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The Electronic Guitar Has Arrived

Roland®: World-renowned electronic innovators and the inventors of guitar modeling.
Fender®: Inventors of some of the most influential guitar designs of all time.

The G-5 VG Stratocaster® features Roland’s amazing COSM® modeling engine, giving
you onboard access to 20 instrument and pickup tones, plus instant alternate tunings.
With the G-5, you can plug into any amp and get tones from nylon-string acoustic to a
Tele® Deluxe—all from just one guitar.

Also included in the V-Guitar group is the GC-1 GK-Ready Stratocaster, a 100%
authentic Fender Strat® with Roland’s GK Divided Pickup built in. With its 13-pin
output, this axe gives you a direct connection to Roland GK gear like the GR-55
Guitar Synthesizer and VG-99 V-Guitar System.

Visit RolandVGuitar.com to learn more about these groundbreaking new
instruments today!
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VG Stratocaster BLK Black,
3TS 3-color Sunburst

Launched at Musikmesse in Germany,
/—v the GR-55 is now offered in a sleek new

_ black finish. With newly added patches,

' GR-55-BK is a perfect match for the GC-1

GK-Ready Stratocaster!

R ®
C‘1 .III oI a d
GK Ready Stratocaster BLK Black, \ I l

3TS 3-color Sunburst \ The All New V-Guitar

} Fender , Stratocaster’, Strat” and the di tive head: k design

found on these guitars are registered trademarks of FMIC. All rights reserved
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Give us some floor space and 1 — Call us at 1-800-554-0626...
we’ll give you new profit centers! 2 — Tell us about your store...

Choose a program of print, DVDs, books, software, or accessories 3 — Receive your custom mix Rack n Roll Rack!
and receive: ® Custom Product Selection ® Exchangeability ’

to Guarantee Sales ® Vendor Managed Inventory © Prompt 1-800—554-0626
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gunter - QUALITY BAND
R on INSTRUMENTS
FROM HUNTER

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

HUNTER MUSICAL INSTRUMENTS

3300 Northern Blvd. Long Island City, NY 11101
(718)706-0828 M FAX (718)706-0128
www.huntermusical.com

Order your parts online and get back to the music.
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Providing the world’s leading guitar builders and luthiers

with the top brands of bass and guitar parts since 1978.
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SOUND BETTER i
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“The American Stage Cables sound unbelievable, and bring player-focused

innovation to the fold with the new Geo-Tip connectors, and a flexible yet
sturdy build that allows it to bend without getting tangled...Planet Waves has v 3
done it again with an innovative, thoughtful design that treats your tone and

gear with the respect that it deserves”

i

— ultimate-guitar.com

“Overall, the American Stage cables—which actually are made in the USA, so
extra credit for that—nail the two crucial cable criteria for instruments: They're
built to take the rigors of the road, while making the right sonic choices for
getting your signal from point A to point B.”

- Craig Anderton, Harmony Central

“At these excellent prices...this is an impressive debut.”

— Simon Bradley, musicradar.com

AMERICANSTAGE

INSTRUMENT CABLE

aYlddaric

planetwaves.com/americanstage

D'Addario, Planet Waves, and Geo-Tip are registered trademarks or trademarks of D'Addario & Company, Inc. or its affiliates in the United States and/or other countries, ® 2012 D"Addario & Company, Inc. All rights reserved.
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distortion

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.

| Texas™

overdrive

. Fromvintage TS

tones to over
the top insanity,

| the Texas

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

engineering

..power tools for power players

B PERSPECTIVE

TIME FOR A FACELIFT

ithin the pages of this issue, you will glimpse the new
look of music retail.
Two featured brick-and-mortar dealers reveal just how
far store design has come. One of them, Music Villa (page
42), is an independent MI dealership, the other, Sam Ash
Music (page 12), a national chain. Both invested in aesthetic overhauls
during the economic downturn — and it shows. They now boast world-
class stores that serve as a model to not only the
music industry but retailers everywhere.

What’s most surprising, though, is they’re not
alone. NAMM recently asked me to help judge
its Top 100 Dealer Awards. As I sifted through
entries, one factor stood out more than any other
among the truly excellent retailers: They invested
in strong store designs. And what I saw was noth-
ing short of revelatory.

Slatwall panels had been reduced to a minimum
or, better yet, eliminated altogether in favor of
single wood slats or, best of all, no slats. Instru-
ments were merchandised like jewelry under the
glow of halogen. Paint schemes were impeccable.
. Flat-screen TVs abounded in strategic positions.

) ' Signage was gorgeous and, most of all, consistent.

Customers had places to relax — comfy couches,

slick-looking easy chairs. Storefronts resembled those of high-end depart-

ment stores. More than anything else, every design element looked inten-
tional. Nothing was slapdash.

This, folks, is your future. And, in my opinion, it’s the new face of mom-
and-pop retail.

So if your store looks woefully behind the times, here’s the good news.
Lots of design upgrades can be done on the cheap.

Don’t have the budget to invest in rows of halogen track lighting or a
custom-built accessories counter? Can’t bear tearing down that slatwall
or pegboard? Then paint it an earth-toned color scheme. (Black also helps
instruments stand out.) Invest in a couple pieces of inexpensive furniture
from Ikea. Scour Craigslist, and set up a rotating display of new and notable
products on old, antique tables, chests and furniture, a la Anthropologie.
Create more open spaces in your showroom for intuitive traffic flow. Some-
times, that’s all it takes to go from musty to modern.

And if you’re looking to make a capital investment in your business, you
could do a lot worse than a store redesign. Music Villa owner Paul Decker
shelled out roughly $20,000 to revamp his acoustic guitar room. One year
later, he has recouped that cost and seen a boost to his gross profit margins.

If you don’t think design is critical, ask yourself this: What’s the first
thing you notice when you walk into a new store? I’ll bet it’s the layout
first, products second.

And if you’re still unconvinced, ask your customers what they value. Mi

1588 Kebet Way, Port Coquitiam BC V3C5M5 tel: 604-942-1001
Specifications and appearence subject to change without notice
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LETTERS

MAP and the Small
Music Retailer

recently read the article “Re-
sponses to Guitar Center’s New
MAP Policy” in the March/April
issue of Music Inc. Most small
dealers find out pretty quickly
that you cannot operate a busi-
ness in the red with debt to sup-
pliers or banks.

These creditors don’t want
to hear excuses, such as, “I just
need another week to get your
money.” Instead, they are all
going to add on late charges
and interest. Before you know
it, you can’t make any money
if you sell the products at list
price. And we know that’s not
going to happen, even if you
don’t advertise a price. MAP
is now the street price.

Small dealers have to con-
centrate on service — by that
I mean repairs, lessons and
community involvement. You
are not going to pay your over-
head with retail sales. All those
pretty instruments look great
on the walls as decoration, but
they’re not flying off the walls
fast enough to cover expenses.
We all have to offer something
the big boxes don’t. If they ever
get repair technicians that can
do the job and teachers that can
hold the student’s interest, we
will all be in trouble.

Borrowing doesn’t get you
out of debt. Be sure to have an
exit strategy. I feel sorry for the
GC suppliers should GC decide
to exercise its exit strategy.

Rudy Abbott
Capitol Music
Montgomery, Ala.

Policing MAP Policies
hank you for running Alan
Friedman’s article, “Decod-

ing GC’s Letter,” in the March/

April issue of Music Inc. 1 found

it insightful and informative.
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I agree with Friedman: GC
advertising products below ven-
dors” MAP policies is its “way
of telling vendors to start doing
a better job of policing their
MAP policies.” Why should GC
and websites like Musician’s
Friend comply with MAP if
no one else does? GC signed a
contract agreeing to abide by
MAP. In signing a contract, a
company like GC assumes the
vendor is going to hold other
sellers to the contract’s rules.
If vendors don’t enforce their
MAP policies unilaterally, why
should GC abide by them? Why
should anyone?

One thing I didn’t det out
of reading GC’s letter was that
it was going to violate policies
of vendors that do a good job
of upholding MAP. This let-
ter was aimed at vendors that
don’t do a good job enforcing
MAP. It certainly wasn’t aimed
at companies, such as Yamaha
and Shure, that year after year
have shown the industry how
effective an enforced MAP
policy can be.

When MAP first became
everyday vernacular, we were
interested in margin to MAP.
As years went on, people began
to see MAP as a starting price
point rather than an ending
price point. We are still inter-
ested in margin to MAP, but a
somewhat more important in-
terest took hold: What is this
thing selling for online?

A trip to Google’s shopping
tab quickly reveals which ven-
dors enforce MAP and which
don’t. If a vendor enforces it,
you’ll see a stream of prices
that are the same or in a simi-
lar range as the searched prod-
uct, effectively putting adver-
tisements on equal footing. If
not, pricing will be random and

wild. After seeing this, a retailer
makes a decision whether or
not to carry the product and, if
so, at what price. At my store,
Honolulu-based Easy Music
Center, we make these deci-
sions often.

A company like GC doesn’t
have the luxury of picking and
choosing lines that make sense
and dropping the ones that
don’t. It has to carry almost ev-
erything to maintain its market
position. With this in mind, I
can see why MAP maintenance
is a big deal to GC.

‘if vendors
don’t enforce
their MAP
policies, why
should GC
abide by them?

— Peter Dods,
Easy Music Center

So, does GC like MAP as
long as it’s well-enforced? I
think so. GC is in a great posi-
tion to out-advertise, out-mar-
ket, out-hype and outperform
other businesses in this indus-
try. When you are the domi-
nant player and price leader,
you are worried about other
people chiseling away at your
market share. MAP keeps other
people from having a competi-
tive pricing edge over GC and
Musician’s Friend.

Seven years ago, we used
to view sites like Musician’s
Friend as the bandits. These
days, it’s all the other guys who
are chipping away at the big
sites and independent stores
like mine. Musician’s Friend
was more of a resource than a
pricing threat. If people came
in with a GC catalog, we were

excited to mob them and tell
them we’d beat their pricing. If
they wanted to go to Musician’s
Friend, we were happy to tell
them we could match that price
and were glad to leverage the
site as a pricing and informa-
tion resource.

Things changed this year as
we saw Musician’s Friend and
guitarcenter.com start getting
more aggressive with blanket
discounting. I think it was a
slap at all the Web stores, such
as Amazon.com, that were
cheating MAP and the vendors
that weren’t doing their jobs to
enforce it. The discounting let
Musician’s Friend and guitar-
center.com be competitive and
in range on anything being sold.

I think we should be excited
GC is sounding the alarm about
a problem that’s destabilizing
for our entire industry.

If vendors don’t have effec-
tive MAP pricing, this industry
will be priced into the ground.
When brick-and-mortar stores
can no longer make enough
margin on product to stay
competitive with the Internet,
they will close. Without brick-
and-mortar stores, people can
no longer try out the product.
Instead, they’ll buy it online
for less and scale back their
musical instrument purchases.
Once the showroom is removed,
demand will scale back dramati-
cally. Don’t vendors get that?

Peter Dods
Easy Music Center
Honolulu
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SAM ASH MUSIC | BY ZACH PHILLIPS

SAM ASH’S RETAIL UPGRADE

am Ash Music has | which hosted the company’s “Nashville has been up, and | turnouts to both events we’ve

unveiled its future | Best In Drums Competition fi- | it continues to be up,” said Auri- | done in Las Vegas.”

retail concept. nals and the Roland V-Drums | gemma of the store’s sales. “And Here’s a closer look at the

Opened in late | contest finals on its stage. 1 was very encouraged by the | two stores.

2011, the company’s
Nashville, Tenn., location is SAM ASH, LAS VEGAS
what Mike Aurigemma called
“the most ambitious remodel-
ing” in the company’s history.
The store also represents the
look of Sam Ash stores going
forward.

“Since it’s Music City U.S.A.,
we wanted to do something re-
ally special,” said Aurigemma,
director of merchandising and
special projects for the Hicks-
ville, N.Y.-based full-line chain. | CASINO-LIKE VENUE

To remodel, Aurigemma and “Las Vegas probably features our Al
his team essentially “built a new | Mostprofessionally equipped stage,” §

.. . Auri id. “All of that i .
store inside the old store” with- u P sa'd, Ol
It's not rented. It’s ready to go at a

out closing for business. The | moments notice. Its a casino-like
overhaul gave equal consider-
ation to aesthetics and function.

“We make them pretty, but
we also make them easy for the
store managers to manage,” he
said. “We try to make it efficient
and easy for our customers to
navigate and hook up with
salespeople.”

Every department of the
35,000-square-foot space is Eudic il
visible from the front doors. W16 Las Voghs stol ted.the
The audio department boasts |  company’s Best In Drums Competi-
a fully functional stage with a | tion finals and the Roland V-Drums
P.A. system and lighting. This | ~contest finals (pictured) on the
concept has been duplicated stage. Each eventldrew roughly 500
at Sam Ash’s Las Vegas store, attendees, according to Aurigemma.

venue inside a music store.”

12 I MUSIC INC. | JULY 2012
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FULLY FUNCTIONAL STAGE PICKIN’ PORCH

A centerpiece of the showroom, the audio department’s stage can host a high-profile The acoustic guitar department features a pickin’ porch (pictured in the left corner),
clinic. The room has 28-foot-high ceilings, an intelligent lighting rig and a 15,000-watt = an elevated performance and merchandising area sporting an overhang. “The

EV P.A. system. “You just put mics up, and you’re ready to go,” Aurigemma said. acoustic department is completely visible when you walk into the store.”

NEW IMAGE DRUMS FRONT & CENTER

The electric guitar area boasts pewter brush slatwall and red trim, rep- “We moved the drum department onto the main floor. Before, it wasn’t very
resenting the new look of Sam Ash stores. Plus, the department visible. It made the middle of the store look kind of thin. Now, we have
houses a high-end room. “That’s one of the biggest we have.” the immediate presentation right as you come in, straight ahead.”

WIDE OPEN SPACES ‘REAL’ STUDIO
“Every department is visible from the door. There’s no question of where you need to go.” | The cozy recording room features hardwood floors “to make it feel like a real studio.”

JULY 2012 IMUSIC INC. | 13
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EVENT

Gist Welcomes Reznik
n May 17,
Gist Piano

Center hosted

Yana Reznik

(pictured) at

the com-

pany’s newly
completed re-
cital hall in its

Lexington, Ky., location. Reznik per-

formed the music of Rachmaninoff

on a Roland V-Piano Grand. After-
wards, she stuck around for a meet
and greet with audience members.

The event coincided with the grand

reopening of Gist’s newly remodeled

and expanded Lexington facility.
“Our Lexington business has
been on a steady and dramatic
incline,” said John Gist, president
of Gist Piano Center. “We needed
more room to accommodate the
growing needs of this community.

Our new Lexington store will be a

center for education, as well as a

recital venue and a cutting-edge

retail space. We look forward to
bringing more events like this to
families in the Lexington area.”

TECHNOLOGY

Online Overhaul

.C. Pianocraft recently launched

a new website at acpianocraft.
com. The design features quick,
easy access to essential informa-
tion on piano restoration, sale,
tuning and repair services. High-
resolution photos show every
restored piano in the showroom.
A.C. Pianocraft is a piano restora-
tion and sales facility of Steinway,
Mason & Hamlin and other brands.

GEAR

Showroom Art

eff Tasch (pictured, center) of

Grand Piano Haus in Skokie,
Ill., recently selected a Yamaha
CFX 9-foot
grand piano
to feature in
his company’s
showroom.
Anthony
Molinaro (left)
and Haysun

. - Kang (right),

both Loyola University Chicago
professors, helped Tasch pick out
the instrument from Yamaha Art-
ist Services in New York. Loyola
plans to purchase the instrument.

14 | MUSIC INC. | JULY 2012

From left: MeinI’s Brice Foster, Willis Music’s
Kevin Schwallie,Amedia’s Rick Snider, Mapeigs'
Brad Canaday, Arjefii's Dominick Gagliano;
Dream’s Andy Morfis and Sabiah’s Greg Zeller

WILLIS MUSIC | PROMOTION

Cymoal-Lano
\akes a Splas

\/\/illis Music’s Tri-County Mall
store hosted Cymbal-Land Cin-
cinnati from April 26-28. Store man-
ager Kevin Schwallie described the
event as “1,000 cymbals, five brands,
three days.” It featured Zildjian, Sa-
bian, Amedia, Meinl and Dream.

Willis hosted Cymbal-Land Cincin-
nati after Schwallie toured a cymbal
maker’s facility and selected models
from its vault for his own use. He
wanted to create a similar event for
his local market. “We’ve had cymbal
tastings in the past, but it has always
been with individual brands,” he said.

“Representatives from the brands
all agreed that they had never par-
ticipated in a cymbal event as large
as Cymbal-Land Cincinnati. Also,
they were impressed by the turnout
and support from the Willis Music
percussion customers.”

Attendees used the event to trade
in old cymbals and upgrade. Willis
also hosted a friendly competition

Willis Music
hosts a cymbal-
tasting event
featuring five

manufacturers

between the brands, dubbed Cymbal
Olympics. Each brand submitted an
entry to compete in various catego-
ries. Winners included: Best Jazz,
Zildjian 22-inch K Constantinople
Renaissance ride; Best Rock, Amedia
21-inch D Rock ride; Most Versatile,
Dream 22-inch Contact heavy ride;
and Best EFX, Amedia Dervish Sting-
ray cymbal.

“I think between the support from
the brands, the selection and having
the absolute best people in the industry
representing their brand, it solidified
Willis Music Tri-County’s reputation
as being the place in the Greater Cin-
cinnati area to buy cymbals.”



BACH TO ROCK | GROWTH

BACH TO
ROCK GETS
FRANCHISED

On May 8, Bach to Rock signed
its first-ever franchise agreement
with Amplified Capital Partners to
open a chain of Bach to Rock music
schools in Westchester County, N.Y.,
and Fairfield County, Conn. The first
location is slated to open in the fall.

Bach to Rock opened its first
corporate-owned location in Bethesda,
Md., in 2007 and has grown to six
corporate-owned schools, including
two in Maryland and four in Virginia.

The company takes what
it calls a “team-sport” ap-
proach to music instruction.

“At Bach to Rock, we’ve experi-
enced tremendous success serving the
greater Washing-
ton, D.C., area,
and we are ex-
cited to expand
our footprint
in Connecti-
cut and New
York,” said Brian
Gross, president
of Bach to Rock.
“With interest in
playing music
at an all-time
high, we are
confident that a musical hotbed like
the New York metropolitan area will
embrace the teaching methodology and
philosophy of Bach to Rock, which is
learning to play music while having fun.”

“As musicians ourselves, we are
thrilled to bring Bach to Rock’s unique
teaching methods to more families
across the East Coast,” said Glenn
Fleischman, co-founder and managing
partner of Amplified Capital Partners.
“With the popularity of television pro-
grams like ‘Glee,’ ‘X Factor,” “The Voice’
and ‘American Idol,” the proliferation
of iTunes, and the success of video
games like Rock Band and Guitar Hero,
more people now than ever before
have the urge to pick up an instru-
ment and learn how to play music.

“We feel that there is a strong
need for quality music education
for people of all ages in these vi-
brant communities, and we can’t
wait for our future openings.”

Bach to Rock is currently seek-
ing candidates to open franchise
locations in the mid-Atlantic region,
from New Jersey to North Carolina.

* AMERICA'S MUSIC SCHOOL *

»>

PORTMAN’S MUSIC | COMMUNITY

PORTMAN GIFTS IDOL

his past May, “American Idol” winner Phillip Phillips
arrived in his hometown, Leesburg, Ga. There, Port-
man Music owner Jerry Portman presented him a new
Yamaha CPX700-12 guitar while Phillips performed
with his old bandmates at a local football stadium.
“From the beginning, | was impressed with
him,” Portman said. “He’s from Georgia. He works
in his father’s pawn shop in Albany, the same
town we have a store in. | voted for him.”

B RETAIL

oo Phillip
L Phillips

Often Imitated, N

N——

Accept only Authentic, Certified Floyd Rose Tremolos and Parts.

(R) oyt Rorse,

To become a certified dealer
call: 732-919-6200
email: info@floydrose.com

What's new:

- Floyd Rese Titanium Tremolo,

- All New 8-string Tremolo,

- “Low Profile” Pro & & 7 string Tremolos,
- Upgradable Tungsten and Brass blocks,
- Certified Replacement Parts,

- Floyd Rose Custom Shoppe

Floyd Rose is a Division of AP International. For more info, call 732-919-6200 or visit www.apintl.com or www.floydrose.com
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SWEETWATER | COMMUNITY

Sweetwater
Founder
Given Double
Doctorctes

huck Surack, president and

founder of Sweetwater Sound in
Fort Wayne, Ind., recently received
doctorates of humane letters from
two different universities in Indiana.

Indiana University honored Surack
during commencement ceremonies on
May 9 at the Allen County War Memo-
rial Coliseum. Chuck O’Conner, dean
of the College of Visual and Performing
Arts at Indiana University—Purdue Uni-
versity Fort Wayne (IPFW), discussed
Surack’s professional accomplish-
ments and community involvement.

“Chuck Surack and Sweetwater
Sound have been central to the suc-
cess of the music technology program
at IPFW. For all he has done for IPFW,
as well as for the economic and cultural
well-being of northeast Indiana, Indi-
ana University is proud to confer upon
him the doctorate of humane letters.”

The University of St. Francis (USF)
presented Surack with his degree at its
commencement ceremonies on May
4, also at the Memorial Coliseum.

“We are pleased to award the honor-
ary doctor of humane letters to Chuck
Surack,” said USF President Sister M.
Elise Kriss. “His leadership, generosity
and guidance, not only to the univer-
sity but to so many other people and
organizations, exemplify the qualities
associated with this high honor.”

“I’m not sure I’'ve ever felt so honored;
to be recognized in such an extraordinary
and unexpected way is truly humbling,”
Surack said. “No one accomplishes
anything without the support of others, so
| will always cherish this recognition on
behalf of the many hundreds of friends,
partners and employees who’ve been a
part of making my dreams a reality.”
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Guitar Center’s new North
Charlotte, N.C., store

Live SOuNnp DJ DRums

KEfB0MRDg LiGHTING, of

S&P DOWNGRADES
COMPANY’S RATING

his past spring, Guitar Center
opened four new stores as Stan-

dard & Poor’s Ratings Services re-
vised its ratings outlook on GC from
stable to negative. S&P also affirmed
all existing ratings on the company,
including a B- corporate credit rating.

“Our ratings on Guitar Center
reflect our assessment that the com-
pany’s liquidity is ‘less than adequate’
but sufficient to avoid a default within
two years,” said S&P’s report.

GC’s recent opening brought its
total number of stores to 228. April
19 marked the first of these openings
in North Charlotte, N.C. This store
features Guitar Center Studios, GC’s
in-house music lesson facility, and
GC Garage, its on-site guitar repair
service. During the following month,
GC also opened stores in Coconut
Creek, Fla.; Pasadena, Texas; and
North Portland, Ore. These feature
Guitar Center Studios and GC Ga-
rage, as well.

SUPPLIER HONORS

ennheiser also recently named

Guitar Center its 2011 Dealer
of the Year.

According to a statement from
Sennheiser, it awarded GC for its
“excellent sales, customer support

and comprehension of Sennheiser’s
diverse line of microphones, wireless
systems and headphones.”

“We are pleased to announce that
Guitar Center has once again cap-
tured the Dealer of the Year award for
our music retail division,” said Bill
Whearty, Sennheiser’s vice president
of sales and marketing, retail divi-
sion. “Guitar Center continues to excel
in sales of Sennheiser headphones
and microphones and has once again
achieved impressive year-over-year
sales growth.”

Guitar Center
opens four stores
as S&P revises the
retailer’s rating

to negative

“We are pleased to once again be
recognized as Sennheiser’s MI Dealer
of the Year,” said Bill Wrightson,
GC’s vice president of technology
merchandise. “Sennheiser continues
to represent a very important part of
our product offering to consumers,
and we continue to receive excellent
feedback — particularly on Sennheiser
microphones and headphones.”
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B RETAIL

FC TEACHES SOUND VOLUNTEERS

ull Compass of Madison,

Wis., recently hosted house
of worship sound volunteers and
technicians at its 4,200-square-
foot studio for the “How-to
Sound Workshop.”

Sound engineer Mike Sokol
led the hands-on program, in

individual mixing consoles. Fits
& Starts Productions produced
the workshop. The organiza-
tion travels more than 40,000
miles each year training house
of worship sound volunteers.

“It’s truly a pleasure hosting
the ‘How-to Sound Workshop’

Wenzel, vice president of sales
and marketing for Full Compass.
“Those who attended received
excellent instruction from a very
knowledgeable and experienced
instructor. We value our part-
nership with Fits & Starts Pro-
ductions and look forward to

“Working with the Full Com-
pass crew is always a positive
experience,” said Hector La
Torre, Fits & Starts Productions
managing partner. “They’re all
pros, so I know that even the
little things will be taken care
of when we show up to present

which participants worked at | at Full Compass,” said Roxanne | our next event.” our ‘How-to’ workshops.”

TRIBUTE

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

Mark Spiwak
M ark Spiwak of West L.A. Music
passed away May 5 from a pul-
monary embolism. He had been recov-
ering from kidney surgery and was 61.
In 1978, Spiwak joined West L.A.
Music, where he served a roster of
clients, including
Tom Petty, Ringo
Star, Jackson
Browne, The Eagles
and Pat Benatar.
Spiwak’s charity
work with West L.A.
Music raised hun-
dreds of thousands
of dollars in sup-

Yo Over 20 models starting at $749 street.
Y& Visitus at NAMM, both #1337
Y Contact Ken Haas: 734-953-6984 or khaas@reverendguitars.com

port of the arts, according to a tribute
on the Los Angeles-based retailer’s
website. He helped build recording
studios for at-risk kids at Phoenix
House with former “American Idol”
judge Kara DioGuardi. Most recently,
he arranged the donation of several
autographed guitars to Artists for the
Arts Foundation for its fundraising
concert at Santa Monica High School.
Spiwak also formed a personal
relationship with Ronald Reagan. The
former president once needed a PA.
system for a black-tie event after a
system rented elsewhere showed up
broken. Spiwak donned a coat and
tie and delivered it without asking for
anything in return. Reagan later called
Spiwak to help him record a public
service message, and Reagan’s wife,
Nancy, asked Spiwak to fix her VCR.
He even designed and built a podium
for the Reagan Presidential Library.
“For the past 30 years, Mark’s ener-
gy and positive outlook influenced and
defined our company,” said Rick Waite,
general manager of West L.A. Music.

new
oyuhy!

urrwed
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NAMM News

Note
from Joe

NAMM U and NAMM U Online

Attendance at NAMM University sessions at Winter and
Summer NAMM continues to surge but online participation
has not.

Since introducing the NAMM U Breakfast Sessions and the
|dea Center Sessions a few years back—and, more recently,
the Hands-On Training (HOT) Zone—attendance has increased
substantially. The combination of the most important topics,

as chosen by our Members, and quality presenters representing
the very best of the industry have resulted in consistently
packed rooms and provided great value to those businesses
trying to get an edge on the hyper-competitive landscape in
music retail today.

To help support NAMM Members and empower them
throughout the year, we have also created NAMM U Online, this
website features some of the best offerings from the shows, as
well as, extensive courses on financial management by Alan
Friedman and retail sales by George Hines. You can choose
from sessions on technology, lesson programs and social media.
In addition, you’ll find short videos of industry leaders sharing

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

some of their best ideas and tips for success. While the site
continues to be a work in progress, it offers a lot of great,
interactive content designed to help our Members grow their
businesses. However, Member traffic on the site has been so
light, it makes us wonder if we're missing something.

The premise of the NAMM U sessions at the shows has been
simple: ask our Members what they want and then give it to
them. The results have been outstanding. But with NAMM U'’s
online offerings, we've not seen the same level of participation.
Is online education—at your fingertips whenever you want or
need support—important to our retail community? And, if so,
how can we adapt the NAMM U Online content to be more
meaningful for you and your staff?

Many of our Members have created informative websites that
feature product and company content. Others have educational
sites with online music lessons, and even basic information

on instrument repairs. NAMM University and NAMM U Online
are different; they're designed specifically to provide relevant,
high-value and industry-specific education programs for
NAMM Members. And while the sessions at the shows are
accomplishing that mission, in my opinion NAMM U

Online has not.

Please check it out at www.namm.org/nammu and give it a
spin. Then call or drop me an e-mail with your thoughts and
ideas. We want to make NAMM U Online as important to your
success as the sessions offered at the shows. With your help,

| know we can achieve that!

Joe Lamond « NAMM President/CEQ
4

Get Connected with NAMM U Online

1 @y

MNAMM U Live

Retail Ideas Sales

i

Finance Lesson Programs

NAMM U Online is a convenient supplement to
the standard NAMM U Idea Center Sessions you
see at the shows. It offers additional ideas, useful
tips and a fresh way of looking at your business

Plug into this valuable Member resource at namm.org/nammu

NAMM

University

The website is packed with great information that
you and your staff can access at any time and
features topics such as sales, marketing, finance,
retail, lesson programs and technology.

v [

Technology Courses
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MUSEUM OF MAKING MUSIC | BY FRANK ALKYER

VISIT YOUR MoMM

t’s spring break in Southern
California, and there’s a pal-
pable excitement from families
bustling through ... a local
museum.

That may sound odd, es-
pecially when the beach is a
stage dive away, but this is
NAMM’s Museum of Making
Music (MoMM), a place that
brings a smile to the young and
old — be they hard-core musi-
cians or air-guitar aficionados.

Housed in the NAMM indus-
try headquarters in Carlsbad,
Calif., the museum has been
open to the public since March
2000. And for industry insiders,
it’s a trip down memory lane,
featuring everything from state-
ly grand pianos to intricately
carved mandolins, from synthe-
sizers to stomp boxes, from to
drums to horns — representing
all eras, shapes and sizes.

The idea of creating MoMM
had its share of detractors in
the early years. Some NAMM
members wondered who, if
anyone, outside of a few in-
dustry personnel would come
to a museum about the musical
instrument industry.

But come they do. The mu-
seum hosts more than 30,000
visitors a year. It’s become part
of a loop for tourists traveling to
the area for its beaches, Flower
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Fields and Legoland. With a
new $500,000 redesign (funded
by an anonymous local donor)
and a full complement of pro-
gramming, Carolyn Grant, the
museum’s executive director,
said there’s an opportunity to
reach even larger audiences.
“We had this terrific decade
of gathering information and
seeing where we wanted to take
this museum, how to bring this
industry to the general public,”
Grant said. “We are a museum
that’s not only about instru-
ment history or celebrity or
music or musical genre. We are
a museum of a cross section
of all of that. We’re a museum
about a process. That’s why the
name is the Museum of Mak-

- - s— =
Carolyn Gfant, MoMM
executive director, with
classic keyboards. Inset:
Ed Roscettiperforms
the electric drums
‘at the museum’s new
* Innovation Studio

ing Music ... because it’s the
process that people go through
to make music.”

At the core of the redesign,
and the museum’s mission, is a
hands-on approach to program-
ming. MoMM reopened in Octo-
ber 2011 with 1,100 square feet
of cutting-edge, interactive dis-
plays that give visitors a chance
to play with history.

Grant noted that the museum
hosted a hands-on exhibition,
“Hands on the Future,” early
on. “It was supposed to be a
six-month exhibition, but we
couldn’t get rid of it. Everybody
loved that room.”

Today, that hands-on ap-
proach is a focal point. Guests
can stomp, pluck, pound and

even learn a chord or two.
MoMM has also produced a
steady stream of special exhibits,
including “Violins in America”
and “The Ukulele and You.”
An exhibit of reed instruments
from around the world recently
ended, and another on saxo-
phones just began.

“These special exhibitions
are essential to a museum be-
cause we want to keep [people]
coming back,” Grant said.

The activities have expanded
to a concert series that delivers
three to four performances a
month at the NAMM headquar-
ters. The museum also organizes
a 60-member community or-
chestra and a 60-member band.

“In my opinion, the museum
is a living example of NAMM’s
vision, mission and objectives
in action,” said Joe Lamond,
NAMM president and CEO.
“It celebrates our industry’s
history and visionary leaders
and promotes music making and
music education to our 30,000-
plus visitors each year. Every
day, the NAMM staff gets to
see the impact that music has
on children of all ages, kids with
special needs, families, older
adults and seniors. What a fit-
ting tribute to our members to
have their headquarters be alive
with music!” M
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NAMM'’S RUSSIA
SHOWS DRAW
THOUSANDS

he inaugural NAMM Musik-

messe Russia and Prolight +
Sound NAMM Russia shows were
held May 16-19 in Moscow.

Both shows brought together 190
companies from 18 countries and
drew a total of 6,275 attendees.

“Most NAMM manufacturer
members and global brands in our
industry are seeking out growth
opportunities in new markets,”
said Joe Lamond, president and
CEO of NAMM.
“Exhibitors told us
that they were able
to do productive
business, deepen
relationships with
existing contacts
and make new
contacts during

‘Exhibitors
told us that

their four days in they were

Moscow. Work on

the 2013 shows has  @ble to do

already begun, with =

key exhibitors in- pmdUCtlve

dicating their com- =

mitment to work bus"‘ess!

closely with us to

grow these events deepen

into the future.” 3 -
Brands repre- relatlon

sented at NAMM ships with

Musikmesse Russia .

included Yamaha, QX|st|ng

Roland, Gibson,

Alhambra, Hal contacts.’

Leonard, Inside,
PianoDisc, Karl
Hoefner, Gro-
trian and Music Sales.

“The show was a great op-
portunity for us to learn about
the Russian music market,” said
Doug Lady, senior vice president
of Hal Leonard. “We had produc-
tive discussions with potential new
partners in the retail and distribu-
tion markets, as well as possible
publishing partners. With Russia
emerging quickly on the world trade
scene, we feel this show was an es-
sential opportunity for Hal Leonard
to take part in this inaugural year.”

Prolight + Sound NAMM Russia
featured distributors from Ash-
tone, Allen & Heath, L’Acoustics,
Christie, Robe, Osram, Montarbo,
Electro-Voice, Coda Audio and
Hughes & Kettner. {namm-musik-
messe.ru; prolight-namm.ru}

SUPPLY M

Kala staffgs$ outside the
new headgUarters

KALA | VENUES

«

ala recently moved into its new

headquarters, doubling the size
of the company’s base of opera-
tions. Located in Petaluma, Calif.,
the manufacturer relocated to a
25,000-square-foot facility near its
old address.

“We had outgrown our old facil-
ity for some time and were waiting
for the right location that would fit
our needs and will provide us with
room to grow,” said Rick Carlson,

KALA RELOCATES

sales and marketing director at Kala.

The company has also expanded
the Kala Custom Shop, where Cali-
fornia U-Basses are assembled and
instruments are quality-controlled.

“We expect to continue to expand
our custom shop in order to continue
to provide the high-quality instru-
ments that our customers expect and
to offer more variety of specialized
instruments in the future,” Carlson
said. {kalabrand.com}

MJACKRABBIT

Lesson Scheduling & Billing Software

+ Web-based
« Online Registration
» Recurring Billing

“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

Save Time Scheduling Lessons!

2500+ Clients
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AWARD
Godin Guitars Named

Manufacturer of the Year
G odin Guitars was

awarded “Manu-

facturer of the Year”
during the second
annual MIAC Excel-
lence Awards on
May 13 at Toronto’s
International Centre
in Mississauga,
Ontario. The MEAs were presented
during a ceremony at the 41st an-
nual MIAC trade show, also held
at Toronto’s International Centre.

“We’re very honored for this
recognition and extremely proud of
the fact that we make every single
guitar right here in Canada,” said
Mario Biferali, Godin’s sales and
marketing manager. “It’s always
nice to be recognized, and this year
being our 40th year in business
makes it that much more special.”

The MIAC Excellence Awards are
presented to individuals and organi-
zations that contribute exceptionally
to the well-being and future pros-
perity of the industry. {miac.net}

VISIT

Vic Firth Welcomes

Maine Governor

ic Firth Co. recently welcomed

Maine Gov. Paul LePage to its
factory in Newport, Maine. LePage
toured the plant and was interested in
the programs and innovations that had
been implemented
since his last visit two
years ago. The gover-
nor also spoke to Vic
Firth factory employ-
ees and commented
on how Vic Firth Co.
continues to increase
Maine’s workforce by
keeping the com-
pany in the state. {vicfirth.com}

WEB NEWS

Fernandes Goes Direct
ernandes Guitars has opened its
first direct Web store. The com-

pany’s guitars are now available for

the first time directly to consumers
everywhere at reduced prices. All of
the guitars are protected by a full life-
time warranty and are inspected and
set up by professional technicians in
the United States. The Web store will
also feature special offers and dis-
counts. {fernandesguitarshop.com}

22 | MUSIC INC. | JULY 2012

2

&

YAMAHA I AWARD

From left: Terry
Lewis, Barry
Bittman and
Byron Janis

YMWI HONORS JANIS

Yamaha Music and Wellness In-
stitute (YMWI) presented its
Lifetime Achievement Award at the
The Walter Reade Theater at Lincoln
Center in New York on May 30 to
internationally renowned concert
pianist Byron Janis.

Produced with the support of Ya-
maha Artist Services, the evening
highlighted the international career
and personal journey of Janis, a world
ambassador and composer who, de-
spite multiple hand surgeries, contin-
ues to extend his mind-over-matter
approach and gift to those in need.

“YMWTI is proud to extend its
Lifetime Achievement Award to By-
ron Janis,” said Dr. Barry Bittman,
neurologist and CEO of the Yamaha

NEMC | ACQUISITION

Music and Wellness Institute. “Our
rationale can be summed up from
three perspectives. As a musician,
I recognize Byron’s immense cre-
ativity and unparalleled virtuosity
as pure genius. As a physician, I'm
inspired by his relentless will to per-
severe against what would have been
career-ending challenges for others.
As an individual, 'm in awe of the
power of his spirit that relentlessly
continues to inspire a refreshing sense
of hope for those in need.”

The tribute was hosted by Inside
Edition anchor and journalist Deborah
Norville and featured a presentation
by president and CEO of the Arthri-
tis Foundation, Dr. John Klippel.
{yamaha.com}

NEMC TAKES ON

CITY MUSIC CENTER

ational Educational Music

Co. (NEMC) recently ac-
quired all the assets of School
Musical Suppliers, also known
as City Music Center — one
of New Jersey’s largest band
and orchestra musical instru-
ment rental companies.

“City Music Center has a long
history of providing quality instru-
ments and services to its cus-
tomers, and we are pleased and
excited to incorporate it within our
nationwide affiliate network,” said
David Benedetto, NEMC'’s chief
sales and marketing officer. “This
transaction will provide additional
support to our existing affiliates,

not only providing them ad-
ditional business in their territories
but also strengthening our pres-
ence in New Jersey, a state with
a strong school music tradition.”
City Music Center currently
operates locations in Ke-
nilworth and Burlington, N.J.
NEMC plans to consolidate
the Kenilworth location into
NEMC’s Mountainside, N.J.,
operation and will continue to
operate the Burlington location.
The City Music Center
transaction is NEMC'’s first
acquisition since MidCap Eqg-
uity Partners acquired NEMC
in August 2011. {nemc.com}
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SIERRA GUITARS | CHARITY

SIERRA GUITARS DONATES MODEL TO NGW

S ierra Guitars has donated a

guitar to the National Guitar

Workshop (NGW) for a giveaway.
Intermediate and advanced guitar

“Sierra Guitars is thrilled to continue our
participation with the NGW for the fifth year
in a row and for the opportunity to share the
inspiring craftsmanship of our guitars with

guitar during one of NGW’s Acoustic
Seminars at the Canterbury School
campus in New Milford, Conn.

NGW is dedicated to bringing music

students attending a recent NGW
workshop were given the chance to
win the Sierra Alpine acoustic-electric

TRIBUTE

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

Baldwin Mourns
Two Former
Executives

Harold Shelby Smith, former
president of Baldwin Piano,
passed away on May 16 after a
brief illness. He was 87. In 1971,
he was employed as plant man-
ager of Baldwin Piano & Organ in
Greenwood, Miss., and in 1983,
he and a co-worker purchased
the company, where he worked
until his retirement in 1993.

On May 26, Robert Har-
rison, former CEO of Baldwin
Piano, passed away from
cancer. He was 80. Harrison
spent his 41-year career at
Baldwin and retired in 1996.

Jam Industries
Executive Golden

Passes Away

Michael Golden, vice president of
Erikson Music and Korg Canada
and son of Jam Industries founder
Marty Golden, passed away on
May 11 from cancer. He was 50.

Golden was named vice
president of Erikson Music
and Korg Canada in 1996.

In July 2011, he was promoted to
the Jam executive team as executive
vice president of Jam Industries.

Golden is survived by his wife,
Micheline, and his daughter, Dawna.

education to guitarists, bassists, key-
boardists, drummers and vocalists re-
gardless of musical style and skill level.

§ these aspiring songwriters and guitar-
ists,” said Craig Toporek, product manager
of Sierra Guitars. {sierraguitars.net}
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For Rich Dy

namic Sound

Pros Play W %W

© BRUCE LANGTON

For years Guy Hawkins mouthpieces

have been the choice of pros for their

rich harmonic sound and unsurpassed
playing response. Whether you prefer the
handcrafted hard rubber or a forged metal
model, the sound will be uniquely yours.

LA ]
jj Bastze
www.jjbabbitt.com

MOUTHPIECES FOR ALL CLARINETS AND SAXOPHONES
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ELECTRO-HARMONIX | INSTALLATION

«

ELECTRO
GOES
GREEN

lectro-Harmonix recently

installed 213 solar panels
on the roof of its Long Island
City, N.Y., headquarters.

Company founder and President
Mike Matthews said he wouldn’t have
done the installation if it weren’t for
the government subsidies.

“Frankly, solar cells just don’t
generate enough electricity to make
their installation economically vi-
able,” Matthews said. “To me, the
sensible crossing point would be
when oil hits $200 a barrel, un-
less new energy-generating sources
are invented first.” {ehx.com}

Solar panels on the roof of
Electro-Harmonix’s headquarters

EddyFinnUkes.com
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APPOINTMENTS

Martin Names
Duncan VP of
Brand Marketing

F. Martin
recently
named Am-
ani Duncan
vice presi-
dent of brand
marketing.
Duncan was
originally hired
in January 2011 as the company’s
director of promotional marketing.
“Amani was chosen to round
out the core team at Martin for
her creative thinking and great
enthusiasm,” said Keith Lombardi,
president and COO of Martin.
“In her short tenure at Martin,
she has completely overhauled
our marketing efforts, providing a
vibrant, youth-oriented approach
while still staying true to our
heritage and culture. We are very
lucky to have her on the team.”

Amani Duncan

Fender has appointed James
Druckrey executive vice president and
chief operating officer. He has nearly
15 years of experience in music and
audio technology. Fender also hired
Jeff Quinn as its licensing director.

Yamaha Artist Services recently
promoted Greg Crane to manager
of artist relations for Yamaha acous-
tic drums and Jennifer Vierling to
artist relations specialist for the
band and orchestral division.

David Krall has been added to the
board of directors of Universal Audio.

Seymour Duncan has named James
Garza domestic sales manager.

Karl Bates recently joined John
Hornby Skewes’ senior sales team as
pro audio area sales manager south.

EAW has tapped Adam Shul-
man to the position of installed
systems support manager.

AES recently appointed Steve Green
as business development manager.

Renkus-Heinz has added Alejan-
dro Fidalgo to its engineering team.

Carl Jacobson has joined PreSo-
nus in the newly created position
of director of business develop-
ment and strategic marketing.

LOS CABOS | DISTRIBUTION

SUPPLY W «

Los Cabos has named TMC its
new Japanese distributor.

“This is shaping up to be an incredible
year for us,” said Matt Carter, director of
marketing and artist relations for Los Cabos
Drumsticks. “We’re pleased to welcome
TMC to our family of distributors, and we’re

Los Cabos Inks Another Deal

very excited to start working with them.”

This announcement marks Los Cabos
Drumsticks’ fourth distribution addition since
January. Earlier this year, Los Cabos announced
new distributors in South Korea (Drum Korea),
New Zealand (Hawkes Bay Agencies) and
Canada (Yorkville). {loscabosdrumsticks.com}
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THE BEST-S0OUNOING MmoDeLInG AImMPS...APLUS.

The new Valvetronix+ series takes the best features of the popular tube-driven Valvetronix amps and blows them through
the roof. Now your customers can have even more amps, more effects and more power. The totally redesigned Power Level
knob lets players customize the output of their amp. Turn it down for hi-gain assaults at bedroom volumes. Crank it up
to unleash a reserve of power to cut through like no other modeling amp. Add in our 12AX7 Valve Reactor tube technology
and you've got a range of amps that delivers the tone and feel of tubes with the flexibility of modeling.

VT+

The plus = More EFFECTS. More TOINES. More POWER.

Real 12AX7 tube driven Valve Reactor technology for tube tone and feel

33 authentically voiced amp models

99 instant presets including 33 famous song settings your customers crave

25 onboard effects, from vintage stomp boxes to pristine studio effects

Optional VFS5 footswitch to controls up to four user programs + tap-tempo effects!

*WT80+ offers an extra 40 watts of power. VT120+ offers an extra 30 watts.
VT40+ offers an extra 20 watts. VT20+ offers an extra 10 watts.

WWW.VOXAMPS.COM
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INDEPENDENT RETAIL | BY TED ESCHLIMAN

ASK FOR THE SALE

ou’ve presented the

most convincing

pitch, complete with

every logical reason

a customer should
hand you a credit card and walk
out with the instrument you’ve
demonstrated and justified. You
can see it in his eyes. The price
is perfect, and it’s exactly what
he needs. You want him to buy
it, he wants it, and out spills
the deal-killing words: “This
looks good, but I really need
to shop around more.”

From here, you have three op-
tions. You can opt for hard core
closing tactics that risk tarnishing
his impression of you, Mr. Nice
Guy sales pro. This could include
wrestling him to the ground with
empty threats. (“The product
isn’t likely to be around much
longer.”) But if your store is like
ours, we don’t like to push too
hard — maybe to a fault. It’s not
our company culture.

The second response is to
acknowledge the customer and
thank him for shopping. Maybe
even hand out a business card
with the commission-inducing,
“My name is John. If there’s any
way I can help in the future ...”
Unfortunately, the conversation
is usually over at this point.

How to respond
if customers
say they

need to shop
around more

1 suggest you aren’t doing
your business or your custom-
ers a favor if you use either of
these responses. The first is rude,
the second downright lazy. You
need to acquiesce, but there’s
no reason to end the conver-
sation, especially if you sense
the customer’s committed to a
future purchase. So, I'll propose
a third, more creative option.

Remember, we’re in the In-
formation Age. We interact with
news and resources unheard of
10 years ago. We’re ensconced in
blogs, specialty magazines and
Consumer Reports, all telling us
what to think and devoid of a
surface agenda. We betray our
hard-earned cash when we don’t
thoroughly research purchase
decisions. Our customers feel
duty-bound to get as much in-
formation as they can up front,
and we need to indulge them.
Conversely, there’s so much mis-
information floating around, we
need to help them sift through
the debris. So when customers
throw down the I-need-to-check-
around stumper, consider these
more productive responses.

“Where else are you going
to look?” Another brick-and-
mortar store? Internet? Pawn-
shop? You may find customers
have no idea where to look next.
They could be offering important
reconnaissance for your next
sale. They may be comparing
your business to a pawnshop, a
cue to say, “We have an onsite
repair tech for after-the-sale
service.” One thing’s for sure:
If their next-stop competitor
matches your price, they won’t
drive back unless you give them

compelling reasons to.

“Who or what is helping
you make this decision?”
A brother-in-law musician?
Teacher? Internet user forum?
If it’s a musician or relative,
it may be someone you know,
and you can exploit the rela-
tionship. If it’s a teacher, you
can mention what other teach-
ers are saying. If it’s an online
forum, find out if it’s one you
frequent or should frequent.

“What were you planning
on spending?” Maybe you over-
shot the budget, and now’s the
time to back down to another
stock item. Maybe your best of-
fer is still in striking distance.

“How soon do you need
this?” If the need is immediate,
you can help save the customer
time and gas.

The independent brick-and-
motar retailer has this advan-
tage more than any other venue.
Granted, folks don’t like to be
sold, but you can’t underestimate
the power of a human being,
even a total stranger, validating
an intent to buy.

Ask for the sale. MI

Ted Eschliman is a 30-year veteran of
music retail and co-owner of Dietze Music
in Southeast Nebraska. Mel Bay published
his book, Getting Into Jazz Mandolin.
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It’s not what you say than the message itself.
that matters — it,s What what we say, shouldn’t we try to tell them what

L) they want to hear? Thinking about the listener
people hear‘ Here S and how our words will be received might be
how to reaCh them even more useful than creating a compelling
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THE CUSTOMER WHISPERER | BY GREG BILLINGS

Se Understood

've spent the last 35 years arguing with customers when I re-

ally should have been telling them what they wanted to hear.

Yes, a beginning student does need a good instrument, but

convincing parents who say, “We want to start off cheap to

see if she sticks with it,” has been a struggle. Maybe I've just
been using the wrong words.

Fortunately, message expert and political pollster Dr. Frank
Luntz has written a book that explains exactly how
to find and use the right words. In this classic tome,
Words That Work, Luntz demonstrates the effective
— and failed — use of words in politics and com-
merce. He was kind enough to put his central theme
on the cover and to repeat it every few pages: “It’s
not what you say, it’s what people hear.”

As the sidebar shows (see page 30), basic commu-
nication isn’t that complicated, but not surprisingly,
it’s the encoding and decoding that cause problems.
We give a lot of attention to our encoding, produc-
ing messages planned to persuade and convince.
We’re often stunned by our own brilliance, only
to be frustrated when we have to say the dreaded
sentence, “No, what I meant to say was ... ,” because
our words were decoded (and therefore understood)

by the receiver in ways we hadn’t intended.
In other words, what people hear has more
to do with how they decode your message

If what people hear is more important than

argument. For instance, a mom inquiring about

guitar lessons for her son likely has more on

her mind than the number of pickups on the

guitar. She may be thinking about his social

development or reluctantly honoring a promise. There’s no way

we can know for sure what her agenda is, but the right words can
reassure her and reinforce that she’s doing a good thing.

Following a few simple rules of communication will make our

message likely to be understood the way we hoped it would be.

Dr. Luntz provides several of these rules, and many of them are

particularly relevant for us.
First, use simple words.
Find simple ways to explain
complex issues. Most clients
will tune out if you tell them a
product has an asymmetrically
curved bridge. But they might
be happy to learn that because
of new technology, it will stay
in tune longer and sound better
than a cheaper model, creating a
better performance experience
for the student. Apple spends
almost no time talking about how
its products work. It shows us
how they will enhance our lives.
Along with simple words, use
short sentences. For instance,
saying, “Kids do better on better
instruments,” is more effective
than saying, “Scientific evidence
supports the conclusion that
students with access to higher-
quality instruments have superior
outcomes than control groups
with only average instruments,”
especially if the statement’s fol-
lowed up with a true story about
the first time you played a really
good instrument and how you
felt. You can always use hard
data if you need it, but most of
the time, you won’t need it.
People live in a near-constant
stream of information, and
they’re pretty good at filtering
out anything that even hints at
boredom. We have to be compel-
ling and interesting. We have
to grab their attention and grab it
again every few minutes. Using
the right words can help, if we
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know what the right words are.

Often the right words are
words that have found their
way into popular culture. You
can’t click on a news item lately
without hearing about “account-
ability” or “consequences.” We
might remind our clients that
we hold our music teachers ac-
countable for our students’ prog-
ress, and we hold the students
accountable for their practice
time. We may make the case that
students can practice on lower-
quality instruments, but there
will be consequences. “Austerity”
sends a chill down most people’s
spines these days, so avoid that
one. The most effective word
in advertising, year after year,
is “free.” Find a way to use it.

Here’s a quick way to find
other magic words. With a high-

IDEAS)

lighter, turn to any page in this
magazine. Highlight every word
in an article or ad that makes
you feel something — good, bad,
queasy or sad. These are the
words you want to use or avoid.

One word you always want to
avoid is your competitor’s name
or brand. If you must mention
competitors at all, it’s better
to refer to them as “the other
guys” and their wares as “ordi-
nary products.” Don’t advertise
their brands or infer credibility
by saying their names out loud.

Find a way to reinforce your
clients’ intentions, and don’t
challenge their preconceived no-
tions. There’s little to be gained
by confrontation. The most suc-
cessful mass communications ex-
periment in history is Fox News.
Ideology notwithstanding, it has

a remarkable formula. It knows
the preconceived opinions of its
viewers, and it constantly re-
inforces them. And every time
viewers hear something they
decode with agreement, they
are rewarded with a shot of
dopamine from the pleasure
center of their brains, making
them very loyal viewers.

If you need to challenge bad
ideas, speak aspirationally. No-
body wants to hear about why
you stopped carrying brand X.
They want to hear that the one
you carry will fulfill their de-
sires. Every day, we talk with
parents who are concerned their
kids won’t stick with the piano.
Years ago, we promised to take
the piano back, but today, we
speak of the wonderful impact
music has on kids’ lives and aca-

THE FIVE PARTS OF COMMUNICATION

MESSAGE

DELIVERY

- - -

A

>

FEEDBACK

4

-

1. THE MESSAGE. A thought, idea or concept. It can be as simple
as a birthday wish or as complex as the Encyclopaedia Britannica.

2. ENCODING. The sender composes a message in a particular form. It
could be a language spoken or written, a picture, an icon, or even music.
Invariably, the preferences, biases and peculiarities of the sender corrupt the
purity of the message — sometimes unconsciously, sometimes deliberately.

3. DELIVERY. The medium. TV, radio, newspaper, Morse

code, e-mail, Facebook, smoke signals and simple conversa-
tion are all ways to distribute a message. Some are more efficient
or more fun than others, but all are simply delivery systems.

4. DECODING. The message’s receiver interprets the message us-
ing intellect, while coloring it with his or her personal preferences, bi-
ases and peculiarities. This framing of the message is subconscious
and not deliberate, but it’s powerful in determining how the message
is understood. Again, “It’s not what you say, it's what people hear.”

5. FEEDBACK. The action taken as a result of the message — or con-
firmation that the message was received and, hopefully, understood.
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demic success. If we reinforce
their hopes and dreams, we can
trigger a little dopamine rush.
(And people are more likely to
make a buying decision based
on emotion than logic.)
Credibility is now as im-
portant as philosophy. Don’t
be shy about telling clients your
personal story and your commit-
ment to music. You can see my
employes roll their eyes when
I tell clients I was assembling
piano benches for 25 cents each
in my dad’s store when I was
7 years old or show pictures of
my grandfather’s band. But that
story and those pictures reas-
sure my clients. “Family” and
related words, such as “dad”
and “grandfather,” are words
that work well with our clients.
Finally, consistency matters.
Refine your story using all the
right words, and tell it over and
over. Then refine it, and tell it
again. What are the words that
will work for you? They’re all
around you. Spend some time
thinking about your customers
and what’s important to them.
What are the words that will be
red flags? Avoid them. What are
the words that will elicit an emo-
tional response? Use them. Don’t
be afraid of trial and error.
Let’s make a conscious effort
to figure out what words will
be effective and use them often.
Customers won’t mind being
told that better things cost more
money if spending more will give
them greater rewards, but they
must receive and understand
your message. So, use the right
words to tell customers what
they want to hear. Then, follow
through. Offer great value, route
the kids to the best teachers and
provide exceptional service. Mi

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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Trust Amplified

Wonderful pure, wntage rnsplred tones, ) l.ove thls arnp‘

» DAVE WEINER

“I need versatile, incredible soundmg amps wnth flawLeSS rellablllty for :

my gig touring with Steve Vai. | chose PRS’s 2-Channel amps. -\

VISIT

trustamplified.com

to understand all that goes into the
design and creation of PRS amplifiers
and to read more artist testimonials.
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Make employee sales
training part of your
daily routine to foster
constant improvement
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LESSONS LEARNED | BY GERSON ROSENBLOOM

Sales Acropics

hen you hire people for sales positions, do

you hire musicians or sales professionals?

The right answer is “both wrapped up in one

tidy package.” But the reality is that frightful

numbers of stores do little more than find good
musicians without much regard for their sales chops. And even
fewer dealers do anything to train those who are untrained or
develop those who are.

I did the same thing for years. I had the good
sense to at least find people with the right raw tal-
ent to be in sales. But for too long, I did nothing
to nurture their talents while hoping that my new
hires would develop into good salespeople.

That changed when I learned a valuable lesson
from a veteran speaker, the late Jack Berman. He
suggested a program called “Sales Aerobics.” It
inspired me to create my own program and keep
it in effect every day up until I closed my store.

The concept is simple. Professional athletes would
never dream of going out on the field without regu-
larly practicing their chosen vocation. But unlike
athletes, most sales “professionals” hit the floor
and hope for the best. Sales aerobics offer your

people the opportunity to practice their craft
before they’re face to face with the person
who pays their salaries: the customer.

I went back to my store and incorporated
sales aerobics into my company culture. In
my version of sales aerobics, we conducted
a 15-minute session every morning before
opening. (It lasted 30 minutes on Saturdays.)
When done day in and day out, those quickie
sessions added up to a fair amount of sales
practice. It wasn’t optional, and my people
quickly learned that it paid big dividends.

CONDUCTING A SESSION

he key to a sales aerobics session is team involvement. Start
with any imaginary but realistic sales scenario. For instance,
a customer comes into the store asking for a brand you don’t
carry, or a customer tells you he or she is going home to speak
with a spouse about buying a product. One sales associate plays

the customer, the other is the
salesperson.

Let them role-play for a min-
ute or two. That’s all it takes.
You’re not looking for a com-
plete transaction. Next, every-
one gets to comment on what’s
transpired. You’ll be amazed by
what people learn in these in-
terplays. Hope someone made a
mistake during the mock sales
approach. This is when the real
learning takes place and when
everyone has the opportunity to
work together to make it better.

Some of our training focused
on phone calls. The two partici-
pants worked through the bevy of
miscues that often short-circuit
any hope of converting a caller
into a customer. One of my fa-
vorites was putting the caller on
hold and requiring all the partici-
pants to sit in silence for 2 min-
utes. I witnessed an immediate
reduction in call holding times
throughout my organization.

Sales aerobics work because
it’s much easier to see someone
else’s mistakes than your own. I
watched sales associates easily
pick out miscues in role-plays
that they regularly made. Every-
one was grateful for the opportu-
nity to err in front of colleagues
rather than with a paying cus-
tomer — when it could hit them
smack dab in their wallets! MI

Gerson Rosenbloom is managing director of
Wechter Guitars. He’s former president of
Medley Music and a past NAMM chairman.
E-mail him at gersonmusicinc@gmail.com.
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Based on aerospace airframe design, the Gen 16 AE Rack is lighter and
stronger then conventional steel drum racks. Perfect for both acoustic @

and electric percussion setups, the AE Rack provides a complete cable -
management system that accommodates up to 12 XLR cables in
vertical and horizontal bars that conceal and protect.

Visit Gen-16.com for setup instructions,
video product walk-throughs, and more.



The author
(middle) with
Washington,
D.C:, councilors
Jack'Evans and
Mary Cheh

Surviving and profit-
ing during my first 10
years in business
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FROM THE TRENCHES | BY MYRNA SISLEN

len Years & Counting

n March 22, two members of the Washington, D.C., city
council presented Middle C Music with a resolution
that not only honored the store’s 10th anniversary but
also proclaimed the day Middle C Music Day. Mayor
Vincent Gray even issued his own proclamation.
Ten years earlier, as I was leaving a kickboxing class across the
street from the then-failing music store, I decided to buy Middle C,
which had been losing $5,000 a month for five years. The decade
since has seen it become the only full-service music
r J store in Washington — and one that’s profitable.

LEARNING FROM OTHERS

ow have I managed to turn Middle C around?

When I bought the store, I had no retail experi-
ence. I was a classical guitarist and tap dancer. As a
musician, you work 24/7, and that turns out to be
great preparation for running a small business. In
the beginning, my greatest fear was I'd never have
a day off for the rest of my life. That has turned out
to be pretty much the case, but it doesn’t bother me
anymore. I also didn’t know the rules of business,
and that seems to have been a plus — at least for me.

That said, not knowing zow to run a business can

be disastrous, and I didn’t know that either. I

had a lot to learn, and I needed to learn it fast.

Luckily, I realized the best way to learn

is from other people. My first convention

was Summer NAMM 2002. I attended every

session and gained a sense of what worked

for others. My second show was the Retail

Print Music Dealers Association (RPMDA)

convention in 2003. I desperately needed

to know how to research music. Everyone,

and I mean everyone, at the convention told

me, “If you have questions or need help, call

me any time.” I still get emotional thinking

about those conventions. My questions were answered, and more
importantly, I gained access to resources for future questions.

I have since attended every NAMM, RPMDA and, more re-
cently, National Association of School Music Dealers convention.
Frankly, I don’t know how anyone can run a successful music
store and not attend the industry conferences.

THE BIG LESSON

11 never forget my first impor-
tant lesson. There was a session
at Summer NAMM where the
panelists were asked, “If you
could expand in any way, what
would you do?” They all said
the same thing: “lesson space.”
So when the opportunity to ex-
pand arose in 2005, I built four
teaching studios. Since then, I
have built four more studios and
now have 400 students a week.

Early on, I decided that to
survive, the store needed three
income sources: retail, lessons
and instrument rentals. The last
piece of the puzzle was rentals.
I learned the nuts and bolts of
running a program from trade
show sessions. As soon as I could
afford it, I became a Conn-Selmer
dealer, and since then, I've added
Jupiter and Cannonball.

Of course, there have been
bumps along the way. Hiring
and keeping good employees has
been a huge challenge. Holger
Siems from G. Henle once told
me that he had a great staff, and
when they left, it took him a
decade to create another great
staff. That made me feel better.

We are lucky to be part of an
industry that’s small and sup-
portive. I owe my success to
all of my colleagues who have
been there for these 10 years
answering questions and giving
me suggestions. Ml

Myrna Sislen owns and operates
Middle C Music in Washington, D.C.
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> The 2012 RPMDA con-
vention attracted more
than 230 attendees.

> The show featured 47
print music publishers
and related services in
the exhibit hall.

> More than 30 first-time
members attended the
convention.

i S
Retail Print Music Dealer

HAL LEONARD

CORPO ATION

RETAIL PRINT MUSIC DEALERS ASSOCIATION CONVENTION | BY ZACH PHILLIPS

SEIZING

his year’s Retail Print

Music Dealers As-

sociation (RPMDA)

convention issued a

clarion call to music

retailers and publishers: Em-
brace change, or be changed.

Held May 2-5 at the Hilton

Los Angeles hotel, the show

featured the very L.A. theme

“There’s No Business Like Your

Business.” And during those
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Retailers at
RPMDA seek
ways to stand
out in the
digital realm

four days, dealers learned ways
to adapt to and stand out in the
fierce world of Amazon.com,

iDevices and digital everything.
“I'm reminded of Eastman
Kodak filing for bankruptcy,”
said Mark Cabaniss, senior
vice president of Word Music.
“They did not embrace the digital
technologies soon enough. For
retailers, they need to remember
to see change as their friend.”
Digital strategies took first
place at RPMDA’s “Best Ideas”
session. Winner Lori Supinie,

president of Senseney Music,
offered a new concept for cross-
promoting physical print music
with digital sheet downloads
— a business that has become

1. Alfred’s Ron Manus (left) and Bryan Bradley; 2.
FJH'’s Claire Cornish and Kevin Hackinson; 3. Carl
Fischer’s Chris Scialfa and Mary Alice McDonald;
4. Arpeges-Diffusion’s Pierre Cotelle; 5. Outgoing
RPMDA President Gayle Beacock presents the
President’s Award to Ward-Brodt Music’s Mick
Faulhaber; 6. Retail Up"’s Gordon O’Hara; 7. The
Hal Leonard team indulges its inner Julia Child



a double-edged sword for some
retailers.

“[Digital downloads] take
time, they can cannibalize book
sales, and they tend to [attract]
customers we haven’t seen be-
fore and may not see again,”
she said. “These can also be op-
portunities to make and keep
a customer, so for every digital
download we sell, we’ll give the
customer a coupon for a percent-
age discount of an in-stock piano
or piano/vocal/guitar book on
a future visit.”

During the panel discus-
sion “Future View,” audience
members expressed concerns
that Apple could become a chief
print music seller if enough
consumers migrate to iPads.
Afterwards, Chris Scialfa, Carl
Fischer’s senior vice president
of sales, explained that, for now,
he believes that won’t happen.

“Digital downloads should
continue to increase steadily,”
he said. “However, until a de-
vice comes out that is afford-
able, reacts to every nuance to

emulate sheet music and reaches
its marketing tipping point, digi-
tal sales won’t dominate our
industry. The content owners
didn’t change the way people
purchase recorded music, the
iPod did. The same will hold
true for print music should the
iPod of our industry ever exist.”
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Retail Print Music Dealers Association

Still, print music publishers
used RPMDA to roll out services
to help dealers add value to their
websites and businesses. Sound-
forth debuted new webcasts,
and Word Music announced
its upcoming digital reading
sessions. Both let dealers link
the video content back to their
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) 2 H

ALFRED’S 90TH ANNIVERSARY

On Friday, May 4, Alfred Music Publishing
held a rollicking 90th anniversary party at
its headquarters. Clockwise from top, left:
Sassafrass, the evening’s entertainment,
featuring (from left) Alfred’s Ron Manus and
Rich Lackowski with Daisy Rock’s Tish Cira-
volo and Tommy Norton; Manus addresses
partygoers; previous Alfred head Morty Ma-
nus thanks attendees for their support; and
Lisa Loeb performs. Alfred’s Elisa Palladino
also received the 2012 Don Eubanks Pub-
lisher Representative Award from RPMDA.

own websites. Hal Leonard
also announced Essential Ele-
ments Interactive, an interac-
tive website for the company’s
best-selling method series. The
site will give teachers, students
and parents practice and learn-
ing tools that coordinate with
Essential Elements.

Amid this hubbub, Schott
Music publicized that its Classi-
cal Piano Method series won’t
be available digitally. “We think
as long as there is no ideal elec-
tronic device that fits the music,
sheet music will still have a big
life,” said Bernhard Mueller, in-
ternational sales manager for
Schott. “For music publishers,
print will always make up the
majority of their sales.”

But at its heart, RPMDA is
more about ideas than products.
Participants at the 2012 confer-
ence dove neck deep into learn-
ing and sharing new business
tactics. Turn the page to read
the highlights. Mi
1. From left: Online Sheet Music’s Chaim
Rubinov, Alfred’s Krista Hart and Lorenz’s Kris
Kropff; 2. Popplers Music’s Don Langlie; 3.
Schott’s Bernhard Mueller; 4. Willis Music’s

Kevin Cranley (left) and Brian Watson; 5. Word
Music’s Tony Bakker (left) and Mark Cabaniss
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THE GOSPEL
OF RETAIL

hip Averwater adopted the per-

sona of a southern preacher to
spread the gospel of Retail Truths, his
new book. During his session of the
same name, the Amro Music chair-
man and former NAMM chairman
shared 30 of these truths. Highlights:

+ A company is known by the
people it keeps. “A store is the prod-
uct of the people it sells.”

+ Love your products, but only
for their sales. “We’re stocking a
store, not a museum or a trophy case.”

+ The measure of a manager is
the situations he can handle ami-
ably. “A good manager can deliver
a difficult message with respect and
consideration.”

+ Volume feeds egos; profit feeds
families.

+ A manager is not a referee.
“A manager cannot resolve disputes
between employees.

“The solution is we need to ask
them to work it out. ‘It’s not good
for the company for the two of you
to be fighting.”

+ Happy customers come and
go; unhappy customers accumulate.
“It’s worthwhile to find them and make
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‘Happy customers
come and go;
unhappy
customers
accumulate.’

up with them. They can be as great an
advocate as they are an adversary.”

+ A good salesman makes a
bad buyer. “They have too much
empathy with other salespeople. Their
personality is at odds with detail.

“And why do we want to keep them
from the sales floor?”

+ An aggressive competitor de-
serves the bad deals. “A lot of sales
don’t make sense. Let ’em go.

“Sometimes, when we raise our
prices, the competition does, too —
eventually.”

+ A retailer’s effectiveness can
be measured by the animosity of
his competitors. “There’s no good
sportsmanship in retail.”

+ If at first you do succeed,
try not to believe you’re infallible.
“We really need periodic failures to
keep us realistic.”

Maribeth
Barrons

MERCHANDISING
NO NO'S

uring “What NOT to Display,” Hal
Leonard’s Maribeth Barrons showed
retailers how to “eliminate decades
of display deficits,” as she put it. The
humorous session outlined what she
sees as three major mistakes dealers
make in merchandising print music
and how to correct these blunders.

1. Don’t display that you have
the lowest price. “Dot-coms with
their low prices aren’t the end all and
be all. Seventy-eight percent of con-
sumers list information as the most
significant purchasing factor. So don’t
advertise that you have the lowest price.

“And I’ve seen stores prohibit con-
sumers from using their smartphones
in-store. Don’t do that. That consumer
is trying to make a buying decision.”

2. Don’t display method books.
“What the heck are you doing giving
that kind of space to an item that’s
already sold? Milk and eggs are not
at the front of the grocery store.

“Indeed, method books are al-
ready sold. You or a publisher al-
ready did the work to sell them.”

3. Don’t use header cards to
display print inventory. “Trust
me, I want you to be able to have
all that product in your store, and T
want you to be able to sell it, too.

“Add tiers to your displays to cre-
ate more selling opportunities.”
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CRAZY LITTLE THING CALLED
INVENTORY MANAGEMENT

ob Kohl and Alan Friedman

dissected the art and sci-
ence of print inventory manage-
ment in “Strategic Purchasing:
The Big Bang Theory for Your
Bottom Line.” The spirited ses-
sion included a video of both
of them lip-synching — and, in
Friedman’s case, playing Brian
May-style air guitar to — Queen
songs. Here are their tips for
bolstering the bottom line:

Bob Kohl, Print Purchasing
Manager for Long & McQuade
e “Create a weekly purchas-
ing plan to restock sold titles
quickly. Additionally, make sure
to schedule stock orders so that
you have adequate inventory
for the coming selling season.”
e “Schedule purchasing

dates for special events, such
as workshops, reading sessions
and convention exhibits. And
mark return privilege dates so

FIIT Bob Kohl

-

that excess stock may be sent
back to the publishers on time.”

e “Expect the unexpected.”
(He used the example of a cli-
nician who cancels at the last
minute.)

® “Get new issues on the sales
floor fast to maximize the sales
potential.”

e “Be aware of suppliers’ pay-
ment terms and policies. There

Alan Friedman

f

are often enhanced new-issue
reorder discounts and other
special deals that can be taken
advantage of.”

e “For clearance inventory,
determine how much time you
will allow it to remain on hand
before finding an alternative
way to get rid of it. Consider
donating clearance stock to a
worthy cause.”

&

Alan Friedman, MI Retail
Financial Guru

o “I call this the game of edu-
cated guessing. Don’t beat your-
self up if you make a mistake.
Just correct it.”

e Set an inventory turn goal
of 2.5 to three-plus times annu-
ally. You can calculate your turn
by dividing the cost of goods
sold by average inventory on
hand.

e Set a GMROI (gross margin
return on investment) goal of
$1.50 for every dollar invested.
If you’re a Tri-Tech AIMsi ac-
counting software user, you can
easily find this number in one
of AIMsi’s canned inventory
management reports.

e If you’re carrying product
that you know moves slowly but
increases your credibility with
your customers, reduce your
advertising budget by the cost
of that inventory.

EMBRACING THE
CHANGING ECONOMY

hris Scialfa, Carl Fischer’s senior vice president of sales,

hosted a panel discussion, “New Rules,” that delved
into “retail solutions for today’s changing economy.” Panel-
ists weighed in on their biggest business challenges.

* Tracy Leenman explained her difficulty getting foot traffic into her
store, Musical Innovations of Greenville, S.C., soon after opening. “We
decided that if we couldn’t get people to come to us, we’d go to them.”

She began attending “every convention,” where she said her com-
pany was the only one displaying print music. Musical Innovations
also began hosting author clinics with help from publishers. Accord-
ing to Leenman, the result has been dramatic annual sales increases.

“The pendulum’s swinging back. People aren’t in-
terested in talking to a computer.”

e Bruce Treidel, founder of Bethel Music Center in Beth-
el, Conn., mentioned seeing revenues dip from 2008 through
2010. “The old ways of advertising weren’t working. | needed a
way to disseminate my information to customers locally.”

He took advantage of Google AdWords and set a bud-
get, so he didn’t overspend. Google caught wind of his com-
pany and, in May 2011, shot a 90-minute spot about Bethel
Music Center that positioned Treidel as a local hero.
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THE INSTANT AUDIO DEPARTMENT

he biggest up-and-

comer in the audio

industry might just

be a music publisher.

During the past

three years, Hal Leonard has
forged a series of distribution
partnerships with such names
as Avid, Blue Microphones and,
most recently, Ableton. This is
good news for retailers hoping
to capitalize on the burgeoning
technology products marketplace.

“Music technology is a grow-
ing category,” said Brad Smith,
Hal Leonard’s senior sales and
marketing manager, who noted
that the company’s sales in the
category have tripled in three
years. “Anyone with a laptop or
a song can make a quality record-
ing. So think about the potential
marketplace with that type of
need.”

To tap into that customer
base, Hal Leonard can give deal-
ers instant access to a stable of
popular brands — currently 22
in all, representing more than
500 products. The company also
offers a simple purchasing solu-
tion, with freight savings through
bundled orders and no required
minimums.

“We can be your one source,”
Smith said. “We can pretty much
completely supply a recording de-
partment for a store. They don’t
need to go, ‘We need a mic line.
We need to go somewhere else’
Or, ‘I need a mic stand line. I
need to go somewhere else They
can go to Hal.

“And a lot of times, [retail-
ers| have the product go along
with their print orders, so
they’re saving freight because
they consolidate.”
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TAILORED PACKAGES
H al Leonard’s specialty in
small goods inspired its
team to go deeper into the audio
category. The company’s sales
reps are required to cross-sell
everything from classical sheet
music to Pro Tools recording
software. Hal has even created
a tech sales team — four in-
house pros focused on tech-
nology products — to handle
highly specific questions and
technical issues.

“Hal Leonard is really good at
the mechanics of the business,”
Smith said. “Technology com-
panies are great developers and
have killer product. That is their
strength. As partners, we add
reliability and faster service.”

He stressed that retailers go-
ing through Hal Leonard won’t
be cut off from manufacturers.
In many cases, Hal’s reps work
in partnership with the audio
manufacturer’s sales team.

“[Retailers] still have direct
contact with the manufacturer,”
Smith said. “But when it comes
to ordering and customer service

Brad Smith (seated) with-the Hal
Leonard tech sales team, from left:
Brian Swinehart, Kevin Klemme,
Brandon Mathieus and Scott Brooks

-

=

Hal Leonard’s
distribution
business gets
dealers started
in technology
products with
little risk

issues, they’re dealing with Hal
Leonard. And I can’t think of
one exception where a dealer has
said, ‘You know what? This plan
is not working.”

One big reason it’s working
is Hal can tailor packages for
each retailer’s needs. The Get
Acquainted program offers six
basic product mixes for dealers
hoping to dip their toes in the
category. Plus, dealers can call
on Hal for merchandising ma-
terials, such as empty boxes for
pricier software, and product up-
grades. The company’s monthly
Tech Talk e-newsletter also keeps
dealers abreast of new gear.

“We function like a full-
fledged technology distributor,

with everything from marketing
materials to the product,” Smith
said. “In the situation where
there’s a software update, we’ve
got a system in place that’s
seamless, that’s hassle-free.
And we’re not going anywhere.
So you get that combination of
the Hal Leonard legacy and the
proven brand-name product.”

REPEAT SALES
And Hal’s product offerings

continue to grow. The com-
pany recently formed distribu-
tion agreements with XLN Au-
dio, maker of Addictive Drums,
and Arobas Music, supplier of
Guitar Pro tablature editor
software — now in its sixth
iteration.

Smith added that he’s es-
pecially excited about Hal’s
mobile device accessory busi-
ness, a segment he encouraged
retailers to embrace.

“Some dealers are anxious
that everything is going around
them with downloading apps,”
he said. “But in fact, we have an
incredible amount of new acces-
sories that support that. They’re
all being run through the retailer
— iPad clamps, earbuds and USB
microphones. We distribute wire-
less page turners. These are all
products for [retailers] to sell.”

And according to Smith, those
who dabble may find themselves
with repeat sales. “You can have
a customer who, once he or she
dets into recording, wants mi-
crophones, studio monitors,
soundproofing material and
plug-ins with different ways to
manipulate the sound,” he said.
“That’s where it’s an expansive,
cool category.” MI
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BY JEFF CAGLE

PHOTOS BY STEVE WINSLOW

- . Paul Decker
i - R took a tough
- S ——— O, lesson from the
downturn to
heart. He’s since
rebuilt his combo
dealership,
Music Villa,

as the ultimate
community
hot spot

uring the worst of the

downturn, Paul Decker
found himself in an uncom-
fortable position. He had to
keep telling customers every-
thing was great while sales
plateaued, bills piled up and
he struggled to find a way
to keep his staff employed.
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Inside Music Villa’s store
in Bozeman, Mont.

Then came a turning point in
May 2011. A longtime customer
walked in, looked around and
told Decker, “You just don’t
have anything anymore,”
referring to his previously
well-stocked, highly regarded
high-end acoustic guitars. After
licking his wounds, Decker real-
ized the customer was right. The
conversation set in motion an
effort to revitalize Music Villa.

During the next year, Decker
and his team reimagined the
high-end acoustic room, remod-
eled the front of the building
and focused the company’s Web
efforts to create the best acoustic
guitar demo videos available.

“I wanted to tell that cus-
tomer, ‘Duh, we’re in the middle
of a recession — it’s kind of
a hard time,” Decker said. “I
was really mad, but I thought,
‘You know what? He’s right. My
selection of nice acoustics flat-
out sucks. It took a little slap in
the face for me to wake up and
realize some people were still
spending money, and I wanted
them to shop with me.

“I always told my employ-
ees during the recession, ‘Don’t
whine. Don’t complain that it
sucks. Tell people things are
great’ Because if you’re around
someone who’s crabby all day,
you start getting into that mind-
set. But it was really hard. We
were trying to pay the bills and
keep everyone employed and try-
ing to be happy all the time while
watching our good inventory
dwindle. [That conversation had|
good timing, and it was a good
snap moment. We really set out
on a mission to get back into
the high-end acoustic business.”

PITCHING QUALITY

D ecker grew up hanging
around Music Villa in junior
high and high school. His father,
Fred, had bought the business

in 1981 when it was a small
combo shop in downtown Boze-
man, a city of about 40,000 in
southwest Montana. Paul left
after high school to travel in
bands for a number of years but
was drawn back to Bozeman
and Music Villa. In 1999, the
store moved from its original
2,000-square-foot location to its
current 10,000-square-foot digs,
and in 2000, Decker bought the
business from his father.

As a combo dealer, Decker
said Music Villa keeps things
simple through a good, better,
best product mix, with a spe-
cial emphasis on “best” when it
comes to acoustic guitars.

“I've found in the past couple
of years that everyone is in a race
to the bottom on everything,”
he added. “But I've found that
people want a quality product.
They want someone who knows
how to run the device and has
some knowledge about it.”

Music Villa’s acoustic in-
ventory includes custom-built
guitars from Martin, Taylor
and Gibson, many of which
have been designed in-house,
all the way down to the woods.

“You can get anything at a
million places for as cheap as
possible, so what’s going to
make you stand out?” Decker
asked rhetorically. “I'm not in-
terested in selling the cheapest
item anymore. I want to sell a
quality item that’s going to work
and going to last. If people love
your store, a couple bucks on
something isn’t going to make
or break the deal.”

‘SELF-SUSTAINING’ BUSINESS

Getting people to love his
store is something Decker

has worked hard at during the
15 years he’s been running the
business. That said, his formula
is relatively simple: On top of
not stocking the same products
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as everyone else, Music Villa
strives to provide the best ser-
vice and product knowledge
around, be different, and have
a lot of fun doing it.

One of Music Villa’s unortho-
dox approaches, which Decker
said his fellow MI dealers have
questioned, is having a com-
puter with Internet access in
the middle of the showroom, so
customers can compare prices
online.

“We also use it ourselves,”
Decker said. “Customers are
always asking how much this
is, how much that is. We use all
the big online stores as our refer-
ence. It lets customers know that
we’ve priced our products the
same way and we’re not afraid
to compete. The thing is, every-
one has [the Internet] on their

phones, so it’s not a secret. It’s
nice for the customer to have
a computer screen to look up
stuff and research. We use it
all day long.”

When Music Villa doesn’t
carry a particular product,
Decker and his staff often help
customers buy the item from
another retailer. “If I don’t have
it and it’s something I don’t re-
ally want to bother with getting,
I help them get it somewhere
else,” Decker said. “I’ll say,
‘Here, try this guy — good, repu-
table place. Buy it from them.
And then TI'll sell [the client]
all the accessories to go with it.

“It builds trust with your
customer. You’re helping them
get something that they would
have had to look on this mas-
sive World Wide Web to find,

and if I can recommend another
dealer or a store that I know
is suitable, I believe it gives
them confidence to buy it from
them and makes them trust me
even more.”

Building these trusting rela-
tionships keeps a steady stream
of customers flowing through
the doors at Music Villa. Decker
mentioned some of the regulars
come in nearly every day, often
just to hang out — something
he encourages.

“We’re packed in here every
day,” Decker said of his foot
traffic. “And we’re in a fairly
small town of about 40,000. The
point is you have to be a store
where people want to hang out.
Even on a slow day, if I don’t
sell a big item, we still have
a nice ring out because we’ve

sold so many little cables, parts,
pieces and accessories people
come to us for or buy while
they’re hanging out.”

Fifteen years of hosting clinics
and workshops, as well as con-
stantly remerchandising, have
also helped build community
at the dealership, according to
Decker. But employing a trained
staff of 15 who he said “live to
have fun” is even more critical.

“In any business or store out
there, if you’ve built a commu-
nity, the business becomes kind
of self-sustaining. It becomes a
living, breathing thing.”

A MILLION VIEWS

M usic Villa’s also making
a splash with its virtual
store. Visitors to the company’s
website can view guitar demo

gy —
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videos or watch a Web series,
“The Music Store,” which got
picked up by Bozeman’s local
CW television affiliate. Local
musicians and people looking
to hire a band can connect
through two networks built
by Music Villa’s Web team,
montanabands.com and mon-
tanamusicians.com.

Decker accomplished this
by hiring two full-time online
specialists, which he noted
is a point of contention with
other MI retailers. “It’s hard
for people to understand why I
would hire full-time Web guys,”
he said. “News flash: The Web
is not going away, and it’s the
avenue for everything. I don’t
know about search engine opti-
mization or designing websites.
I can’t do that stuff. I don’t want

to. m trying to sell guitars and
run a business and go pick out
woods to build more guitars.
There’s so much to do, but you
have to have a Web presence
— more than just a website.”

He admitted that perfecting
Music Villa’s online presence
has been a process of trial and
error. Specifically, Decker said
he tried selling everything in his
store online until he realized
he needed to simplify, and do
one thing well.

“I looked at it and asked,
‘Why am I doing this’? To sell
a set of strings, I have to go
box it up, mail it. The big-box
stores do it well, so why would
I want to compete with them? I
see dealers trying to provide all
this stuff on their websites, but
unless you’re going to do it as

well as the big guys, what’s the
point? You’ve got to do some-
thing different.

“It was pretty basic for us:
We’re good at high-end acous-
tics. So we asked, ‘Why are we
trying to do all this other stuff
on the Web? Let’s get back to
selling nice acoustic guitars.
Now, our whole Web focus is
having the best video demo of
an acoustic guitar anywhere.
I want to have the best demos
and the best guitars.”

According to Decker, Mu-
sic Villa’s team can knock out
about two videos per day from
start to finish, and online traffic
is growing. Some demos have
accumulated 50,000 or more
views, and most see nearly 1,000
views within the first week of
being uploaded. All told, the

{ VILLA}

company’s videos have been
viewed nearly 1.5 million times
on YouTube.

“We knew [we were onto
something] when we looked at
our YouTube page a few months
ago and saw we had a million
views,” Decker said. “It’s like,
‘OK, now we’re getting it I
wish we would have done it
earlier, but it’s never too late
to start doing these things.”

THE ORIGINAL SOCIAL NETWORK

ecker said he likes to claim

Music Villa was social net-
working online long before
MySpace and Facebook. To
back that up, he points to on-
line networks his company has
built with montanamusicians.
com and montanabands.com,
which got their starts when he
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jumped back into the business
in the late ’90s.

“Back then, we had a paper
file box on the counter where
someone would always be look-
ing for a drummer or guitar play-
er,” Decker said. “It was like a
little musicians’ filing cabinet.
That was our community direc-
tory. People also were always
calling me looking for a band
for a wedding or other event.”

He built montanabands.com
as a Rolodex to free himself
up from all those phone calls;
montanamusicians.com soon
followed as a statewide effort
to connect musicians. Both have
developed into Facebook-meets-
Craigslist hybrids where bands
can upload information with
links to their websites or demos,
and people looking to hire bands

for events can search by genre.

“We’ve tried to bring the Mon-
tana scene together,” he said.
“[The sites| are great resources.”

Though Music Villa is start-
ing to see the fruits of its online
efforts — nearly a quarter of the
store’s high-end acoustic sales are
now shipped orders — Decker
said he’s been criticized over the
years for his less sales-oriented
projects, including the network-
ing sites and “The Music Store”
Web series, which features short
webisodes chronicling life at
Music Villa in the vein of such
shows as “Pawn Stars.”

“A lot of music stores are
always chasing the dollar and
always following the money,”
he said. “For a lot of the Web
stuff we’ve been doing over the
years, I’ve gotten asked many

times, ‘Well, how much money
is it making you?’

“After a couple of years, 'm
seeing the store is packed every
day. A lot of people comment
about [“The Music Store’] and
call us to ask when we’re going to
do more episodes. We had to quit
in January because we have to
sell guitars. But hopefully, we’re
able to go back and make a few
more episodes because it seems
like people really want them.”

Decker added that “The
Music Store” and social net-
working sites can break up the
atmosphere of constant selling
that consumers get bombarded
with daily.

“People want quality infor-
mation they can use,” he said.
“How many e-mails are you
signed up for where after awhile

you just can’t take it anymore?
I don’t care what they’re sell-
ing — I don’t even want to hear
about it, you know? I det an
e-mail every day from Guitar
Center and Musician’s Friend
for an extra 15-percent off —
every single day. After awhile,
people get sick of it, and then
they’re just used to it. Then if
you don’t sell it for that, you're
in trouble. Every day is a sale.

“We’re not trying to sell
people anything [with these
projects]. We want the sites to
help people and bring musicians
together. It’s good for everybody.
How can it not be good for a
music store in the long run? It
has nothing to do with trying to
sell them everything. It’s about
keeping a good vibe and com-
munity thriving.” Mi
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2012 SUMMER NAMM

SUMMER NAMM 2012 | BY KATIE KAILUS

[~ rom July 12-14, the
MI industry will de-
scend upon Nashville,
Tenn., bringing with
it a bustle of Summer
NAMM educational sessions,
better-business tips and the
second-annual Top 100 Dealer
Awards.

“We are up a little in the
number of exhibitors,” said
NAMM CEO Joe Lamond of
the summer show. “It’s pretty
steady right now. This show
is all about the community
music store trying to tune up
as the fall and holiday selling
seasons are right around the
corner. This is the best time
for suppliers and dealers to get
together, but also to focus on
education because things are
changing so quickly out there.
Retailers need to evolve if they
are going to stay competitive.”

NAMM MUST-SEES

Qne educational opportu-
nity is the show’s first Re-

tail Boot Camp, a seven-hour
workshop put on by Independent
Music Store Owners (iMSO)
and NAMM on Wednesday,
July 11 — the day before the
show starts.

Presented by retail expert
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Bob Negen of WhizBang Train-
ing, the camp is designed to en-
ergize independent retailers of
all sizes and will offer strate-
gies that can be implemented
immediately. Lamond said the
camp has been well-received,
already racking up almost 100
participants.

“This training session will
help sharpen skills and prepare
the independent brick-and-
mortar music stores to improve
business,” said iMSO President
Gordy Wilcher.

The second annual Top 100

Dealer Awards will be handed out
on Friday, July 13. The awards
recognize retailers in multiple
“best of” categories, including
“Best Curb Appeal,” “Best Web-
site” and “Dealer of the Year.”

Lamond said NAMM has
worked out the kinks from last
year’s inaugural ceremony, and
he has high hopes for this year’s
event. “The awards are almost
like a NAMM University course
because everyone can study
what the winners are doing
and emulate it,” Lamond said.

Also topping his list of must-

sees is Thursday morning’s
Breakfast Session, held at 8
a.m. in the Renaissance Nash-
ville’s Grand Ballroom. During
the session, Lamond and Chip
Averwater, Amro Music’s chair-
man and author of Retail Truths:
The Unconventional Wisdom Of
Retailing, will break down the
book, providing ideas that will
strengthen any business regard-
less of industry changes.
“You don’t want to miss this
ne,” Lamond said. “It’s going
to be a one-on-one to really det
into the details of the book.” MI



Unless otherwise noted, all sessions will
be held at the Idea Center, booth 837.

THURSDAY, JULY 12
BREAKFAST SESSION

8 a.m.

NAMM Retail Summit

Joe Lamond, NAMM President
and CEO, with Chip Averwa-
ter, Chairman of Amro Music
and Author of Retail Truths
Renaissance Nash-

ville, Grand Ballroom
Industry veteran Chip Averwa-
ter discusses his street-smart
retailing insights and busi-
ness savvy with NAMM’s Joe
Lamond. (Free breakfast will
be served until 8:30 a.m.)

10:30 a.m.

Poor Cash Flow is

Not the Problem!

Daniel Jobe of Friedman,
Kannenberg & Co. and Joel
Menchey of Menchey Music
look at five immediate and
dramatic ways to increase cash
flow and bolster profitability.

11 a.m.

What Do You Mean You’re
Going to Look Around?!!?
Bob Popyk of Bentley-Hall
offers ideas for selling to
the toughest customers.

11:30 a.m.

5 Easy Fixes for ZMOT

If there’s a disconnect between
customers and your store,

it’s time for your own zero
moment of truth (ZMOT). Billy
Cuthrell of Progressive Music
Center explains how to make
ZMOT work for your business.

Noon

From Hire to Fire — Keys

to Creating a Dream Team
Peter Dods of Easy Music Cen-
ter shares a plan for creating a
top-notch team of employees.

12:30 p.m.

How to Structure Your
Business for Success
Donovan Bankhead of
Springfield Music walks you
through a plan to structure
and delegate your business for
peace of mind and success.

1 p.m.

Locally Grown: Community
Ties That Grow Your Business
Liane Rockley of Rockley Mu-
sic Center presents ideas for
getting involved with teacher
organizations and marketing
your store and products.

1:30 p.m.

Beware of How You “Treat”
Your Music Teachers

Alan Friedman and Daniel Jobe

of Friedman, Kannenberg & Co.

discuss the do’s and don’ts

of how to classify your music
teachers (i.e., independent
contractors versus employees).

2 p.m.

Getting Your Employees
to Rock for Applause!
Colleen Billings of Billings
Piano Gallery teaches how
to keep your rock star em-
ployees happy and attract
the best new employees.

2:30 p.m.

20 Tips for Riding the
Economic Waves: Unique
Places You Can Cut Costs
Tracy Leenman of Musi-

cal Innovations offers quick,
easy tips for cutting ex-
penses, along with ideas that
will take some rethinking of
your business practices.

3 p.m.

Increase Your Music

Lesson Sign-ups Now!

Pete Gamber of Music & Arts
shows how to use today’s
technology, along with a host
of old-school techniques that
work, to get a massive boost
in your music lesson sign-ups.

3:30 p.m

Do Your Customers Trust
You Enough to Buy?

Jen Lowe of BoomBoom
Percussion and Tony Capo-
rale of TwinBear Management
offer tips for developing a
loyal connection with current
and potential customers.

4 p.m.

How to Evaluate the Pros
and Cons of Social Media
Sites for Your Business

Join Danny Rocks of The
Company Rocks as he gives
a clean, clear table outlining
the pros and cons of the most
popular social media sites.

4:30 p.m.

Snares, Sticks and Sales —
Drum Up New Customers
Billy Cuthrell and Chris White
of White House of Music mod-
erate a panel that discusses
free, easy ways to grow your

drum and percussion business.
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FRIDAY, JULY 13
BREAKFAST SESSION

8 a.m.

Becoming a Category of One:
How Extraordinary Companies
Create and Sustain Success
Joe Calloway, Author &
Performance Expert
Renaissance Nash-

ville, Grand Ballroom

Joe Calloway shares ideas and
engages you in a conversation
about the attitudes and actions
that people in top-performing
brands bring to the market-
place every day. (Free breakfast
will be served until 8:30 a.m.)

10:30 a.m.

You’re on Facebook ...

Now What?

Grant Billings of Billings Piano
Gallery discusses the most
common Facebook faux pas
and how to get your business’
Facebook presence in line
with your marketing strategy.

11 a.m.

How to Promote Your
Business on $5 a Day

Bob Popyk presents steps
you can take every day to
bring people into your store.

DOUBLE SESSION

11:30 a.m.

A Picture is Worth a Thousand
Words — Video is Priceless!
Billy Cuthrell of Progressive
Music Center demonstrates
why now is the time to start
harnessing the power of video.

12:30 p.m.

Everything | Learned,

| Learned From My

Fellow Retailers!

Danny Rocks hosts a panel
of retailers, who share the
best ideas they’ve picked up
from their fellow dealers.

DOUBLE SESSION

1 p.m.

How the Best Stores

Attract Customers: The

Art of Enchantment!

Gayle Beacock of Beacock
Music demonstrates how to
train staff, so they will consis-
tently enchant your customers.

2 p.m.

How to Fine Tune Your
Lesson Program

Myrna Sislen of Middle C
Music shares her best prac-

tices in building and running
a profitable lesson program.

DOUBLE SESSION

2:30 p.m.

Top 10 Smart Things

to Do in 2012

Alan Friedman and Daniel Jobe
explain how financial distress
can be prevented with a little
foresight and planning.

DOUBLE SESSION

3:30 p.m.

How to Implement Your
Social Media Strategy
Danny Rocks shares the best
tips for using social media

to attract more customers

to your website and store.

4:30 p.m.

Making Your Store the Hub for
Music Education Advocacy

in Your Community

Mary Luehrsen moderates a
panel discussion with music
retailers, who discuss how their
commitment to music education
has become a valuable asset.

SATURDAY, JULY 14
BREAKFAST SESSION

8 a.m.

Best in Show

Frank Alkyer, Publisher of
Music Inc., with Panel
Renaissance Nash-

ville, Grand Ballroom

Music Inc.’s Frank Alkyer hosts
a panel of retailers and buyers
who present their findings after
having combed the show floor
in search of the best products,
ideas and trends at Summer
NAMM. (Free breakfast will

be served until 8:30 a.m.)

10:30 a.m.

Haiti 10: Faith, Love
and Music

Pete Johnston of NAMM
presents a session on in-
die film “Haiti 10.”

11 a.m.

Sticks ‘n’ Skins —

The Sessions

A music industry panel address-
es everything from contract
negotiations to self-promotion.

2 p.m.

The Psychology of

Producing Hit Songs

Record producer and songwriter
Joe Solo leads a master class.
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WHAT O SEE

Royal Treatment
Burriss Amps has launched the
latest version of its Royal Bluesman
amp head, the Royal Bluesman
v2. The all-tube 18-watt Royal
Bluesman v2 is hand-wired and
maintains the quality, tone and
power of the original but brings a
more aggressive gain that retains
a clean character based on touch
response. {burrissamps.com}

Molded Perfection

SKB recently re-
leased the 3i Series
Injection Molded
Mil-Standard Water-
tight cases. Molded
of high-strength
polypropylene
copolymer resin, the cases feature
a gasketed, water- and dust-proof,
submersible design that is resistant
to corrosion and impact damage.
MAP: $299.99. {skbcases.com}

Pretty & Practical
Shubb’s new Lite series capos
are now available in five col-
ors for steel-string, classical,
12-string, 7.25-radius, banjo
and ukulele models. The capos
are available in blue, red, green,
violet and silver. {shubb.com}

Bluesy Boxes

Big Joe stomp boxes
are 100-percent analog
in design. The boutique
boxes are handcrafted
and built in the spirit

of great blues players.
(blgjoestompboxcompany com}

Versatile Uke

Ohana has unveiled a five-
string tenor, the TK-35G-5. The
double-course G in octave gives
players an extra range and ver-
satility. {fohanaukuleles.com}
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211 Guitar Company ....
Abbatron

Acoustic Bass Amp USA................ 1346
Advanced Plating .........cccccooeeiiiiinns 913
Audio Engineering Associates........... 200
Agner Drumsticks..........ooceeeiiiininns 423
AirTurn, Inc

Akai Professional.

Alairex. ..207
Alesis ........ ..800
Alfred Music Publishing.................. 1318
Allison Stringed Instruments........... 1448
Alto Professional .........cccccceeeeiiiinnnns 800

AMBROSONICS
Amedia Cymbals USA
American Audio
American DJ Supply, Inc. .........
American Express Open................

American Way Marketing.................

AMPTWEAKER

BOOTH 1710

AMV Sales & Consultation.............. 1636
Analysis PlUS.........cccccuiviiiiiiiiiins 407
AQUARIAN...

Artist Series Guitar.
Audio Media....

AXL Guitars..
B & S USA.
Bass Player ..
BBE Sound, INC.....coeviiiiiiiicecie.
Beamz Interactive, Inc

Bedell Guitars - Two Old H|pp|es....1210
Benado Effects........ccccoviiiiininnns 1430
BIG ISLAND UKULELE

BOOTH 1009

BIG JOE STOMP BOX

BOOTH 1428
Bitchstraps......cccceeeeeeiiiiiiiiiieeeeeee 1613
Black Ice Enterprises.... 235

Blue Book Online

Boicebox Pedalboards, Inc. ........... 1421
BOSO Drumsticks .......cccceeeveeeinenn. 1713
Bourns Pro Audio........cccceeueeeiiinennne 431
Breedlove - Two Old Hippies.......... 1210

Breezy Ridge Instruments, Ltd. ...... 1006

BURRISS AMPS & EFFECTS PEDALS
BOOTH 1635

C.F. MARTIN
BOOTH 1200

CAD AUAIO .. 318
CASIO AMERICA
BOOTH 400

CE DISTRIBUTION
BOOTH 1225

CEC Amplification, LLC...

Cedar Creek Custom Case ...1106
Celestial Effects ........ccoovveieiieennnns 1536
Chandler Limited INC.........cccvevnnnnn 1424
Charles Dumont & Son, Inc. ............. 918

Chase Case Co......
Cherry Lane Music .
Chord Dice Company .........ccccceeuneen. 829
Chordbuddy .......cccvvviiiiiiiiiiiiiiieees
Christi Green Studios
Concept-Logic, LLC

CONNOLLY MUSIC
BOOTH 510

ConventionTV@NAMM ........cccceeees 1127

Coopercopia LLC
Cordoba Music Group.

Course Technology PTR..
Crafter USA, INC...oovvvvieiiiceeeeeeeens

Crush Drums and Percussion........... 505
Curt Mangan Inc. .......cccceeceeeineennen. 1708
D’ADDARIO

BOOTH 1201

DJ Times
Djembe Drums & Skins, Inc...
Don’t Fret Instruments.
DownBeat .............
DR Handmade Strings.
DrumMax, LLC......

Duelin Guitars ...
Dynamo Amplification, LLC...
Ear Trumpet Labs..
EarBombz
EarthQuaker Devices...
Eastman Guitars
Eastman Mandolins
Eleca International Inc.

ELECTRO-HARMONIX
BOOTH 1519

Electronic Musician ..
EMD Music
Emery & Webb, Inc. Insurance........ 1043
Emotiva Pro.......cccccceiiiiiiieiie
Empirical Labs Inc....
Empress Effects
Epilog Laser.......cccccvvviiniiiinniiienene
Essential Sound Products, Inc.......... 408
Eternal Musical Instrument Corp. ....447
Evans Drumheads
F.E. Olds and Son, Inc.
Faber Piano Adventures..
Fishman ....
Four Force, LLC ....
Four Star Wire & Cable, Inc. ..
Future Sonics
Gallagher Guitar Company .
Gatchell Violins Co., Inc
Gator Cases, Inc. ............
GCVSoundtech Inc...
GE Capital
Gig Products
Godin Guitars
Gold Tone, Inc
Gretsch Co.........
Griffin Technology .
Grip Studios Inc ....
Guitar Aficionado ..
Guitar Player ...
Guitar World
Guitar-Hands
GuitarDocks
Guitars in the Classroom (GITC)....... 150
Guo Musical Instrument Co.............. 642
GWW Group Inc. ........cc...
H & F Technologies, Inc...
H.M. Trevino Guitars.........cccceeeennn.

HAL LEONARD
BOOTH 1018

Hamilton Stands..........ccceeecviiiinnnne 636
Hammond
Hanson Guitars .
Harman ...

...1419
...1018
..530

Harris Musical Products, Inc. ..
Homespun Tapes, Ltd. ............
Hosa Technology, Inc. .......
Hudson Music, LLC
Hughes & Kettner
Humes & Berg Mfg. Co., Inc

HUNTER MUSIC INSTRUMENT
BOOTH 828

..300
..901

Inspirational Country Music Assoc...150
ION Audio ....
Jaén Guitars.
JAK Custom Guitars.
JamHub LLC..........
Jamie Gale Music..............

Jean Larrivee Guitars USA Inc.
Jensen Speakers
Jet Fretz
John Marshall Custom Guitars .
Jon Cross Custom Drums ..............

KALA BRAND MUSIC

BOOTH 926

KAM Instruments Corporation........ 1719
Kelly Concepts, LLC ...1715
Keyboard ...1228

Kinektron LLC .
Knight String ... .
Konig & Meyer GmbH....................... 510

KORG USA
BOOTH 906

KYSER MUSICAL PRODUCTS
BOOTH 1119

Lacuna Acoustic Art ..244

Lakland Guitars, LLC

LANIKAI UKULELE
BOOTH 1301

Latch Lake MUSIC ........ccceevviiiiininne 531

LAVA CABLE
BOOTH 1136

LEVY’S LEATHERS
BOOTH 1126

Little Kids Rock
Little Walter Tube Amps .
Long Hollow Leather.........
Lou Capece Music Distributors........ 327
Luna Guitars
M Music & Musicians Magazine ..
Major Music Supply.
Mapex Drums
Maple Leaf Strings
Marching.com
Marshall Electronics, Inc. ............
Meadowbrook Insurance Group ..
Mental Case InC. ........cceeeeunns
Merano Musical Instruments
Mey America ... .
mezzo-forte Stringed Instruments ....827
Miami Audio Music Corp. .....cccc...... 1411
Mighty Bright ..224
Migsten Limited..
Mix
Modkitsdiy.com..
Mogami Cables

MOKU UKULELES
BOOTH 1704

Morgan Hill MUSIC .....cooveciiiiiiieeees 1401
Mosrite Original
Music Dealers Resource Group.......
Music Distributors Association.........




MuUsIC INC. .o 1226

THE MUSIC LINK
BOOTH 1408

Music Magazine Publishers...
Music Sales Corporation....
Musical Merchandise Review .
Musicvox, LLC
Musiquip InC. ....ceeeennnee
Mutec, Inc
MXL Microphones .
My Life Designs, InC........cccceeeevnenne

NAMM Endorsed Business Providers158
NAMM Foundation Pavilion ....150
NAMM Membership ....162
NAMM Musikmesse Russia 2013...... 136

National Piano Foundation .

NEMC

BOOTH 836

Neutrik .
New Life Digital Media .... 422
NewBay Media LLC 1228

Nik Huber Guitars
nu desine
Numark Industries .
Odyssey Innovative Designs............. 518

OHANA MUSIC
BOOTH 1505

OMG Music LLC...........
OnBoard Research Corporation
Option Knob, Inc

OSIAMO
BOOTH 332

P3 AMPIlifiers ...
Paige Musical Products...
PartnerShip
Peak Music Stands
Pelonis Sound & Acoustics
Penguin Group, USA
Percussion Marketing Council
Percussive Arts Society
Perfect Seal Labratories, Inc. .
Perri’s Leathers Ltd ......
Peterson Signature Guitars, Inc.
Pick Punch LLC

PIGTRONIX
BOOTH 1324

PJLA Music Sales & Marketing......... 330
Placid Audio
Pladd Dot Music
Planet Waves
PocketStrings.com
POWER Wrist Builders ...
Premier Guitar
Prentice Practice Pads
PreSonus Audio Electronics ...
Prism Media Products
Pro Audio Review...
Pro Sound News .
Pro Stage Gear.......
Pro-Active Websites..... .
Prolight & Sound NAMM Russia 2013.136
ProMark ..
PureSound .
Q Lighting ..
Q-Mic LLC..

RAPCOHORIZON
BOOTH 411

Recording King ...
Remo, Inc
Renovo Amp Works...

Retail Up! ........
Reunion Blues.

REVEREND GUITARS
BOOTH 1337

Revolver

Rico Reeds...

Risson Tube Amplifiers................... 1425
Ritter Gig Bags......ccccovvuvvvieeeciiinnnne 737
Roché-Thomas Corp. ......cccccceeeunnne 1037
Rock House .........cccoeiiiiiiiiiieeene 1018
Rock On Audio........coeivviiiiieecieene 210
ROLAND CORP. U.S.

BOOTH 900

Rotosound .......ccceeeeeiiiiiiiiiiieeece 1502
Rowdy Pickers Musical Products ... 1405
Rupert Neve Designs..............cc.eee 322
S.I.T. Strings Co. .

Sabian Ltd........... .
Saga Musical Instruments .. 1100
Samick Music COrp. ......ccceeeeerinnns 736
SAMSON TECHNOLOGIES

BOOTH 806

Santo Angelo Cables..........cccceeeeeenn. 630
Scantic River Guitar Co.........c....e... 1343
Schertler Pickups and Amps............. 737
Schneider Guitars... 1409
Score Mktg...

sE Electronics .
Sensaphonics Hearing Conservation..309
Seven Kings ......ccccceeveiiieiiciiieennen, 1431
Shanghai Max Precision Instrument ...729
Shoreview Distribution ................... 1618

SHS INTERNATIONAL
BOOTH 1336

SHUBB CAPOS
BOOTH 1010

Six String Jewelry...
Sixstix Studios ....

SKB
BOOTH 907

Sleishman Drum Company............... 426
So Cal Drums..
Sonic Clamp....
Sonic Distribution USA LLC ..
Sonivox

SOULDIER

BOOTH 1706

Sound & Communications.............. 1127
St. Blues Guitar Workshop ............. 1638

St. Louis Music
Stoned Picks...
Strings by Aurora

Studio-Blue............ .1319
Takumi Ukulele Company 1308
Tape Op Magazine .......ccccceeeeeiuvieeens 206
TASCAM....

Taye Drums ..
Taylor Guitars ..
TC Electronic...
TEC Foundation.
Telefunken USA...

TERI'INC. ........
Testa Communications...........c....... 1127
The DJ EXPO...ceveeiiiiiiiiiiiecceeeee 1127

The Drumnetics Company, LLC...... 1718
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The Gig Easy, LLC....
The Loar....
The Music & Sound Retailer ..
The Music People! Inc.
Things 4 Strings LLC
Thomastik-Infeld
Tianjin ACME Musical Instrument.....239

TKL Products Corp........ccceeveiunenne 1106
TMP Pro Distribution...................... 1118
ToneRite

Tosca Percussion Inc ..

TRI-TECHNICAL SYSTEMS
BOOTH 1037

TROPHY Straps ....
Tru Tuner
TSYS Merchant Solutions................. 158
Turner Up Studios ....
TV Jones Inc

U.S. Postal Service .. .
Ultimate Support Systems.............. 1318

UM Distribution ............ccociie 331
University of Recording Arts and Music721
UpBeat Daily .......cccevriiiiiiiennn 1226
US MUSIC COrp.cceeeeeeiiiiiiiiieeeeeeie 101

Utrera Custombass Guitars, C.A. ... 1501

Valoy Guitars...
ValveTrain Amplification... .
Ventura Guitars .........cccoeeeveiiinenne

VERITAS INSTRUMENT RENTAL
BOOTH 818

VFE Pedals......cccoveiiiiiiiiiieeeiieee 1425
VH1 Save The Music Foundation...... 150
VHT Amplification..........ccceveinnnne
Vintage Guitar INC........ccovcveeeiiieeenns
Virgin Musical Instrument ...
Vision Musical Instruments.
VJ Rendano MUSIC ........cccceecveeeins

Vnewsletter
Voodoo Lab .
Voyage-Air Guitar, InC.........ccccuvenne 1707
Walden Guitars
Wallaxe Guitar Hangers... .
Wampler Pedals ..........ccceeeeiiennnns
Wave Distribution
Wavelength Audio, Ltd.

WD MUSIC PRODUCTS
BOOTH 1420

Wechter Guitars .
Welch Guitars
WFD World Finals
WhiteLight Design....
Willis Music Company . .
Xcel Drumsticks LLC........cccccvvvinnnns
Yamaha Corporation of America..
Yellow Jackets .........cccceeeiiiiiiinnnns

YORKVILLE SOUND

BOOTH 300

Zaolla Silverline........cccoccveeeiiiiinnnens 530
Zerberus-Guitars.......cooveeeerieeiiinens 234
ZVEX Effects .oooveviiiiiiiiececee, 1424

WHAT O SEE

Super Bass
Kala recently
added five new
models to the
U-Bass line of
acoustic-electric
21-inch scale
bass instruments.
The new models include Sunburst,
Gloss Black, Solid Spruce Top HH
(Hutch Hutchinson Model), Spalted
Maple and Exotic Mahogany. The
Sunburst, Spruce Top HH and
Gloss Black all come with solid
spruce tops and mahogany back
and sides. The Spalted Maple fea-
tures a solid spruce top and maple
back and sides, while the Exotic
Mahogany body is assembled from
mahogany wood. {ubass.com}

New in Town
SHS International’s
Indy Custom Guitars
has released three new
models. The guitars
feature a slim C-shape
neck with a 7.25-fret
radius and an etched
neck plate with an en-
graved serial number.
The guitars come with a hardshell
case. MAP: $319.95. {shsint.com}

Guitar Noir
Levy’s Leathers’
new Noir Straps are
inspired by 1930s
city life. The designs
feature gambling,
girls and guns.

The 2-inch polyester straps boast
sublimation printing, leather ends
and tri-glide adjustment. The Noir
straps are available in six original
designs. {levysleathers.com}

Flat Top Ax

The Loar recently unveiled the
LO-215 and 216, two small-body
single-0 guitars with a 25.4-inch
dreadnought scale length for
extra projection. The guitars are
flat tops that have the comfort
and light weight of a small body
instrument but benefit from the
extra volume of a longer scale.
MAP: $389.99. {theloar.com}

Guitar Tab 101
Hal Leonard will
highlight the Guitar

Tab Method. Designed
for electric or acoustic
players ages 10 and up,
Book 1 teaches young
players single notes
with riffs from “Day
Tripper” and “Crazy
Train,” power chords with classics
by AC/DC and The Who, and strum-
ming with songs from Neil Young
and Nirvana. {halleonard.com}
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GUITARS & UKES
IN SCHOOLS

THE FUTURE
OF PEDALS

WARWICK

SCHOOL
OF ROCK

EXTREME
GUITAR STRAPS

NEW GEAR



GUITAR INDUSTRY

ROCK

N TE

uitars are no

longer strangers

to school music

programs. In fact,

the rise in school
guitar instruction, along with
the popularity of the ukulele,
has made these new wave string
programs the coolest classes
in school.

Matt Gerry, music teacher
at Salina South Middle School
in Salina, Kan., said he’ll teach
four sections of his guitar class
(more than 100 students) next
year. He added that the program
has grown so rapidly that he
has a waiting list of another
100 students.

“The guitar class is very
popular,” he said. “The stu-
dents always amaze me at the
amount they learn in a single
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semester. 1 have expanded
the instruction into the sum-
mer where, through our local
parks department, I teach guitar
classes to all ages.”

And the impact from these
programs on MI retailers’ bot-
tom lines has been evident.
Greg Weast of Columbia River
Music, located in The Dalles,
Ore., rents both ukuleles and
guitars to schools in his area
and said he’s noticed residual
sales for both instruments.

“That is one of the beauties
of having ukes in the class-
room,” Weast said. “The kids
will often move up to a guitar
or much nicer uke.”

GAMA'S INFLUENCE

As the number of schools
adding guitar and ukulele

= CLASSROOM

programs increases, the Guitar
and Accessories Marketing As-
sociation (GAMA) is one group
looking for more schools to get
involved. GAMA is entering its
17th summer of hosting work-
shops for school music educators
to enhance, or start, classroom
guitar programs.

Rob Sulkow, association man-
ager for GAMA, said that Teach-
ing Guitar Workshops (TGW)
not only instructs school music
educators how to play but fo-
cuses heavily on teaching them
how to conduct a strong guitar
class, especially since many are
teaching a large group of stu-
dents at once, which is different
than teaching one-on-one.

“A lot of what we teach is
classroom management and how
to hold a substantive guitar pro-

GUITAR & UKES IN SCHOOLS

Students in Salina South Middle
School’s guitar class

gram in which children learn to
play and gain a strong musical
competency,” Sulkow said. “We
are not necessarily interested in
teaching educators to be great
guitar players. We want them
to be great guitar teachers [and]
focus on the end product, which
is the student.”

The workshops are held in
various cities across the Unit-
ed States and Canada and are
taught by a group of educators
representing the elementary
through college level. To date,
the program has reached about
3,000 teachers. According to
GAMA, each teacher reaches
an average of 65 students ev-
ery year. A GAMA-conducted
survey of the teachers revealed
that approximately half of their
students end up purchasing gui-
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GUITAR INDUSTRY

tars or related products.

“We estimate that the program has
reached over half a million students and
has influenced over $50 million in sales
since 1995,” Sulkow said.

He added that the program has benefited
the industry because more players means
MOTe CONSUMETS.

“People who would have played anyway
are starting earlier, which means more
years of consumption,” he said. “Teachers
are more secure in their jobs because they

GUITAR & UKES IN SCHOOLS

are reaching so many more children, so
the program is actually helping band and
orchestra indirectly.”

UKES IN THE CLASSROOM

Since guitars and ukuleles don’t have
school rental nights like band and or-
chestra instruments, many retailers get the
word out through their road reps.

“All our road reps are aware of what
schools have guitar classes and what
schools don’t,” said Jeff Mozingo, owner

The Hawaiian word “Moku” means Island,
which was the original inspiration for these
beautiful Ukuleles. Play one yourself

and bring yourself back to the Islands

See ws &1 Semmer NAMM Booth 104
mokuukes.com

IMUA Ukulele Co. is here!

Come see our new line of ALL Hawaiian-
made, solid Hawaiian Koa ukuleles
overseen by Master Luthier Shinji Takahashi
from Japan in this joint partnership with famous
koa wood supplier Jorma Winkler.

Come to booth #1009 to hear the big sound
from Hawaii! Mahalo.

TEL: 808-744-8075 www.imua-ukulele.com
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of St. Louis-based Mozingo Music. “It’s
a great opportunity for our reps to help
a school without the program and get it
acquainted with how it works and help
get the program put into the school day.
Not to mention they can sell guitars to
the school to get it started along with ac-
cessories and wall hooks.”

West Music, based in Coralville, Iowa,
also uses its road reps to promote the
benefits of ukulele classes in schools. The
store works with a local school in its area
to develop a four- or five-week ukulele
club that meets during lunch or after
school. Doug Ducey, West’s community
outreach director, said the company is in
discussions to develop a ukulele rental
program.

Pacific Winds in Eugene, Ore., has a
classroom set of 15 loaner ukuleles that it
makes available to school groups to help
get programs started. However, since ukes
are inexpensive, Shawna Gribskov, head of
the ukulele department at Pacific Winds,
encourages customers to purchase their
own instruments.

“Once the kids have had some experi-
ence in a group setting, they have a pretty
good idea about what they want,” she said.

Pacific Winds contacts instructors indi-
vidually and keeps in touch through e-mail.
Gribskov also said the company makes
a point of attending ukulele events and
concerts to keep in contact.

“When a school group is ready to make a
purchase, we essentially quote a school-bid
price, realizing that the good will gener-
ated toward the instructor pays back in
their recommendation for their students
to purchase from us,” Gribskov said.

Pacific Winds is also involved in a lo-
cal ukulele festival, UketoberFest, where
the retailer sponsors and supports the
children’s activities, so students, teach-
ers and parents are aware of the store’s
offerings.

Greg Weast said he’s noticed uke sales
to schools far exceed guitar sales because
ukes are easy to play and inexpensive. Ac-
cording to Weast, word-of-mouth has been
his most effective way to promote ukes.

“It also helps to have a foundation that is
assisting with helping the schools purchase



instruments and training the teach-
ers to function with ukes,” he said.

Bertrand’s Music has made
itself the source for one school
district in San Diego’s guitar
and uke after-school programs.
The company not only sets up
the program’s curriculum but
also provides the teacher.

Kala’s Ukulele in the Class-
room program makes it easy for
schools without a curriculum
to participate.

The sequential, performance-
based ukulele method teaches
students the elements of mu-
sic, including melody, harmony,
rhythm, form, tempo, dynamics
and tone, along with such skills
as singing, picking, strumming,
ear training, sight-reading, im-
provising, music theory, har-
monizing and arranging. The
program also includes teacher
editions, companion CDs, flash
cards and quizzes.

“Schools are finding it to
be an economical way to keep
music literacy programs alive,”
said Rick Carlson, Kala’s di-
rector of sales and marketing.
“Alumni who have discovered
ukulele in their own lives are
also helping to mentor programs
to help kids experience the joy
of making music.”

5

GUITAR FOR RENT
eveloping a rental program
for guitars and ukes has
proven to be profitable in the
long term for many dealers.

Columbia River Music offers
a three-month contract on a gui-
tar for $60, and the price will
apply toward the purchase of any
new guitar. Bertrand’s Music
charges $35 for a ukulele and
$79 for a guitar per class session.
After the program, the renter
can either keep the instrument
at no charge, return the instru-
ment and get a credit that can
be used toward a step-up instru-
ment purchase, or receive a $20
refund for the ukulele or a $50
refund for the guitar.

Joel Bertrand, owner of Ber-
trand’s Music, said his program
leads to residual instrument
sales and even gains the stu-
dents’ accessory business.

“Oftentimes, we will sell an
upgrade on the instrument,”
he said.

“We get some students that
start to take lessons, but we get
a lot that join our free ukulele
circle that meets twice a month.
Once we get them into the store
for either lessons or the ukulele
circle, it leads to more sales.” Mi

— By Katie Kailus
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ananas at Large is a
pedal attic.
The glass show-
cases at the San
Rafael, Calif., deal-
ership house hundreds — and
hundreds — of unique effects.
From DIY garage concoctions
to vintage Uni-Vibes and tape
echoes, the number of tones
and manufacturers is daunt-
ing. And when it comes to the
pedal market in general, that
same analogy is not far off.
“Everyone makes pedals now,
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If you’re not
invested

in the effects
category,
steponit

from the larger companies to
small guys in their basements,”
said Orin Portnoy, founder of
Mod Kits DIY. “In the 20 years
I have been in this business, I
have never seen this many ped-

oavEs “OawT e

& OUTPUTE © TONE

als on the market.”

Boss, a division of Roland,
boasts a sizeable catalog of
more than 100 pedals, as does
Electro-Harmonix. MXR and
Pigtronix aren’t very far be-
hind. And in a weak economy,
accessorizing is favored over
major rig renovations.

“People aren’t able to buy
new guitars and amps all the
time,” said Alan Rosen, owner
of Bananas at Large. “The pedal
represents a nice, little voice
change without breaking the

THE FUTURE OF PEDALS

Alpha Music’s
Micah Spruill

P!

bank. When you rotate your
inventory, highlight different
builders or have limited runs
of products, it excites people.
They can come in and spend
under $500 and get something
interesting.”

With its relatively low over-
head cost, the pedal category
can be a profitable treasure
trove, but it’s easy to get lost
in translation. The number of
smaller builders can make retail-
ers’ “heads swim,” said Godlyke
President Kevin Bolembach.
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It goes by many names and comes in many flavors. With vintage pedals, however, finding that
sweet spot isn’t so easy. You have to deal with noise, signal loss, and tones that can change with
battery life or when things heat up on stage. Some of those old Germanium-powered effects are
more sensitive than a train-car of nitro.

Tech 21’s all-analog circuitry unifies righteous, vintage tones and modern dependability. Utilizing

the best individually-selected, hand-biased discreet components, each unit delivers a wealth of

hot driven tones. A powerful Boost function kicks in up to 21dB of clean hoost, which can be used
independently from the effect. It is a true post-boost to punch up the volume of the tone you dialed )
in, not to simply smother it in excess distortion. / 4

Give your pedalboard a boost with some tasty vintage distortion, dirt, grit, chunk, fuzz, overdrive, ' /

l /o b -
% % &7

TECH 21-NYC

TECH 21:-NYC
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BOOST DISTORTION

Hey, remember the ‘80s? A lot of
bad clothes perhaps but some
way-cool, aggressive distortions.
Tight, muscular grind with buzz-saw
harmonics never went out of fashion
and the Boost Distortion delivers
that fast punchy tone. It features its
own unigue SAG control that adds
an expressive,tube-like response to
every pick stroke.

BOOST OVERDRIVE

Putting an overdrive pedal in front of a
hard-pushed amp has been the secret
weapon for generations of guitarists
wanting to punch up the midrange and
add sustain. The Boost Overdrive is
packed with voluminous amounts of
screamin’ tone. Just hit the Boost switch
to go bigger and badder. The unigue
SPARKLE control adds upper harmonics
for an open, snappy sound.

BOOST Uz

Vintage pedal hounds know that
germanium fuzz sounds are way
sweeter than silicon fuzz...but only
when the temperature is just right and
doesn't spike. The Boost Fuzz solves
that problem by nailing that creamy
germanium tone, consistently all night
long. This SAG control allows notes to
bloom and sing at your command, for
uynami_c’. organic performances.

BOOST BASS FUZZ

When you need a huge, 360-degree,
room-filling bass tone, step up to the
Bass Boost Fuzz. Get the fat, gritty
sounds of the '60s fuzz bass and put
some musical rage in your low-end.
When you need more focus and
edge, dial in the +CLEAN control to
add just the right amount of direct
tone to your mix.

Designed and Manufactured in the U.S.A.
www.tech21nyc.com
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DIGITAL VS. ANALOG: THE EPIC DEBATE
ffects modeling apps. iPad-controlled
chassis. The presence of iTechnology
was inescapable at The NAMM Show 2012.
But does it translate to the pedal category?
Many retailers and manufacturers said it’s
just a flash in the pan.

Summer NAMM Booth 332

MOGGCGR

@OSIAMO dealers@osiamo.com  212.678.4751

micro pedals, macro sound
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“Most of the real technology-based in-
novations in the multieffect category have
been rejected, which is definitely not a
macro trend,” said John Kelley, general
manager of Musiquip. Industry folks agree
that the digital and multieffect pigeonhole
is dominated by younger, amateur players
seeking bang-for-the-buck effects libraries.

“Multieffects have always been a favorite
of novice players, who see a very obvious
intrinsic value to obtaining so many effects
in one shot,” said Micah Spruill of Alpha
Music in Virginia Beach, Va.

But according to Rosen, digital units
with expansive effect selections only fuel
the consumer desire for single stomp boxes,
especially when a guitarist’s playing style
demands just a handful of effects.

“Next thing you know, they’re in actu-
ally trying to buy the pedal that it’s emu-

lating,” Rosen said. “To a certain extent,
it’s a nice marketing feature, but it doesn’t
really translate.”

On the flip side, MI retailers and sup-
pliers highlight the small footprint as a
prevalent industry trend. The beauty of
compact, digital multieffects units and
pocket apps, according to manufacturers,
lies in their convenience, especially in the
case of portability-seeking pros.

“One of our artists, Howie Simon, uses
a Line 6 Pod for touring,” said Ben Leck,
U.S. dealer and artist relations representa-
tive at ProSound Communications, which
produces Xotic Guitars and Effects. “That’s
all he has to carry!”

Then there’s the most widespread an-
ti-digital argument of all: Musicians are
traditionalists, according to tone purists.
DSP units, though efficient, simply lack

PEDAL PUSHERS

VOLUME

FOCUS

5
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1 ELECTRO-HARMONIX ANALOGIZER Electro-Harmonix’s Analogizer pedal warms up cold, processed tones of
digital delays but won’t get in the way of the guitar’s original sound. This 100-percent analog tone-shaping unit has
26 dB of gain and can fatten even the most lifeless, metallic sounds with dark and earthy substance. {ehx.com}

2 MAD PROFESSOR SWEET HONEY OVERDRIVE Jonathan Brosnan at Rogue Guitar Shop in Bend, Ore., said he
sells at least one of these smooth-sounding overdrives daily. With super-sensitive distortion control features
and simulatenous EQ adjustment, the Sweet Honey Overdrive is versatile enough to distort power stacks but
also offers light overdrive and clean tones. “That’s probably our best-seller,” Brosnan said. {mpamp.com}

3 PIGTRONIX PHILOSOPHER TONE SUSTAINER The top SKU of Pigtronix’s pedal offerings is actually a compres-
sor, which is typically one of the category’s smaller segments. “By adding so much sustain, the pedal allows the
musician to interact with their instrument in a slightly different way and makes possible certain techniques and
tones that are otherwise far more difficult or impossible to achieve organically,” Koltai said. {pigtronix.com}

4 ZVEX BOX OF ROCK With the rising popularity of distortion combo stomp boxes and a desire for ex-
perimentation among consumers, this boutique brand is “finding success in more adventurous op-
tions,” Spruill said. The latest series of this radically high-gain booster/distortion solution comes hand-
painted by visual artists and delivers high-headroom, unity-to-50x gain booster with nominal input
impedance and low hiss. It follows the distortion channel for hard-hitting solos. {zvex.com}
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the reactivity, precision and character of
their analog counterparts.

“By staying in the analog world, we
offer the musician something that’s tan-
gible,” said Peter Janis, president of Radial
Engineering. “As far as tone, you can’t
argue with how some of these boxes are.
You don’t get that same attachment with

Qm ptwec;mk_

0

—

And Introducing™NEW TightFuzzs
Booth 1710, Nashville NAMM 2012 §
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digital processors. With analog, there re-
ally is a connection.”

According to Rosen, people also enjoy
the idea of personalizing their pedalboards.
“I don’t think guitar players are respond-
ing to iTechnology at all,” he said. “It’s
trendy for a moment, and then they realize
it doesn’t really sound great.”

In some categories, however, retailers
see digital effects as a viable threat. Co-
incidentally, those categories aren’t ax-
related. The DJ and audio markets, for
instance, have transformed into a booming
marketplace for digital stomp boxes and
rack-mountable effects.

“Ironically, while the technology behind
most of these products is quite sophisti-
cated, the more discerning professional and
semi-professional players rely on a mixture
of analog and DSP-based stomp box units,
with each box dedicated to a specific tone
or family of sounds,” said Dave Koltai,
founder of Pigtronix.

BOUTIQUE GOES MAINSTREAM

High-end pedal junkies are much like
vintage vinyl collectors that go the dis-
tance to unearth a rare gem. But with the
pedal rivalry as fierce as it is — one-stop
Internet MI destinations have exploded
— boutique pedals are becoming far more
accessible and affordable.

“Boutique and high-end are going away
to some degree, or at least they are mor-
phing and coming closer in price to more
mainstream brands,” Bolembach said. “The
majority of smaller builders are bringing
their products downmarket in order to
meet with increasing competition.”

By doing so, high-end pedals have be-
come more widespread and available to a
broader audience. Many pedal companies
are embracing this phenomenon with a
series of products that are exclusive to large
stores. Pigtronix has launched a custom
shop division that produces handmade
runs of specialty pedals for large-scale
retailers, such as Sam Ash Music, Sweet-
water and ProGuitarShop.

An avid pedal constructionist himself,
Rosen is even in negotiations to begin a
pedal line that will be exclusive to his
company. His relationships with builders
are vast and established, which he said
is fundamental to building an expansive
pedal empire. But above all, he noted,
in a market that has since been flooded
with basement builders, patience is the
ultimate virtue.

“You definitely have to have under-
standing of the industry,” Rosen said. “Cus-
tomers are used to expecting deliveries in
mass quantities on a regular basis. That’s
just not this industry. The type of market

NAMM Booth# 1425
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*High GP and MAP
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this is, you have to be able to
communicate to the customer
that this builder has a real job
and does this part-time in the
garage. ‘Get in line now.”

The most ironic aspect of
an analog, traditional market-
place that eschews technology
and prizes meat-and-potatoes
effect options, such as distor-
tions and overdrives? The main
source of information is the
Internet, which has played a
substantial role in the prolifera-
tion of the small-company pedal
demographic. The end result is
that rather than going through
the dealer, many manufactur-
ers have gone straight to the
customer.

“The pedal market has be-
come more fragmented because
of the role played by online re-
tailers and sites, such as eBay,
plus the relatively low cost of
brand-awareness building,” said
Eric Lind, product manager for
T-Rex.

‘PEDAL’ YOUR WARES

n that same vein, retailers are
trying to distinguish them-
selves as pedal destinations,
and they’re doing it in the same
way that customers set up their
pedalboards: experimenting and
arranging.

Bananas at Large boasts
more than 75 YouTube vid-
eos of pedal demonstrations,
and Rosen, like most high-end
pedal retailers, uses social me-
dia and e-newsletter blasts as
effective marketing tools. But,
he added, marketing to tone
purists is similar to the vintage
products they covet: Sometimes,
there’s just no substitution for
the real thing.

“I think the retailers today
have to differentiate themselves
from the online megashops,”
Rosen said. “That differentia-

tion will occur because of the
staff. There has to be a mental
change. It really has become
the specialist who’s going to
take the time to educate the
customer and listen. If the re-
tailer does not bring that to the
table, there’s no way they can
compete with online.”

Other retailers have opted
for equally creative means of
bringing in customers. Jona-
than Brosnan of Rogue Guitar
Shop in Bend, Ore., said his
dealership’s popular pedal-
testing parties have been over-
whelmingly successful.

“Every month or two, we
send out an invite to all the
local players to come down,”
Brosnan said. “They bring all
their gear, and we try out ped-
als, swap stuff and do a vote
for the top five.”

Spruill has jump-started an
in-store “pedalboard-building”
business, where skilled employ-
ees arrange, mount and wire
pedalboards at an additional
cost to the customer. Spruill
has also dramatically changed
his pedal displays to cater to
this customer need.

“They’re organized by type,
rather than brand,” said Spruill,
who explained that loopers and
analog delays have experienced
a recent boom. “I realized that
‘What fuzz pedals do you have?’
was a more common question
than ‘What MXR pedals do
you have?’ This streamlines
the sales process.”

And like a classic pedal,
sometimes the key to a great
sales pitch is in the basics:
knowing the advantages of a
particular model and creating
interest.

“Sometimes, it’s not about
marketing,” Rosen said. “It’s
about momentum.” Mi

— By Hilary Brown
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WARWICK

THE ARTIST-FIRST MODEL

sk Warwick Presi-

dent Hans-Peter

Wilfer about the

cornerstone of a

profitable, global
custom bass shop. He’ll likely
mention Jack Bruce and John
Entwistle.

“We are very oriented to lis-
ten to the artists,” said Wilfer,
whose company is celebrating
its 30th anniversary this year.
“That is for sure one of the keys
to the success we have today.”

ARTIST AS MUSE

Wilfer spent much of his
childhood on the Fra-

mus factory floor. (His father
founded the company in 1947.)
At its height, Framus employed
a team of roughly 400, but it de-
clared bankruptcy in 1974 and
finally closed in 1981. Wilfer
took the reins a year later and
resurrected the operation as a
modest three-man enterprise
with a bevy of established artist
relationships.

“I learned tons from [Bruce
and Entwistle] as to what’s im-
portant in building an instru-
ment,” Wilfer said.

He emphasized Warwick’s
unique wood selection as a core
component of the company’s

best-selling axes, the Streamer
and Thumb Bass series. Per
artist recommendations, War-
wick was also one of the first
MI manufacturers to use the
now-popular bubinga wood.
For that reason, Wilfer cred-
ited more than just his ground-
up guitar-building education
as the reason for Warwick’s
reputation. The once-humble
European builder has piqued
mainstream interest through a
roster of endorsing artists. The
company uses these profession-
al players to educate not only
its staff but also Warwick’s
growing consumer base on

the merits of pro-quality specs.

From Warwick’s patented
nut and bridge systems to its
invention of invisible fret tech-
nology, Wilfer stressed he never
lets quality fall by the wayside,
even with the company’s Chi-
nese- and Korean-manufac-
tured, more economical Rock
and Pro series basses, which
are distributed by Mundelein,
Ill.-based U.S. Music.

“Every one to two weeks, we
send a guy from my facility over
to China, and he checks every
single instrument,” Wilfer said.
“If something isn’t up to our
standards, it doesn’t go out.”

casterope
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ARTIST AS EDUCATOR
How will Warwick use its

wealth of artist relation-
ships in year 31?

New educational programs
are a priority, Wilfer noted. He’s
already enlisted Colorado-based
musician Andy Irvine to con-
duct a series of in-store educa-
tional clinics. Wilfer has also
appointed a West Coast repre-
sentative and two new employ-
ees at his New York workshop to
better serve the needs of artists
and answer customer questions
more efficiently.

The hands-on aspect of
dealer clinics and a constant
flow of online information is
crucial to helping consumers
understand the elevated cost
of Warwick’s more mainstream

Hans-Pet.er VMiIfe'r

models, according to Wilfer.

“The U.S. market is very
driven by mainstream and
established brand names,” he
said. “Most of these brands are
coming from Mexico, China
and Indonesia. We try to give
customers an understanding
as to why we are $100 more
expensive, why our Chinese
Rock bass is not costing $299
but $699. We try to educate
our consumers on why they
should pay more.”

As part of his anniversary
initiatives, he also plans on
hosting the first-ever War-
wick Bass Camp, which will
run Sept. 4-7. He’s already
formed a partnership with
Steve Bailey, who spearheads
Victor Wooten’s popular bass
camps.

“I was inspired, and we
took the opportunity to do a
camp with some very cool art-
ists,” Wilfer said. “If it works,
then we’ll invest more money

educating consumers through
our links with the artists that
have.”

Most importantly, Wilfer’s
biggest educational concern
involves looking into the fu-
ture more so than the present.
He’d like to garner the interest
of and pass the torch to his
children and eventually turn
Warwick into a bona fide fam-
ily business.

“Like the Dunlop family,
T’d like to bring on the second
generation into the company,”
Wilfer said.

“We are working 350 days
a year to drive the company
and have a brand that everyone
can be proud of in 30 years, as
well.” MI

— By Hilary Brown
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SCHOQOL OF

chool may be out
for summer, but
School of Rock is
in full swing.
The Burr Ridge,
Ill.-based music school chain
— which teaches bass, drums,
guitars, keyboards and vocals
to students of all ages — has
been popping up all across the
country. And the 80-location
company is continuing to ex-
pand nationwide, as well as
internationally. (It already has
three locations in Mexico, a deal
in the works with Brazil, and
plans to expand to Australia
and the United Kingdom.)

“We are growing every
week,” said School of Rock
CEO Chris Catalano.

So are the minds of the esti-
mated 10,000-12,000 students
who will walk through School of
Rock’s doors this year. Through
its Performance Program, stu-
dents receive a 45-minute private
lesson and a three-hour group
practice per week. At the end of
the session, students perform as
a band at a local venue. Perfor-
mances are themed and feature
styles ranging from reggae and
heavy metal to The Beatles and
The Rolling Stones to 1980s hits.

“You can see when a kid gets
it, and their face lights up,”
Catalano said. “You can see it
in their eyes. You don’t have
to ask. Then they can’t wait
to get in front of their parents
and their grandparents and play
for them and show them what
they’ve learned.”

ROCK-SOLID INVESTMENT

Last month, Sterling Partners,
which initially invested in
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After receiving
a $5 million
investment,

School of Rock
plans to expand
to more than
100 locations

worldwide
School of Rock in 2009, pro-
vided the company with a $5
million investment.

“Sterling Partners is a great
supporter of the business,” Cata-
lano said. “It’s exciting for us
because it ensures that we can

Chris Catalano

continue to rock.”

Part of that $5 million in-
vestment will be used to boost
franchising efforts. Currently,
the company owns 23 locations
— the rest are franchised.

“We are working on build-
ing up a pipeline,” Catalano
said. “If we do, there will be
multiple-unit deals within the
next year or so.”

One of these multiple-unit
deals includes the recently
opened Naperville, Hinsdale
and Elmhurst, I11., locations.

THE MAGIC OF MUSIC MAKING

ithin in the next year,
Catalano said he hopes

SCHOOL OF ROCK

HARD ROCKS

the company will hit 100 total
locations.

While School of Rock of-
fers private lessons without
the band experience through
its Lessons + Program, Cata-
lano said the company urges
students to join its Performance
Program.

“Our purpose is to inspire
kids to rock on stage and in
life,” he said. “We teach kids
teamwork.

“In many ways, playing in
a band is harder than play-
ing a team sport. I did both,
and if the bassist messes up
or isn’t playing, everyone can
tell. If you are playing on a
soccer team, you can kind of
hold back, and the game will
still go on.”

Catalano added that he be-
lieves the program motivates
students to practice in a unique
way. “Instead of telling kids to
go practice for half an hour, they
know they have to in order to
keep up with the band.”

Unlike many music pro-
grams, School of Rock doesn’t
place students by experience
level. Catalano said that mixing
beginners with more advanced
players creates a better learning
environment.

“If there is one 16- or
17-year-old student that is re-
ally talented and [a beginning
student] wants to be partnered
with him, they can,” Catalano
said. “A beginner bassist can
play with a more advanced gui-
tarist because the guitarist will
play all the guitar leads and the
beginner will play more simple
bass fills.” M

— By Katie Kailus
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GUITAR INDUSTRY

FASHION STRAPS

EXTREME S5TRAPS

he way Tim Pratt talks
about guitar straps,
you’d think he’s sell-
ing neckties or pocket
squares.

“We like to make a big deal
about picking out a strap to
match your style — or your gui-
tar if you have no style,” joked
the president of Dietze Music
in Omaha, Neb.

He called straps “a state-
ment” for guitarists and bass-
ists, whether they’re opting for
“plain or exotic” models. “We
like to encourage our custom-
ers to get excited about picking
one out — or better yet, two or
three,” Pratt said.

He’s not alone. Guitar straps
have always been a fashion state-
ment, and in this burgeoning
era of consumer customization,
manufacturers are going to new
design extremes. Savvy retail-
ers have taken note, stocking
a medley of straps to meet the
styles and musical sensibilities
of every customer. And many
of the more fashion-forward
models boast high ticket prices.

“What is definitely a grow-
ing category in the music in-
dustry is incorporating color
and individuality to product
designs,” said Virginia Castro,
co-founder of strap maker Get’'m
Get’m Wear.

“I compare it to shirts,” said
L.J. Mechem, owner of LM Prod-
ucts. “If everyone just needed
something to cover themselves,
we would have one color shirt.
But that would be a pretty bor-
ing way to express one’s self.
A strap is an expression of the
guitar player’s soul.”

70 | MUSIC INC. | JULY 2012

THE FASHION FACTOR
J ohnna Lynn tied this fashion-
strap trend to a growing de-
mand for American-made goods,
along with the rise of “the hand-
made and direct-from-artisan
market.” She even launched
her strap and purse company,
Copperpeace, in 2008 with the
tag line “music fashion.”

“The quality of design that
comes with a U.S.A.-made prod-
uct is an element that doesn’t go
unnoticed with both our guitar
straps and the new purses we’re
crafting,” Lynn said. “Now, I
have customers actually send
me personal e-mails when they
have a new instrument on the
way and want to start planning
a strap. It never ceases to amaze
me how into the strap musicians
can be.”

Fellow boutique strap maker
Jen Tabor, head of Souldier, also
singled out stylish straps as a
core component of her business.

Q110 ueloz Aq 0joud
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Souldier designed a
signature strap for
Wilco’s Jeff Tweedy.
The company’s head,
Jen Tabor, called the
strap “one of our
most popular.”

“Straps, just like guitars, can
make a statement about style,
tone, the type of music you play,
and they create beauty for the
owner,” she said.

But the trend is hardly lim-
ited to smaller shops. Harvey
Levy, vice president of strap gi-
ant Levy’s Leathers, approaches
strap design “the same way a
fashion designer approaches the
necktie.” He even gave a semi-
nar to U.S. and Canadian retail-
ers titled “The Guitar Strap as
Clothing — Fashion Forward.”

“It is the one area where a
man is free to be flamboyant,”
he said.

‘A LID FOR EVERY POT’

Aquick look at Levy’s less
conventional designs reveals
the diversity of this segment.
The MGI17DP line features
what Levy called “street-savvy
designs,” including one model
that bears the words “louder,

faster, harder” and another
adorned with skulls. The MSS2
and MSS3 lines, which feature
garment leather and suede, re-
spectively, deliver what Levy
called “timeless elegance.” And
the M8HTYV series is hippie-chic.

The customer base for this
product is equally diverse. “The
people who buy these are a pretty
broad group,” Pratt said. “We
sell a lot to church musicians,
country folks, metal players,
punk rockers, female rockers
and acoustic musicians.”

Pam Aalbers, accessory buyer
for Tacoma, Wash.-based Ted
Brown Music, has also found
the customer base difficult to
generalize. “For instance, the
bullet-studded strap may ap-
peal to the business-suit guy as
much as to the young girl in a
ponytail.”

“The bottom line is there
is a lid for every pot, and each
person has their own unique
style and preferences, so any
strap has the potential to be a
best-seller,” said Brian Vance,
director of product management
for Planet Waves, a division of
D’Addario.

Still, straps with attitude
tend to be the category’s biggest
hits. Vance said Planet Waves
has done “really well” with pat-
terns, including stars, checker-
boards and flames, “many of
which are now staples.” Pratt
mentioned that “embossed
leather” models and “anything
with painted artwork” tend to
be best-sellers at Dietze Music.

Likewise, Mechem called his
company’s Scraps line “really
hot.” LM Products’ website



SIMPLE ELEGANCE. SUPERB PROTECTION.

LEVY'S NEW PRO SERIES Gl

Your guitar is worth it.

Summer NAMM booth number:

#1126

levysleathers.com

HORTH AMERICA TOLL FREE PHONE & FAX

1-B00-565-0203 1-888-FAX-LEVY (329-5389)
Levy's Leathers Limited 190 Disraeli Freeway, Winnipeg, Manitoba, Canada R3B 2Z4 Tel: (204] 957-5139 Fax: (204) 943-6655 email: levys@levysteathers.com



GUITAR INDUSTRY FASHION STRAPS

touts Scraps as a strap that
“truly makes noise.” One fea-
tures Albert Einstein’s face on
a James Dean-like leather-clad
body. Beneath it are the words
“stand alone.” “On our Scraps

Otier companies make overdrives,
line, we brought in an outside

Here's leere tﬁey gﬂt L

\ Y create the concept and design,”
g Mechem said.

Female-specific models also
make up a solid category for
LM Products, according to
Mechem. Howard Gittli, guitar
department manager for Mom’s
Music in Louisville, Ky., has
spotted this trend in his store.

“It seems female players
embrace the more fashionable
straps,” he said.

GENERATING SELL-THROUGH

So how do dealers cash in
on stylish straps? In short,
merchandise them like clothing.

Gittli noted that product ro-
tation and high visibility have
been key in creating sell-through
at Mom’s Music. Harvey Levy
also called “a tidy, well-organized
display” the most important ele-
ment in generating strap sales.

Maxon 00808 The ORIGINAL Overdrive

W maxonf.com

“A display that is overloaded
with a mishmash of straps makes
it difficult for the customer to
see the options,” he said.

Then there’s good salesman-
ship. Mechem cautioned retail-
ers to avoid giving away straps.
“They should be an add-on to
every guitar purchase.”

“Every instrument has a
strap that goes with it, geared
toward the person who is going
to buy the guitar and strap,”
Tabor added. “When someone
is looking at a Souldier guitar
strap, my first question is, ‘What
color is your guitar?””

“It definitely helps when the
retailers and sales reps know
the story behind the brand, and
even better if they use the straps
themselves and can vouch for
the product,” Lynn said.

Vance mentioned that paying
attention to reordering is critical
— and an aspect that many deal-
ers overlook. “Perhaps they have
a lot of inventory and replacing
one or two straps here and there
might not seem that important.
Over time, it can add up.” MI

— By Zach Phillips

Originality, Created.

With over 6 million customization options, Souldier’s
handmade-to-order instrument straps are all one of a
Kkind and completely unique. Not only do the musicians
that use Souldier straps flaunt their uniqueness, they
art, support a culture, and create originality.

° Onlme Wholesale Ordering
_® Over 1,100 Vintage & New Fabrics
@ 30+ Colors of Recycled Seatbelt
30+ Colors of Salvages Leather & Vinyl
o Silver, Brass, & Black Hardware Options

Visit us at www.souldier.us.

Handmadelin Chicago g{
hts Reserved .

1@2012 Solldier. Af
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FASHION FORWARD

Stylish & extreme straps for every taste

1 COPPERPEACE “Our Herringbone guitar strap crosses all bor-
ders and could do well just about everywhere,” said Copperpeace’s
Johnna Lynn. “It definitely helps when the retailers and sales

reps know the story behind the brand, and even better if

they use the straps themselves and can vouch for the

product.” Street price: $60. {copperpeace.com}

2 LM PRODUCTS “Our Alexis line has been a
solid category for a number of years with the
continued growth of the female guitar market,”
said LM Products’ L.J. Mechem. {Improducts.com}

3 PLANET WAVES Planet Waves has seen especially strong
growth in licensed straps during the past four years. Its lineup in-
cludes models with designs highlighting The Beatles, Joe Satriani,
Woodstock and Kiss (pictured). MSRP: $54.99. {planetwaves.com}

4 LEVY’S LEATHERS “Levy’s offers over 400 models of guitar
straps with over 4,500 SKUs, all guided by our sense of what
is fashionable,” said Levy’s Leathers’ Harvey Levy. “The M8HTV
(pictured) would appeal to the Woodstock generation or Wood-
stock wannabes.” Street price: $36-$42. {levysleathers.com}

5 GET’M GET’M “What we do at Get'm Get'm is cre-

ate unique and eccentric styles offering color designs that
reflect the looks and lifestyles of individual artists,” said
Get’'m Get'm’s Virginia Castro. Pictured is the best-selling
Gorgi Glitter strap. MSRP: $70-$80. {getmgetm.com}

RoadHog Series by RapcoHorizon is a unique design of cables for the touring musician
Designed Road Ready and Tour Tough,utilizing the most rugged of constructions while
not sacrificing sound quality. Durable, thick, yet flexible PVC outer jackets and pure
copper conductors and shields provide a superior sound and reliable operation nighit

after night.
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1 CORT GUITARS SUNSET
SERIES Cort Guitars has
unveiled its Sunset series,
which includes Sunset 1
(pictured) and Sunset 2. Both
feature mahogany necks and
bodies with maple tops, rose-
wood fingerboards and TV
Jones pickups. The guitars
boast D’Addario strings and
chrome hardware. MSRP:
Sunset 1, $1,195; Sunset 2,
$750. {cortguitars.com}
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2 OKTOBER GUITARS
WRAITH Oktober Guitars
recently debuted the Wraith
electric guitar. The Wraith’s
solid mahogany neck and
body are matched with

Oktober Blockhead pickups.

Standard options include

a set neck construction,
24-fret neck, Floyd Rose
Special tremolo and Jet
Black finish. MSRP: $1,099.
{oktoberguitars.com}

3 YAMAHA GL1 GUITAL-
ELE Yamaha'’s new Guitalele
is a miniature nylon guitar
that looks and sounds like

a ukulele but features six
strings and is tuned like a
standard guitar up to an A.
Chord fingering is the same
for any standard-tuned guitar,
but now guitarists can join the
ukulele craze with a portable
and playable instrument.
MSRP: $140. {yamaha.com}

4 RECORDING KING RP-06
Recording King recently
introduced the RP-06. The
guitar sports a solid Sitka
spruce top with mahogany
back and sides. The 12-fret
neck joint and corresponding
bridge positioning provide

a warm, mellow and full-
bodied tone. The vintage-
style O-style body is ideal
for travel. MAP: $289.99.
{recordingking.com}



5 REVEREND BOLT-ON
SERIES Reverend rolled

out two new colors for its
bolt-on series basses. The
Decision bass is now offered
in Oceanside Green. It also
comes in Party Red and black.
The Justice Bass is featured in
classic cream with a tortoise
shell pickguard. It’s already
offered in Chronic Blue and
three-tone burst color options.
{reverendguitars.com}
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6 LAG GUITARS UKULELES
Lag Guitars has expanded its
ukulele lineup. Ukes in Lag’s
44 series feature a mahogany
top, back and sides and are
outfitted in a French satin
finish. Lag’s 77 series instru-
ments (pictured) are construct-
ed with a mahogany top, back
and sides. They are accented
with black and ivory bind-
ings. MAP: $89.99-$149.99.
{usa.lagguitars.com}

7 FENDER PAWN SHOP
Fender recently added four new
models to its Pawn Shop series.
The guitars include the Pawn
Shop Offset Special, Pawn
Shop Jaguarillo, Pawn Shop
Fender Mustang Special and
the Pawn Shop Reverse Jaguar
Bass. The Pawn Shop Offset
Special (pictured) features a
semi-hollow double-cutaway
body with an F-hole and sleek
offset waist. {fender.com}

8 PRS CUSTOM 24 PRS
Guitars’ flagship model, the
Custom 24, will be available
as a left-handed instrument
for a limited time. The “Lefty”
Custom 24 features a maple
top, mahogany back, 24-fret
mahogany neck with rosewood
fretboard, old-school abalone
bird inlays, PRS’s redesigned
five-way blade switch, and
59/09 treble and bass pick-
ups. {prsguitars.com}
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RITTER | HERGET GIG BAGS

Serve & Protect

artin Ritter recently launched
the Hérgét gig bag line. The
bags boast an anti-wear base
protector panel with added dia-
mond bumpers, polyester bridge
and headstock protectors, poly-
ester end-pin protection, and
a large neck-positioned pedal
pouch. Made from luggage-grade
1680D polyester, the Hérgét line
is offered in black and olive
green. {ritterusa.com}

Greetings from Ohana Ukuleles. We offer hand-crafted ukuleles in a variety of models and price
points. From Soprano to Baritone sized, made from quality woods including mahogany and selected
koa from Hawaii. From traditional styles to vintage models, we have a unique product line for those
searching for something exciting and original. Call us or check our web site for more info!

Ohana Ukuleles

562.986.6050 ¢ email: info@ohana-music.com
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PRO ROCK GEAR | LEGEND SERIES

Pro Rock Gets
Hard Core

Pro Rock Gear’s new Legend
series of hardshell cases is
constructed from a lightweight,
ultra-sturdy reinforced hardwood
shell that provides a high level of
protection. The cases are wrapped
in Tolex, tweed, twill and leather
outer coverings. All Legend series
hardshell cases feature a form-
fitting interior with an ultra-plush
velveteen padded interior lining,
gold hardware and stitching, and
an internal accessory compart-
ment. {prorockgear.com}

GATOR CASES | SLINGER

Zip It Up

ator Cases has up-

dated its lightweight
Slinger guitar gig bag line.
The new Slinger 3G series
takes the same light-
weight padded design,
adds a new look with
reflective accents and
features a pick clip zip-
per pull. The clip holds
a backup guitar pick
and doubles as the
zipper pull for the front
pocket. The bag also
boasts Gator’s Slinger-
style single-shoulder
strap with contoured
back padding.
{gatorcases.com}




AMPTWEAKER | TIGHTFUZZ

Fuzztastic Pedal

mptweaker’s new TightFuzz
includes a tone control to
tame fuzzy edges and a
tight control, which varies
the pick attack from
smooth and thick to
tight and aggressive.
The pedal also has
the ability to get lower
gain tones easily with
an auto bias that adjusts T
appropriately with the fuzz o 1)
control. {amptweaker.com} =

MOD KITS | TEA PHILTER

Phantastic Philter

od Kits recently released the

1‘5W Tea Philter, which produces a
<ne o ¥ fixed wah tone, letting it be locked
ot 8 in without rocking the pedal

back and forth. Users can
dial in everything from their
favorite vocal midrange
tones to thick lows. Using
point-to-point wiring
and easy-to-follow
instructions, players
have a working fixed
wah pedal in a matter of
hours. {modkitsdiy.com}

GODLYKE | PROVIDENCE FDR-1

Up in Flames

odlyke has rolled out the

Providence FDR-1 Flame
Drive. In addition to standard
drive, tone and level controls,
the pedal features a bass
boost switch for added
low-end punch. The Flame
Drive boasts Provi-
dence’s vitalizer noise-
less switching circuit,
which consists of a
low-impedance out-
put buffer combined
with a filtering cir-
cuit. {godlyke.com}

BULLET™
GUITAR JACK
TIGHTENER

Patented Grip - Tip™ holds Jack
while tightening, preventing

damage to wiring and solder joints!

Works With Most
Recessed and Surface Mounted
Jacks, Effects Pedals & Mixers
Metric & S.A.E. Nuts
Engineered Plastic

“We can tighten loose nuts;
but we can't do anything aboutyour deummer”

EUGRORS (

MFG. USA (713) 466-6414
PAT. PEND.© 2010 www.allparts.com/bullet

SHUBEB

Half the weight
of an original Shubb Capo

Now available in a variety of

COLORS!

; : al

B

info@shubb.com * www.shubb.com
707-843-4068
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MARSHALL FX | HEADPHONES »'&‘L&
IPad-approved o

he new Marshall FX headphones are
equipped with an Apple-certified micro-
phone and remote with the additional func-
tionality of volume control. A chip lets users
navigate their iPods, iPhones or iPads
from the remote located on the FX cord.

{marshallhead
phones.
com}

EMINENCE SPEAKER | BETA 10CBMRA

Economical
Eminence

minence Speaker re-

cently introduced the Beta
10CBMRA, a 10-inch closed-
back midrange version of its
Beta 10A. With its economical
stamped steel and closed-back
chassis, the Beta 10CBMRA
offers versatility by eliminating
the need for separate sub-
enclosures. {eminence.com}

SENNHEISER | SKP 300

Instant Wireless

ennheiser has debuted the

SKP 300 G3 plug-on transmitter.
The SKP 300 G3 quickly converts
any conventional cabled microphone
into a wireless version. The phan- m"”'ﬂ..
tom power required by condenser £ Ly
microphones is also supplied by the
transmitter, a versatile device that en-
ables cabled microphones to become
wireless easily. {sennheiser.com}

YAMAHA | MG MIXER

Mix Master
Yamaha

Yamaha’s MG Mixer line now
includes the MGP16X and
MGP12X models. High-end
features include D-Pre discrete
class A microphone pre-amps
for phase response and Xpres-
sive EQ using Yamaha’s VCM
(Virtual Circuit Modeling) for

a more musical sound. The
mixers also include a ducker
function. {yamaha.com}
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JOHN HORNBY SKEWES | LUCAS NANO 300

Ultra-compact

ohn Hornby Skewes has rolled out

the HK Audio Lucas
Nano 300. It features an
ultra-compact subwoof-
er and two fist-sized
satellites. The subwoof-
er houses the electron-
ics and a versatile
three-channel mixing
console so that
the Lucas Nano
300 doesn’t
require
additional
equipment.
The comfort-
able grips
let the entire
system be
easily carried
in one hand.
{jhs.co.uk/
hk.htmli}

DPA MICROPHONES | D:FACTO

Extreme
Performance

PA recently unveiled the hand-held

d:facto vocal mic. It offers natural
sound and extreme SPL handling. The
unit features strong gain before feedback,
and the built-in three-stage pop protec-
tion grid effectively removes unwanted
noise. The mic boasts isolation from han-
dling noise and accommodates extreme
sound levels. {dpamicrophones.com}

It all adds up. Rent instruments. Make Money. Be happy.

1 Introducing The NEMC Turnkey Licensed Affiliate Program
NATIONAL * Increase your profits by renting educator approved, world class brand instruments
EDUCATIONAL . 3 -

MUSIC * NO START-UP COSTS, inventory outlay, shipping expenses or franchise fees
COMPANY * Easy set-up with professional guidance, training and personal attention
+ NEMC handles all back office functions including all billing and collections
+ HIGH COMMISSIONS PAID MONTHLY, like clockwork
Powerful marketing, repair & service support
Your own ONLINE RENTAL MICROSITE built by us, managed by you!

ditally

CALL LORNE : 1-800-526-4593 (ext) 241

f En 1 Al

nemc
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DRUMS & PERCUSSION

RANDALL MAY | AIRLIFT

Serious Air

Randall May International
recently launched the Airlift

system, which powers conven- e
tional stands with an internal —
customized gas spring. This L—
lets the user effortlessly raise

and lower percussion prod- ]

ucts, P.A. speakers, guitar

amps and large wind instru-
ments quickly with the touch
of a finger. {randallmay.com}

LATIN PERCUSSION | AMERICANA SERIES

Patriotic Percussion

Latin Percussion has unveiled the Americana
cajon series. Manufactured entirely in the United
States, Americana cajons are constructed using
hand-selected, 11-ply, plantation-grown Baltic
birch, selected for its durability
and resonance. The series 2
features three handmade !
models. {Ipmusic.com} 4

( 2) @A

www.dreamcymbals.com
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UNION DRUMS | UNIONX
RECORDING SERIES

Signature
Snares

U nion Drums recently
introduced the UnionX
Recording series with two
Sean Carey Signature snare
drums. Carey is the drummer
for indie folk band Bon Iver.
The drums feature walnut-ply
construction, six inner plies
of maple and chrome vintage-
style tube lugs for a classic
look. {uniondrums.com}

BRADY DRUMS | WALKABOUT

Goin” Walkin’
Brady Drums has added several new
snares to its Walkabout series. These
drums, which feature hand-selected, rare
,ait« woods from the deserts of Australia, are
handcrafted into limited editions, rari-
ties and one-of-a-kind block and
AN © ply-shell snares. The latest drums
A\

include two Karijini finish
models, 10 Australian cedar
wattle models and two
brown mallet ply snares.
{bradydrums.com.au}

WWW. gifts.com

118002332800

Albert Elovitz, Inc. 412.683.2900  NO MINIMUM ORDER
3001 Penn Avenue Fax:412,683.3110 Sales@aimgifts.com
Pittsburgh, PA 15201 subject to availability Dealer Net Pricing
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AND HEAR!

A Great Sounding Student
Sax Mouthpiece

KORG | KRONOS LIBRARIES

Kronos Expands

Korg recently released diverse expansion libraries
and sample sound libraries for its Kronos music
workstation. The libraries include the EXs13 Jazz

Drums Expansion Kit, the EXs11 Legendary Strings
Yo U R Expansion Library and two series by Karo, a sound

E E design team based in Germany. {korg.com}

AND SEE!

Professional Quality
Tips, Rails, and Finish

ROLAND I RP301 DIGITAL PIANO

Beginner-approved

Roland has launched the RP301 digital piano. It’s
equipped with the SuperNATURAL piano sound
engine and Ivory Feel-G keyboard. The instrument is
ideal for entry-level pianists and families. The user-
friendly panel layout with dedicated buttons provides
easy access to the RP301’s sounds and functions.
The instrument features useful education tools,
including a built-in
metronome and a
twin piano mode.
{rolandus.com}

Available in Soprano, Alto,
Tenor, and Baritone.

www.bariwoodwind.com
WWW.MmYs| om/bariwoc
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Become Part of the

Music & Arts Family

Join the largest instrument rental affiliate
network in the country and experience all we
have to offer!

 Our buying power benefits you in other ways. Enjoy
special partnership rates for many of your business
expenses.

» We operate retail stores and so do you! No other rental
program is more integrated to the retail environment.

* Let our retail experience help you to capitalize on every
dollar. The rental is just the beginning! We help you grow
your lesson, retail and repair business.

* Educator-approved name brand instruments.
* Sales and Marketing support and collateral.

* A dedicated affiliate management team providing sales
and online support (the industry’s largest).

* Expert repair and refurbishment.

* Exclusive student and upgrade lines from
top manufacturers.

For more information, email Dale Thompson at
dthompson@musicarts.com or call 1-800-759-2221.

MUSIC=ARTS

FIND YOUR VOICE MusicArts.com
INSTRUMENTS - LESSONS - RENTALS




SHERLOCI_E SHEET MU IC
HOLMES “%°7°™

emoorea s HANS ZIMMER

#+% SHERLOCK | »
# HOLMES| &

ALFRED | ‘SHERLOCK HOLMES: SHEET
MUSIC SELECTIONS’

Mystery Music

Ifred recently released Sher-

lock Holmes: Sheet Music
Selections From The Warner Bros.
Pictures Soundtracks. ldeal for as-
piring film composers and pianists,
the folio provides an exploration of
the music with solo piano reduc-
tions of three standout selections
from each soundtrack, includ-
ing “Discombobulate,” “I Never
Woke Up In Handcuffs Before”
and “It’s So Overt It's Covert.”
MSRP: $14.99. {alfred.com}

L

Ry

It's afine line.

www.BigBends.com
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HAL LEONARD | ‘THAT’S LIFE’

Hal's Got Talent

al Leonard has unveiled a matching

folio to “America’s Got Talent” win-
ner Landau Eugene Murphy Jr.’s debut
album, That’s Life. The folio features
note-for-note transcriptions of Murphy’s
performances in vocal and piano format.
Songs include “Ain’t That A Kick In The
Head,” “Baby, It’s Cold Outside,” “Fly
Me To The Moon (In Other Words),” “I
Get A Kick Out Of You,” “My Way,” “I've
Got You Under My Skin” and “That’s
Life.” MSRP: $16.99. {halleonard.com}

HLIBRARY LEARN TO PLAY...

iz . 4 )
v L
5

Guitar Workshop with Bigger Than My Body | Neon |
note by note lessons Slow Dancing In A Burning Room |
to five tracks by Gravity | Stop This Train
Michael Casswell

New Star |

tage Stars Records has debuted J
How To Succeed In Business
Without Really Trying. This book for

the current Broadway revival fea-
tures music and lyrics by Academy
Award and Tony Award winner Frank
Loesser. Written by Abe Burrows,
Jack Weinstock and Willie Gilbert,
the book includes an accompani-
ment CD. {stage-stars.com}
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STAGE STARS | ‘HOW TO SUCCEED ...’ flags
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LICK LIBRARY | ‘LEARN TO PLAY
JOHN MAYER’

Play Like
Mayer

ick Library’s new Learn To

Play John Mayer double
DVD set features three hours
of guitar lessons. The DVD
provides note-for-note les-
sons for five songs, includ-
ing “Neon,” “Bigger Than
My Body,” “Slow Dancing In
A Burning Room,” “Grav-
ity” and “Stop This Train.”
The instructor, guitarist and
producer Mike Casswell,
takes the five Mayer tracks
back to the bare notes. The
DVD features a split screen,
so users can see Cass-
well’s fretboard and how he
emulates Mayer’s strumming
technique. {licklibrary.com}
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Make Money Renting School
Band & Orchest struments
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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
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ELATION I FLEX PIXEL WP

Caught on Tape

lation has unveiled Flex Pixel WP, a

10-foot tri-color SMD LED flexible tape
with pixel control and a water-resistant
covering. Each tape features 72 tri-color
LED pixels. The tape offers a variety of
mounting options, and the ability to mount
the tape on nearly any surface using the
optional Flex IP Clip kit allows for
versatility. {elation
lighting.com}
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Inst-ument cables
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Everuthi . u need +o masimize Hie signal
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10 155 cabl /10 vight angle plugs % jackets

Gt Avard Winding Soand with
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R es in minutes!
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Mare Evic

Nashvile GuitaristSinger
Songeiriter/ Producer

Wi MAY C X ic .com

ARRIBA CASES | AC-115, AC-125

Safekeeping

Arriba Cases recently debuted two
soft-shell gear bags, the AC-115
and AC-125. The versatile bags can
accommodate more than 75 dif-
ferent American DJ mobile lighting
fixtures. The Arriba AC-115 measures
9.5 by 9.5 by 13 inches, while the
Arriba AC-125 measures 13 by 13 by
14 inches. MSRP: AC-115, $39.95;
AC-125, $45.95. {arribacase.com}

AMERICAN AUDIO | VMS4.1

Next-Gen
Controller

merican Audio’s new VMS4.1

is a follow-up to the VMS4
MIDI controller and analog mixer.
The VMS4.1 offers better audio
quality and faster process-
ing while retaining all the DJ
performance-enhancing features
of the original. The VSM4.1 lets
users bundle their choice of
Traktor American Audio VMS4
Edition or Virtual DJ LE soft-
ware. {americanaudio.us}
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© Rates: Classified display: $25 per column inch. Reading notices: $1.00 per word; $15 minimum charge. All ads are prepaid. VISA
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BUYERS WANTED

* 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
Sfor our catalog and up to date price lists

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

SHEET MUSIC STORE FOR SALE
In prime Connecticut location since 1975.
Owner retiring.
Contact: Bill Hall, VR Business Sales,
bill@vrnutmeg.com, 203-772-3773.

It all adds up. Rent instruments. Make Money. Be happy.
NEMC Turnkey Licensed Affiliate Program. J

FOR DETAILS
GO TO PAGE
| NATIONAL
EDUCATIONAL

‘m HORGANY

(574) 255-6100
www.hsarolltops.com

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

MUSICAL INSTRUMENT
BUSINESS FOR SALE

Full service Musical Instrument busi-
ness for sale. Established in 1934,
this 9400 sq. ft store offers new
and used instruments, accessories,
rental, and repair. Located in a prime
retail location, the store has gener-
ated tremendous goodwill in its local
area and on an international scale
throughout its history. Voted one of
the 100 top independent retail music
stores nationwide, it is the first stop
for sales and rental of musical instru-
ments throughout the San Francisco
Bay Area. It has been recognized in
national retail publications and orga-
nizations. Annual sales average over
$1.5 million with an inventory valued
at $1 million. A long-term lease is
available. We are looking for a seri-
ous and financially-qualified buyer .
Current owner has been part of the
store for 49 years and is retiring.

Please contact
cosalestore@gmail.com

RENTAL

SERVICE

Make Money Renting Band Instruments
= = = Band and Orchestra Rentals
* NMew and Like New Educator-Approved Brand Name Instruments
( = Personalized Rent-To-Own Program
S — # No Franchise Fee or Inventory Investment
* No Shipping Costs

m u S 1 C = High Commissions Paid the 1st of Every Month
= Exceptional Service

Our Business Is Growing Your Business!

PHHBD
PHHH
$HH

$$
$

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

88 | MUSIC INC. | JULY 2012

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

s en 17725 NE 65th, Suite B235
§ HARMONY gedmond, Washington 98052
e wsimmonds8@gmail.com
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BUYERS WANTED

GUITARS & AMPS

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

*# 30 Top Quality Name Brands
¢ All instruments “Ready to sell”
*# Monthly and Daily Specials =]

(800) 573 '9865 ! with qualifying orde

www.mircweb.com / MIRC

USED

ORAC

| Mention this AD |

|
| FREE GUITAR |

r ]
| PR SIS (U S -

DOWNBEAT.COM

BUYERS WANTED

Liberty Adjustable
Clarinet Barrel

Precision manufactured from aerospace
grade materials, the Liberty Barrel al-
lows you to be in tune under any playing
conditions. No more pulling at the joints or
clumsy rings. Will save you time, money
and frustration. Adjustable in length from
approximately 59mm to 69mm.
Band Director’s Top Pick

RSBerkeley.com
1.800.974.3909 | info@rsberkeley.com

www.pmwoodwind.com

P m 84 7- 869 -?049
woodwind

Chicago’s Best Store for Saxophones
& all other Woodwinds. Great Selection. Expert Repair.

. . ®
Acoustics First
Toll-Free
e 888.765-2900

Materials to Control Sound

and Eliminate Noise™
http://www.acousticsfirst.com
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ASK THE
RETAILER

>>

Dan Grabski

Dale’s Drum Shop
Harrisburg, Pa.

e are really exited about

the new JoJo Mayer pedal
that is coming out from Sonor.
Dale’s is a huge Sonor dealer and
supporter of the products and
company. | feel this pedal is a
great representation of German
engineering and Sonor quality.

Sonor went with a different

approach than most other pedal
manufacturers. Where most oth-
ers are focusing on speed and
“accel or turbo cams,” Sonor
went with a round cam design,
something that is overlooked in
the current market. Other fea-
tures are the self-mounting clamp
and the ability to fold the pedal
in an included compact bag.
These are just a few designs and
attributes that make this pedal
unique in the current market.
| feel this pedal is really going
to make an impact with Sonor
enthusiasts and the new breed
of up-and-coming drummers.

>>
Chris Johnson

Musician’s SuperStore
Westminster, Colo.

think the most exciting new

company that | have seen in a
long time is Blackstar amplifica-
tion. Those guys are the real
deal. Everyone | have met at
the company is truly passion-
ate about guitar amplifiers, and
they have the experience, the
passion and the drive to re-
ally do something special in this
industry. Not only do they have
great people but they also have
the product to back it up. The
amps flat-out rock your brains
out. So when anyone asks me
what up-and-coming product I'm
excited about, those guys are it.

ks

at up-and-coming

Jesse Amoroso

(left, with Roxie Amorosgo,
Cowtown Guitars

Las Vegas

e

compdany or product are
you most excited about?

Echopark guitars are ab-
solutely amazing. Being
a vintage guy, I like them
because they’re a new gui-
tar company with original
designs, but when you pick
one up and play it, they
feel like a vintage guitar
that you’ve had and played
for the last 25 or 30 years.
They’re all 100-percent
handmade, and there’s
no CNC machine involved.
Each one’s totally individ-
ualized, and the guy who
built them, Gabriel Currie,
has a really cool story. The
best-sellers are the Down-
towner set-neck solid-body
guitar and the Triphonic
designs. The guitars are
merchandised right in the
front with all the vintage

stuff. They’ve got that vibe
to them, so I figured it’d be
a good idea to mix them in
with that collection. The
guys that come in look-
ing specifically for vintage
stuff play them.

I also like Lava Cables
because they’re completely
American-made. I stock
Lava’s pedalboard cable
kits and Retro Coil cables.
You can get them in any
color you can imagine,
and they’re incredibly
well-crafted. T know a
lot of pros that use them
and guys that pick them
up just because they look
great. When a customer
comes in asking for a bou-
tique cable, I say you can
get this one at the same

price point.

Souldier is one of the
only straps that I carry.
You can get a strap just
like the one Hendrix wore
at Woodstock or the one
that Neil Young wore
with the peace symbol
and doves. You have the
seatbelt-material back-
ings that are durable and
comfortable; nice sewn-in
double-stitched leather
ends; and cool patterns.

Being a mom-and-pop
shop, our philosophy has
always been to carry the
smaller upstart compa-
nies because they don’t
supply to big-box stores.
It’s always worked for us
because you can’t gdet it
anywhere else.
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THOROQUGHBREDS

IronMarse Head shown mith DHIZ12 Cabinat

[RONHORSE

 40-Watt All Tube Compact Head

e Operates in Fixed Bias or Cathode Bias Mode

* Simple Gain, Bass, Treble, Master Controls

* Three Stage Clean/Pure/Solo Mode Switch

e Hand Selected 12AU7 (x 1), 12AX7 (x2) and EL34 (x2) Tubes
» Series Effects Loop

o Selectable 4 & 8 ohm Outputs for Varying Cabinet Configurations
* Accepts Optional Two Button foot switch

* All Metal Chassis

* Made in Canada

DarkHorse Head shown with DHX)Z Cabinet

DARKHORSE
* 15-Watt All Tube Lunch-Box Head
* Operates in full Power (6VE6) Mode or Low Power 2-watt (12AU7) Mode
* Simple Gain, Bass, Treble & Master Volume Control Set
* Brit / USA / Pure Switch for the Tone Stack
* Uses Hand Selected 12AX7 (x2), 6V6 (x2), and 12AU7 (x1) tubes
* Versatile Speaker Qutputs
(allows Dark Horse Head to drive Varying Cabinet Configurations)
* All Metal Chassis
* Made in Canada

QUARTERHORSE

* 25-Watt Two-Channel Guitar Amp in a Compact Stompbox Format

* On-Board Digital Effects (Tape Echo, Tremolo & Reverb)

* Standard 1/4-Inch Speaker Output Jack Direct Connects to Cabinet
 1/8-Inch TRS Headphone Jack with Speaker Simulation (Doubles as Line Out)
* Rugged Die Cast Enclosure

* Made In Canada

Trayvmnor

Visit www.traynoramps.com for more information on the DarkHorse or any Traynor product.
Distributed in North America by Yorkville Sound



Now this time, don't rush...

INTRODUCING THE ZOOM Q2HD HANDY VIDEO RECORDER.
Brilliant stereo recording and HD video... Now with live streaming.

Peter Erskine uses the Q2HD to record all of his students, even the famous ones. Emm
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