently, I'm sure you have noticed more
laws and regulations coming out of Washington and your State
Capitols, and some are making your job harder than ever.
Heightened regulation and enforcement, byzantine tax laws
that favor some while penalizing others, frivolous lawsuits
that cost a fortune to defend no matter what the outcome

and insurance costs that have risen at five times the rate of
inflation are increasingly placing extra burdens on already
overstretched business owners.

If you care about the future of your business and the industry,
get involved. And in my opinion, one of the most important
things you can do is belong to the one association that
represents the interests of 9,000 music products companies.
NAMM has been the industry’s voice in our government for
more than 100 years. And the current political environment
makes it more important than ever that we work together on
the matters that impact us the most.

ADVERTORIAL = OCTOBER 2011
visit us online at www.namm.org

NAMM's longest running legislative priority has been music
education, ensuring that every child in America has the
opportunity to learn music. This is not only good for our
industry, it's the right thing to do for our society. Our love of
music and the value we place on it is the one thing that unites
us all. Protecting NAMM Member trademarks and copyrights
has also been a top priority. And the Lacey Act has impacted
our industry and put many NAMM Members at a level of risk
they never dreamed of.

When an issue like the Lacey Act comes into the national news
like it did with the recent raids on Gibson, it is interesting to
see the anger and frustration manifest itself on cable news
programs and on blogs. But | can tell you that while that may
be a popular response, addressing the root problem is the only
solution. That means long, tedious legislative work, and NAMM
and our partners in D.C. are at it daily. It includes countless
visits to Members of Congress and their staff, carefully
working with regulators to communicate the views of the
business community and getting them to fix the unintended
consequences of well-intentioned legislation. It's not glamorous
work but it is ultimately the only way we're going to create

the kind of business-friendly environment that is needed to
compete in the 21st century global economy.

Go to namm.com/publicaffairs to learn more. Join one of
NAMM's task forces and come to Washington with a fly-in
delegation. But please know that by just belonging to NAMM
you are making a difference. Your Membership contributes to
improving conditions for the entire industry.

We are grateful for your support and will continue to do our

best on your behalf.

Joe Lamond ® NAMM President/CEQ

4

Former NAMM Chairman Tom Schmitt
and other NAMM Members and supporters
plead with Congress to support music
education for all students.

A record 40 NAMM Members traveled

] to D.C. and held more than 103
meetings with Congress members to

address key music products industry issues.

Joe and former Secretary of Education under President Bill Clinton
prepare their remarks at a recent Capital Hill event.

— 4 .
NAMﬁ AMM News October 2014

ad by NAMM. To keep up-to-date on the

is publish Hoiae ack Digi
L N?::ustrv news, sign up for our PLAYS
|atest breaking | st ol a,mmigita'lﬂnamm-‘“g'

tal e-newsletter

-



90,000+

Registrants

1,400+

Exhibiting Companies

90+

Countries Represented

4

Days

7
Al TA
L) ' L

: 3 _' “\mﬁ%‘

idea centey

RS Featuring the 2012 TEC Awards!

' January 19-22 |

2012Anahei1n,California

e

L

ANAHEIM CONVENTION CENTER



o~

NORTH AMERICA TOLL FREE
PHONE & FAX 1-800-565-0203
1-888-FAX-LEVY (329-5389)
Levy's Leathers Limited: 190 Disraeli Freeway, Winnipeg, Manitoba, Canada R3B 274
Tel: (204) 957-5139 Fax: (204) 943-6655 email: levys@levysleathers.com




SUPPLY

MEL BAY | BY HILARY BROWN
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DIGITAL OVERHAUL

s the print industry

undergoes drastic

changes, Mel Bay

has been doing some

transforming of its
own.

In 2009, the company’s third
generation of leadership took
over, with Bryndon Bay’s ap-
pointment as president. Since
then, he and his brother Collin
have overseen a major restruc-
turing and taken measures to
better acclimate Mel Bay to the
digital world.

“Mel Bay really had to take a
hard look at just what it is that
we do,” said Collin Bay, who han-
dles artist relations and product
development. “In a sense, we’re
a media company; in another,
an education company, a music
company. We’ve had to expand
the definition of our company
in order to account for changes
in the market.”

CHANGING LANDSCAPES

dapting to those changes

hasn’t been painless. This
year, for instance, the print music
publisher laid off an undisclosed
number of employees. Bryn-
don cited a demand for “non-
traditional education methods”
and “a general devaluation of
intellectual property” as two
of the print industry’s biggest

challenges. Still, he said the in-
ternational market continues to
prosper, particularly outside of
North America.

Collin added that the print
industry’s challenges have also
helped Mel Bay crystallize its
online objectives.

“The biggest changes in the
market have been discussed for
about 10 years now — the de-
cline of the recording and print
industries, the digital revolution,
the changing ways people relate
to music,” Collin said. “We are a
much more artist-driven, Internet-
driven company than we were
10 years ago.”

One particularly promis-
ing initiative for Mel Bay is its
digital print marketplace, where
consumers can access electronic
versions of Mel Bay titles straight
from the company’s website.

Notes on the E Strin,

Fint g

Mel Bay’s new
leadership
seeks growth
in the digital
domain

Launched in November 2010,
the program now offers thou-
sand of e-books, and Bryndon
said immediate plans are in the
works to expand the initiative.

ADAPTING TO A DIGITAL WORLD

his means making the sale

of Mel Bay’s electronic titles
more convenient and efficient.
In order to address both digital
and traditional print customers,
the company is now releasing
print and electronic versions
of new Mel Bay publications

simultaneously.

Bryndon said he plans on digi-
tizing the remainder of the Mel
Bay catalog and increasing the
availability of more out-of-print
publications within the next few
months. Additionally, he wants
to promote Mel Bay’s monthly
new releases more effectively.

“Over the long-term, we will
adapt our product — including
content, look, feel, media and de-
livery system — to better serve
the transforming marketplace,”
Bryndon said.

Dealers can also benefit from
Mel Bay’s future plans to en-
hance its online presence. In
the first quarter of 2012, the
company will be launching an
e-book affiliate program in or-
der to provide e-book services
to retailers at no cost.

Until then, the third-genera-
tion Bays are confident in their
strides toward becoming more
Internet-friendly. That said, they
know it won’t happen overnight
and there will be obstacles.

“Given the tumultuous times
our industry is in, it’s fair to say
the landscape is ever-changing,”
Bryndon said.

“My brother and I bring a
different perspective to Mel Bay
that is helping us adapt the com-
pany to the changing marketplace
and consumer.” Mi

OCTOBER 2011 I MUSIC INC. | 21



SUPPLY

KALA | BY HILARY BROWN
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RAISING UKE AWARENESS

wo years ago, Rick

Carlson wanted to find

a way to keep school

music alive and still

move his company’s
product. He found a solution
outside the States.

In Canada, ukulele education
has been widespread since the
1960s, and educator James Hill
has successfully hyped his Uku-
lele In The Classroom curriculum.

“It was just something that
was of immediate interest to
Kala,” said Carlson, director of
sales and marketing for Kala.

His company joined forces
with Hill and added Ukulele In
The Classroom into its business
plan. Carlson noted that the part-
nership was inspired by a demand
for an economical, comprehen-
sive student music curriculum.

“It was something to allow
us to put packages together,” he
said. “We’ll find teachers and try
to work it into their budgets,
so their schools can initiate the
program.”

CROSS-GENERATIONAL LEARNING

nfluenced by Canadian ukulele
education pioneer J. Chalmers
Doane, Hill’s three-volume book
series, published by Empire Mu-
sic, features a combination of
exercises and repertoire. It has
gained popularity with children
as young as 6 years old, but Hill
mentioned that its appeal in mul-
tiple learning environments has
made it accessible to a broad cus-
tomer base.

“There’s no doubt it’s de-
signed to thrive in a school
classroom and also in community
groups, which tend to be more
adult learners and seniors,” Hill
said. “But we’ve also found that
people use it really effectively

22 | MUSIC INC. | OCTOBER 2011
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for self-teaching and their own
self-practice.”

The partnership also lets Kala
include Hill’s educational mate-
rials in two of its uke packages.
These provide students with a
soprano or concert-size ukulele,
gig big, pitch pipe, and Play Uku-
lele Today!, an abridged version
of Hill’s series published by Hal
Leonard. Carlson noted that the
packages are popular not only
with music curriculum distribu-
tor Empire Music but also such
brick-and-mortar chains as West
Music and George’s Music.

PUBLIC RESPONSE

ala’s presence on the school

music scene has also sparked
a grassroots movement in sup-
port of school ukulele programs.
Because of the packages’ economi-
cal price, Carlson said he’s often
contacted by alumni and benefac-
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tors looking to make donations.
“It’s been an overwhelming
response,” said Hill, who gauges
return on investment based on
how many times the curricu-
lum’s free online advocacy kit
gets downloaded. “We get people
from all over the world requesting
that kit every day.” He also noted
that attendance in his teacher
certification program has in-
creased dramatically, and people
will even fly in internationally
to be educated on the method.
Kala recently finished a series
of nationwide uke circles and clin-
ics and is planning to boost its
marketing presence by expand-
ing the teaching program into
the United States. The company
received additional publicity after
joining in the NAMM Fly-In to
Washington, D.C., in May, where
the Kala team made its pitch to
the Department of Education.

(left) and
Mike Upton

“We organized with NAMM a
strum-and-drum circle,” Carlson
said. “They actually brought in a
couple busloads of children from
local schools, Remo supplied some
percussion instruments, and we
had quite an event right there.
We received a lot of publicity.”

So how can music retailers
get a foot in the door? According
to Hill, the free advocacy kit is
the ultimate resource, as it lets
retailers pitch the book series
more effectively.

“Students are able to take
those skills and move them over
to another instrument, which is
not true of other methods that
teach instrument-specific tech-
niques exclusively,” Hill said.

Carlson added that the so-
cial aspects of the uke make it
highly desirable, as well. “It goes
beyond what you can do with a
recorder.” Ml
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ONLINE
Marshall Electronics

Pariners With Shopatron
M arshall Electronics has signed an
agreement with retail-integrated
e-commerce provider Shopatron to
add online shopping capabilities to its
website. Marshall Electronics plans to
promote its new consumer-targeted
line of camera-top monitors, MXL
microphones for consumer recording,
and video and business applications
on the new e-commerce platform.
“When deciding how to best
distribute our new consumer-targeted
products, Shopatron was the logical
solution,” said Perry Goldstein, sales
and marketing manager for Marshall
Electronics. “With Shopatron’s solu-
tion, we give consumers the conve-
nience of online shopping, while still
including our valued retail partners
in the sale.” {mars-cam.com}

OUTREACH

Jody Jazzes Up Band
odyJazz sponsored the Harvey,
lll.-based Brooks Middle School

Jazz Band’s saxophone section at

last December’s Midwest Band Clinic

by donating
mouthpieces.
“The

JodyJazz

mouthpieces

are working
out fantastic,”
said Roos-
evelt Griffin, director of the Brooks

Middle School Jazz Band. “The

sound of my sax section opened up

immediately. JodyJazz hit a home
run on this one.” {jodyjazz.com}

HONORS

Blue Named Top 5000

lue Microphones has been

named to Inc. magazine’s an-
nual Inc. 5000, a ranking of the
nation’s fastest-growing private
companies. Earning a spot on the
list for a second year in a row, Blue
Microphones comes in at No. 1,081,
jumping from No. 1,481 in 2010.

“We are honored to be included for
a second year in the Inc. 5000,” said
John Maier, CEO of Blue Microphones.
“We continue to push forward with the
development of leading-edge audio
products and expanding availability
across the globe. We are proud of
our growth and will continue develop-
ing products that integrate updated
technologies with the highest-quality
audio capture.” {bluemic.com}
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NAMM I LEGAL

NAMM SENDS LACEY
ACT COMPLAINT TO
OBAMA, CONGRESS

n the wake of federal agents’ Aug. 24
raid on Gibson’s facilities (see oppo-
site page), NAMM recently drafted a
complaint to President Barack Obama
and members of U.S. Congress on be-
half of the music products industry. A
representative of NAMM said the let-
ter would be sent the week of Sept. 5.

The statement, signed by NAMM
President and CEO Joe Lamond and
Chairman Kevin Cranley, specifically
addressed how NAMM'’s member com-
panies have been negatively impacted
by the Lacey Act, which the statement
called “a well-intentioned law, but one
with unintended consequences that
we feel are damaging to our industry
and the economy.”

The statement also said that the
law’s lack of clarity has made com-
pliance difficult for music industry
companies.

“The confusion is due in large part
to the law’s ambitious scope, including
enforcement of the laws from all other

D’ADDARIO | VENUES

countries that are the source of these
natural materials.

“The recent high-profile raid (mul-
tiple federal agencies with automatic
weapons) of Gibson Guitars, a leading
NAMM member company in Tennes-
see, compounded with the slow re-
sponse on needed guidance for compli-
ance that we have been seeking has
created fear and uncertainty for all
those involved in the manufacturing,
distribution and retailing of instru-
ments and, increasingly, artists and
owners of musical instruments.”

NAMM added that it has concrete
ideas for improving the law and is ready
to work with members of Congress
and federal agencies to make changes
that fulfill the intended vision of the
Lacey Act.

The Lacey Act was designed to
combat trafficking in illegal plants and
wildlife. In May 2008, the law was
amended to protect a wider range of
plants and plant products. {namm.org}

D’Addario Conada Makes a Move
R R PN

D ’Addario Canada has moved
into a larger 21,000-square-foot
facility in Markham, Ontario, and
has implemented a new system to
meet the needs of its retail base.
“It’s an opportunity for us to
improve both our outgoing and
incoming order flow,” said Larry Da-
vidson of D’Addario Canada. “With
a larger floor space, our aim was to
minimize the footsteps and simplify
the picking and packing process.”
Part of the reason for the move
was to consolidate operations under
one roof. “In 1988, we started off in

one single unit, then gradually acquired four more |ndependent

units totaling five,” Davidson said of D’

Addario Canada’s origi-

nal location in Richmond Hill, Ontario. {daddariocanada.com}



ST. LOUIS MUSIC | DISTRIBUTION

SLM Takes
on Dixon

t. Louis Music

(SLM) is now
the exclusive U.S.
distributor of Dixon
drums, hand per-
cussion, hardware
and accessories.
Effective imme-
diately, SLM will
manage all sales,
marketing, U.S. artist
relations, clinics and
after-sales service in the United States.

“We’ve long wanted to expand into
drums and percussion but were wait-
ing for the right brand,” said SLM’s CEO
Mark Ragin. “Dixon drums and hard-
ware are great products and a perfect fit
with the rest of our combo offerings.”

Since striking the deal, SLM hired
Jim Uding as the brand director for
Dixon. Uding will also serve as product
manager for SLM’s drum and percus-
sion products. He owned Drum Head-
quarters in St. Louis, a Five-Star Drum
Shop, which closed this past July.

“It was thrilling for SLM to get a line
like Dixon Drums, and now we have a
talented and experienced industry profes-
sional like Jim to manage it,” Ragin said.
“He’s respected and admired by drum
dealers all over the country, and we feel
fortunate that he’s able to join the team.”
{stlouismusic.com; dixondrums.net}

Jim Uding

GIBSON I LEGAL
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KORG I TECHNOLOGY

KORG & VOX RING IN

org has released new ringtones from
Korg and Vox brands, available for
free download. The Korg ringtones,
all created with Korg instruments, let
musicians choose from a variety of

synth sounds, including bass, lead and
vocoder. The Vox tones range from
the famous Vox AC30 chime to a more
aggressive riff from a Vox Night Train
amp. {korg.com}

GIBSON RAIDED
-.. AGAIN

n Aug. 24, federal agents with the U.S. Fish &

Wildlife Service executed four search war-
rants on Gibson’s facilities in Nashville and
Memphis, Tenn. The agents seized several
pallets of wood, electronic files and guitars.

According to a statement from Gibson, the wood
seized came from a Forest Stewardship Council
(FSC)-certified supplier and is FSC-controlled wood.
Therefore, it complies with the standards of the FSC,
a nonprofit organization established to promote
responsible management of forests worldwide.

In November 2009, Gibson’s Nashville factory
was raided and authorities seized six guitars and
pallets that were allegedly stacked with ebony
wood that was in violation of the federal Lacey Act,
which bars the importation of endangered woods.

Gibson is cooperating with the investigation,
according to the statement. {gibson.com}
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Solid Value

The RD-10: All-solid performance
for the price of a laminate guitar

Can your acoustic room compete?
Now more than ever it's essential
to stock cutting edge values -
solid woods and superb classic
designs backed by an industry-
leading lifetime warranty.

The Recording King RD-10: all-
solid with a $349.99 street price.
What's on your wall?
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Street Price: $349.99
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MUSIC

OCTOBER 2011 I MUSIC INC. | 25




SUPPLY <L
TRIBUTE

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

Jane Barker

Musicorp sales representative Jane Barker
died on Jan. 24 after battling cancer. With
nearly 33 years of service to Midco and
Musicorp, Barker played an integral role

in the company’s growth and success,

according to a statement from Musicorp.

“She loved working with her custom-
ers, and they loved working with her,”
said Dan Roberts, vice president of
Musicorp. “Jane’s positive attitude and
demeanor was always inspirational.”

Series of Partial'Gap

Alternate guitar’tunings are.catching on fast.

That's why we décided to go all ofit and bring

you /folir' new-tools to create sounds you never
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Gwen Bailey-Harbour
Gwen Bailey-Harbour, senior vice
president of sales for Alfred and associ-
ate member at large on the Retail Print
Music Dealers
Association
board of direc-
tors, passed
away Aug. 11
after a battle
with cancer.
Bailey-
Harbour began
working at '
Alfred more g
than 23 years '
ago and held roles in market-
ing, sales and operations.

“We were blessed to have Gwen
come to Alfred Music on June 13,
1988,” said Ron Manus, Alfred’s
CEO. “Over the last year, we have
watched Gwen battle cancer. How
she faced adversity with strength,
conviction, class and character con-
tinues to be an inspiration for me.

“We are all mourning this incred-
ibly tragic loss, and we will celebrate
her life and legacy as we pay tribute
to this remarkable woman and dear,
dear friend who we love so much.”

Danny Rocks, now of The Company
Rocks, had worked with her at Alfred.

“Gwen was warm and wise, op-
timistic and objective, amiable and
assertive,” Rocks said. “Many people
looked to her for advice and direction.
Gwen served as an outstanding role
model for many people in our industry.”

She is survived by her hus-
band, Rod, and two sons.

Michael Healy

Michael Healy, a founding mem-
ber of The Healy Group, passed
away on June 26. He was 59.

The Healy Group has represented
American DJ, American Audio, Elation
Professional, Acclaim Lighting, Global
Truss and Ar- .
riba Cases on
the East Coast
for more than
a decade.

“It was
impossible to
spend any time
with Michael
and not feel
better about
life,” said Scott
Davies, general manager of the
American DJ group of compa-
nies. “He will be sorely missed.”




APPOINTMENTS

KMC Names
VP of Global
Percussion

’:ender has ap-
pointed Mark

Nelson to the posi-
tion of senior vice
president of global
percussion for KMC
Music. In his new
role, Nelson will
oversee the brand-
ing of all KMC Percussion worldwide,
including Latin Percussion, Toca Per-
cussion, Gretsch Drums, Gibraltar
Hardware and Sabian.

Nelson is a 23-year music indus-
try veteran who most recently served
as vice president of merchandise for
drums, media and general accessories
at Guitar Center.

“Mark has been one of the true lead-
ers and innovators in the drum indus-
try, and we’re thrilled to have him on
the KMC team,” said Jay Wanamaker,
KMC’s senior vice president of sales.

Mark Nelson

SHS International has named Sky Ca-

serotti director of information technologies.

Earthworks recently appointed Craig

Breckenridge as its new product specialist.

Blue Microphones has tapped Mi-
chael Huckler as the vice president
of worldwide sales, pro division.

Radial Engineering has appointed
David (Shuu) Guidish as the new terri-
tory manager for central North America.

Caroline Polster recently joined
Full Compass Systems as its hu-
man resources manager.

American Music & Sound has
named Justin Eggleton as the na-
tional product training manager for
Allen & Heath and Turbosound.

Ted Harshberger is the new
senior director of global opera-
tions for JBL Professional.

Optek Music Systems, makers of the
Fretlight Guitar, recently named mu-
sic industry veteran Bill Abel director of
music industry sales for North America.

The Music Group has ap-
pointed Mark Wilder vice president
of marketing communications.

SUPPLY

SHURE | AWARD

K

SHURE NAMES REP OF THE YEAR

hure recently named S.K. Mac-

donald as the company’s Repre-
sentative of the Year for the 2010-
2011 fiscal year. The president of S.K.
Macdonald, Perry D’Angelo, received
the award at InNfoComm 2011 in
Orlando, Fla.

“The selection process was difficult
this year,” said Jim Schanz, Shure’s

director of U.S. and Canada field sales.
“S.K. Macdonald made significant rein-
vestments in the company that helped
it continue to offer best-in-class dealer
support and drive the Shure brand to
new levels in its territory.”

S.K. Macdonald has represented
Shure in the Mid-Atlantic region since
1933. {shure.com}
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THE CUSTOMER WHISPERER | BY GREG BILLINGS

r. Smith (name
changed to protect
the foolish) was a
typical prospective
client. A successful
physician practicing somewhere
in the Midwest, he purchased a
retirement home on Marco Is-
land. We met when he stopped
by the Gallery last year looking
for a vintage Steinway grand for
his Marco home. We didn’t have
the size he wanted, but he said
he wasn’t in a hurry.

During the next few months,
I let him know about various
pianos that came along, and
last spring, I was disappointed
to learn that he’d purchased a
1922 Model A on eBay. He, of
course, was thrilled to have found
a completely rebuilt and refin-
ished piano for less than $20,000.
I was suspicious because the cost
of properly rebuilding and refin-
ishing a Steinway grand alone
is more than $20,000.

THE STING

S till, the good doctor was excit-
ed to hear about Pianomation
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. and

why you
shouldn’t

either
II from QRS. We agreed that the
Gallery would receive and inspect
his piano and install the player.
The seller reluctantly agreed to
ship the piano to us, and about
a month later, it arrived late on
a Friday afternoon. It only took
15 seconds to see that something

was fishy. The legs on the piano
weren’t from 1922. And things
dot worse, fast.

The piano had been refinished
some time ago with a black lac-
quer I’d never seen before; it was
somewhere between high-polish
and not high-polish. The finish
was very cloudy with deep sur-
face scratches. The oversized pins
indicated the pinplank hadn’t
been replaced, and some of the
cheap plastic keytops were com-
ing unglued. All the action parts
were original and worn.

“Maybe they just got the date
wrong,” said our tech.

Vintage pianos are dated by
looking up the serial number in
the venerable Pierce Piano Atlas.
But here’s the thing about serial
numbers: They’re stamped in ink
on the piano’s plate. So, when
you refinish the plate, you have
to reapply a serial number —
hopefully, the original one. The
new serial number on this plate
disagreed with the shadow of
the old serial number I could see
partially through the new finish
(because they hadn’t properly

N’T SELL
ONLINE ...

stripped and sanded the plate).
checked the key frame, another
spot where you can find a Stein-
way’s serial number. This is
where the story turns ugly. The
serial number had been sanded
off of the key frame.

There are many reasons why
someone would remove the serial
number from a piano, a car or
a gun. None of them are good
reasons. By now, I was feeling
a little queasy about the whole
investigation, so I sent an e-mail
to my good friend David Kirk-
land, head of archival services at
Steinway & Sons in New York.
He promptly wrote back that the
serial number in question had
been assigned to a mahogany M
sold in New York in 1926. This
piano was an impostor.

It’s not unusual to find suspi-
cious Steinways. Not all Steinway
rebuilders are Steinway dealers,
and not all have the same stan-
dards. A large number of pia-
nos in various degrees of decay
come from schools, churches
and estates. Some shops even
cannibalize several pianos to



come up with enough parts for
a complete piano. We don’t do
it — I don’t know any good shops
that do — but it happens.

Without further investigation,
I called Dr. Smith to report what
I’d learned so far. After discuss-
ing the possibility of starting the
restoration from scratch, he said,
“But I'll still have a piano with
a phony serial number.” I sug-
gested we could determine the
correct serial number, but at that
point, he felt deceived. Of course,
he had been deceived.

A few minutes later, I got a
call from the seller who wanted
to argue with me about my as-
sessment. He protested that he
hadn’t broken any eBay rules. I
suggested that he review the e-
mail I received from Steinway &
Somns, and I forwarded it to him.

‘No matter how
much buyers
protest price in
the beginning
of their search-
es, in the end,
most of them
are more con-
cerned about
quality and val-
ue than price.’

I never heard from him again.
After numerous phone calls and
broken promises, the piano was
picked up by a guy moving pia-
nos in a horse trailer. Dr. Smith

M IDEAS

eventually got most of his money
back. He has put off buying a
piano until next season and isn’t
returning calls or e-mails.

CLOSE CALL

H ad the piano been delivered
to his home and the problems
discovered over time, it’s unlikely
he would have been able to return
the piano. We had a similar case
with a seller on Craigslist and
were able to help the customer
get a refund. She eventually
bought a piano from us.

A search of pianos for sale
online will reveal mostly gray-
market Yamahas, private-label
low-end imports, some obscure
new piano brands, a few Stein-
ways like the one described and
a motley collection of worn-out
used pianos. Why has the piano

market failed to present reason-
able offerings online, thereby
opening up a vacuum filled by
carpetbaggers, when other indus-
try segments have successfully
exploited Internet marketing?
There are several reasons.
First, none of the major piano
suppliers lets its new pianos be
sold online. My guess is if they
thought this was a viable way to
market pianos, they would do it
themselves. Why would they need
dealers if they could sell their
pianos from a Web page? The
absence of high-quality, name-
brand merchandise opens up an
opportunity for bottom feeders.

IT’S ALL ABOUT THE MATH

ext, pianos are big, heavy,
bulky instruments that must
be wrangled into place, wrestled

"M ake your holiday, Bright,

Musicygiitstare always Right!
. |

Albert Elovitz, Inc.
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into tune and constantly serviced.
The piano business is not for
the faint of heart. It’s almost
impossible to move a piano any
significant distance for less than
$1,000. With locals selling old
consoles and spinets on Craig-
slist for a couple of hundred
dollars, delivering one across a
state makes almost no economic
sense. And properly regulating
and voicing a 20-year-old upright
is so expensive that the cost can-
not be recovered selling at the
current market price. So, anyone
purchasing a middle-aged con-
sole online will probably have
a piano with performance far
below even an inexpensive new
model bought from a local dealer.
When it comes to uprights, the
math just doesn’t work.
Grands are a different story.

IDEAS)

1 suppose one could justify a
$1,200 moving bill for a $5,000
piano, but wouldn’t the customer
be better off buying a $6,200
piano locally? And if we have
a client in our store consider-
ing a $6,200 purchase, might we
have a chance to sell them a re-
ally good piano? No matter how
much buyers protest price in the
beginning of their searches, in
the end, most of them are more
concerned about quality and
value than price.

If we arbitrarily assume that
10 percent of the purchase price
was a reasonable freight cost,
we could reason that $12,000-
$15,000 pianos would be a viable
Internet product. Of course, this
is precisely the entry price range
of pianos major manufacturers
won’t allow to be sold online.

LEFTOVERS

his leaves private-label imports

and used grands as the most
likely candidates for Internet sell-
ing. Most used grands are more
than 25 years old and need exten-
sive action work to be appropriate
for normal use. Regulating and
voicing a grand action, without
parts, is nearly a week’s work for
a trained technician. Therefore,
selling one of these pianos for
less than $5,000 is problematic
unless you cut corners, which is
dangerous to do on a piano you’re
shipping out of town.

The problem with used pianos
is that there aren’t many good
ones. We’re able to sell all the
good pianos we get on trade to
local customers without much
difficulty. And given the market
disruption caused by Craigslist,

we have no incentive to buy up
used pianos as we did a genera-
tion ago. That said, there’s still
a very good business to be had
nursing old Steinways back to
life. Properly rebuilt and refin-
ished, their selling price justifies
the investment. Since we can
sell them locally, why would
we want to market them to the
lowest-price buyer online?

THE BIG QUESTION

his is the fundamental busi-

ness question at hand. Do
we really want to be the lowest-
cost piano provider? The Inter-
net shopper naturally gravitates
toward price because it’s not
reasonable to present products
as subjective as acoustic musical
instruments on a 13-inch screen,
through 2-inch speakers.

Find us on r‘f
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It’s impossible to be the low-
est-cost provider on the Inter-
net because there will always be
someone, somewhere willing to
advertise a lower price. Countless
hours can be wasted negotiating
with out-of-town prospects who
want the lowest price. In the rare
cases where a sale is made, it’s
for less money than we could
sell the piano for locally. We love
pianos and our customers. We
want to provide excellent, me-
ticulously prepared instruments
to clients who will enjoy them
for generations, pay us to service
them and refer their friends. We
cannot fulfill that mission and
be the low-cost provider.

LIES, LIES, LIES

nd finally, the Internet can
be a liar’s club. Posters are

invisible and unaccountable. A
perfect example is the supposed
testimonials on their websites.
In 35 years, we have received
hundreds of thank yous from
customers. Usually, they are
cards and rarely more than a
sentence or two. Mostly, they
thank us for the flowers we send
with deliveries.

I'll go out on a limb and say
most of the testimonials I've
seem online are fabrications.
The same is true with the en-
dorsements. Pianists just aren’t
predisposed to write long evalu-
ations. The majority of evalua-
tions I have seen were biased.
Many were ridiculous.

We’ve serviced a half-dozen
or so pianos people have bought
online. None is a great piano,
and none of the customers got

IDEAS

‘i’s impossible
to be the
lowest-cost
provider on
the Internet
because there
will always be
someone,
somewhere
willing to
advertise a
lower price.’

a particularly good deal. Some
of them are nightmares.
The bottom line: Unless you’re

willing to cut corners and pro-
vide poor customer value, like the
dealer who sold Dr. Smith his ill-
fated Steinway, you’re unlikely to
make much money selling pianos
online. And if getting customers’
money by providing poor value
is your objective, why mess with
pianos? They’re too big, too heavy
and too much trouble.

Many of us remaining in the
piano business are committed to
our customers and our products.
It’s hard work but very reward-
ing. The Internet is a great place
to find and communicate with
customers. But we want them to
see, touch and play their pianos
before taking them home. M

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

requisites for being a
viable retail business
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INDEPENDENT RETAIL | BY TED ESCHLIMAN

SuNViving In

ur local Sunday morning paper recently ran an article
— no, make that lament — chronicling attempts to
convince local grocers to open corner stores down-
town for the emerging population of “urban lifestyle”
residents. Any number-crunching business owner

could see why the grocers were reluctant.
One resident dreamed of “something like a Wal-Mart Express

that’s cheaper but less corporate and more local.”
Another wanted a downtown pharmacy that offered
milk and eggs but at convenience store prices. The
reality is these residents valued price over conve-
nience and remained committed to driving out of
their neighborhood for cheap groceries.

Pondering the extinction of the corner grocery
store begs a question: What’s in music retail that
makes a business viable? The three main requisites
are: price, convenience and soul. And any two out
of the three are crucial to survival.

Price. Contrary to popular belief, no one wins
at retail by offering the cheapest price. Selling your
goods at cost or lower is a recipe for chronic failure.
Profit is a necessity for viability, but there are other
ways to offer price besides simply selling everything

cheaper. You can “guerilla price” random vis-
ible items, and you can move products at a
reduced margin faster and smarter — given
an appropriate population and healthy traffic.

With Google search and Internet shopping,
our customers are more aware of market pric-
ing than ever before. They know what they
can pay, and if you aren’t at least within the
game, you don’t stand a chance of getting their
return business.

Convenience. We usually think “location”
when it comes to convenience, but there’s so
much more to it. Are your store hours open

~ctall

Soul. This third element is
more circumstantial, but we know
it when we see it. The store that
supports every arts organization,
has a staff of earnest, overt music
appreciators; and carries a vibe
of always going to the nth degree
to satisfy customers has soul.
Reputation, honest community
investment, demonstrable integ-
rity and a consistent fairness are
the hard-earned elements that
inspire your customer to belong
to your club.

So, here’s the rub. You need
two out of the three requisites
just to keep the doors open. You
can have price and convenience
— box stores excel at this — but
no soul. Still, they survive.

To really win requires all
three. You need a plan for stra-
tegic pricing, one that instills
profitability but demonstrates
a viable competitiveness on the
items people shop the most. You
need a storefront that’s easy to
get to and makes the lives of
your customers easier.

The hardest to attain is soul.
This is something that’s earned
over a long period of time. It re-
quires integrity, not just attention
to the customer’s wallet, and a
commitment to nurturing and
developing music making skills

when customers are shopping? The Internet is, and it’s open 24/7. | and enjoyment. Mi

Is your showroom uncluttered? Is product easy to find, labeled
and priced? Are your employees helpful or condescending? Are

Ted Eschliman is a 30-year veteran of

they responsive and accessible? How quickly can customers check | music retail and co-owner of Dietze Music
out but still leave the store with everything they need to make | n Southeast Nebraska. Mel Bay published

their musical activities enjoyable?

his book, Getting Into Jazz Mandolin.
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‘On Facebook, you’re
creating your own word-
of-mouth advertising,
and you want others

to spread it for you.’
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THE LESSON ROOM | BY PETE GAMBER

Word Travels

ast month, I discussed the findings of an independent
national music lesson survey that my store, Alta Loma
Music, participated in. The survey asked, “How did students
first hear about your lessons program?” I'd mentioned
our top area of discovery was through word-of-mouth at
36.2 percent, followed by existing customers for another product
or service at 21.93 percent.
In that article, we looked at converting current
customers into lesson students. Now, let’s look at
word-of-mouth and what it encompasses.

THE POWER OF THE SPOKEN WORD

S tudents, parents and others in the community,
such as band directors, your staff and teachers,
are all part of getting the word out about your store.
(Don’t forget last month’s discussion about pro-
moting your music lessons to everyone who comes
through your door.)

What prompts talk about your music lessons pro-
gram? You and your staff being excited about it!
Having great teachers, student performance events
and student retention, along with students that are
visible performing in school bands, equals great
word-of-mouth.

Another sub-question in the survey asked,
“What prompted students to go to Alta Loma
Music for music lessons?” The top response
was recommendations from other parents.
And parents see progress in students through
student performance events. Sixty-four per-
cent of our respondents had participated in
these events, but the national average for this
category was only 29.3 percent. Why did we
get those numbers? Because our approach is
getting students to play, period.

We hold eight student showcases each year,
a drum contest, a guitar contest, a summer rock band, summer jazz
bands, two summer concert bands and a summer “Glee”-type vocal
program. It’s hard work, but we get lots of people talking about
what we do. You can see it in these survey numbers.

When students get to perform, retention rises. The more they
play, the more you retain. You also create excitement with the

st

students and parents, and they
share their excitement with oth-
ers. Let’s face it: Taking lessons
is OK, but becoming a musician
is exciting and something people
talk about.

WIRED TALK

hat do you post on your

store’s Facebook page ? Do
you post student performance
photos and videos? Students
and parents will repost perfor-
mance videos, especially if they
are in them. The same goes for
YouTube.

Make sure to add band direc-
tors to your company’s Facebook
page. This keeps them in touch
with what’s going on in your
store. Remember: On Facebook,
you’re creating your own word-
of-mouth advertising, and you
want others to spread it for you.

Ask parents and students to
write Google, Yahoo and Yelp
reviews. The more reviews, the
more buzz. Start talking this up
with your teachers, and get them
involved with the project.

Also, post comments and
recommendations from students
and parents on your website.
A website is a good place for
such comments. And, of course,
make sure it’s connected to your
store’s Facebook page and You-
Tube channel. MI
Pete Gamber is the owner of Alta Loma
Music in Rancho Cucamonga, Calif.

He welcomes questions and com-
ments at pete@altalomamusic.com.
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The wake-up call that has
me rethinking my texting
and Facebook policies
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THE RETAIL DOCTOR | BY BILLY CUTHRELL

lexting on the Job

originally intended to write an article that blasted employees
who text and use Facebook at work. Don’t get me wrong: I'm
not against texting and social media. I’ve seen plenty of abuses
but also a few good uses in employees hanging out on Facebook
while being paid to work. I have a couple of employees who
check into their Facebook pages via their cell phones to say they
are at work and to update their friends on some events that we
have going on. It’s free advertising for us, and I ap-
preciate the employees giving us plugs on their pages.
That said, work is not the place to text your friends
or be on Facebook if it’s not business-related. Un-
fortunately, as I found out recently, sometimes it’s
hard to know how employees are using their time.

NOT ALL TEXTS ARE CREATED EQUAL

few weeks ago, I saw a staff member sending text

messages between helping customers at the front
desk. The nerve! He knew I'd just let an employee
go for spending an hour and a half on Facebook, and
he was standing right in front of me texting. He’d
been doing a good job assisting walk-in customers
and answering the phones, but I could hear his cell
phone chirping every few minutes. In between his
desk duties, he’d grab his phone and type a
quick message before going back to work. This
went on for 20 minutes.

When the shop calmed down in the after-
noon, I addressed the issue with all intentions
of reminding him of our policies. As I began
explaining the proper use of cell phones in
the workplace and how there’s a time and
place for them, he stopped me and asked for
a chance to explain himself.

1 figured he’d have some lame story about
how his band’s bass player got thrown out of
his girlfriend’s house or needed bail money.
I’ve heard it all before and was in no mood for a woe-is-me tale.

Instead, he told me about a sale he’d just made over text. He
signed up three new students and sold them three guitar packs,
all in 10 minutes of texting back and forth with their mother.

She’d made contact with him through his Facebook page to
discuss open music lesson times and instrument packages. Our em-

ployee told her he would check
times and prices and text her the
following day. She agreed to stop
in and pay for the lessons and
instruments that afternoon, and
it only took six text messages
and maybe 240 characters to
close the sale.

NEW TEXTING POLICY

hat was my wake-up call. I

had to rethink my position
on texting and Facebook use.
Our policy no longer reflected
how texting and social media
have become a mainstay in
business culture. We are now
in the process of writing new
company policies on the use of
social media and texting.

I still ask all of our staff to
use common sense, and I re-
mind them of the importance of
knowing what’s appropriate and
what’s not when using their cell
phones. (Remember Anthony
Weiner?)

Our policy is still worded so
employees know that continu-
ally texting and using Facebook
for non-work-related matters is
cause for termination. It’s hard
to police what texts are business-
related and what aren’t, but I
can’t ignore the bottom line
— three guitar pack sales and
three new students. I encourage
everyone to rethink their texting
and Facebook policies. MlI

Billy Cuthrell rarely texts, but he does answer
e-mails at billy@raleighmusiclessons.com.



LEan SYMPATHETIC SWiteP

u iy ! 2
18T SrmpaIHIT VoicE ATTACK DECAY SENSITIVITY o uve

kﬂm

we © @smus "
¢lectro-Harmonix @

MADE IN NYC, USA

S ¥ MPATHETIC

PRESET
DRONETTUNE

FIAV_IEH SITAR
Taj Mahal tones and ethereal drones infuse
your guitar with the exotic sound of a sitar.

Rock to raga, Bollywood beckons. A plethora of creative vowel shapes
controlled by your pick. A, E, I, O, yeah!

NEO CLONE
Lush analog chorus. Son of
the legendary Small Clone.

/ /

FX THRU
ENGAGE SEND

NEO MISTRESS
Professional flanging, nano
package, breakthrough price!

N/ W | _ FxL0P ,

. L ! E——— e
CHILL SWITCH i 4/ R *BH".I. SWITCHE
Momentary Line Selector ~ M~ [ | - £

A utilitarian masterpiece, - [ N,
provides instant muting and
effects loop switching.

¢lectro-harmonix

MADE TH NYC, USA




IDEAS»)

STREETWISE SELLING | BY KENNY SMITH

(et

elling on price alone is like being sucked down a black

hole: Once you enter, it’s hard to go back. Salespeople

can acquire the addictive habit of discounting con-

stantly to make deals, but customers aren’t in your

store only for the best price. Consider these guidelines,
and help lead our industry back to profitability.

Avoid the “I want to be a good guy” syndrome. Once you
start discounting to be cool and to keep custom-
ers faithful, they’ll expect it every time. I've seen
brand-new salespeople make decent margins with
customers who normally get big discounts. Newbies
are excited about what they’re selling and often don’t
know about our industry’s legacy of discounting.
Even if you’re a seasoned vet, sometimes it pays to
think like a new guy.

Don’t be intimidated by Internet shoppers.
Music products are impulse items. Use that to your
advantage. A product in a customer’s hands is worth
much more than the ability to order the same thing
online and wait for it to arrive.

When it gets down to the nitty-gritty on price, put
a brand-new product in customers’ hands. As they’re
admiring the shiny new item, tell them, “It’s not exactly

how much you asked for, but we’re really close.
It’s only a few dollars more.” Done smoothly,
this works like a charm. And if customers

‘You don’t need to have
the lowest price if you
can prove to your
customers that you’re

object, take it away from them immediately.
Place it where it will taunt them as you rein-
force the benefits of purchasing it from you.
Even if you’ve already mentioned that your
store offers excellent service, music lessons,

worth the difference.’
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rentals and repairs, say it again. Look directly
at customers when you say it. If they loosen up
in any way, ask them to buy but at your price.

Make the case that you’re worth it. A
savvy young salesman who worked for me was
extremely knowledgeable about high-tech equipment. A customer
he’d been working with came back ready to buy. The customer
had phone-shopped the product and found it for $900 less at an-
other store. The salesman knew the customer couldn’t enjoy the
product without post-sales assistance. As the buyer headed out
the door, the salesman said, “Go ahead and buy it there, but you’ll

SAcK 10 value

never be happy.” Two hours later,
the customer returned and said,
“You’re right. The other place just
dropped the box on the counter
and said, ‘Here you go”” My sales-
man got the deal, the store made
an excellent profit, the customer
received quality assistance and
everyone was happy. You don’t
need to have the lowest price if
you can prove to customers that
you’re worth the difference.

Stay away from price in
the beginning. When salespeo-
ple used to ask me if they could
discount a product, my answer
was, “What’s the customer’s first
name?” If they didn’t know it,
T’d tell them to go back and do
their job first.

Switch hats. When it’s time
to bargain, throw your musician
and product-expert hats aside,
and put on your banker’s cap.
This means not only thinking
like a banker but speaking like
one. When you’re talking serious
money, keep the volume down
and the conversation private.

And in the case that you
have to discount to a profes-
sional musician, don’t despair.
Make the deal, but get the cus-
tomer to promise to send you at
least one good customer. These
guys have students and group-
ies. This has brought me more
business over the years than I
can remember. Mi

Kenny Smith is an industry veteran and
consults both retailers and suppliers.
Find him at kennysmithsalesguru.com.



Tuner envy.

Not every tuner is precise enough
to be placed on a guitar virtuoso’s headstock.

Steve Vai. A true virtuoso.
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Hurricanes

Why “Fred Schiff credits bis toughest
challenges for making Al County Music
South “Florida’s premier school music dealership

t’s Monday in mid-Au-
gust. Fred Schiff should
be preparing for the
school rental season,
his busiest and most lu-

crative time of year. Instead, he’s

stripping instruments off the

walls at his Tamarac, Fla., store.

Hurricane Irene looms over

the Bahamas, and it’s head-

ing northbound. Schiff and

his team move their stock

to the warehouse as a secu-

rity measure in case they lose

power. For All County Mu-

sic, it’s business as usual.

“Hurricanes are a part

of life,” said Schiff, owner

of the full-line dealership,

which specializes in school

music. “In 2005, we were

stripping the walls every

week. It’s what we do.”
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Turns out it was a near-miss.
Two days later, Irene bypasses
Florida by a hair to wreak havoc
on the Carolina coast. Schiff’s
showroom gets restocked, and
he hits the road to visit schools.
“We dodged it this time,” he said.

Not that he’s always been so
lucky.

During his 20 years at the
helm of All County Music, Schiff
has fought all types of hurricanes,
literally and figuratively. His mar-
ket, South Florida, was ground
zero for chain-store expansion
in the mid-1990s. A decade later,
the speculative real estate boom
yielded a brief spike in business
until the bubble burst, and burst
hard. Then there’s those darned
forces of nature. Schiff estimat-
ed he’d closed shop for “a solid
month” in 2004 and 2005 be-
cause of storms. “During Wilma,
we were out of electricity for
almost two weeks.”

A retailer with a weaker
stomach might cry “uncle” and
shutter his doors for good, but
Schiff seems to thrive on it. In
fact, he credited his biggest chal-
lenges for spurring his biggest
successes. And at the top of that
list is building All County Mu-
sic into South Florida’s premier
school music dealership.

“The rush of competitors into
our market made me a better
businessperson,” said Schiff,
who worked for nine years in
the banking industry prior to
joining All County in 1989. “I
had to determine who we were
going to be and how we were
going to be, what we were going
to do and how we were going to
do it. What were the things we
were going to push aside, and
what were the things we were
going to do even stronger.”

CHAIN-STORE INVASION

Mars Music going-out-of-
business sign sits on a desk
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outside Schiff’s office. It’s less a
badge of honor, more a reminder
of difficulties he’s faced. In a way,
he’s grateful for the now-defunct
chain superstore. It motivated
him to build a better mousetrap.

During the chain-retail blitz-
krieg of the mid-"90s, Mars Mu-
sic opened its corporate head-
quarters and a Fort Lauderdale
superstore roughly seven miles
from Schiff’s Tamarac head-
quarters. The chain promised
dirt-cheap instrument rentals, a
highly publicized lesson program
and a showroom that would fit
a dozen All County stores. Not
long after, Sam Ash Music and
Guitar Center opened nearby.

“We were the first and only
market where all three compet-
ed,” Schiff said. “We were the
test market.

“They were going to put more
inventory in those stores than
we could sell in a year. That’s
pretty daunting.”

And it was only the begdin-
ning. According to Schiff, rep-
resentatives from one of the
chains met with his top school
music customers, promising to
put All County Music out of
business. The company’s head
repair tech and road rep then
became the first of many em-
ployees to be given competitive
job offers by the retail giants.
And, of course, new stores kept
opening — to the tune of one
every three months. Each time,
Schiff noticed a 30-percent dip
in his monthly retail business.

He said he remembers one
especially sleepless weekend
during this period. When he
returned to work on Monday,
he decided to hit back.

He made attractive counterof-
fers to employees being recruited
by the chains. He changed All
County Music’s instrument rent-
al plan to compete with Mars’
policy, making the first month’s

‘We were
the first and
only market

where all three
chain stores
competed.

We were the
test market.
They were
going to put
more inventory
in those stores
than | could

sell in a year.’

rent free. He began buying deeper
from manufacturers that refused
to sell to the chains. And he hired
design expert Glen Ingles to give
his showroom the first of many
facelifts. This last expense caused
Schiff’s father, Mel, who founded
All County Music in 1976, to
raise his eyebrows.

Schiff’s response: “I said,
‘How can I not afford to do this?
We’re never going to be that big,
but we have to let our customers
know that this is a good place
to come shop. And we’re going
to be current, particularly with
what was happening.”

All County Music also began
expanding its band director and
student outreach during this
period. The company hosted
several in-store festivals — one-
day events that spotlighted a par-
ticular instrument with clinics
and sales.

“We would have 100 people
come into a small store,” Schiff
said, noting that his Tamarac
showroom is roughly 3,000
square feet. “And not only did
they come, they were buying.”

Over the years, All County’s
location in Tamarac has proven to
be a boon, as well. (The company
has a second store 24 miles away
in Pembroke Pines.) Situated on
the west side of town, All County
tended to attract a more affluent
customer than Mars did, which
was located to the east.

“In a metropolitan market,
we’re not calling out on the
boondocks,” Schiff said. “So
people have to drive out to
your store. They’re coming in
to rent instruments. In our home
town, you can’t do rental nights.
[Schools] don’t allow them. So
it’s all store-driven.” He added
that location has also been criti-
cal to his lessons business, as
people tend to study music close
to their homes.

The outcome of all this work?
Despite the dips in his retail busi-
ness, Schiff claimed he lost “very
few” rental customers and les-
son students, and not a single
employee went to the chains.

“They wanted our people, but
they never got them,” he said.

“We’re still here, and we’ve
gotten better and bigger since
[the chains] were here,” said
Chris Zeruth, All County’s
school service manager and a
road rep of 16 years — and one
of the first people the chains tried
recruiting. “They should be em-
barrassed over that. It’s like some
little mom-and-pop hamburger
joint putting McDonald’s out of
business.”

“All County Music’s past and
future success is dependent on
our committed employees and the
dedication of the band directors
and music teachers who choose
to partner with us,” Schiff added.

When Mars Music finally
liquidated in 2002, he made a
beeline for the Fort Lauderdale
store and bought up all of its band
inventory.

“People were trying to see
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what kind of deals they could
get,” he said. “I thought, ‘This is
a great time to get that inventory
out of the market.”

THE BIGGEST COMPETITOR

hain mania abated by the

mid-2000s, only for All
County Music to gain a new,
unlikely competitor — one that
has proven to be its most formi-
dable to date.

“My biggest competitor is the
school system,” Schiff said. “The
school system owns too many
instruments.”

Ironically, he acknowledged
that this is partly his own fault.
The speculative real estate bubble
in South Florida a half-decade
ago yielded an explosion of
new schools. They needed in-
struments, which meant a two-
year surge of bid business for All
County Music. “We were opening
new schools left and right, and
those were all bids,” Schiff said.
It gave the company a huge short-
term bump but, unfortunately, left
schools with a glut of inventory.

“Long-term, it really didn’t
do any good,” Schiff said. “But if
you didn’t make the sale, some-
body else was getting it. Bottom
line: The instruments were going
to be purchased.”

Since then, he’s been fighting
not only overinventoried schools
but also unrealistic perceptions
among customers. According to
Schiff, parents often think they
can rent instruments for the same
dirt-cheap prices schools rent
them. He said he combats this
by pitching quality in everything
All County Music does — retail,
service and post-sale support.

“I want our customers to
know that if they have a problem,
it’s not a problem,” he added.

“And then hopefully the pro-
gram grows beyond the inventory,
and you sell some instruments.
Band directors also know that
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The new Florida Flutes boutique inside
All County Music’s Tamarac, Fla., store .

after a while school instruments
are depreciated.”

During the past few years,
a boost in All County’s step-up
sales has helped put a dent in
the problem. According to Schiff,
these sales are mainly the result
of persistent salesmanship.

“We’re marketing directly to
the schools,” he said. “We’re do-
ing trial programs. We’re bring-
ing the product into the schools
and allowing kids the opportu-
nity to play instruments.

“There is no secret to step-
ups. Put the instrument in their
hands and let them try it. We’ve
stepped up our efforts.”

That said, he acknowledged
that the recession may have
helped inspire the surge. “People
were going to value. As much as
people were saying, ‘I can’t afford
this; they also couldn’t afford to
buy cheap. A lot of people did,
but a good part of the population
said, ‘If 'm going to spend my
hard-earned dollars, the flight to

2%

value is a good idea!

And then there’s All County’s
ongoing marketing. Schiff has
continued to host and create new
events. He took first place at
the “Best Ideas” session during
the 2009 National Association
of School Music Dealers con-
vention for his private sales to
schools. At these events, price
tags get changed to reflect the
school’s colors and logo, and
students are offered one-night-
only specials.

“We take a little less money
for some of our instruments, but
we do sell instruments,” Schiff
said. “It’s great for sales.”

Other events are less mer-
cenary but still lead to instru-
ment purchases. This past April,
for instance, All County Music
hosted French Horn Day, featur-
ing a clinic with the Cleveland
Orchestra’s principal and second
chair French horn players. Schiff
noted that he sold Conn French
horns because of the event, only

not that day.

“We’re always throwing seeds
down. Always.”

For each rental season, All
County also prints a large full-
color brochure, which goes to
middle school students. Every
year features a different motif:
One brochure had Harry Potter
lightning-style fonts, another had
“American Idol” themes. This
year’s brochure has an iPad on
the cover. Schiff creates the con-
cepts and outsources the layout
to a local graphics designer.

“T am my ad agency,” he said.
“Because no one feels for this
business the way I feel for this
business. Nobody understands
our customers’ psyche better
than we do.”

FIGHTING THE COMMODITY CULTURE

hile dealing with August’s
hurricane scare, Schiff was
finalizing his latest project: Flor-
ida Flutes. It’s a 10- by 10-foot
alcove in the Tamarac showroom
with a custom-made maple cabi-
net, hardwood flooring and soon-
to-be-installed glass doors. Inside,
customers will find what Schiff
called the largest high-end flute
selection in Florida — roughly 50
models at any given time from the
likes of Powell and Haynes. The
mini-boutique will be staffed by
existing employees, and for inven-
tory, Schiff turned to suppliers
who were equally excited by the
concept. Total cost of the project,
not including stock: $10,000.
“It looks magnificent,” said
Mel, visibly proud of his son.
This year marks All County
Music’s 35th anniversary, and
Schiff’s banking on such niches
to propel his company into the
next 35 years. As he explained it,
Florida Flutes gives him a com-
petitive niche in an era of com-
modity everything and dirt-cheap
e-commerce. And, he added, it’s
a concept that lends itself well
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to a brick-and-mortar.

“There are certain parts of
the market that want to be niche,
where [customers] want to ex-
perience something they can’t
get somewhere else,” he said.

The boutique will be marketed
in large part on its service offer-
ings. Recently, the company set
aside a dedicated bench solely
for flutes, which customers can
see if they want a full tour of
All County’s Tamarac facilities.

“To know that you have the
technician right there who can
make those subtle adjustments
on the spot, that’s our market-
ing angle,” Schiff said. “This is
totally hands-on. This is totally
their choice of instrument.

“If you’ve got a $20,000 flute,
you don’t want to put it in the
mail for service. You’d like to
bring it somewhere. And if it

means you have to travel a cou-
ple of hours to do that, that’s
certainly better than having to
ship it.”

He’ll soon install a mirror,
so customers can see how they
look playing a particular model
under the halogen lights. “It’s
jewelry. It really is.”

So why flutes, as opposed
to saxes or trumpets? “I think
the product lends itself well
to the families that are buying
them,” Schiff said. “It’s a group
of musicians who really want
to fine-tune and be able to play
different options. I think once
parents hear what their children
are playing and how it makes
a difference in their sound,
they’re going to be more apt to
purchase that and understand
the difference between a $5,000
and $15,000 flute.”

FUNDING FIASCO

he next symbolic hurricane

to hit All County Music will
likely be the 2011-2012 school
year. Schiff and many industry
pundits have predicted it to be
the worst to date in terms of edu-
cation funding, and that may go
double in the Sunshine State.

“Florida is behind in the re-
covery,” Schiff said. “The state
is in disarray now.”

To lessen potential dips in
business, he’s been carefully
forecasting inventory levels. Start-
ing in the spring, road reps were
charged with being his eyes and
ears at schools. They checked in
with directors for estimates of
how large their programs would
be in the fall and continued to do
so through the end of summer.

Schiff acknowledged that it’s
still a crapshoot, as he placed

most of his stock orders in Febru-
ary and March. Still, the constant
flow of information helps him
make ongoing inventory tweaks.
And those tweaks can make a
big difference in All County’s
profitability.

“It’s the difference between
having too much inventory sit-
ting on the shelf afterwards or
not,” he said.

“If you’ve been managing your
business well, when things go
bad, you are able to move and
adapt more quickly. And that
comes from information. That’s
due to our staff members getting
the information that we need
to make good decisions and
our staff members relaying that
information back to me and all
of us discussing what it is we
need to do. It’s not happening
in a vacuum.” Mi
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TRENDS | BY KATIE KAILUS

chool music is the
latest industry to
go upscale.

Across the United
States, several pre-
mier dealerships have embraced
luxury retail, moving their high-
end instruments to dedicated
rooms. This gives their shops a
boutique flair and, oftentimes,
a way to sell in-house special-
ists” know-how. And the concept

continues to gain momentum.
“Each of [our] shops reach
a higher-end customer who is

School music
retailers find
new revenue

streams in

boutique B&O

pro shops

looking to do business with a spe-
cialist rather than a generalist,”
said Mark Goff, owner of Paige’s
Music in Indianapolis, which has

© MENCHEY MUSIC

Menchey Music’s bowed string gallery features hardwood floors, leath-

er chairs and area rugs, creating a lavish shopping experience.
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three high-end boutiques within
its showroom: Chops Percussion,
Encore Orchestral Strings and
Indy Flute Shop.

“By branding and staffing
them separately from our store,
we are able to position ourselves
as the expert in that particular
field and set ourselves apart in
the customers’ minds. The col-
lection of specialty shops also has
a trickle-down effect because it
raises the overall perception of
Paige’s Music to our core cus-
tomer — the band and orchestra

BOUTIQUE CHARM

teacher.”

Like Goff, Frank Pampenella,
owner of PM Music Center in
Aurora, I11., has targeted band
and orchestra teachers by hir-
ing a specialist to work in his
orchestra-specific room. This
section features not only high-
end instruments but also step-up
and student models.

“We brought our string spe-
cialist around to schools last year
to promote our new room,” Pam-
penella said. “We plan to follow
up with it again this year.”

And the efforts have proved
successful. Pampenella has no-
ticed a 169-percent sales increase
in step-up instruments and a
112-percent increase in student
instruments.

“We are definitely spending
money to do this, but it’s making
a big difference,” he said.

Likewise, Paige’s Music’s busi-
ness has doubled in its specialty
categories since creating a special-
ity room, according to Goff. “The
results have been very encour-
aging,” he said. “In every case,
we have doubled our business
in the specialty category, and we
are still growing and learning.”

THE VALUE OF STAFFING

H aving a trained staff that
specializes in high-end in-
struments makes all the differ-
ence, according to Pampenella.
When he hired a string specialist,
who also happens to be a former
orchestra teacher and concert-
master at a local symphony,
Pampenella noticed a change
in clientele. “Orchestra teach-
ers didn’t take us as seriously
before,” he said.

Along with advising the cus-
tomers on their purchases, PM




Music Center’s string special-
ist also hand-selects the instru-
ments and play-tests each one as
a quality-control measure.

“We’ve flown her down to
St. Louis and out to California
to meet with manufacturers,”
Pampenella said. “So she has a
real hands-on role.”

George Quinlan, president of
Quinlan & Fabish in Burr Ridge,
111., recently added a high-end
violin room at his company’s
new headquarters. And he men-
tioned that his product specialists
aren’t confined to the showroom.
They’re also available for clinics,
demos and special school events.

Chain retailer Schmitt Mu-
sic has saxophone and trumpet
pro shops at its Brooklyn Center,
Minn., location. Joerg Hermsen,
Schmitt’s vice president of mar-
keting, said having the right staff
is mandatory.

“For each of the rooms, we’ve
hired players with a very high
commitment level to the instru-
ment,” he said. “They sleep,
breathe and think their instru-
ment and have an extremely high
knowledge of their merchandise,
paired with a deep insight into
the player community.”

Paige’s Music’s Goff agreed.

“When you are talking to
high-end customers, you ab-
solutely can’t fake it,” he said.
“Each of our specialty staff mem-
bers are extremely skilled and
knowledgeable about their craft
and actively engaged in teach-
ing and playing at a high level.”

DISPLAY TACTICS

resentation of the instru-
ments is just as important
as the specialists selling them.
When PM Music Center re-
cently moved to a larger loca-
tion about a mile away, Pam-
penella made sure his orchestra
room displays were brightly lit
and clean. The room features

{ TRENDS}
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O SCHMITT MUSIC

Schmitt Music’s trumpet room (top) boasts hardwood floors and track lighting, while
the saxophone room (below) features a more laid-back vibe with leather couches.

O QUINLAN & FABISH

George Quinlan Jr. said he believes avoiding fluorescents whenever pos-
sible is a must. The simple lamp in his string room gives off soft light.
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© PM MUSIC CENTER

PM Music Center’s string room includes leather chairs and wood-
en music stands, so musicians can try out instruments.

© PAIGE’S MUSIC

— —

W 2 s
Bl dbtid i

Clockwise from top, left: Paige’s Music’s Chops Percussion exudes an in-
dustrial feel with high ceilings and banners on the walls; Indy Flute Shop fea-
tures wooden cabinets with glass windows; Encore Orchestral Strings offers a
leather seating area, along with track lighting and framed art on the wall.
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hardwood floors with area rugs,
leather chairs and wooden mu-
sic stands. The instruments are
merchandised on slatwall and
floating displays.

Schmitt Music’s Hermsen
agreed that using the space in a
creative way separates the instru-
ments from the rest of the stock.

“The separated presenta-
tion makes it its own dedicated
world,” Hermsen said. “[Our
space features| leather couches, a
tryout recording setup and even
an espresso machine. The con-
cept shows our commitment to
serve the customer tailored to
the specific needs of this instru-
ment group.”

Chops Percussion, Paige’s
drum specialty shop, features an
industrial feel with high, unfin-
ished ceilings. But the company’s
Indy Flute Shop and Encore Or-
chestral Strings boutiques opt
for a more sophisticated feel,
boasting track lighting, leather
chairs and hardwood floors.

THE GREAT EXPANSION

oel Menchey, owner of

Menchey Music in Hanover,
Pa., said that in adopting this
model he can better focus and
dedicate certain resources to his
bowed string gallery.

“It lets the customer know
that this is a dedicated specialty
area beyond our core business,”
Menchey said.

Thanks to the increase in
business Menchey has seen
over the last year at his string
gallery, he mentioned he might
add another specialty shop at his
Hanover, Pa., location.

Hermsen said Schmitt Music
may also create more specialty
boutiques due to its success with
the trumpet and sax shops.

“Based on the results we’ve
had so far, we have considered
expansion,” Hermsen said. “Time
will tell.” mi
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AND GET GREAT
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If you’re an owner, man-
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at a music store, Music
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GEARM

BAND & ORCHESTRA

EASTWEST | HOLLYWOOD BRASS

Best in Brass

EastWest is
now ship-
ping Hollywood
Brass, a 150 GB
virtual instrument
that features

the new Play 3
playback engine.
Hollywood Brass
is the second
installment in the
Hollywood series
and includes a
list of articula-
tions, techniques
and features.
MSRP: Brass
Diamond Edition,
$995; Brass
Gold Edition,
$595. {sounds
online.com}

MIGHTY BRIGHT I LED MICRO LIGHT

Mighty Micro

ighty Bright has

debuted Micro
Light two packs for its
Keychain, Carabiner
and MicroClip (pic-
tured) LED lights.
The compact LED
Micro Lights last
for 100,000 hours.
They’re energy-
efficient and made
of strong, light-
weight polycar-
bonate. {mighty
bright.com}

THE NEXT SCHILKE CLASSIC

THE ALL NEW SCHILKE FLUGELHORN

I MUSIC INC. | OCTOBER 2011

WWW.SCHILKEMUSIC.COM



CAROLBASS CUSTOM MATERIALS | TRUMPETS

RS BERKELEY | GRIFFIN. MOUTHPIECE

Griffin's Glory
S Berkeley’s new Johnny
Griffin Legend series mouth-
piece is an exact reproduction
of Griffin’s original gold-plated
model. It’s finished in a deep, rich
24-karat gold plating. {rsberkeley.com}

Sound the
Trumpets

arolBrass Custom Materials is of-
fering new trumpet models that
are made based on selected materi-
als used in the construction process.
Models include the CTR-7770L-YST,
which features 70-percent copper and a
bright sound, and the CTR-4440L-PSM,
which features phosphor bronze and a
strong, rich sound. {carolbrass.com}

D’ADDARIO | ZYEX

Double Trouble

’Addario has unveiled the Zyex

Double Bass C-extended-E
string. These strings augment the
standard Zyex set. However, like
the standard set, the string uses a
synthetic Zyex core, which provides
a gut-like rich and complex tone,
combined with power and clarity.
MSRP: $125. {daddario.com}

“The Sound”

as requested by you.

You asked for the playability and
sound of the early Otto Links.

We listened.

With structural char

1 out, “the sound”
ryear has been

Otto Link Vintage
for tenor sax.

www.jjbabbitt.com MOUTHPIECES FOR CLARINETS AND SAXOPHONES
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VANDOREN | MASTERS
MOUTHPIECES

Master’s
Choice

andoren has launched

the Masters series of
clarinet mouthpieces. It

includes two models:
the CL4 and

CL5. They're
_Lﬁ available with
== aspecial MO

ligature that’s
available in pewter,
black, silver and 24-karat
gold. The line is responsive
and glides through the en-
tire clarinet range via a new
approach taken to the tip
opening and facing length
relationship. {dansr.com}

SCHILKE | FLUGELHORN

Good
as Gold

S chilke’s recently
introduced Bb

flugelhorn incorpo-
rates a new design
and configuration.
Produced with a gold
brass bell and small
bore valve block, this -
model offers a smooth, & i
warm characteristic

sound and controlled

feel. It includes a third

valve trigger and two

ing different tapers

leadpipes, provid- ‘

for small and larger
shank mouthpieces.
{schilkemusic.com}

HUNTER

NEW YORK

of instruments that are made to the best standards.
Call us today to find out how you can profit
from Hunter Musical Instruments.
Fast shipping available from our New York warehouse.
IE 1 ] | T 1
3300 Northern Blvd. Long Island City, NY 11101

(718)706-0828 M FAX (718)706-0128
www.huntermusical.com

I|‘ ,T|

QUALITY BAND
INSTRUMENTS
FROM HUNTER

Provide your customers with the highest quality instruments
and the best possible price points. Hunter offers a full line
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CarolBrass’

Attn / Mr. Doug Teeter

Phone / 559-436-5247

Cell Phone / 559-301-0858

E-mail / dteeter5491@att.net
Address / 5491N. Wilson Ave Fresno,

Made in Taiwan




& the Crescent Super Band
In Pursuit of Excellence

JODYJAZZ

oqra” [EDownbeat Award", Best Youth Big Band
Consumer Kebate Prog o e s

Mf,ée 6a 1‘/ / of )

The program
offers a $50-$100
consumer rebate.

(11 We have run the Step Up to

Yamaha band instrument rebate
program. The program offers a $50-$100
consumer rebate on mid- and upper-line B
instruments. We also have a holiday gift }iﬂ
guide catalog, which covers all products, oy /}h

that we send out in the fourth quarter.” Q__/ WWW.JODYJAZZ.COM

JAZZ

DOES NOT BELONG
TO ONE RACE OR CULTURE

BUT IS A GIFT

THAT AMERICA HAS GIVEN THE WORLD

THIS IS OUR GIFT BACK

P. Mauriat brass and woodwind instruments, available ‘St. Louis

4 ; - i MUSIC
exclusiviey from St. Louis Music
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GUITARS,
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CORT | CR SERIES

Hard Rockers

ort Guitars has released the

CR series of single-cutaway
electric guitars. The new mod-
els include the CR280, CR200,
CR100 and CR250 (pictured). The
latter boasts a mahogany body
with a maple top, rectangular
white pearl inlay, ClassicRocker Il
humbucker pickups and vintage-
style tuners. MSRP: CR100, $349;
CR200, $489; CR250, $549;
CR280, $769. {cortguitars.com}

==
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BLACKSTAR | HT-5R

HT-5 Expands

lackstar recently added the HT-5R

combo, HT-5RH head, HT-5RS
mini stack and HT-112 cabinet to its
HT-5 tube amplifier line. The HT-5R
combo and HT-5RH head offer real
tube sound in a compact format. The
HT-5R and HT-5RH are both two-
channel amplifiers, offering clean
and overdrive channels. The HT-5RS
includes the HT-5R head and two HT-
112 cabinets. {blackstaramps.com}

MADE IN NYC, USA

N © sws | 7
@ electro-harmonix ?

L

ELECTRO-HARMONIX | RAVISH SITAR

From Guitar
to Sitar

lectro-Harmonix has intro-
duced the Ravish Sitar pedal,
which transforms a guitar into
a sitar. The pedal features three
independent level controls.
It also boasts individual tim-
bre controls for the lead voice
and the sympathetic strings.
MSRP: $319. {ehx.com}




CRAFTER | DV250-EQ

Acoustic
(Genius

rafter has released the

DV250-EQ, a dreadnought
acoustic with a solid spruce
top and solid maple back
and sides. An L.R. Baggs
element pickup and pre-
amp with built-in tuner
makes the guitar ideal for
live situations. MSRP:
$1,399. {crafterusa.com}

..........

PIKNBOARD | STRUM DRUM

Strummin’
Along

iknboard’s new Strum Drum

lets users strum their guitars
and play any percussion sound they
want, using the mini washboard per-
cussion device as a trigger for a drum
sound module. {piknboard.com}

HOLIDAY
=W

Pedal Displays

Randy Lund Guitars Boudigue

PRESETS
HOLD TO SAVE

ATTACK DECAY SENSITIVITY

vocal formant filter

ﬁ \
\ Q‘_’[@C’.’[’TO 'hﬂl’mk

PRESET MADE IN NYC, USA

We created
this trend

-
w
=
=
i
=
2
o
-
o
&
x

for ourselves.

11 We decided to invest in a large guitar effect pedal dis-

SWEEP

play, and it has worked extremely well. You could say

we created this trend for ourselves. The display could have
anywhere between 125-150 pedals at any given moment.

Because of the selection, people from all over the island come
to purchase pedals. The display holds brands, such as Electro-

Harmonix, Fulltone, Z.Vex, Xotic, MXR and many others.”

INPUT s EXP. PEDAL s SEND

OCTOBER 2011 I MUSIC INC. | 59



GEARM

e ———

) LEVY’S LEATHERS | GUITAR STRAPS

Southern Comfort

Levy’s Leathers has unveiled new south-
ern rock guitar straps, designed for
different genres of country and rock. The
2-inch straps are made of heavyweight,
soft cotton webbing and feature a
contrasting woven border and leather
ends with a cowboy-boot-design
embossing. The straps are avail-
able in tan, brown and black.
{levysleathers.com}

MOD KITS | THE TRILL

Mod's Trill Thrills

M od Kits’ new pedal, The Trill Trem-
olo, offers classic tremolo tones in
an easy-to-build kit. The Trill’s speed
knob provides a wide range from a
very slow to rapid-fire effect, while the
depth knob varies the ratio between
effected and dry signal. Using modern,

60 | MUSIC INC. | OCTOBER 2011

low-noise transistors makes operation
of The Trill quiet with no signal drop
when engaged. {modkitsdiy.com}

REUNION BLUES | BANJO CASE

Banjo Bag

he new RB Continen-

tal banjo case from
Reunion Blues is built
to fit both plectrum and
five-string banjos. A Bal-
listic Quadraweave exterior
features corded edges and
seams that are double-
stitched with high-tensile
thread and reinforced
at tested stress points.
The case includes the
RB Continental Zero-G
palm-contoured handle,
designed with a weight-
distributing foam core.
A 1-inch-thick shock-
absorbing Flexoskel-
eton exterior is lined
with reinforced
impact panels.
MSRP: $269.95.
{reunion
blues.com}
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FLOYD ROSE | FRX TREMOLO

Retro Rose

loyd Rose has debuted the

FRX Tremolo system. It can
be retrofitted to any guitar with
a hard-tail/stop-tail bridge,
including Les Paul, SG and Fly-
ing V models. {floydrose.com}

Pl Tobias,

Great

packaging

8 and reasonably
priced.

(14 One product that we want to display is the
MusicNomad Guitar/Equipment Care products.

These guys sent us some samples of their polishes,
cleaners and polishing cloths, and we were very im-
pressed. The products have great packaging and are
reasonably priced. They will be a perfect add-on or
last-minute holiday gift. What guitar player wouldn’t
R e want a little care package for his or her guitar?”

s
The'Guitar

fs\t. Louis

MUS I C

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

To request a dealer catalog or to arrange a visit from one of our

info@usbandsupplies.c :
LLCEHERtS S RIIES SO sales representatives call us now on 1-800-727 - 4512

www.stlouismusic.com
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GUITARS, AMPS & ACCESSORIES

SAMICK | GD100SCE PK

Lig /7z‘wei3/7f Amps MUSCUlar
25 Tumtes Bethea, The Perfect Bass Sounds

Lightweight b e Cee
amps are to-

tally trend-
ing hard.

tures new Thunderflex brac-
ing, providing a loud, power-
ful sound. The GD100SCE
PK also boasts a

Fishman Isys pre-amp,

solid Sitka spruce top
13 Lightweight amplification is totally trending hard this

year. Even on the guitar side, we’re selling more smaller

combos rather than heads and cabs, and the heads that are
popular are smaller low-wattage units. This has been trending for
a while now, and | expect it to continue through next year. It’s just
too practical, and the products are really great in this category.”

and Nato mahogany
back and sides.
{gregbennett
guitars.com}

GRETSCH |1 G6120 EDDIE COCHRAN

Somethin’ Else

retsch recently unveiled the

G6120 Eddie Cochran Sig-
nature hollow-body guitar. This
single-cutaway boasts a western
motif and a resonant sound that
combines features based directly on
Cochran’s main guitar, the orange
Gretsch 6120 Chet Atkins hollow
body. The signature model includes
a two-piece maple neck, 9.5-inch
radius rosewood fingerboard with
22 standard frets and western-
themed pearloid inlays. MSRP:
$3,625. {gretschguitars.com}
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VINTAGE GUITARS | VRC800AMF

Vintage Beaut

intage Guitars has added the VR-

C800AMF model to its resonator guitar
line. The new model features a gently
curved body shape and flamed maple
finish. The guitar boasts an ideal level of
acoustic volume, but the warm tones of
the single-coil, chrome-covered lipstick
pickup in the neck position let players plug
in if needed and bring an extra dimen-
sion to the guitar’s tone. {jhs.co.uk}

PEAVEY I TNT 115, TKO 115

Dynamite Amps

eavey has launched the TNT 115 and TKO

115 bass amps. The TNT 115 (pictured) is a
600-watt max power bass amplifier boasting a
footswitchable optical compressor. Both amps
share a seven-band graphic EQ. MSRP: TNT
115, $719.99; TKO 115, $649.99. {peavey.com}

The

FROM OUR HANDS
TO YOURS

Solid hand-carved top
with P-90 Pickup &
a $499 Street Price

visit us on

THE
MUSIC ;
LINK Toll Free 1-888-552-546!

theloar.com/musicinc309
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HOLIDAYSELLERS
)

Min P /4 S

Dol Tobias, Tobias Music

Mini P.A.s
have done
well lately.

(14 M ini PA.s have done
well lately, and we
will be stocking up for the
holiday season. The Fish-
man LoudBox Mini and
the Samson Expedition
lines continually do well.”

FENDER | ACOUSTICS

Acoustic
Boom

Fender recently added
several new acoustic
models. They include the USA 1111
Select 1, the company’s first R
acoustic guitar made
in the United States
since the 1990s; the
T-Bucket Bass; the
Ukulele Mino’Aka
and Ukulele U’Uku;
and the CN-240SCE
Thinline, ideal for
beginners looking
for a classical
guitar. {fender.
com}

Quality.

It’s simple.

www.stringswing.com
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REVEREND GUITARS | THUNDERGUN

Thunderstruck!

everend’s new Thundergun

bass comes in Wine Red. It
features Joe Naylor-designed
pickups, a korina body, a
string-thru bridge with a top-
load option, a five-piece neck
and a pan-control. The Thun-
dergun is a set-neck bass with
a thick brick pickup at the
bridge and spilit brick
pickup at the neck.
{reverend
guitars.com}

RECORDING KING | RD-316
ecor%g King has de-
buted the RD-316, an

Adirondack-top, all-solid

nitrocellulose-finished

guitar. The RD-316’s

top is crafted from

solid AAA Adirondack

spruce. The guitar’s

back and sides are
made from solid

African mahogany

and feature an

ebony fretboard

and bridge. MAP:

$689. {recording
king.com}

www.fishman.com

He's ready. Are you?

Introducing the new Loudbox Artist. It's the evolution of acoustic amplifiers.
Incredibly lightweight and portable, it packs 120 watts of ultra-clean, bi-amped
acoustic power. Featuring two versatile input channels with Fishman's legendary
tone and feedback-fighting controls. Plus, a new dual digital effects section,
balanced XLR outputs and 24V phantom power make this the ultimate acoustic
amplifier for the serious musician. And best of all, the street price is under $500.

mm

Acoustic Amplification

LOUDE“X ARTIST
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EAW | VF SERIES

Allin the
Family

AW has unveiled
its latest line: the
VF series of passive

products. The new series

includes five models of
VFR two-way full-range
loudspeakers and two
VFS subwoofers, along
with three two-way
horn-loaded VSM stage
monitors. {eaw.com}

Super
-Sonics

lto Professional

has introduced the
Truesonic TS112A and
TS115A active loudspeak-
ers. They’re available in
two-way 12- and 15-inch
sizes, respectively. With
800 watts of Class D power
and an SPL of 125 dB for
the TS112A and 126 dB for
the TS115A, both speakers
offer a high level of power
and performance. MAP:
TS112A, $299; TS115A,
$349. {altoproaudio.com}

1.

AMERICAN AUDIO | COLORED HP 550

Color Crazy

he new Colored HP 550 head-

phones from American Audio
are available in three bold colors:
Lava, Lime and Snow. The Col-
ored 550s include a high-power
input, ideal for monitoring high
sound levels, and a hermetically
sealed body for sound insula-
tion. The headphones also have
a flexible, soft-touch housing
that delivers maximum com-
fort and allows for double- and
single-ear monitoring. MSRP:
$69.95. {adjaudio.com}

JOECO | BBR64-MADI

Straight to USB

oeCo recently unveiled the BBR64-

MADI version of its Blackbox
Recorder. Designed for audio acquisi-
tion and capturing live performance,
the recorder enables multichannel
audio to be captured directly to a
USB?2 drive in broadcast WAV format
without the need for a computer. The
BBR64-MADI records and replays up
to 64 channels of MADI data while
still occupying just one unit of rack
space. The recorder can capture
the full 64 channels at standard
sample rates, with double sample
rate MADI recording up to 96 kHz
also accommodated. {joeco.co.uk}
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AUDIX | DP-QUAD

Blend Effect

udix has launched the

DP-Quad series of drum
microphones. Featuring the D6
for kick, i5 for snare and two
ADX51s for overhead,

the DP-Quad creates i

a blend effect between
close and overhead
miking. The D6 and i5
are high-SPL dynamic
microphones, ideal for
close miking. MSRP:
$825. {audixusa.com}

L &
R
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BEYERDYNAMIC | TOURING GEAR

Shipped Out

Beyerdynamic recently began
shipping its Touring Gear
series. The line boasts 25 dif-
ferent mics for live performance
and features a new uniform and
design, top specifications, and an
easy-to-understand classification
system. The four categories of
the Touring Gear series include
the TG 30, TG 50, TG 70 and

TG 90. {beyerdynamic.com}

CAD AUDIO | GXL BLACK PEARL

Anniversary Gems

AD Audio has introduced the 10th
Anniversary GXL Black Pearl Mics
and Studio Packs. The GXL1200BP, GX-
L2200BP and GXL3000BP condenser mics
feature a black pearl chrome finish. They’re
compact and road-rugged and include
a shock mount or mic clip, vinyl pouch
and polishing cloth. {cadaudio.com}

AGCEE[E[A
eZQ‘.':I.'au'np“'
“HANDS FREE" holders
for iPhones, iPad,
Smart Phones , and many
other hand held products.

Help musicians better use their iPads and iPhones
with these great clamping accessorics.

EZ01A on mic stand

EZ01 on Music Stand

EZ03A Front
with iPad

EZ03A
sideview

EZ03 On Mic Stand with iPad
www.ac-cetera.com
info@ac-cetera.com

800-537-3491
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GATOR CASES | PRESONUS STUDIOLIVE

Transport Safely

ator has added the StudioLive

16.0.2 mixer bag to its Preso-
nus StudioLive mixer line. Made of a
virtually indestructible Polyethylene
plastic, the hard-shell mixer case
features a sleek look with a black
uninterrupted aluminum valance
design. The StudioLive 16.0.2
mixer is held safe with a 1-inch EPS
foam-lined interior and specialized
adjustable interior wedges, which
hold everything securely in place
during transport. Heavy-duty TSA
locking latches let the case be
checked and transported via
air. {gatorcases.com}

HOLIDAY
=W

Paymenf Plans

Arit hony Martova Mopitova's Teoo Street

Being patient
has helped our
cash flow.

(1 he rough economy has hurt the

spending power of our customers,
so we focus on offering payment plans
that work with budgets of all shapes and
sizes. Sure, we all want to get paid for a
big sale upfront, but being patient and
letting the checks roll in has helped our
cash flow during the rough times.”
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BEHRINGER | PRO MIXER DJX900USB 11 12 13 14 15 16 17 18 19 20 STOP/LOAL

Mix Like a Pro TASCAM | RC-20
e o eer DX Tascam Releases

its Pro Mixer DJX750 with the ad-

. S L L R
ifiniom contact 168 VOA-controled Rockin® Remote

optical crossfader. The DJX900USB ascam has launched the RC-20 Direct Play Re-
also includes a revved-up FX pro- mote. It brings instant playback through flash start
cessor, which lets users change FX to the CD-500 or CD-500B. A set of 20 push but-
parameters in real time and create tons on the remote play the first 20 tracks on a CD
sets with their own custom-tailored when plugged into the remote jack on the CD-500 or
effects sounds. {behringer.com} 500B. The remote includes space to label each track

to help locate the target material. {tascam.com}

THE PROBLEM? HOW TO ADD A BACK BEAT AND
OTHER PERCUSSIVE TEXTURES TO YOUR ACOUSTIC

Focusrite

Audio Interfaces | Mic Preamps | Consoles | Channel Strips

www.focusrite.com

The answer is the new Piknboard! A kind of mini washboard
shaped device which softly attaches to the guitar face. The
Piknboard is played with the same stroke used to pick the
guitar strings. Now beginning and advanced guitar players
have the ability to add Latin Maracas or Cha-Cha Cabasa, or
® Guru beats, as well as country off beats, solid bluegrass, and
rock and roll "chunking” percussive sounds to enhance your

guitar playing experience or live performance.

novation

Midi Contollers | Digital DJ Controllers | Synthesizers

ORIGINAL

MADE IN

www.piknboard.com
For more information: (310) 322-5500 www.novationmusic.com 425 South Pioneer Blvd. « Springboro, OH. 45066
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£ 4 /eSS D/ﬁ/fd/ Drums

2 4 Peter Dods, tasy Music Center

They represent a
great value at all of
their price points.

“The Alesis digital
drums have been

very strong. Anything be-
low $900 has been hard
to keep in stock. They
represent a great value at
all of their price points.”

TAYE DRUMS | METALWORKS

Workin' It

aye Drums has added a

limited-run snare to its
Taye MetalWorks snare drum
series. This model features a
14- by 6.5-inch heavy gauge
stainless steel beaded shell,
coupled with long vintage-
style tube lugs. The shell con-
struction provides for sharp
attack, full body and sensi-
tive snare response. MSRP:
$459.99. {tayedrums.com}

PRO-MARK | PMBRM2

Swept Away

Pro—Mark’s new PMBRM2 Small Broom-
sticks are a scaled-down version of its
broomsticks. The sticks are shorter and
smaller in diameter for additional control.
The Small Broomsticks produce a sound
that falls in between brushes and hot
rods. MSRP: $32.95. {pro-mark.com}

ZILDJIAN | DAVE GROHL ARTIST SERIES

Drummers’ Nirvana

Zildjian has introduced the Dave Grohl Art-

ist series drumstick model, which features

a metallic two-color design — the same as the
tattoos on the Nirvana drummer’s arms. The
sticks are crafted from hickory and feature an
acorn-shaped tip for sound clarity. {zildjian.com}
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TOCA | SYNERGY FIBERGLASS CONGAS

Synergetic Set

Toca has
introduced a fi-
berglass version
of its Synergy
series conga
set. The new fi-
berglass congas
feature 28-inch-
tall shells with
10- and 11-inch
head diameters.
The drums are
fitted with natural
rawhide heads
that combine
with the shells to
produce penetrat-

] ing projection and
/! high, bright tones.
: L The congas also
/ boast EasyPlay hoops

. i and chrome tuning
lugs. MSRP: $369.

{tocapercussion.com}

I’'ve seen
cajons
gaining
popularity
and taking
over congas.

(11 I 've seen cajons
gaining popu-
larity and taking
over congas, which
ruled the earth
for many years.
Bongos have also
been very popular.
Kids percussion
from Remo, LP,
Meinl and Hohner
has also remained
consistent.”

d N - /. <,
-% ero Ditormriaso, Daddy 5 Jernky i
N

BITCHSTRAPS | HI-HAT HOLSTER

Stick 'Em Up

B itchstraps re-

cently released i-« 7
multiple lines of i
guitar straps, as
well as capo, slide,
harmonica and
hi-hat holsters.
Pictured is the hi-
hat holster, which
holds sticks and
allows for easy
access with the
nonplaying hand.
This unit can be
used in conjunction
with an existing
floor tom-style bag
to give the drum-
mer the security of
having sticks easily
accessible. {bitch
straps.com}

OVERTONE LABS | TUNE-BOT

Tuned In

vertone Labs recently launched

the Tune-Bot, an electronic
drum tuner. The device measures
actual sonic frequencies, giv-
ing a true indication of the
drum’s pitch. The Tune-
Bot offers a wide variety
of tuning options and can
be used with drums on or
off the kit, with specific
functional features tailored
to each situation. The
unit is lightweight, fits in
any stick bag and comes
fitted with a simple clamp
system. {tune-bot.com}
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GEARMI

KAWAI | CL26

Digitally Tuned

awai recently rolled out the CL26

digital piano. The model uses
Kawai’s harmonic imaging sound
technology with 88-key piano sampling,
so all 88 notes of Kawai’s EX concert
piano have been digitally recorded
and reproduced. The CL26 is com-
pact and occupies a minimal amount
of floor space. {kawaius.com}

ALESIS | CADENZA

Musical Genius

lesis has released the Cadenza, an

88-key hammer-action digital piano.
The hammer-action keys equip players with

a full range of musical expres-

sion. Users can play along
with songs by connect-
ing their MP3 players
through the stereo auxiliary
input. {alesis.com}

"/’3 h—End Piranos

-‘{’ ’ Craig Gigax,
Willingness to
spend on high-
end products
1S stronger.

1] I am guardedly optimistic that expen-

ditures on high-end pianos, such as
Steinways and Yamaha’s Disklavier,
are going to be stronger in the latter
part of this year. Interest in and a
willingness to spend on high-end
products is stronger now than
at any other time in the past
three years for us.”

||11i1[-||'.

CASIO | LK-280

| esson Learned

Casio‘s new LK-280 features
sounds and functions to inspire
learning in first-time musicians. The
keyboard has 600 built-in tones,
including stereo grand piano, and 180
built-in rhythms. A Step-Up Lesson
System lets beginners learn songs
easily with its lessons tailored to each
player’s personal pace. {casio.com}
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The Piano Business
Does Have Its Bene{:its...

*_., Yy N
Borguann SO G000 > Gulbransen
KAWAI «vrzwen ax < NORDISKA  PianoDisc =
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UM eber Weinbach wymMAN  @YAMAHA ... %,...

STORY & CLARK

Join the Piano Manufacturers

Association International today!

The benefits of joining PMAI are numerous...

v Shipment statistics v Access to our web site,

v Major market statistics Wi planonet.com

. v Piano retailer programs
v Piano market surveys Prog

v Retailer & Manufacture Code v Recreational Music Making

of Ethics v Communications with other

v PMAI member website members

To learn more about the benefits of joining PMAI please contact us.

GONUEAGy:
&% (972) 625-0110
PRI

R

14 -

; g don@dondillon.com
S www.pianonet.com

Membership in the Piano Manufacturers Association International
is open to manufacturers of piano products.



i} Christmag
@& STRUMMING

Play B of Your Favorite Songs with Seand-alike CO Tracks

Premier Piano Course

L -

The Fiext Nl

Island Holiday - &3

HAL LEONARD | ‘CHRISTMAS STRUMMING’

al Leonard has added Christ- -~
mas Strumming to its Ukulele  [Rzitkine
Play-Along series. Players follow e

the written music, listen to the

CD to hear how the part should
sound and then play along with the
separate backing tracks. The CD

D k th H ” is playable on any CD player and
eC e a S includes eight holiday favorites, in-

ALFRED | PREMIER PIANO COURSE

Ifred recently expanded its Premier Pia- cluding “;Away ‘I‘n A Manger,” “I,,Deck
no Course series with two new supple- the Halls” and “The First Noel.
mental books of Christmas music, Levels 5 MSRP: $12.99. {halleonard.com}

and 6. The 24-page books assemble familiar
motivational pieces for the holiday season.
Arranged to reinforce the concepts pre-
sented in each corresponding lesson book,
the Christmas titles continue the pedagogi-
cal focus while providing enjoyable popular
holiday music. MSRP: $6.99. {alfred.com}

HOLIDAY
=N

Christmas Browser S

/‘\ 2 Marcia Stearns, Boo/\//mzw{/ Music
A)

PLAY We set up

ulll(llllllfvllf Christmas

browsers
within all
This complete kit from Our prlnt

Hal Leonard has everything P
beginners need to start t
playing right away: S 6 C 10nS o
A high-quality 4-string uke 11 We set up Christmas

The Play Ukulele Today! browsers within all our

i y print sections, according to
method book with CD the instrument the music is for.

The Play Ukulele Today! DVD We also have fun with window
e and in-store displays. We’ll
Thorough instruction paired with great music highlight Christmas products,
to play on a brand new uke for only $34.99 retail: stocking stuffers a’nd gift sug-
talk about Christmas dreams coming true! gestions until they’re ready to
go into our official Christmas

Call the Hal Leonard E-Z Order Line at displays, which are finalized

1-800-554-0626 close to Thanksgiving.”

or visit www.halleonard.com
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PG MUSIC | BAND-IN-A-BOX

Allin One

G Music has launched version 2011.5 of its Band-

in-a-Box music accompaniment software for Mac.
The new version adds 101 new jazz, rock, pop and
country RealTracks. The software features improved tim-
ing resolution under Snow Leopard and Lion, smoother
playing in waltzes, better pushes and more simple varia-
tions, and bigger soloists with more riffs. The new Web
demo feature lets users audition a style in the StylePicker,

without changing their existing arrangement, by play-
ing a streaming demo from the Web. {pgmusic.com}

PLAY LIKE A
LEGEND:

BILL MONROE
TUNES & SONGS
FOR MANDOLIN

by Joe Carr.
Beginning-
Intermediate Level.
The first-ever book
focused on Bill
Monroe’s unigue
approach to the man-
dolin through analysis
of the icon’s stylistic
nuances, licks and
repertoire.

Book
22153BCD = $29.99

ﬁ)

KENDOR MUSIC | ‘CHRISTMAS FLEXDUETS’

A
'l

Hl’l W ,4'

\' p

LICK LIBRARY | ‘LEARN TO PLAY METALLICA VOL. 3’

Thrash at its Best

ick Library’s new Learn To

Play Metallica Vol. 3 guitar
tuition DVD looks at five of
the most popular Metallica
tracks. Metal guitarist Andy
James takes users through
the solos and unusual bend-
ing of “Seek & Destroy,” “For
Whom The Bell Tolls” and
“Creeping Death,” among
others. {licklibrary.com}

[EMSIANY) LEARN TO FLAY.

M I:'I'nlll [}

Kendor Spreads

bl b

THE BEST OF
JACK HATFIELD

by Jack Hatfield.
Beginning Level.
This book is an
anthology of Jack
Hatfield's most suc-
cessful teaching
arrangements, jam
session favorties,
show tunes and orig-
inal compositions.
Although it is not a
teaching method per
se, there are many
arranging concepts
and general tips
included.

Book/CD set
22072BCD » $24.99

Holiday Cheer

endor Music has released Christmas FlexDuets.

These grade 1-3 duets are written to be played by
any two instruments. Songs include “Angels We Have
Heard On High,” “Away In A Manger” and “Deck The
Halls.” MSRP: $8.50-$10.95. {kendormusic.com}

BLUEGRASS
STANDARDS
FOR BANJO
MADE EASY

by Ross Nickerson.
Intermediate Level.

The arrangements
are presented

in tablature with
chord changes.
Tips for learning to
read tab, learning
the chords, as well
as for memorizing
songs are featured
as well.

Boolk/CD set
21026BCD
$16.99

SCHOOL OF
BLUEGRASS
GUITAR:
BLUEGRASS
CLASSICS

by Joe Carr.
Beginning Level.
This book helps qui-
tarists develop fiiddle
tune like solos to
bluegrass songs and
tunes, who are cur-
rently stuck playing
simple melodies. 13
songs are presented
in Carter and fiddle
style arrangements.

Book/CD set
21740BCD = $14.99

SCHOOL OF
BLUEGRASS
GUITAR:
BLUEGRASS
BALLADS &
WALTZES

by Joe Carr.
Beginning Level.
The tunes in this book
are presented in both
Carter and flatpicking
style arrangements.
Perfect for beginning
lead guitarists.

Book/CD set
21672BCD
$14.99

www.BigBends.com

THE BANJO-
0LOGIST

by Gordy Ohliger.
Advanced Level.
Mr. Ohliger performs
internationally in
museums, concert
series and music
festivals. He is
known for his warm
and humorous
delivery, musical
prowess, impeccable
research, and for
being the only person
to have received
seven grants to play
the banjo!

DVD
22136DVD = $19.99

To order these and all Mel Bay titles please visit www.MELBAYDEALERS.com or
Call Toll-free 1-800-8-MELBAY (1-800-863-5229) » or Fax your order to 1-800-660-9818

L =

FIDDLING 7
METHOD

GRADE 2

MODERN
FIDDLING
METHOD GRADE 2

by Mary Ann Willis.
Intermediate Level.
The most compre-
hensive fiddle meth-
od to-date. Students
sequentially learn
technique, theory,
fiddle bowings and
left-hand devices
{up to the third
position) through
professional-

level repertoire in
bluegrass, celtic
and other fiddling
genres.

Bool/2-CD set
21713BCD » $16.99




GEARE

Social Media Moarkeler

Tim Barret?, é}zzy& Mid—-Bell Music

MBT LIGHTING | LEDRANGER & LEDROBOPAR

Ligh :
gT Liiﬁggg\giled two new We ar e mOVlng

models. The LEDRANGER incor-
porates a 10-watt LED light source, col-
o e nd g o more towards
includes three 10- °
marketing on
Facebook.

watt quad color

LEDs, 540-de-

gree pan and

220-degree

tilt move-

ment. MSRP:

LEDROBOPAR, (1 We used todo a - y

$759; LE- paper catalog for i i %

DRANGER, holiday sales, but we are /

$779. {mbt moving more towards

lighting.com} in-store marketing,
along with marketing on
Facebook. The site will
[have] a coupon portal, "
along with some con-
tests, in order to gener-
ate more Facebook fans
and buzz about the store

during the hoildays.”

7 Twitchin’
& Scratchin’

N ovation recently debuted Twitch,

a touchstrip DJ controller. Devel-
oped in collaboration with Serato, the unit
comes complete with Serato Itch, a program
that can automatically beat-match tracks to

let users get creative with their sets. Twitch also
includes versatile touchstrips, a unique slicer mode
and MIDI compatibility. {novationmusic.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.

© 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 & ﬂrchestra |IISII‘IIIIIBIIIS

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 handle all customer billing & collections

High-percentage commissions PLUS a per contract bonus paid monthly

No startup costs, inventory outlay, shipping expenses or franchise fees

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

No recourse to you when your customers become delinquent

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 Instrument Rental Incorporated

Proud Member of NAMM mﬂ NA.PB'HT
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BUYERS WANTED

WE BUY

* Guitars
Mandolins
* Banjos °
From all known
makers, especially

GIBSON « VEGA
MARTIN + FENDER
Elderly Instruments
PO Box 14210
Lansing, M1 48901
(517) 372-7880x102
swerbin@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
for our catalog and up to date price lists

L' To
Ll %

&, o
!nce 19&

1477 E. Michigan Ave.
Battle Creek, MI 49014-8950
Ph: 800-253-2261 Fax: 269-965-7719
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

USED
GUITARS & AMPS

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

% 30 Top Quality Name Brands Ok AO|
*# All instruments “Ready to sell”

*# Monthly and Daily Specials =] )
i |
| Mention this AD

FREE GUITAR
(800) 573-9865 [} | FREECUITAR,

www.mircweb.com /MIRC

(574) 255-6100
www.hsarolltops.com

Fine Wood Furpishings for the Music, Audio &
Video Systems in Your Studio, School or Church

CHECK OUT
MUSICINCMAG.COM
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POSITIONS AVAILABLE SERVICE

IATE | A\PATIONC Make Money Renting Band Instruments
Rt ,_ AR! . = = Band and Orchestra Rentals
* Mew and Like New Educator-Approved Brand Name Instruments
® ( * Personalized Rent-To-Own Program
» PROTECTED TERRITORY/ NO RETAIL COMPETITION S = No Franchise Fee or Inventory Investment
* No Shipping Costs

'EXPEHEUIIP[IHTES!JPPURTI’HH” m u S 1 C ::ij:;‘::;’;ii::::aidlhewtofﬁvewMomh

* PROFIT SHARING COMMISSIONS PAID MONTHLY '
- &'

o {0 START UP COSTS OR FRANCHISE FEE

Our Business Is Growing Your Business!

RENT MY INSTRUMENT
1219 LYDIA AVE.
KANSAS cmf MO 64106

PHHHD
$E5%
PHB

MHHME DRENTMYINSTRUMENT.COM

RenTM Y iNsTRUMENTcon [ IR

Inquiries: affiliate@rentmyinstrument.com 15
o

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.
You may quit at any time without penalty.
Special discounts with large catalog companies.
We pay our commissions on time, every time.

WILL SIMMONDS AT EXT. 105

H 1.800.356.2826

17725 NE 65th, Suite B235
HARMONY gedmond, Washington 98052

wsimmonds@photoboothservices.com
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RENTAL

Affiliate Rental Program

Join the most successful, fastest growing
instrument affiliate network in the country!

&
Afflllate » A dedicated affiliate management team providing sales
PARTNERS and online support

} Proven Sales and Marketing support with collateral

Everything you need to run a successful rental program:

¢ Expert repair and refurbishment

 Exclusive student and upgrade lines from top
manufacturers

we help grow + Educator-approved name brand instruments
your business.

At Music & Arts we are your partner:
Enjoy special partnership rates for many of your business
expenses
The rental is just the beginning; we help you grow your
lesson, retail and repair business

Let our retail experience help you capitalize on every dollar

For More Information, Contact:
Dale Thompson
\/.P. Affiliate Sales

1-800-759-2221
dthompson@musicarts.com

VISIT
DOWNBEAT.COM

TODAY?!
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BUY 1 QS BUYERS WANTED
! T . . www.pmwoodwind.com
Accessibility = More Playing Time m 847-869-7049
FOLEEEL 07 Is your studio, family room or p

AM 29 living space crowded with single woodwind
PURENE) oo cesummsssosssmssucsssssssun s 62 stands or cases? Chicago's Best Store for Saxophones

Dy B / ) ) inds. Selection. -
BIg mesf‘\‘ S 74 Rock Solid Guitar Stands were & all other Woodwinds. Great Selection. Expert Repair
Brubaker GUItars. ..., 20 specifically designed for the home

CAD Professional............ccoocceiiin 68 and home studio.

Acoustics First’

Cardl Brass............ooov.

CaSO e 888-765-2900
Crafter USA. ... ooovoeeoeiiis o 60 Materials to Control Sound
DEVE cocasoananaazoaasasasscassasasaonacananaazasas 62 and Eliminate Noise™
EMD o 52 http://www.acousticsfirst.com
Fishman Transducers .........ccoovvei v 65

FOCUSTIEE. v 69

GCiTechnologies ......cvvvveeiiiiie 47

Gultar HaNGEr ..o 30 T

Hal Leonard .....oooooiiiiiii 3 VI I

Hal Leonard ..o 74

HONNEr 35

UPBEATDAILY.COM

Hunter Musical Products .................... 56
Jackrabbit Technologies

JJBaboItt 5

Jody Jazz . 57 Dealers inquire for special pricing! To D AY'
VBB oo 15 See us at Summer NAMM! |
KYSEX . oo 26 visit us at

LASEX oot oot 4 www.RockSolidGuitarStands.com

Lace Music ProductS ... v 30

Lew's Leathers...........ccoon. o, 20

LM ProduCTS ..o 4

MEISEL ... 16

MelBay ... 75

NAMM . 18-19

New Sensor COrp. v 37

P Maurat, .o e B7

Paul Reed Smith Guitars ... 11

Paterson oo 51

Pknboard .. 69

PMAL o 73

QRS 5

Radial Engineerning ... 8

Roland..... 2

SAMICK .. 33

SAMSON i 84

SChIKE L. 54

SNUDD CADOS ..ot 62 Follow Music
St LouUs MUSIC ..o, 61 o~ ' g
SHING SWING. ... 64

The Music LNk, 13

WD Music Products. ..., 64

WITINET .o 17

YaMENA o 83

ZIAIan 23
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ASK THE

RETAILER

>>

Nick Rail
Nick Rail Music
San Diego
ack to school is our favorite
time of year, and we’re look-
ing for a repeat of 2010, which
was up 12 percent from 2009.
We’ve added some new ac-
counts since last year, which
should benefit our numbers, and
our managers have done a great
job getting their teams organized
and motivated to do their best.
Good forecasting, flawless
preparation and the best ser-
vice we can provide are the keys
to success, and we’re ready.

>>
Todd Heid
Heid Music
Appleton, Wis.
e have been putting a bigger
focus on band and orchestral
accessories. We had to position
ourselves more competitively this
year with different reed pricing and
different monthly specials for direc-
tors. We’re giving our road guys more
tools for going into the schools. It’s
about giving us an edge to differenti-
ate ourselves from competitors and
not just asking for the same order.
We’re looking to invest in a com-
plete revamp of our online presence
by the new year. We hired a director
of sales to assist with weekly meet-
ings and sales training and a direc-
tor of marketing to facilitate all the
other promotions we’re doing. With
those two positions, we’re trying
to find the right Web presence to
help bring us full circle and hope-
fully catapult us to that next level.

>>
John Tarpley

Tarpley Music
Amarillo, Texas

e have been growing our back-

to-school rental business consis-
tently the last several years and have
started this year out well. Texas is
having state budget issues, and there
has been much uncertainty about
school [music] programs’ money.
However, things have calmed down,
and it is business as usual right now.
Schools will have less to spend, but it
is not as big a drop as first anticipat-
ed. Business has been good, so we
hope it will continue through the fall.

'\,

|V' l‘

Rosi Johnson
Mississippi Music

Hattiesburg, Miss.

What are your
expectations for

the school music
rental season?

Qur school music season
started the first of Au-
gust, so I would say we’re
in the middle of it.

Right now, we are defi-
nitely seeing an increase
in business. We don’t have
all the numbers in, but our
expectations are that we’re
going to increase our unit
sales.

We have continued to
provide the same school
service that we’ve always
provided to our band di-
rectors. At the end of the
school year, we contacted
all of our band directors,

which we always do.

We’ve done more of it
this year to prepare for the
upcoming seasons, and next
year, we’ll have everything
they need. We’ll do what-
ever we can to get that
parent at the band parent
meeting.

We also hope to increase
our online presence. We’ve
already seen somewhat of
an increase in this. We just
felt like last year was natu-
rally down due to economic
conditions. And, of course,
the economy is still on a
roller coaster ride. But we

do feel parents are want-
ing to invest in their child’s
education, so they are mak-
ing that sacrifice.

We feel like it’s more
grassroots, and that’s defi-
nitely what we’re seeing
— T’ve been talking to my
road reps to see what they
feel is happening.

Last year, especially
with smaller programs, we
saw less numbers, but this
year, we’re seeing a slight
increase. So I feel like peo-
ple believe the economy is
getting better and are feel-
ing more comfortable.
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the hub
of all things
Yamaha

The Yamaha Hub app is your portal

to the vast, ever-growing network of
Yamaha content, tweets, behind-the
scenes videos, podcasts, news releases,
tutorials, downloads and more.

All this content now comes to you
bundled with social media features that
make it even more helpful and fun to
connect to Yamaha. And it’s all free.
Plug into the world of Yamaha today!
The Hub of all things Yamaha.

Visit www.4wrd.it/appmi
to download the Yamaha Hub app

Scan QR code to get
the Yamaha Hub app

Latest Yamaha Conlem‘

a facebook/Yamaha Drums

Congrats to the Milion Doflar Quartet cast
Including Yamaha Artist, Larry Lelli on their
400th performancel

haok/Y.

Y Pel
a Jarz Stylist and Educator Steve Houghton
Signs with Yamaha IU Jacobs School of
Music Summer Parcussion Academy Indian.

. twitter/Yamaha Drums
A3
@sandmandadrumma we can totally helo vou b

. iy 19 o == see
uty Video W OOk ore

~ ®YAMAHA



Game over.

Y146

H2n

Handy Hecorder

INTRODUCING THE ALL-NEW H2N HANDY RECORDER.

With five studio-quality microphones onboard, the HZ2n records
Mid-Side, X/Y and Surround Sound all at the turn of a switch.

Wait until you hear it... Available this September. EDDM

© 201 Zoom | facebook.com/zoomusa | zoomfx.com



