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V-Tour®Series V-Tour® Series DRUM SOUND MODULE

» Ultra-expressive sounds and playability, powered by SuperNATURAL technology
» Improve your drumming with onboard Quick Record and Coach features
» USB for WAV/MP3 song playback, data backup, and audio/MIDI interface
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SONUUS Designed i the UK

Wahoo™

Analog Dual-Filter/Wah Stomp Box
Pure Analog Tone with Digital Control

PURE ANALOGUE
DIGITAL CONTROL;
True Bypass

=

The Ultimate Wah/Filter Pedal Has Arrived!

The Wahoo™ is a dual analog filter stomp box where each filter can be configured as low-pass or
band-pass and operate independently in wah pedal, envelope, LFO, and pitch-tracking modes. The

warm-sounding fully analog signal path is digitally controlled for precision, configurability and
adaptability.

Whether you want to recreate the character of vintage wah/filter pedals or break new sonic barriers,
the Wahoo™ can do it for you.

Warm, organic analog tone * Dual-filter design * Digitally controlled with 100 factory + 100 user presets
Patent-pending pedal sensor that will never wear out * Transparent-True-Bypass switching « Wah pedal, envelope,
LFO and Pitch-tracking filter modes ¢ Future-proof upgradeable firmware ¢« QVDC, 4xAA batteries, USB-powered

) M ou Distribu /:
f facebook.com/sonuus Tile youtube.com/sonuusmusic peterlson
STROBE TUNERS

! www.petersontuners.com
uus.com f ucts

For more product information or to find a dealer visit: www.petersontuners.com
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from VIC.

Fill it with all your must-haves.

Designedito hold 4-5 of
your most important tools.
With a hook-and-strap system

for secure suspension from
the floor tom or snare, an
internal pocket, and an elastic
drum key loop. Keep your
essentials always within reach.

Accessories not included with bag.
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FOR ALL THE SOUNDS IN YOUR HEAD.

(And then some.)

LIVE WIRES {LW)

RUTE 202

——
-

RUTE 303 RUSS MILLER

WIRE BRUSHES (RMWB)

RUTE 505

LEGACY BRUSH (LB)

ROCK RAKE (BRR)

STEVE GADD
WIRE BRUSH (SGWB)

2012 VIC FIRTH COMPANY

HERITAGE BRUSH (HB)

VICFIRTH.COM

JAZZ BRUSH (WB)

@ o . A
VIC FIRTH ¥

. LEADING THE WORLD
Steve Smith with his Signature Tala Wands ONE PAIR AT A TIME
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THE BEST CONNECTIONS
JUST “CLICK”
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“When | walk out on stage, plug in and hear that ié “Man, I'm loving these new American Stage cables!
click, | know that | have nothing else to worry about. ig | find myself plugging the cable in and out just for
| can use any cable out on the market, and | choose & that sound and satisfying POP. Also like the feel of
Planet Waves American Stage cables.” ;ﬁ the new cable itself, and most importantly, loving
..... the sound.”
4 2
\*  BRENTMASON
¥ 4 VISIT US AT
- £

planetwaves.com/americanstage

“American Stage cables sound great, are durable &
give me that extra bit of reassurance, when | plug in
& hear that click.”

AMERICANSTAGE

INSTRUMENT CABLE

MADEINTHEUSA, @) s Addario

affiliates in the US and/or other countries. © 2012 D'Addario & Company, Inc. All rights reserved.
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Four decades of
British half-stack
mayhemina
pedal.Toggle
from crunchy
rhythmto
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

From vintage TS
tones to over
the top insanity,
the Texas
features two
channels for
rhythm & lead.
More fun than a
rattle-snake
neck tie!

Radial

engineering

...power tools for power players”
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WHAT ENDURES

Change—ain’t nothin’ stays the same.
—D.L.ROTH

hat sure sounds right, doesn’t it? Back in 1996, when I joined the

staff of this magazine for the first time, email was a novelty. I didn’t

have a cell phone, and neither did you, probably. MARS Music

had risen over the horizon, and some observers (myself included)

thought that the big box model might just be the only way for MI
retailers to thrive.

And now, I wonder what we did at the office before there were emails to
answer. A friend of mine locks and unlocks her house with her phone (it’s
the same one she uses to pay for groceries). And
the fate of MARS proved that a business built too
quickly and carelessly can get crushed under its own
gravity. Change is a constant.

Still, as T have spent the past few weeks getting
reacquainted with the industry, what has struck
me most are those things which haven’t changed at
all. Our Retailer of the Year, Sweetwater Music in
Indiana, is a new kind of business, to be sure — one
significantly enabled by advances in technology on
multiple fronts. When customers call in, sophisticated
software informs staff about what they have purchased
in the past, and what they might be looking for in
the future. They can suggest proper accessories and
other add-on sales of all sorts. And logistics? Don’t
get me started. The company just plain executes.

While e-tailing always sounds a little hands-off, the fact is, what Sweet-
water is doing is delivering great customer service, in the way that customers
want it delivered. And it gets more old-fashioned than that. When we asked
owner Chuck Surack the key to his success, his response was that he operates
his business by the principles he learned as a Boy Scout.

Now you and I might have more of a rock ‘n’ roll lifestyle than that —
but there is no denying that staying true to his core principles has brought
Surack enormous success. That’s the lesson I took away from all our Retail
Excellence Award winners this year. Change matters. It happens. But don’t
forget the path that got you there. Don’t forget the details.

Speaking of which: 'm indebted to my predecessor, Zach Phillips, who
worked at this magazine for more than a decade before his recent move to
NAMM. When I say that he and the rest of the staff here have built a great
magazine, it’s not empty puffery: They have the 2012 Magazine of the Year
award — an Azbee, from the American Society of Business Press Editors —
to prove it. I hope we win that again — something we can achieve only by
staying relevant to our readers’ business life. Don’t hesitate to let me know
how we might do that better in the upcoming year. I'm hoping, as Mr. Roth
also once put it, to hit the ground running.

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

6 WATTS. HANDWIRED.

« High-gain ULTRA overdrive input

« Watts control — from 1/2 to 6 watts

» Innovative Depth and Texture controls
» All-tube effects loop

« Available as head or combo

« Starting at $319 street

V-Drive [ i
P EDAL VOLUME . TONE
The Ultimate Overdrive. ‘\ i '\\ 3

e \
From clean boost to creamy-smooth sustain to SELECT
raging harmonic complexity, the VHT V-Drive

overdrive pedal's unique controls offer an

amazingly wide range of tones and textures at “
an amazingly affordable price...$99 street.

;

\VDrive  &FEI

VHT — THE WORLD LEADER IN AFFORDABLE HANDWIRED AMPLIFICATION

eroucHTTo vou By THE MUSIC LINK www.vhtamp.com

www.themusiclink.net
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BESTACCESSORY DISPIAYS

FOR PROGRESSIVE MUSIC RETAILERS BN :siic

Contemporary Music
Center Rocks On
e at Contemporary Music
Center would like to thank
Music Inc. for the November 2012
cover story “The King of Rock
Camp.”

Many people have shared
their accolades with me over how
well-written the article was, and
I couldn’t agree more. I would
personally like to thank Zach
Phillips for his exemplary work
not only with this article but
for his years at the helm of the
Music Inc. editor’s desk.

Without the support of our
manufacturers and NAMM,
Rock Camp would have turned
out very differently. Roland,
Bedell, Epiphone, Pearl, Zild-
jian, JamHub and the Support
Music Coalition all contributed
toward this event. It was a mo-
ment where everyone came to-
gether for the common good of
the community.

NAMM’s Jennifer Paisley
emceeing the event gave our
families an inside glimpse as to
why School Jam is one of the
country’s top teen programs.

Finally, I'd like to thank
everyone in the industry who
has taken time out of their busy
schedules to congratulate us.

The music business in general
should be proud of what was
accomplished and the simple
reason is because students were
able to make music in front of a
packed house, receive thunder-
ous applause, and take a bow. It
doesn’t get any better than that.

Menzie Pittman

Jordan Kitt's Thanks
its Supporters

would like to thank Frank, Zach
and Katie for the article regard-
ing our 100th anniversary the

10 I MUSIC INC. |
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in November issue of Music Inc.

I appreciate your thoughtful
comments on the history of the
company, last year’s transition
and the progress we have made
since.

The celebration marking
the anniversary at Strathmore
Mansion in Rockville, Md., was
a fun evening for everyone and
it gave my co-owner Ray Fugere
and I the opportunity to thank
the many people who’ve helped
support Jordan Kitt’s over the
years. We appreciate all the folks
from Yamaha, Roland and Ma-
son & Hamlin (PianoDisc) who
attended the celebration event,
as well as the “old-timers” who
were an important part of the
company in the past. It was like
a family reunion.

We were also able to acknowl-
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edge our current employees who,
as a team, will continue working
hard to make the company what
it is in the future.
Here’s to the next 100!
Chris Syllaba

A Manufacturer’s
Point of View
n response to Myrna Sislen’s
November 2012 column, “Price
Properly or Perish,” I would like
to say I feel the 50-percent mar-
gin she refers to in the piece only
works on new, small ticket items.
Our dealers make a 40-point
margin, and they make well more
than two times what we make
on any given instrument. Out
of that, we then spend a small
fortune on advertising and mar-
keting to try to drive business to

our dealers. In order to be com-
petitive in the marketplace we
try to keep street pricing low for
the consumer. That cost comes
out of our margin. The dealers’
margin remains constant.

I have many knowledgeable
dealers in my network that do
a great job at presenting and
selling my instruments to their
customers.

In order to eliminate the us/
them-manufacturer/dealer rela-
tionship, we try to set up situa-
tions where we work together
with our dealer network through
training, in-store appearances,
co-advertising campaigns, and
any other ideas I may be pre-
sented with.

Ken Haas

A Dedler’s Response
n regards to Sislen’s November
2012 column I would like to say,
“Bravo.”

The big boys, such as Musi-
cian’s Friend and Guitar Cen-
ter, keep us at way too short of
margins. At my store, Route 60
Music in Barboursville, W.V., we
ask how can we compete and still
have pricing credibility? If you
want true small businesses to
hire people and offer benefits we
must be allowed to make enough
to do so.

Thanks to Sislen for her
insight. I will be more like her
when considering new products
from here on out.

Paul Callicoat
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GUITAR STOP KEEPS GOING

uitar Stop just
celebrated its
50th year of sell-
ing guitars — but
it almost didn’t be-
come a music store at all. Founder
Edward Oster, father of current
owner Jeanne Oster, had a driving
school, then started selling insur-
ance, and eventually switched to
selling used office equipment. One
day in 1962, someone brought
an Aria guitar into the store and
Edward bought it on a whim.
Soon, used musical instruments
became a significant part of the
business. “He was referred to as
‘Fast Eddie; because the deals
were so fast,” Jeanne Oster said.
“Somebody would come in and
sell you a guitar, and before the
guy even left the store, somebody
else was handing you twice as
much money to take it away.”
Edward died in 1986, and
Jeanne, who had worked in the
store almost continuously from
the age of 10, took over the op-
eration. In 1987, she moved the
shop to a more affluent area and
started selling mostly new gui-
tars. The store’s diminutive size
forced her to edit inventory care-
fully. Today, the 500-square-foot
shop in Cambridge, Mass., carries
a narrow selection of brands, in-
cluding Squier, Fender, Ibanez,
Gretsch, Guild and Takamine,
most priced under $1,000. Oster

12 1 MUSIC INC. |

Edward Oster
wirthe early days *

of the shop; Inset:

Guitar'Stop today.

also recently started selling uku-
leles and nylon-string Cordoba
classical guitars.

he operation strives to provide

any service a guitarist might
want, including repair work, and
has a strong print music business.
“It definitely brings people in,”
Oster said. But in recent years,
the store’s lessons program has
become a focus. “We could al-
most survive on lessons alone,

which is nice,” said Oster, who

estimated lessons now represent
40 percent of the store’s gross
income. Five teachers, who are
independent contractors, use
small rooms downstairs from the
retail space. Guitar Stop offers
private lessons, workshops and
group classes, including regularly
scheduled “Kid’s Jams” for ages
9-15. (Lessons cost $22.50 for
a half-hour and $45 for an hour;
the group jams cost $240 for
eight one-hour sessions.)

“[The lesson pro-

gram| takes so much
pressure off the sales,”
Oster said. “If 1 sell a
music lesson, I pay the
teacher a percentage, I
det a percentage. I don’t
have to replace any-
thing.” And customers
who come in for lessons might
need strings, a setup or a new
instrument. Accessories represent
about 20 percent of gross sales,
according to Oster.
The classes enjoy a built-in
clientele since the store caters
primarily to beginners and in-
termediate players. And because
the shop is only a few miles from
the prestigious Berklee School
of Music, Oster and her sister,
Joanne, who runs the lesson pro-
gram, can recruit teachers from
the school. That’s probably the
biggest factor in the success of
the program. “The students really
like the teachers,” Oster said. “Of
course, if you don’t have a good
teacher, it doesn’t really matter
about anything else.”

Though there’s competition
from Berklee students who give
private lessons, Oster said that is-
sue is offset both by the fact that
Berklee is a source of teachers
for the store, and by the shop’s
stringent requirements for its
instructors.

“For us to even interview



a teacher, they have to have a degree in
music,” she said. “They have to have five
years’ minimum experience teaching in a
structured situation. They can’t just say,
‘Oh, I taught somebody in my basement’
And they have to be playing professionally.”

The lessons program receives numerous
word-of-mouth referrals due to the qual-
ity of the instruction and thrives, in part,
because students don’t have to make a big
financial outlay.

“The only commitment the student has
is a security deposit of one lesson,” Oster
said. “We have one day’s cancellation notice,
or they have to pay for the time reserved.
They pay for each lesson as they take it.
They’re only committing to one lesson at a
time, although the majority of our students
do take [lessons] for quite a long time.”
Students who prepay for a 12-lesson “pack”
get a 10-percent discount.

On fliers, Oster often highlights the in-
structors’ resumes, and she promotes
the lessons mostly through her website and
social media. The company first launched its
site in 1996, an early entry that Oster said
keeps the store high up in Google searches.
The fact that the Guitar Stop site has more
than 500 pages doesn’t hurt search-engine
rankings either. “We change the site daily if
something comes in,” she said. “If something
goes out, we update it.” Oster doesn’t take
search-engine rankings for granted, and makes
sure the site incorporates strong keywords,
a title for each page, a site map and other
characteristics that keep the shop near the top.

Oster says she’s able to price her mer-
chandise competitively with other online
vendors, though she’s felt the bite of Ama-
zon, especially in replacement parts such
as pickups, pots, screws and pickguards.
Shops selling on Amazon now come up
ahead of Guitar Stop in web searches for
those items. Oster opts not to sell on the
site. “Before [Amazon began selling music
gear| we were shipping out 30 percent of
our monthly gross,” Oster said. “And now
we’re shipping out, maybe, 2 percent.” But
she added that her gross annual income
increases every year, and she attributed
that growth partly to the Web. “People are
finding my site and my gear on the net, but

they’re coming in to buy it,” she explained.

In the end, Oster attributes her success
not so much to any one specific action, but
to constant vigilance toward what’s going
on — changing technology, shifts in the
marketplace and evolving customer de-
mands. It’s a philosophy she learned from
her father, who morphed his business from
a driving school to an insurance agency

»> RETAIL

and then again, to a used-equipment store.
“He was a great businessman, because he
saw opportunities and took advantage of
them,” said Oster. “There are lots of people
who don’t see the opportunities, and then
there are people who see the opportunities
but don’t do anything about it. The great
business people are the ones who see the
opportunities and act on them.”

|CKPORT
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A DRUMMER’S ULTIMATE ACCESSORY
ANY BRAND - ANY STYLE - ANY SIZE

AS SEEN ON TV, ON TOUR, & IN SESSIONS
WITH MANY OF THE WORLD'S TOP DRUMMERS & PERCUSSIONISTS TO

THE SOUND OF THEIR KICK DRUMS

JOTAN AFANADOR
KENNY ARONOFF

TINO ARTEAGA

BILLY ASHBAUGH
VERONICA BELLINO
GREGG BISSONNETTE
JAYSON BRINKWORTH
BOBBY BROOKS
BRENDAM BUCKLEY
GORDEN CAMPBELL
TEDDY CAMPBELL

KEITH CARLOCK

DENNIS CHAMBERS

BILL COMSTOCK

MATT CROWNING
CORTNEY DEAUGUSTINE
FRED DINKINS

DANIEL EAST

STEPHEN FERRONE
BUDDY GIBEBONS

MATT GREINER

REX HARDY, JR.

GERALD HEYWARD
RODNEY HOWARD

RAY LUZIER

THOMAS LANG

ALDO MAZZA

GEORGE “SPANKY" MCCURDY
SAMMY MERRENDINO
JONATHAN MOFFETT
ERIC MOORE, Il

DANTE “TAZ" ROBERSON
DERRICK RODDY
AARON SPEARS

FELIPE TORRES

MATT TRAYNOR

TIM YEUNG

and MANY, MANY MORE!

MITED EDITIOMN
CANDY APPLE RED

Web: www.KickPort.com * Twitter: @KickPort * Facebook: KickPortinternational
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egendary  shredder

Paul Gilbert made a

rare clinic appearance

in August at Sam Ash

Music’s Las Vegas loca-
tion. The guitarist, perhaps best
known for his work with Racer X
and Mr. Big, helped draw a large
crowd to the 31,000-square-foot
location.

Sponsored by Ibanez, the
nearly two-hour event showcased
two signature models from the
manufacturer. Gilbert played
with area bassist Craig Martini
as well as Al Vetere, percussion
product manager at Sam Ash
Music Corp. “The guy clearly
just loves to play,” said Vetere,
who backed Gilbert on a Tama
Starclassic Performer B/B drum
kit. “Paul is a very passionate
musician.”

Gilbert performed a whimsical
selection of rock classics, kick-

14 | MUSIC INC. |
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ing off the event with a medley
of ZZ Top’s “Waiting For The
Bus” and “Jesus Left Chicago.”
He refrained from playing tunes
from his own catalog, opting in-
stead for an eclectic set list that
included the Joe Walsh classic,
“Rocky Mountain Way,” Stevie
Wonder’s “Living For The City,”
and “What A Fool Believes,” by
Michael McDonald.

Throughout the event, Gil-
bert spoke about his inspirations
and technique, and answered
questions from the audience.
Attendees heard Gilbert speak
on the importance of keeping
time with the foot.

Mike Aurigemma, director
of Merchandising and Special
Projects for Sam Ash, made a
special point of helping with the
clinic’s production. “Being my-
self a refugee of the ‘80s, I think
Paul Gilbert is one of the finest

SAM ASH HOSTS 80s ICON

3

guitar players on the planet,”
he said. “Al and Craig did an
amazing job backing Paul up.
It sounded like they had played
together before which was not
the case. They learned the songs
in the green room about an hour
before they went on. We collec-
tively pulled off one of the best if
not the best clinic in the history
of the company.”

Also in attendance was Sam-

Gilbert plays ~

Gilbert (above) drew a big crowd in Vegas.

my Ash, COO at Sam Ash, who
agreed with Aurigemma’s assess-
ment — and who was quick to
throw some kazoos on stage
when Gilbert mentioned that
he sometimes likes to compose
solos and melodies on the instru-
ment. “I still get chills from what
I saw and how it went down,”
Ash said. “This was possibly one
of the greatest clinics we have
ever had.”
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Al set for Te Big Beat

1he

n October, Stebal Drums of Wil-
lowick, Ohio, sponsored The Big
Beat, an annual charity drum-
ming event. It was the second
year in a row the store organized
the fundraiser, which was held at
a high school gym in the Cleve-
land suburb of Mentor, Ohio.
Since 2008, the Big Beat,
which attempts to achieve the
greatest number of drummers
playing the same beat at the
same time, has been sponsored
by Five-Star percussion dealers
throughout North America. Funds
raised go to The Mr. Holland’s
Opus Foundation. Stebal Drums
has raised $30,000 since 2008.
Tom Shelley, president of
Universal Percussion, donned
a skeleton suit and performed
several songs, including a ren-
dition of “Gangnam Style.”
Universal Percussion do-
nated $1,000 in gear to be
raffled at the event.
“The whole thing went even

better than expected,” Shelley said.

“We had more than 100 drum-
mers on the floor, and | brought the
kids up on stage at the end, and
showed them maracas, claves, and
timbales. Maybe it will get some
more kids interested in drumming.”

ANTHEM'

musical instruments

“Anthem’s Freedom
Pricing and internet
policies allow dealers
to control margins,
which simply means |
can make more
money on rentals and
keep the customer’s
attention on the
value.”

978-667-3224

ANTHEMINSTRUMENTS . COM
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COWTOWN GUITARS |

COWTOWN
PUTS IT IN PARK

(11 ARK(ing) Day” is described on its website as “an an-
nual worldwide event where artists, designers and citizens

transform ... parking spots into temporary public parks.” On at

least one stretch of sidewalk in downtown Las Vegas this past

September, that meant a residency by the Gib-

son Guitars bus in front of Cowtown Guitars.

“A lot of people in Vegas did it,” said Roxie Amo-
roso, who co-owns the shop with her husband, Jesse.
“The idea is that you take over metered spaces —
we have those in front of our shop. There was sort
of a street fair behind us — kids running around,
people on the sidewalks with beers, food trucks.”

Along with plenty of fun, the store also saw a good
bit of foot traffic, helped in part by the presence of Rick
Harrison, from the popular Pawn Stars TV show. Jesse
serves as the program’s guitar expert when the pawn
shop is trying to provide a valuation on an instrument.

“We had a lot of really great vintage stuff out and play- (v
able,” Roxie said. “One that sold was one of the guitars on . Amoroso and reality
display, a ‘64 White Epiphone Crestwood Custom. Any- star Rick Harrison
time we stay open later we take advantage of it.”

Bring a Holiday

flg ™

Add Music Glfts to

. '!r
AVAL 2 gifts.com ._
Albert Elovitz, Inc. 412.683.2900 NO MINIMUM ORDER I I J
i
L]

1 8 0 u 2 3 3 2 8 n 0 3001 Penn Avenue Fax:412.683.3110  Sales@aimgifts.com
- - = Pittsburgh, PA 15201 subject to availability  Dealer Net Pricing
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LARRY’S MUSIC
KEEPS A PROMISE

Larrys Music Center, a two-location
company with stores in Wooster and
Millersburg, Ohio, recently kept a tweeted
promise to a longtime customer. The
customer was Josh Krajcik, who reached
the finals on the X Factor TV show.

“Josh was a local guitar player,”
said store manager Gabriel O’Brien.
“He grew up in Wooster, and he taught
here for a couple of years. He bought
a lot of guitars here over the years —
and his Dad bought a guitar here over
the summer.” The store owner’s wife
was once Krajcik’s piano teacher.

Store staff tweeted that if Krajcik
won, they would give him a Fender
American Standard Stratocaster. Kra-
jcik was the runner-up — but the
store made the gift anyway.

GUITAR CENTERI

Trojom Leaves Guitar Center

regory Trojan has left
his post as Guitar Cen-
ter CEO to join BJ’s Restau-
rants, a 127-store, casual-
dining chain headquartered
in Huntington Beach, Calif.

BJ’s announced that Tro-
jan will join the company
as president and a director
effective Dec. 3. Gerald W.
Deitchle, the company’s
current chairman, presi-
dent and CEO will retire as
CEOQ effective Feb. 1, 2013,
and Trojan will succeed him in that role.
Deitchle will continue as chairman of the
company’s board of directors.

In 2007, Trojan joined Guitar Center
Holdings, Inc., the privately held retailer
of music products with annual revenue in
excess of $2 billion. Guitar Center currently
operates 232 Guitar Center stores in 43 states
and 109 Music & Arts stores in 22 states.
Trojan initially joined GC as president and
chief operating officer and a director. He
became CEO in November 2010.

Prior to GC, Trojan served as CEO of

Gregory Trojan

House of Blues Entertain-
ment and of California Pizza
Kitchen, and held various
positions within Pepsi-
Co. Earlier in his career,
Trojan was a consultant at
Bain & Company and Arthur
Andersen & Co. Trojan, 53,
and his family currently re-
side in the Los Angeles area.
, J “BJ’s has cultivated a
| truly unique concept in
l the casual dining space,”
Trojan said in a press re-
lease. “I look forward to bringing BJ’s great
food and service to many more guests and
markets to come.”

Trojan signed a five-year contract with
the chain with a base salary of $850,000
annually. In addition, he will receive a
$350,000 signing bonus, an annual bonus
of no less than 80 percent of his salary and
stock options — with an approximate value
of $3.75 million — during the course of
his contract.

At press time, GC had made no announce-
ment on a successor to Trojan.

“We appreciate
Anthem’s internet
and territorial
policies...

...You’re a boost
for our company,
especially in
today’s economy.”

Bart Breber
Breber Music

Elkhorn, WI

978-667-3224

ANTHEMINSTRUMENTS . COM

IMUSIC INC. | 17



&) NAMM

believe in music

ADVERTORIAL » DECEMBER 2012
visit us online at www.namm.org

Thank You

In my retail past, this was the season we'd go extra lengths
to thank those who shopped with us throughout the year,
parents who brought their kids in for lessons, music teachers
who worked closely with us, vendors who supplied us

with the right products and programs, and, perhaps most
importantly, our staff who made “all the trains run on time.”

So in that spirit, we'd like to thank you, our Members, for

all you've done for the association this year. So many of you
have given generously of your time and talents that it's tough
to know where to begin.

I'll start with the 29 incredible individuals who make up our
Board of Directors and Executive Committee, businesspeople
volunteering their time and energy to improve the association
and the industry for all. To the current Board and the
hundreds of Board alumni who remain close friends, we

are grateful for your continued leadership.

Nearly every NAMM Member company from around the
world came to one of our shows this past year. Thank you

to our exhibitors for bringing their best ideas to market at
the shows, to our buyers who came to plan their purchases
and strengthen their relationships with vendors, and to the
NAMM U speakers who volunteered their time and ideas.
The NAMM Show is your show, and we're grateful for your
trust in us to continue providing this service to the industry.
A big thank you also goes out to our partners who helped us
produce the best trade shows possible. It takes thousands of
people working long hours before the show opens to provide

Note from Joe

It's the last month of the year and hopefully a busy time for our NAMM Member
retailers, with holiday sales peaking between Thanksgiving and New Year’s.

And, just as dealers scramble to meet the needs of their customers, manufacturers
are busy making last-minute holiday shipments and readying their new products for
debut at the upcoming NAMM Show. While this was yet another challenging year
for many NAMM Members, perhaps now is a fitting time to recognize some of the
reasons we have to be thankful.

a safe, efficient and productive environment for our Members
and their guests.

In addition, we'd like to express our sincere appreciation

to all the NAMM Members who've worked diligently to
strengthen music education. Many made the trip to
Washington for the annual Advocacy Fly-In, and Members in
communities all around the world used market development
programs to create more music makers locally. Because of
you, school music programs have been strengthened and
saved. As a result, hundreds of thousands of students picked
up an instrument for the first time. Thank you to the many
national arts organizations that lobbied for music education
with us, and to our Members who worked tirelessly on
regulatory reform for intellectual property, health insurance
and environmental issues.

This past year, your NAMM staff worked diligently and
creatively to assist and represent you, and | would personally
like to recognize this dedicated team. It’s an honor to work
with them to serve this great industry.

Thank you for everything you do every day to bring music into
the lives of your community. We are all so lucky to be in an
industry that provides joy and meaning to the world.

e il

Joe Lamond
NAMM PRESIDENT AND CEO

o-date on the
ews e-newsletier

Happy holidays,

To keep up:t
lished by NAMM.
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at info@namm.ore.
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> PreSonus
Holds annual PreSonuSphere

> The Music Link
Distributes Shadow Electronics

> D’Addario
Offers employees free violin
lessons

From left: Anthrax’s Scott
lan, bassist Billy Sheehan,
Slayer’s Kerry King,
Pantera’s Philip Anselmo,
Slayer’s Dave Lombardo
and Gary Holt, Anthrax’s
Charlie Benante and Frank
Bello with Samson’s Mark
Menghi (bottom center)
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SAMSON | BY HILARY BROWN
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MAKING THE BRAND

atrons expecting a tra-
ditional music work-
shop at New York’s
Gramercy Theatre

were in for a rude
awakening on Sept. 7.

Hordes of sweaty music fans
in ripped jeans, leather jackets

20 I MUSIC INC. |

and Iron Maiden t-shirts head-
banged in unison as heavy-metal
luminaries shredded through
their most famous, face-melting
riffs. Samson Technologies’ Metal
Masters 4 — a unique clinic that
fuses music school with mosh
pit — is the stale guitar lesson’s

welcome ass-kicking.

“People are starting to rec-
ognize how we’re taking the
‘clinic’ to a whole new level,”
said Samson Director of Market-
ing Mark Menghi.

Menghi is the tattooed, busi-
ness-savvy architect behind the

Metal Masters blueprint: Heavy-
metal alumni of bands such as
Slayer, Pantera and Anthrax
pilot a full-fledged educational
workshop-slash-jam session, all
while simultaneously promoting
Samson, Hartke and Zoom gear.

“The clinics I do solo are




mostly Q&A and signing,” said
clinician and Anthrax guitarist
Scott Ian. “Metal Masters is a
full-blown concert!”

But beneath MM4’s epic
end-product is a meticulously
executed brand-recognition ini-
tiative. Like any concert, Metal
Masters survives on artist loyalty
and a diligent crew — and this
year, Samson has tapped a rather
unexpected collaborator.

n February 2011, Menghi re-
ceived a phone call from former
Dream Theater drummer Mike
Portnoy that directly inspired
Metal Masters 1. Portnoy had
seen online video clips of the
clinic in its embryonic stages —
modest in-store events at Sam
Ash in Manhattan and former
Boston retailer Daddy’s Junky
Music — and wanted to come
on board. But at the official trial
run at Sam Ash’s Cerritos, Calif.,
location, the turnout generated
by Portnoy and his fellow clini-
cians was unprecedented.
“There were hundreds of
kids,” Menghi said. “People
were moshing in the store — but
gear was being sold. It was really
about getting people into music
stores in the tough economy.”
Portnoy is a prime example of
how Metal Masters is promoted
with the rock ‘n’ roll mentality
in mind: It thrives off the un-
derground buzz incited by Sam-
son’s trusted stable of endorsers.
That grassroots promotion, said
founding Metal Masters clinician,
Anthrax bassist Frank Bello, reso-
nates with legions of rabid fans.
“Samson, Hartke and Zoom
understand how loyal the metal
audience is,” Bello said. “The
metal audience is smart. They
know that metal players want to
use the best gear that works for
them, so it works for everybody.”
Branding and product place-

ment — not to mention, tons of
Samson swag — are vital to the
Metal Masters enterprise, Menghi
explained.

“We consider this advertising,”
he said. “Every kid that walks out
not only gets the experience, but
also drumheads, posters, picks ...
We make sure everyone walks out
of the building with something.”

He added that the show was
even streamed live on the Web
via one of Samson’s hottest new
products, the Zoom Q2HD Re-
corder. “A lot of our gear is not
visible, so we’re letting people
know that there’s so much more
than a guitar and an amplifier.
There’s microphone stands, ef-
fects pedals — all kinds of stuff.”

t MM4, it wasn’t just the
eavy-metal ~ who’s-who
that drew crowds. It was also

SUPPLY «

Clockwise, from left: Si MII Satellite Radio’s
Jose Manglin (Ieft) amd MeRighi; Samsor’s David
Hakim, Metal Masters Booking Agent Mike Mon-
terulo, Menghi, Samson’s Jack Knight and Hartke
Systems’ Larry Hartke; Anthrax guitarist Scott lan

instructs a fan; Metal Masters4 final concert.

the crew behind the scenes that
contributed to the event’s mar-
keting strategy. One of the major
power players was Guitar Center,
who co-sponsored the event. It’s
the first time that Samson and
GC have ever shared a stage
as sponsorship partners, and
Menghi refers to the promising
potential of the GC and Samson
promotional team as a “double-
headed dragon.”

“Guitar Center has a killer
marketing department,” said
Menghi, who added that GC
had expertly controlled an MM4
meet-and-greet at the big box’s
Union Square location the day
before. “I've never seen a signing
coordinated like that. You have
eight guys sitting at a signing
table. You’re thinking it’s going to
be a mess, but it was the complete
opposite — very professional.”

Samson also took a multi-

pronged approach with its lim-
ited-but-effective public-relations
campaign, tapping metal mag Re-
volver and Jagermeister as fellow
collaborators. It also promoted
MM4 through GC and Revolver’s
highly visible Facebook pages.

“Our organizers were spot-
on,” Menghi said. “From FUSE
to Rolling Stone ... the interest
level of the press was amazing.”

And the performers agree
that, compared to years past,
MM4 was the most fluid produc-
tion of the bunch. “It felt very
‘pro’ from the point of view of
running it like a show,” Ian said.

But whether its amping up
the talent or bringing the show
straight to Times Square — as
was the case with MM2 — Meng-
hi always tries to take next year’s
event up to 11. In metal, after
all, it’s bigger, louder and faster
that matter.
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AP INTERNATIONAL |

AP Now Offered on

ProActive Network

AP International recently joined Pro-

Active website’s e-commerce network.

This means that dealers can now get a

new website preloaded with all autho-

rized products from all of AP’s lines.
Dealers may fill orders from

their own stock or upload the

order to AP International for

drop-shipping. {apintl.com}

AUDIO-TECHNICAI

Audio-Technica Keeps it
Real in Treme
The New Orleans-based HBO TV
series Treme features many scenes
where music is recorded on site during
filming. The show’s music recordist,
Robert C. Bigelow,
chose Audio-
Technica micro-
phones to capture
the show’s tunes.
Bigelow said
Audio-Technica
gives him the
ability to capture a huge palette of
sound using just a few mics. Some
of the mics he uses include the A-T
BP4027 and BP4029 Stereo Shotgun.
“They’re incredibly versatile and I’ll
use them on instruments from a trom-
bone to a piano,” he said. “They’re
very easy to hide — unlike other

PRESONUS |

Clinican Craig Ander-
ton leads a seminar

PRESONUSPHERE
DRAWS A CROWD

reSonus held its PreSonuSphere

2012 on Sept. 28-29 at the Shaw
Center for the Arts in Baton Rouge,
La. The second annual user confer-
ence brought 481 musicians, producers,
engineers and professionals together,
nearly tripling the attendance of the
2011 event. “PreSonuSphere 2012 was
a great opportunity for us to listen to
our customers, as well as to help them
better solve their live-sound and record-

ing challenges using our products,” said
Jim Mack, PreSonus CEO.

The event included performances by
The Michael Foster Project and Papa
Grows Funk. Seminars included Break-
fast with the Chiefs, a panel discussion
featuring PreSonus executives and staff
offering tips and techniques for the
company’s StudioLive digital mixers
and Studio One music-production
software. {presonus.com}

clip-on mics.” {audio-technica.com}

Save Time Scheduling Lessons!
2700+ Clients

MUSIC

Lesson Scheduling & Billing Software

» Time Clock

+ Web-based

« Online Registration
* Recurring Billing

“Jackrabbit has features that we now depend on to help our
school run efficiently. Jackrabbit's flexibility has enabled us to
manage our unique class combinations within the software
structure. Our confidence with the information we use and
provide to families is much higher than ever before. "

— Valentina Jotovic - Hunterdon Academy of the Arts

FREE TRIAL:
JackrabbitMusic.com
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HOHNER |

Hohner Launches
New Websites

H ohner recently overhauled its global network of
websites. The new sites offer such features as
video workshops and tutorials for harmonica ser-
vice, a harmonica customizing section, artist videos,
free harmonica lessons and interactive galleries.
“We’ve been planning this website upgrade

for quite some time,” said Scott Emmerman, direc-
tor of marketing and sales. “This new website gives
us more tools and much greater capabilities with
which to promote our brands.” {playhohner.com}
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THE MUSIC LINKII

TML PARTNERS WITH SHADOW

he Music Link is now distrib- always seeking the latest technol-

uting Shadow Electronics ogy, we saw an opportunity,” said
products in the United States. In Scott Thompson, vice president of
addition to specialized pickups, sales for The Music Link. “We felt
Shadow Electronics also builds the The Music Link could fill a market
E-Tuner, a humbucker frame tuner. niche that would be a win-win for

“Recognizing that electronic everyone by expanding the Shadow
accessories bring high margins brand through our strong U.S. dealer
to dealers, and that players are network.” {themusiclink.net}

Thank you to all who voted for the Acrylic Series as a recipient of the

Product Excellence Award! - J_ - BSeap

= Mop:Trgeworks Chimes crew

Wil their certificate; Below:
<" The record-breaking chime

TREEWORKS CHIMES |

TreeWorks
Breaks Record

he Guinness Book of World Records offi-

cially certified that Nashville, Tenn.-based
TreeWorks Chimes recently built the largest
chime ever recorded. A collaborative effort
between Mitch McMichen of TreeWorks
Chimes and Tom Shelley of Universal Per-
cussion, and the record was broken at Drum
Fest — a Universal Percussion sponsored
event in Columbiana, Ohio.

The record-breaking chime features 1,221
hand-tied chime bars and weighed in at
about 140 pounds and more than 64-feet
long. {treeworkschimes.com}

XCHANGE |

Xchange
Overhauls Site

Xchange Market Platform has launched
its new website, featuring a more
visual and better reference for the software
brands and titles available on the platform.
Xchange Market Platform is a point-
of-sale activation system that enables
software vendors to sell software li-
censes in the retail channel through a
web portal. According to Xchange Gen-
eral Manager Paul Fattahi the platform
helps reduce time, distance and costs
associated with selling software in the
retail space. {xchangemarket.com}

crushdrum.com
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Find Levy’s Leathers on:

B it
L= | L Tube
NORTH AMERICA TOLL FREE PHONE & FAX

1-800-565-0203 1-888-FAX-LEVY (329-5389) Your guitar is worth it.

Levy’s Leathers Limited 190 Disraeli Freeway, Winnipeg, Manitoba, Canada R3B 2Z4
Tel: (204) 957-5139 Fax: (204) 943-6655 email: levys@levysleathers.com WWW.Ievysleathers.com
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D’ADDARIO |

«

D’ADDARIO
INSTRUCTS

EMPLOYEES

he D’Addario Foundation,

a non-profit committed to
assisting music growth and ap-
preciation, recently directed its
efforts towards the home front
by offering free violin lessons to
D’Addario employees and their
children.

The lesssons are taught by
D’Addario Bowed Product Man-
ager Lyris Hung, who came up
with the idea.

“I approached Suzanne
D’Addario (who runs the Founda-

tion) about the idea of providing
rental instruments,” Hung said.
“She immediately approved, say-
ing that this project was very
much in line with the type of
things that the Foundation loves
to support.”

Hung has been teaching the
lessons since April and plans on
having a special performance
in December. On average, she
teaches between 2-4 students
at one time.

“T’ve always had a passion for

Lyris Hung (left) teaches — o
D’Addario violin students &

education and believe that learn-
ing music of any kind enriches a
child’s development,” she said.

Hung also said she originally
decided to start the program to
help bring more music into the
lives of the production personnel,
especially with public schools
cutting out music programs.

“I felt this was a vital time to

start something like this,” she
said. “Additionally, D’Addario
has always been a family com-
pany and one that invests in its
families, as well as a company
heavily invested in music edu-
cation. This lesson program,
for me, combines both of those
concepts into one package.”
{daddariofoundation.org}

asterope.com - fishman.com
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APPOINTMENTS

Harmomn Promotes
Fitzgerald Head Head

arman recently promoted

John Fitzgerald to the posi-
tion of vice president, general
manager of the amplifiers and sig-
nal processing strategic business
unit. The move follows the retire-
ment of Rob Urry who served at
Harman for more than 28 years.

“As we look back on Urry’s
remarkable contribution to our
organization and our industry,
we also look forward to a new
era of success under Fitzger-
ald,” said Blake Augsburger,
president of Harman. “John is
a proven leader with a demon-
strated capacity to get results. For our customers and channel
partners John’s leadership means we’ll have a high volume of
exciting new products to show. For our organization it means
we’ll have an excellent manager with great ideas and for other
stakeholders this appointment is a signal of Harman’s intent
to evolve and grow while respecting our roots and culture.”

Fitzgerald joined Harman in 1997 and has since been
appointed to increasingly senior positions with customer-
facing and operational responsibilities. {harman.com}

John
Fitzgerald

Brown Nabs Executive
Position at Five-Star

at Brown, principal at The Brown Group, '

has been named executive director of the
Five-Star Group of independent drum shops.
Brown, whose background includes
seven years at Fender and 27 years at
Pro-Mark, is a former co-director of
the Percussion Marketing Council and
past winner of the Percussive Arts So-
ciety’s President’s Industry Award.
“Pat has been a fixture in the percus-
sion industry for years,” said the Five-
Star board when making the announce-
ment. “He knows the vendors and the
store owners and, most importantly, the percussion
business. It’s a natural fit.” {thebrowngroup.com}
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IT'S A PASSION FOR EXCELLENCE THAT INSPIRES EVERYTHING WE DO,

BUT A ROUND OF APPLAUSE FEELS PRETTY GOOD, TOO.

THANKS TO MUSIC INC. AND ITS READERS FOR HONORING OUR HARD WORK.

KAWAI AMERICA CORPORATION WWW.KAWAIUS.COM




A family RESEMBLANCE.

VERNE Q. POWELL FLUTES

BOSTON

Thank you to Music Inc. readers for voting us
one of the years MI Best products!

music

PRODUCT
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One Clock Tower Place Maynard, MA 01754 USA p 978.461.6111

www.powellflutes.com
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BY FRANK ALKYER, HILARY BROWN, JEFF CAGLE, ED ENRIGHT,
KATIE KAILUS, ZACH PHILLIPS, DAVID WOLINSKY AND DAVID ZIVAN

Music Inc’s 2012 Excellence Awards honor 10 retailers
and 10 suppliers who have gone above and beyond
this year, improving their businesses and their
bottom lines. Voted on by their peers, these companies
discuss their successes, as well as their tried-and-true
strategies for running a better business. Learn from

these stories, and take them with you into 20

DECEMBER 2012
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Success

An e-commerce giant confinues
to grow, bringing old-fashioned

service to a brave new world

When you ask Chuck Surack about the secret
to his success, he’ll tell you there’s no secret.

“It’s ‘Do the right thing,” said Surack,
the founder and president of Sweetwater
Sound, Fort Wayne, Ind. “I was in Boy Scouts,
and I believe in what they teach. Scouts are
trustworthy, loyal, helpful, friendly, courte-
ous, kind, obedient, cheerful, thrifty, clean
and reverent. Those are great philosophies
for a teenager to live by. They’re great phi-
losophies to live in our personal life. And,
frankly, they’re great business philosophies.”

While that approach provides a sturdy
foundation, Surack and his staff nearly 500
employees have learned a thing or two since
his Boy Scout days. The owner says that,
in its 34 years in business, Sweetwater has
never had a down year. Surack said Sweet-
water is on track for 20-24 percent growth
in 2012, which could mean sales of nearly
$250 million by year’s end.

“T wish I could tell all the other retailers
that there’s a magic pill,” he said. “I'm sure
as we’ve gotten big, they say we have all
these advantages. But it’s really just focus-
ing on the basics. It’s blocking and tackling
— focusing on every individual customer.”

The Sweetwater model is unusual for U.S.
musical products retailers. First, everything
is done under one very large roof in Fort
Wayne, operating from a 180,000-square-foot
facility that was built six years ago. There,
Sweetwater has a stunning brick-and-mortar

DECEMBER 2012

showroom that will deliver about $6 million
in sales for 2012, and one of the deepest
e-commerce sites in the industry. But the
bulk of the company’s sales come as a di-
rect result of 200 highly trained, well-paid
sales engineers and managers. And a rich
database of more than 2 million customers.

“I hear all the time, the advantages we
have in not collecting sales tax, but I can
also tell you I wrote a tax check that was
$2 million for a quarter,” Surack said. “I
have other expenses that local businesses
don’t have. Clearly I have some advantages,
such as having a lot of people in one loca-
tion and creating economies of scale. But
frankly, with purchas-

ing today, the vendors SWEETWATER
are very transparent SOUND

and ethical, and I

. Fort Wayne, Ind.
don’t get quantity

. PRINCIPALS
discounts they used Chuck Surack
to give. Maybe I save FOUNDED

a little bit on shipping 1979

because I'm getting E'\(/;BIfYEES
a pallet load, but the s
whole FTC investi- 1

gation and all kinds ANNUAL REVENUE

of other things have

About $250 million

made vendors pretty !

darned careful about making sure the prices

they give are on a published price list.”
While most of the industry retrenched

during the recession, Sweetwater contin-

ues to expand. This year, the
company broke ground on a $24
million, 110,000-square-foot ad-
dition to its campus that will
increase warehouse space and
create room for more sales pro-
fessionals. Each of the facility’s
three floors has room for about
350 sales people.

“You can do the math,” he
said. “We have room for a sales
department of 1,050. ’'m not say-
ing we’re going to equip those
floors exactly the same way, but
we wanted to build some expan-
sion room in because every time
T’ve built in the past, I haven’t
built enough.”

Simply hiring more people
doesn’t drive sales, of course.
Sweetwater puts each new sales
engineer through a rigorous in-
terview process, then a 13-week
training period before they take
or make their first call. The en-
tire sales team receives training
from 8-9 a.m. every Tuesday and
Thursday. Employees who are
not meeting minimum sales stan-
dards (the average Sweetwater
sales engineer does well over $1
million in sales annually) are
given more training. As a result,



turnover at the company is low
and motivation is high.

Not waiting around for busi-
ness is at the heart of that mo-
tivation.

“In our case, 82 percent of
calls at Sweetwater are outgoing
calls,” Surack said. “We drive
the business because we have a
relationship with the customer.
It’s amazing, whether they’re sur-
geons, attorneys, accountants, or
whatever, they’re in this because
they love this. Doctors will take a
break from surgery because they
want to talk to their friend Steve,
the Sweetwater sales engineer.

“Just like your local store
knows every customer who comes
in the store and knows what kind
of instruments they have or don’t
have or what their dreams or as-
pirations are, those are the kinds
of things we do, too. We just do it
on the telephone all the time and
we have 150 sales folks develop-
ing personal relationships with
anywhere from 2,000 to 5,000 or
6,000 customers. That’s where
our advantage is.”

And that’s the true secret of
success for the 2012 Music Inc.
Retailer of the Year.

Chuck Surack

Photo by Steve Vorderman
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When David Kalt, the former CEO of online
brokerage and trading firm optionsXpress,
purchased Chicago Music Exchange two
years ago, his first order of business was
to upgrade the computer systems.

The 22-year-old Chicago dealership’s cozy
aesthetic and plentiful inventory already at-
tracted a loyal high-end clientele. So rather
than boost CME’s product offerings, the self-
proclaimed “technology guy” spearheaded
a promising email-capture campaign. It was
a baby step toward Kalt’s ultimate goal: rep-
licating the in-store experience on the Web.

“I already had a kick-ass shop,” he said.
“I'm trying to electronically connect to our
customers in a very proactive way.”

CME regularly produces a steady stream
of online videos, from pedal demonstrations
to restoration advice. All those efforts have
incited a marketing bonanza that has helped
Kalt expand his dealership by 15,000 square
feet and add another inventory warehouse.

alt credits the quality of CME’s social
media with improving its bottom line.
“Lots of people make lessons videos, but
many are done in an amateur way,” he said.
He never overlooks the importance of top-
notch lighting and sound, especially when
the proper reproduction of a product’s tone
is critical. For that reason, he has enlisted a
dedicated video-production and e-commerce
staff in addition to his 22-person sales team.
“I had to figure out how to bottle and
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Film
School

Online videos build a
Chicago shop’s fan base
— and its bottom line

package [the brand],” Kalt explained. “Face-
book and YouTube are mediums. But it’s
the content, not the medium, that draws
people in.”

Perhaps the greatest example of this ap-
proach is CME’s “100 Riffs (A Brief History
Of Rock ‘N’ Roll)” video, which has garnered
more than 3.8 million hits. In the video, a
medley of 100 guitar licks is performed over
one 12-minute take by CME salesperson Alex
Chadwick. It includes graphics of each song
title and is carefully staged so Chadwick’s
hands and stock Fender ax are visible.

“We did it professionally,” Kalt said.
“Anyone struggling to play those songs is
blown away. And all
the non-musicians
who hear them in a
nice medley like it
equally.”

CHICAGO

MUsSIC
EXCHANGE

Chicago
PRINCIPALS
Sometimes, the David Kalt
attention CME FOUNDED
. . 1990
receives from its well-
. . EMPLOYEES
maintained collection 23

of videos is more than STORES
Kalt anticipates. Many
professional recording
artists to whom he’s

ANNUAL REVENUE
$8.5 million

————
sold gear — from

Slash to Wilco’s Jeff Tweedy — found CME
through an online demo.

Kalt always seizes the opportunity to
recruit his rock star clients as video sub-

jects. The result is what he calls
a “symbiotic relationship” that
benefits both parties on a pro-
motional level.

“I had this band here, Yonder
Mountain, who created an im-
promptu video,” Kalt said. “We
put it on Facebook and on our
blog. Suddenly, Yonder Mountain
fans were introduced to us, and
we were introduced to them.”

The synergy has also been
working for pedal suppliers such
as JHS, Jackson Ampworks and
Fulltone. Kalt constantly com-
municates with manufacturers,
who sometimes contact him of
their own accord.

“There are lots of suppliers
that use us to help showcase their
product, because they love our
videos so much,” he said.

Above all, Kalt wants CME’s
online presence to function as
the perfect complement to its
longstanding reputation of qual-
ity products and knowledgeable
employees. He thinks that’s es-
sential in today’s industry.

“I can’t just be good at retail
or online in this environment,”
he said. “All of the great eye can-
dy on our website can be equally
pleasing to our customers. That’s
what 'm trying to create.” —-HB
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Folkmusician.com stays
small, sees big growth

Fear rtant
ﬂg

after foundmg his _e- t%ﬂ
ompany, lemuswlan .com, he had elght

on staff and a booming busmess
n, the 2002 dock strike cut off his new-
duct supply. He
d almost had to close shop.

w weeks of no
soever,” said Fear, who runs
with his wife, Amelie.

The Reno, Nev.-based e-t: . which
specializes in mandolins, came back fr
near-death as a leaner operation. Its st
shrunk to j

ompany

wife team and
one part-timer.
And while Fear
acknowledged
that he’d like to
rebuild his work-
force eventually,
the benefits in
stability  and
profitability are
clear.

Reno, Nev.

Robert and Amelie Fear
1999

2

1

< $1 million
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couldn’t fulfill orders |

ess that had been goi uage the different adjustment
rate, it was really har any makes when settfng-u

es W],t-c

the husband-and-

line. “People are not contacting

“We’re older and
“We’ve stayed small
son. I'm going to be
here on out.”

ONLINE OVERHAUL

ear can keep up this leve
service, he sala because o
areas of his business ar
automated and streamlined.’
plans to build on

COMPEI1NG THROUGH SETUPS !_

us1c1ai com’s We&lte
nstakmg but accessible

page on
details 1n

in. Everything from brid:
to the action gets tweaked &
ment goes out the d
other factor, Fear attributed his co
tability to this service. He even call
‘the main thing” that drives his b

“I'm honestly not aware of a
dealer that’s doing the level of setup
that we are,” he said.

The setup page has been linked to e
individual product page on the site to ensure
shoppers recognize the service. Still, Fear
admitted the page doesn’t go deep enough
for his tastes. “As time permits, I do plan to.
elaborate on it, even possibly adding videos ™,
and such,” he said.

The setups can be a lot of work-— much
of which Fear does himself — but they’ve
become Folkmusician.com’s calling card on-

upgrades menu.
get as close to
can,” he said.
Just don’t e
outside programm
beginning, he and A
handled Web develo
themselves.
“We’ve done everything,
I really think that’s key to
survival,” he said. “We really
studied and figured out h
to do it. That allowed us o go

pay someone, it wouldn’t have -~
happened.” —-ZP
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Constant
Change

Revamping its business and

website has helped Kraft Music

stay current in the MI market

Ben Kraft, owner of Kraft Music, has a knack
for evolving his business. What started out
as a keyboard-only retail operation under
the name Kraft Keyboards in 1984 is now a
full-line dealership with strong Web-based
business. So strong, according to Kraft, that
only 10 percent of Kraft Music’s sales are
made at its Franklin, Wis.-based showroom.

“[The rest of the| sales are generated via
the Web,” Kraft said. “Whether they place an
order using the website’s shopping cart, or
call us, we have an experienced, helpful sales
team to answer questions, and, ultimately,
take orders. Nearly all of our business is
generated outside of the showroom.”

The store’s website, kraftmusic.com, was
launched in the early 1990s, giving it plenty
of time to evolve.

“I can remember being one of the first
advertisers on harmoneycentral.com, pay-
ing a mere $100 per month for banner ads,
and we actually wondered whether or not
it was worth it,” Kraft said.

Today, Kraft Music employs an interac-
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tive marketing specialist who manages all
of its paid campaigns, along with a staff
that manages the overall content strategies,
data feeds and third party sites.

“They’re relentless in their pursuits to
make Kraft Music a recognizable name,”
Kraft said.

is past year,

Kraft’s evolution m

extended outside of Franklin, Wis.
its Web operations PRINCIPAL
and into the store’s Ben Kraft
new  distribution FOUNDED
center, opened in LRE
EMPLOYEES

February. 24

Faced with a ?TORE

space shortage at its
headquarters, which
formerly dedicated

ANNUAL REVENUE
Undisclosed

C————
11,000 square feet to

warehouse and shipping activities, Kraft
found a new 42,000-square-foot facility just

two minutes away.

“|The facility] has opened
up our world to being able to
stock appropriately, ship effi-
ciently and take advantage of
buying opportunities that come
up here and there,” Kraft said.
“We went from having one small
loading dock in the corner of
our building to having five docks
and 30-foot clear height. It has
made a tremendous difference
in our capabilities.”

The new distribution center
has also made it easier for Kraft
Music to please its customers.

“We love the concepts of
just-in-time inventory and drop-
shipping, but in order to deliver
the kind of customer experience
we strive for, we can’t be afraid
of inventory,” Kraft said. “There
are a few of us who have our
hands in the buying process and
have spent an enormous amount
of time planning, reviewing and
checking our collective ‘guts, but
we’re also not afraid to invest
in inventory so we can say to
a customer, ‘Yes, we can ship
it today’ Our distribution cen-
ter has helped us make great
strides.” -KK
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The retailer's audio
showroom in Manhat-
tan offers a personal
shopping experience in
an audio-heavy market

Four years ago, Alto Music opened a pro-
audio mecca in the heart of Manhattan.
Today, the showroom, which showcases
the store’s full line of audio products in a
recording studio setup, is exceeding owner
Jon Haber’s expectations.

“We’ve always had a good customer base
in New York City,” Haber said. “We felt that
by tailoring the showroom to our largest
customer base in New York — pro audio
— we would be able to offer a really nice
customer experience. Plus, we would have
a place in the city to hang our hat where
international customers who were visiting
could pick up gear.”

hile Haber owns four other full-line
Alto Music locations throughout New
York state, the Manhattan showroom is a
streamlined two-person operation with
Madli Kents at the front desk and audio
aficionado Shane Koss at the store’s helm.
Koss said the showroom, open by ap-
pointment only, lets him take a more relaxed
one-on-one sales approach.
“I believe in giving people an honest
opinion,” he said. “Since I get to speak with
them in a more personal setting, I am able
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to pick out what is right for each client and
tell them that they don’t need this or they
already have that.”

Alto’s Mahattan location also offers billable
support for all the systems it sells, a service
Koss performs over iChat or in person. He
regularly travels around the Tri-State area
and has ventured as far as California, London
and Korea. “I've been working with [this
recording gear| long
enough, and I have

a weird-enough and  [La\8 L0105 (]

unique-enough skills Middletown, N.Y.

blend that I know the PRINCIPAL

overlap of all these Jon Haber
systems,” Koss said. FOUNDED
e ! 1989
I also have a musical
EMPLOYEES
background so I un- 88

derstand what they STORES
are trying to do and 5
where they are com-
ing from.”

ANNUAL REVENUE
$45 million

 E—

Since the showroom is only about 800
square feet, all products displayed are
warehoused at Alto Music’s flagship store
in Middletown, N.Y. In an average week,
the showroom sees anywhere from five to

(# Shane Koss

10 customers. Since it’s a fully-
functioning recording studio, one
way it increases visibility is by
hosting informative and manu-
facturer seminars.

While it may be small in size,
it fills an important niche in the
pro audio-heavy New York mar-
ket. “It’s a very central location,”
Koss said. “Most of our clients
are studios or composers. It’s a
major plus that we have a place
right here in Manhattan.”

And it’s the location that has
helped the store garner such fa-
mous clientele as Dave Gahan
of Depeche Mode.

“It’s nice because customers
can come in and talk to some-
one who’s not juggling 10 other
things,” Koss said. “Most profes-
sionals prefer that. Plus, we are
one of the few [stores]| that fea-
ture high-end gear, and actually
have that gear connected and in
working order. This, combined
with our knowledge and low
pressure environment makes us
unique in New York City.” ~-KK
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Class

A storied mini-chain in the
Heartland grows by
growing its own

“Out here in Iowa, we have only 3 million
people in the entire state,” said West Mu-
sic president and CEO Robin Walenta. “So
you’ve got to get them all playing — and
not just playing one instrument. We’ve got
to create our own customers.”

Founded as a band and orchestra service
center, this Coralville, Iowa-based, six-loca-
tion chain has been building its own market
for almost all of its 71 years. West Music
remains synonymous with a commitment
to school music, growing its population of
customers from their earliest years.

Out of that “core competency,” as Walenta
described it, has grown a mission to bring
music to underserved populations and other
niche markets. For instance, the 172-em-
ployee operation employs 13 full-time music
therapists, and is active in lobbying at the
state level to recognize the value of such pro-
grams for insurance reimbursement. Lately,
the company has also boosted its efforts to
reach the Hispanic market.

“That community is the fastest-growing
population group in the United States, and
we have a good cross-section throughout
the state,” Walenta said. “We do serve the
rest of the country. This is a population that
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isn’t necessarily participating in traditional
school music programs — band, orchestral,
choral — and so they have been left out.
Yet music is so important in their culture.
So putting mariachi music into school pro-
grams gives them an outlet to participate.”

West Music’s suppliers noted the com-
pany’s “focused and engaged” leadership —
but Walenta is quick to praise “associates”
across all levels. She recently restructured
West Music’s pur-

chasing department WEST MUSIC

into “merchandise

» Coralville, lowa
management teams,

.. PRINCIPALS

giving the managers Robin Walenta

greater focus and re- Steve West

sponsibility. “That Ryan West
FOUNDED

allows tlﬁam }Io loolk 1941

across all channels LS

of distribution and 172

at the diversity of the STORES
customers we service 6

and align the right
products at the right

ANNUAL REVENUE
$32 million

Robin Walenta

. ——————
price through the

right channel,” she said. Each week, the
separate teams have a video conference call,
sharing ideas derived from customer inter-

actions, merchandising tips and
other strategies that have worked
on the sales floor. Vendors are
invited and often participate, ac-
cording to Walenta. “They really
help us to understand the fea-
tures, benefits and advantages of
the product, so we can represent
them well,” she said.

West’s focused execution and
its Towa setting have immunized
the operation from much of the
economic downturn (“Our hous-
ing prices never got so overin-
flated,” Walenta noted), and
Walenta reported the company’s
sales (about $32 million annu-
ally) as “up slightly” in 2012.
Band and orchestral business
seems to be benefitting from
a spike in birthrates, Walenta
added, and above all, the team
is in place.

“I know a lot of CEOs use
this tagline, but it really is the
people who make the difference
here,” Walenta said. “I'm very
fortunate to be surrounded by
passionate, creative employees.
And they come to work every day
wanting to make a difference in
the lives of our customers.” ~-DZ
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Next year should be a landmark

0
time for Music & Arts. The Fred-
erick, Md.-based school music gi-
ant plans to roll out seven stores
(bringing its total to 116), chris-

ten a new distribution center and

[
start overhauling the company’s
26-year-old software systems. And
a key way Music & Arts will man-
age this burst of activity is through

a culture of partnerships.
Music & Arts focuses on its “The bottom line, and the

focus, is that we take care of

constituents while ushering our constituent groups — our
Z‘n seven new SILOWQS customers, our suppliers, our

investors and our teammates,”
said Ron Beaudoin, the compa-

4]
i

David Fuhr
Ron Beaudoin

Allan Greenburg

” -

MUSIC & ARTS

Frederick, Md.
PRINCIPAL
Ken O’Brien
FOUNDED
1952
EMPLOYEES
H

| STORES
109
ANNUAL REVENUE
$150 million

Ken O’Brien
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ny’s executive vice president of
sales and marketing. “We take
care of people. And we treat all
the constituent groups with fair
dealings.”

Here’s a deeper look at how
this culture benefited Music &
Arts in 2012:

© Refreshed stores. The com-
pany recently joined forces with
print music publisher Hal Leon-
ard to make stores “more exciting
and inspirational,” according to
Beaudoin. Hal Leonard provided
artist images for Music & Arts to
showcase in the front windows
of its retail locations. Hal Leon-
ard executives simply asked that
they have a say in what artists
get featured and when.

“It’s been a win-win,” Be-
audoin said. “It’s really helped
make the stores look exciting,
and Hal Leonard is getting all
this great exposure in all kinds
of shopping centers where we
have stores for their products
and their artists.”

© Constant feedback. Music
& Arts execs often ask staff for
input. Employees know the
higher-ups listen, which, in turn,
encourages employees to share
even more. After every rental
season, for example, each man-
ager submits a report that details
what worked and what didn’t.
Execs not only read these reports

4

but they’ll also respond to any
issues. This feedback loop helps
create effective communications
at every level.

“Anybody can pick up the
phone and talk with anybody two
or three levels above their im-
mediate supervisor without fear
of repercussion or other negative
behavior,” Beaudoin said. “It’s
just not allowed. We don’t do it.
And that way, everybody is in
the loop. They stay informed,
and we get the best response.”

© New markets. This fall, Mu-
sic & Arts partnered with its
parent company, Guitar Center,
to dig even deeper into the school
music business. Thirty-one GC
stores came on-board as Music
& Arts rental affiliates, giving
the company a foothold in a new
and different market, and more
are planned to come on-board
for 2013.

“It hasn’t been as difficult
as one would think to imple-
ment,” Beaudoin said of making

GC stores rental affiliates. “In
Southern California, for instance,
Guitar Center is the neighbor-
hood music store. When I visit
the GC stores, I see a whole
cross-section of customers.
“Based on this success, we
believe we have opportunity to
add GC stores as affiliates in ad-
ditional markets.” —ZP
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Full
Qfl)leed

In the upper Midwest, a
growing powerhouse meets
every customer need

“T am proud of our hospitality,” said Jonathan
Lipp, co-founder of Madison, Wis.-based
Full Compass Systems. He was speaking
about the way the company handles visit-
ing vendors, but the comment also reveals
a great deal about how he and his wife,
co-owner Susan, approach their business.
Put plainly, things are taken care of, in a
way designed to bring benefit to all parties.

Employees at the 140,000-square-foot
headquarters, built in 2009, can enjoy chef-
prepared meals in the Backstage Bistro. Two
lactation rooms serve mothers returning
to the workforce. Sales staff — many with
tenure in the decades — receive ongoing
training. And the prosperity is shared. Top
salespeople have been rewarded with vaca-
tions to New York, Las Vegas, New Orleans
and Chicago. “When we started out, we
couldn’t do trips,” said Susan. “We were
church-mouse poor. When we got to where
we could get a trip from a manufacturer,
we went for it. And four or five years ago I
realized that the coolest thing we could do
for our top producers was a trip.”

“We really wine and dine them,” added
Jonathan. “And their spouses, too. The trips
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Susan and Jonathan Lipp

create a sense of community among the
couples as they get to know each other. It’s
one of many things that makes working at
Full Compass more than just a job.”

Clearly, though, it’s not all fun and games.
The Lipps revamped a program recogniz-
ing $1 million sellers when they realized
that nearly the entire staff were reaching
the goal. The new

structure features. a FULL COMPASS
top category of Dia- SYSTEMS

mond sellers — those

. . Madison, Wis.

who bring in gross
profit above $825,000. Sgncalfﬁ;?‘ and
Susan said that one Susan Lipp
salesperson topped $1 FOUNDED

e . 1977
million in profit this

EMPLOYEES

fiscal year. 196

Full Compass STORES

began 35 years ago,
primarily providing
radio broadcasting

ANNUAL REVENUE
$119 million

.  E—
equipment to a na-

tional market. They branched out into re-
cording and educational equipment, moved
into theatrical and television lighting, and
then started providing systems for clubs and

Photo by Chris Pascus

entertainment venues. Selling
portable recording gear from Ya-
maha and Roland soon lead Full
Compass into keyboards. Then
came electronic drums. And so
on. “When we engage a particu-
lar industry, we learn from them
what they want,” said Jonathan.
“When we started with theatri-
cal, selling lighting and gels and
the other accoutrements, we also
sold gloves and belts and other
things that the stage technicians
would use.”

“Houses of worship purchase
a broad spectrum of nearly ev-
erything we sell,” added Susan,
describing it as a strong market
over the past decade. Today, with
a touch of wonder in their voices,
the Lipps describe a booming gui-
tar and drum business. Their
suppliers, however, don’t seem
surprised at all.

“I have worked with them for
over 15 years and it has been a
strong and productive partner-
ship,” said one. “Professional,
knowledgeable sales and support
staff. A class organization from
top to bottom.” —-DZ
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Keeping

CO0

Instrumental Music stays
relevant in a crowded marketplace

Bryan McCann
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Instrumental Music has stayed
relevant in an Internet- and big
box-dominated marketplace by
staying true to exactly what it is:
a local, independent retailer that
thrives on customer engagement.

With three locations in South-
ern California’s Ventura County
(Ventura, Thousand Oaks and
Santa Barbara), Instrumental
Music manages to draw custom-
ers despite intense competition
of every type. Proprietor Bryan
McCann attributes his company’s
viability to an enthusiastic, well-
trained sales staff that helps him
maintain a compelling alternative
to many of the more common,
less  personal
retail environ-
ments.

“For an inde-
pendent retailer,
you really need
to have some-

PRINCIPAL

: FOUNDED
one fn the store 1979
who’s  knowl- EMPLOYEES
edgeable, who’s 20
passionate and :SBTORES

hopefully  in-
spires the cus-
tomer,” McCann

INSTRUMENTAL
MUSIC

Thousand Oaks, Calif.

Bryan McCann

ANNUAL REVENUE
> $2 million

and product selection are just as
important as competitive prices.

“We have relatively low staff
turnover, and we’re able to create
a compelling alternative to the
big box store,” said McCann, who
has been competing with Guitar
Center since he opened. “I’ve had
to make investments in inventory
and update our displays to stay
competitive. Having a good guitar
selection is important. You can
have a whole bunch of black and
sunburst Strats on the wall, but
that’s not necessarily appealing
to the player who wants to see
some interesting pieces.”

One of Instrumental Music’s
unique selling
positions is that
it offers instru-
ments you're not
likely to see at a
chain.

“Having the
same stuff that
everybody else
has at MAP
pricing makes
you irrelevant in
the marketplace
in the eyes of the

—————
said. “If it’s a

product that they really like, the
customer will get excited about
it, and that’s going to create the
relationship where hopefully
we’ll get the sale.”

Operating brick-and-mortar
stores gives McCann a distinct
advantage in this regard. He
sees opportunity in the person-
to-person contact that’s a part
of everyday life at Instrumental
Music, where customer service

customer.”

cCann cites his stock of

high-end Taylor guitars and
limited-run instruments from
Fender’s Special Run program
as examples of his distinctive
inventory. These and other spe-
cialty items are well-represented
in Instrumental Music’s annual
fourth-quarter newsletter, a 16-
page tabloid that has proven to



be a highly effective year-round
marketing tool.

“People walk into an inde-
pendent retailer of any kind,
and one of the first questions
they ask is, ‘Can these guys be
competitive with the big chain
stores?”” McCann said. “I think
the way our document is set up
establishes some credibility.

“It also displays a lot of high-
end product. You don’t see a
lot of Gretsch White Falcons
in many publications, and it
shows that we carry the high
end. People want to go to a music
store and see cool things, so our
commitment to higher-end prod-
uct that you don’t see anywhere
is very important.”

H aving a service department
staffed with experienced
technicians is another impor-
tant dimension of Instrumental
Music’s business model.
“We’ve seen a big decline in
sales of entry-level packs — those
people are buying their guitars
at Costco and mass merchants,”
McCann said. “They need to be
adjusted to play well, so our ser-
vice department is a key point of
contact where we can actually
get the customer relationship
started. Wherever they bought
the instrument, it’s an opportu-
nity for us. They come in and
they have a good experience, and
the next upgrade guitar is from

us. And maybe they sign up for
our lessons program.”

In-store clinics are also a
bright spot for Instrumental Mu-
sic in terms of engaging custom-
ers and cultivating goodwill. “It
brings the community together
and establishes relevance for the
store,” McCann said. “An online
retailer does not provide those
kinds of inspiring experiences.”

Customer engagement and
goodwill are essential to propa-
gating business, but they aren’t
enough to sustain an independent
entity like Instrumental Music.
McCann also puts a lot of time
and work into upholding his com-
pany’s best pricing guarantee.
“Price has to be something that’s
part of your value,” he said. “We
don’t have to be the lowest pos-
sible price, but we have to be
competitive.”

McCann sees pricing, service,
inventory and the personal touch
as part of an overall equation he
has to balance in order to stay
“relevant” and not settle for
being a store with some mer-
chandise and a clerk to ring
purchases.

“The age of the clerk is pretty
much over for brick-and-mortar
retailers,” he said. “The Internet
is the ultimate clerk marketplace.
So it’s really important to have
staff who develop a rapport with
the customers, who are experts
on the products we stock and
who are enthusiastic.”

Top: The acoustic
room; Middle:
Marshall amp
and distortion
pedal selection;
Bottom: Electric
guitar heaven
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Simple
Lessons

Exceptional service and a com-
mitment to its community help a
school music dealer stay strong

With one location serving the school band
business, Don Lazar Music is about as in-
dependent as a retailer can be. The store
is completely focused on leasing, selling
and repairing band instruments, as well
as providing related accessories and print
music to customers in the greater Canton,
Ohio, area.

Proprietor Don Lazar has found that
sticking with his niche market and provid-
ing outstanding customer service are key
to his ongoing success.

The store has long been known for its
first-rate repair department, which is staffed
by three full-time technicians. “The repair-
ing end helps us with every other aspect of
what we do,” said Lazar, who has been in
business for 42 years. Many of the instru-
ments the family-owned company services
are from its rental pool, which has grown
in recent times as local school budgets have
increased. He employs two road reps to
cover his territory.

Lazar’s longstanding support for local
band competitions and concerts contributes
to his popularity among customers, but a
solid reputation in the community is what
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keeps his business strong. “I'm sort of a
silent dealer who gives a little bit out on the
side that nobody has to know about,” he
said. “It’s a little different nowadays—you
have to get in your pocket a little bit more.
I’d rather give it to a kid who doesn’t have
anything, like when a parent can’t afford
the horn and brings

it back and the kid

is crying. I do it that DON LAZAR
way. It’s a problem MUSIC

in today’s market Canton, Ohio
with rentals, too. SRR

Some people just Don and
can’t afford it, and Karen Lazar
I'm leni'ent enough ';%U?"(‘)DED
where if they tell
me they’ve got prob-
lems, I always work STORES
something out. That’s 1

EMPLOYEES
2

ANNUAL REVENUE
what you have to do Undisclosed
today to keep things

going, and that word-

of-mouth has helped me for years. My repeat
business is so good; I've been very lucky
in that regard. There are some schools that
I’'ve been in for 42 years.”

Lazar is a firm believer in
keeping things simple and
manageable. He used to deal in
orchestral instruments, guitars
and keyboards, but now his in-
ventory is dedicated strictly to
concert band instruments and
related products.

Lazar has operated addi-
tional locations in the past,
but scaled that back as well
when he decided that a single
1,000-square-foot store with a
separate 2,000-square-foot ser-
vice center would be sufficient
to serve the market.

“I can keep an eye on stuff
a lot better, believe it or not,”
said Lazar, whose wife, Karen,
also works at the store. “I like
to do my own bag. There are a
lot of other music stores around,
[such as] Pellegrino Music, Can-
ton Music Center, and Akron and
Cleveland are right up the road.
But I don’t worry about any of
them. At one time I did a 100-
mile radius outside of Canton,
but I cut it back a little bit, and it
works out fine. Everybody wor-
ries about everybody else, and
1 just worry about me.” —EE



The KHS America family of brands would like to thank our retail partners for this recognition. We are making a
concerted effort to support your business by providing superior service and innovative, high-quality instruments.

To that end, we are pleased to introduce dealer financing through our partnership with GE Capital. Please contact
your KHS America sales representative for details.

We look forward to a prosperous partnership in 2013.




School of Rock...Start Selling Inspiration

Imagine strapping on your guitar and taking the stage
at Red Rocks Amphitheatre in front of thousands of
screaming fans. Now imagine doing that all before
your sophomore year of high school.

Such is the story for 15-year-old Waylon Rector.
Waylon had a summer most musicians only dream
about. He was hand-selected out of 8,000 School of
Rock students to be part of an elite team of musicians
known as the AllStars. Each summer the AllStars tour
throughout the US. This year’s tour featured 30 shows
with stops at major rock festivals such as Lollapalooza,
Warped Tour, and Summerfest, and iconic music
venues such as Red Rocks Amphitheatre and the Hard

Rock Hotel in Las Vegas. "School of Rock continues to
change my life and I have a whole summer of playing to
lots of people to prove it.” says Waylon.

Along with playing amazing shows, Waylon and the
AllStars raised awareness for a very worthy cause. At
each tour stop, they assisted Love Hope Strength, the
world’s leading Rock n Roll Cancer Foundation, in
saving lives one concert at a time. School of Rock
Allstars played an active role in getting concert goers
on the bone marrow donor list. 'Who knows, maybe
Waylon’s tour will save a life?

As a company, School of Rock is further establishing
itself as the world's leader in performance-based music




ADVERTORIAL

education. With almost 100 schools in North
America and an additional 10 to 15 schools set to
open by year’s end, School of Rock is ready to reach
more kids than ever.

School of Rock is driven by a purpose to inspire kids to
rock on stage and in life. Their unique approach to
music instruction has students attend weekly private
lessons and structured rehearsals. Students learn to
master their instruments and then apply their skills live
on stage at a real rock venue. Throughout each year,
the schools perform thousands of shows to tens of
thousands of people. "There is no teacher like the stage
and nothing more powerful than uniting kids around

School of Rock AllStars
Red Rocks Amphitheatre
July 2, 2012: 8,000+ Attendees

a common goal.” says Chris Catalano CEO of School of
Rock . "Our kids learn by doing. They learn to work as a
team and become more self-confident all while forming
bonds with other like-minded musicians. They have fun
in a safe, positive and cool environment."

School of Rock is proving to be a rewarding business for
franchise partners around the world. »This has been an
incredible experience.” says Mike Morpurgo, Franchise
owner in New Jersey and Pennsylvania. “I get to share
my love for music with kids through the best music
program ever.” School of Rock is looking for partners
interested in fostering the next generation of great artists.

Claim Your Territory Today:
877.556.6184 - Franchising.SchoolofRock.com
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Fender
Mustang Amp

The Mustang lineup con-
tinues to dominate retail
amp sales with an off-the-
charts price-performance
ratio. A quick glance at the
best-selling Mustang Mini
reveals why. Featuring a $175
MSRP, the 7-watt unit makes
for an ideal practice amp. It
boasts 24 on-board presets
built from eight digital amp
models and a dozen digital
effects. The included Fender
Fuse software lets players
customize their settings,
then share them with other
Mustang users online via a
built-in USB port. An on-board
tuner provides additional
convenience. {fender.com}

Kala
Ukuleles

“Try as we might, we can’t
keep these in the store,”
said a dealer about Kala uku-
leles. “During slower times

in the summer, uke sales
have really helped pay the
lighting bill.” Another retailer
added that the instruments
sell to just about everyone
who passes through his
showroom. “[Kala] just keeps
on being a strong performer
for us,” the dealer said. In late
summer, the company de-
buted a modified design of its
archtop model with the JTE-
2TS. The tenor-sized uke fea-
tures a satin finish and comes
fitted with an active EQ
system. {kalabrand.com}

Snark
Tuners

These popular accessories
have dominated Music Inc.’s
pages during the past few years,
and for good reason. Here’s what
a handful of nominating retailers
had to say about the tuners:
© “Quality product,
high turns, low returns,
good profit.”
© “It’s the only
product in nearly 30
years of business
that actually flew off
the shelf as the sales
reps always claim
about other items.”
© “Easy to use, good
marketing, good price
point, plenty of margin.”
© “Can’t beat it, no mat-
ter how [hard] you want to
try.” {snarktuners.com}
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Fender =
Select Series &+

This double-threat deliv-

ers high-end quality in
a mid-priced guitar and
bass lineup. The Strat, for
example, boasts a dark-
cherry burst gloss-lacquer
finish and natural binding,
C-shaped flame maple neck,

ke

Bi-flex truss rod, new Fender _
Select Stratocaster single- -
ity
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coil pickups and satin lacquer
back finish. Add to that a
three-ply pickguard and two-
point synchronized tremolo
bridge with vintage-style bent
steel saddles, all for a MAP
of $2,049. {fender.com}

Lag
R Acoustic
Y WM Guilars

One retailer called Lag
acoustics “the easiest
sale we make at the store
today” and “simply without
equal in the marketplace,”
particularly when it comes
to models that street for
less than $599. Another
dealer commented that
Lag’s putting a “new spin”
on the acoustic-electric
market segment with
guitars featuring unique
aesthetics, on-board elec-
tronics and “usable pre-
sets.” {lagguitars.com}
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Yamaha
THRI0

Yamaha THR10 became the hippest
practice amp in the business for 2012.
From a cool industrial design to built-in,
hi-fi stereo, the THR10 offers guitar-

ists multi-effects and amp modeling at

a $299.99 MAP. All of that had dealers
raving. “Great price. Fantastic features.
Great sound! We can’t keep
them in stock,” said one
voter. {yamaha.com}
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Universal Audio

Apollo

This high-resolution audio interface
turned out to be a big seller among
nominating audio and recording
retailers. It merges the best of
Universal Audio’s analog and
digital traditions and gives users a
way to track through UAD Pow-
ered Plug-ins in real time. Plus,
Apollo features 24-bit, 192-kHz
audio and high-end mic pre-amps
and converters to deliver massive
dynamic range. {uaudio.com}

Avid
Pro Tools 10

Pro Tools 9 made the popular record-

ing software accessible to all users by
going open platform. Pro Tools 10 upped
the ante by adding such user-requested
features as clip gain. “In a bold move,
Avid took its industry-standard Pro
Tools recording software and made it
available independent of the record-
ing hardware it was previously tied
to,” said one retailer, “Avid opened

its flagship audio production software
suite to the entire market, which, in my
opinion, was a home run.” {avid.com}

“This product just arrived, but it
really looks to be the game changer
that they say it is,” said a retailer of
the X32 digital mixer. “The product is
new, so time will tell, but it’s a piece
loaded with features at a great price.”
Those features include 40 processing
channels with 25 mix busses. Program-
mable Midas mic pre-amps produce high-
quality sound, while 40-bit floating-point
DSP offers exceptional dynamic range and
extremely low latency. Fully automated 100-
mm faders give users serious DAW control and
instant overview of mixes. {behringer.com}
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MEET THE NEW ALPHA

THE e900 SERIES VOCAL MICS FROM SENNHEISER
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Own the stage! Sennheiser’s 900 Series world-class vocal mics are THE new standard. Faithfully reproducing
everything from a whisper to a scream, they give you the courage to give it everything you've got, and more, yet
they’re rugged enough for ANY stage. The €965 is a true condenser that lets you choose between cardioid and
super-cardioid patterns with the flip of a switch. The 935 cardioid and €945 super-cardioid are THE top performing
dynamic stage mics today. Meet the new Alpha. BE the new Alpha. Own the stage with Sennheiser’s 900 Series, the
best mics you'll ever put in front of your voice.

Learn more: MADE IN 10 . twittery YoulTule
www.SennheiserUSA.com/TheNewAlpha GERMANY Vear

warranty Connect with us: SennheiserUSA
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Roland
1D-30K V-Drum

The latest Roland V-Drums are proving to be a hit with
retailers. “Consumer buzz and pre-order has been

very high,” noted one. This set is “the new flagship for
V-Drums at a time when digital drums are truly gaining ac-
ceptance by my customers,” said another. The kits include
new sounds, including an ambience feature that emulates
overhead mics and room sounds. {rolandconnect.com}

Acrylic
Drumset

“If I had to choose one
product for the year, it’s
Crush’s Acrylic kit,” gushed
one retailer. “It’s an improve-
ment over the acrylic kits of
yesterday with seamless shell
construction, better bearing
edges and smart, functional
hardware. It’s design
and marketing speak
to our younger
customers, and ‘
with a street price
of $999 it’s been a top sell-
er.” In addition, the product descrip-
tion on the company’s website en- ‘
capsulates the sound in “two words:
fat and punchy!” {crushdrums.com}

Mapex
MyDentity

Finished and assembled at the MyDentity
custom shop in Nashville, Tenn., these
drums offer players a custom experi-
ence more quickly and affordably than
many other sets. And retailers say they
are liking the choices. The MyDentity
drums provide “almost infinite options
for drummers right here in my shop,”
said one retailer. “[The set has] tons
of finish options ... at a great price,”
noted another. {mapexdrums.com}

Sonor
Jojo Mayer
e&kzl

“When we see
innovation and
functional design,
we notice,” said one
retailer, describing Sonor’s
Jojo Mayer Perfect Bal-
ance Bass Drum Pedal.
“Although the coolest
feature is that it folds up
with the push of a button,
it’s also fast and balanced.”
The pedal’s drive cam and
beater hub are streamlined
into a single unit for low mass.
“This pedal will not put any ob-
stacles in your way to develop
a level of speed, control and
power that can not
be obtained with
most pedals,”
Mayer said. {jo-
jopedal.com}

58 | MUSIC INC. |



—

Live or in the Studio...

..We've Got You Covered.

Blink-182’s Travis Barker relies on Audix microphones to capture

‘ AU D I X his signature sound and bring it to audiences worldwide. Travis
uses the Audix D6 on kick, i5 on snare, M44 on toms, SCX1C on
www.audixusa.com overheads and SCX1HC on hi-hat.

800-966-8261

©2012 Audix Corporation. Al ights Teserved. Audixand Audix is the industry leader when it comes to drum mic packages. Be sure to stock them!

Audix logo are trademarks of Audix Corporation.
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Jody Jazz
Mouthpieces

Jody Espina has been
making saxophone and
clarinet mouthpieces
under the JodyJazz banner
since 2000. In JodyJazz,
Espina has developed a
high-quality, high-margin
mouthpiece brand that has
blossomed with products
available in more than 300
music stores worldwide.
“Great margin for the
dealer, great brand
story and a great face
behind the product
in Jody Espina,” said
one voter. “He truly
represents the product

i in an uncompromising
ggs manner in this niche busi-
p B ness.” {jodyjazz.com}

Who would have thought that a
plastic trombone with a street price
of around $150 would be a runaway
hit in the school music market? The
Jiggs pBone should be familiar to
anyone who watches college football;
you can’t miss it, in school colors, on
the sideline. “Conn-Selmer’s pBones in
red, blue, yellow, green and now purple
have added great color to our
band instrument displays while
generating a lot of customer
interest,” said one retail
voter. “We’ve had them
in our stores for a full
year now and sales
are continuing to
grow.” {conn-
selmer.com}

Powell
Flutes

Powell Flutes have been in

the hands of top flutists in
America since the 1920s,

and the company continues

to deliver for retailers and
musicians alike in 2012. With
an increased opportunity in
high-end instruments, more
retailers have taken on the line
to rave reviews. In praising the
company’s Custom and Con-
servatory Aurumite Flutes, one
retail nominator said: “The
blending of gold and silver
in these fine, handcrafted
flutes give them a sound and
response unlke any other
flute.” {powellflutes.com}
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Kawai
(A95

The Kawai CA95 garnered a
lot of attention thanks to its
tone generator (TG), which
boasts significantly more
processing power, allowing for
technical improvements in the
instrument. The CA95 features
256 notes of polyphony and
improved digital to analog
audio conversion. The new

TG also offers enhanced and
expanded reverbs and effects.
Other features include the new
Harmonic Imaging XL sound
technology and the new grand
feel (GF) action. The CA95 is a
“versatile instrument for pia-
nists and music enthusiasts
who appreciate owning a nice
piano,” to quote a satisfied
Kawai dealer. {kawaius.com}

Yamaha
AvaniGrand

Hybrid pianos continue to gain market ac-

ceptance as proven by retailers responding to

Yamaha'’s AvantGrand Series. “AvantGrand is

a major innovation in the piano business,”

said one retail nominator. “In providing a true
piano action with a great digital sound, it gives our

customer the best of both worlds. The AvantGrand is a

perfect instrument for many institutional settings as well as for
home use. The NU1, in particular, addresses a segment of our
market that was previously too hard to capture.” {yamaha.com}

FP-/F

“The FP-7F is easy to use and has every feature
a gigging keyboardist needs,” said one retail
voter about the digital piano. The instrument boasts
Roland’s SuperNATURAL piano sound engine, a
PHA lIl Ilvory Feel-S keyboard with Escapement, a
vocal mic input with companion harmony effects
and an onboard looper. The FP-7F is available

in black and white finishes and comes standard
with a DP-10 damper pedal. {roland.com}
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American DJ
Mega Par Profile

American DJ’s Mega Par Profile is an all-in-one LED
par system for mobile entertainers and stage perform-
ers. The system includes four Mega Par Profile LED
wash fixtures, one foot controller, lighting stand, stand
bag and soft case. The units feature American DJ’s
exclusive sit-flat design, with its power and DMX
connectors positioned on the side of the unit, giving
them the versatility to be placed directly on the
floor or hung up. According to retail voters, the
light is a sure-fire seller. “We sold 30 to one
customer in August,” said one. “He would
have bought more had we had more in stock.
We are newbies to lighting and only started
delving deep this year. American DJ makes
it a no-brainer.” {americandj.com}

“Thank yOURG
We are very proud to offeryo

Effortless Power & BelBty
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» Open-Door Policy

Hoshino's rapport-building

yields rapid returns

The best relationships are built on hon-
esty and support. And when it comes
to the rapport between Hoshino and
its vendors, endorsers and end-users,
the umbrella company that houses the
Ibanez and Tama brands embraces that
concept wholeheartedly.

One Excellence Awards voter
described the Hoshino philosophy:
“When things are working great, they
listen. When something isn’t working,
they listen. They have a much higher
level of curiosity, passion and humil-
ity than most other manufacturers.”

Even in tough economic times, Hoshi-
no strives for transparency with its
dealers. According to Hoshino Direc-
tor of National Sales Ed O’Donnell,

From left: Ed 0’Donnell, William Reim and Shogo Hayashi

clarity and consistency are key factors
in satisfying retailers.
“We openly share operational, tacti-
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cal and strategic information that will
benefit the vendor-dealer relationship,”
O’Donnell said.

Effective communication is a two-
way street, especially because Hoshino,
a global manufacturer, relies on deal-
ers and endorsers to advise them on
U.S.specific trends. For that reason,
Hoshino abides by what O’Donnell
called a “three-pronged” approach to
identifying new markets and solidify-
ing its lineup of products.

“We consult our endorsers, who
have contributed greatly to the suc-
cess of our brands,” he said. “We rely
heavily on our dealer partners, who
are at the forefront of consumer de-
mand. And we also pay attention to
the end-user who takes time to fill out
warranty cards.”

he mindful interactions are not

limited to brick-and-mortar retail-
ers alone — and that has been good
business. “Established e-commerce
dealers, as well as the brick-and-mortar
retailers who have incorporated online
sales into their selling strategy, have
been generating the most growth for
us,” O’Donnell said.

Dealers say they appreciate the way
the company embraces new revenue
generators.

“One very specific thing about
Hoshino USA is they show interest
and respect for all the disparate chan-
nels in music retail,” one Excellence
voter said.

“Our dealers already have a clear
understanding of their customers’
needs,” O’Donnell said. “I think our
dealers sense that we’re always work-
ing toward a shared success.” —~HB

KMCMusicorp nutures
thousands of partnerships

“Right now, everybody is trying to work
harder and smarter to get ahead,” said
Roger Hart, vice president of merchandis-
ing at KMCMusicorp, based in Bloom-
field, Conn. “We are hoping for some
expansion in the music products industry.
Going ahead, we’'re trying to increase
service levels with our dealers. We want
to be the best partner possible.”

Dealers around the nation have taken
notice, singling out KMC both for its
wide range of product and its overall ef-
ficiency. “I have been buying from them
for many years with complete satisfac-
tion,” one nominating retailer wrote.

“I give my rep an A-plus rating.”

James Tsaptsinos, vice president of
sales, said that his team’s ongoing effort to
be strong communicators was responsible
for their success. “What we are trying to do
is create a lot of profit opportunities for our
customers,” he said. “We can’t maximize
our opportunities with dealers unless we
are listening to what their needs are.”

KMC is the largest distributor and
wholesaler of music products in North
America, and is a wholly-owned sub-
sidiary of Fender, which purchased
the company in 2007. In nominating
KMC, retailers praised the company’s
high fill rate and timely delivery.

“We are all thankful for this nomination.
We’re not perfect but strive for perfection
everyday,” Tsaptsinos said. “I don’t think
anyone has nailed perfection yet. But we
are always looking to come up with bet-
ter processes to keep our fill rates up.”

That, and a renewed focus on
“high-focus, high-profit, high-turning
product,” as Hart put it, should en-
sure KMC'’s continued success. —-DZ



G(m R Zm Roland's new U.S. chief says the
. Juture will be guided by the past

Nominating retailers this year
heaped kudos on Roland for its
openness to feedback. One in-
dependent retailer even pointed
out that Roland execs have been
amenable to “just about any idea
for improvement.”

In late September, Roland
Corp. U.S. appointed a new
president and CEO, Kim Nun-
ney, to carry on that tradition.
He’s served the company for
more than 30 years in several
positions, including president of
Roland Canada. Music Inc. caught
up with Nunney just two weeks
into his tenure to chat about his
plans for the organization — and
how he aims to keep Roland re-
ceptive. Highlights:

MI: What’s your vision for
Roland Corp. U.S.?

KN: Continued success based
on our core values. We’ll con-
tinue to look for innovation in
product. We’ll continue to look at
how we partner with and support
dealers. And we’ll continue to

make sure we’re educating and
supporting customers.

MI: Are there any upcoming
initiatives that you can talk about?

KN: We’re going to continue
our Power Programs initiative.
That means a continued invest-
ment in training, events, mer-
chandising, contests, education
and support. These aren’t just
clever words. These are six inte-
gral initiatives that each create

Kim Nunney, new
CEO, and Chris
Bristol, Chairman

opportunities. Specifically, we’'ve
got Roland University growing
terrifically. That’s an online and
in-person learning initiative. It’s
very efficient for retail salespeo-
ple to participate in.

There’s no one way |[to serve
dealers|. Everybody’s working
through different challenges. So
that online e-learning is one of
our most recent initiatives we’ll
keep going.

Let’s not forget product in-
novation. Examples include the
introduction of truly portable
electronic percussion instru-
ments with the new TD-4KP
V-Drum, the continued expan-
sion of our V-Guitar products
and the expansion of the vocal
products category through the
new VT-12 vocal trainer.

MI: Retailers have praised Ro-
land for its dealer service. Roland
is a large company. How do you
create a culture and systems to
maintain that level of service?

KN: That’s a great question.
We talk internally and even glob-
ally about this fundamental Ro-
land “whatever it takes” attitude.
It’s kind of an internal mantra.
I think that was a function of
what our founder, Mr. [Ikutaro]
Kakehashi, set in place. It’s what
our president, Kaz Tanaka, has
sustained from Japan. And it ex-
ists in all Roland companies. I
would say it’s an ongoing his-
tory of leading by example, and
everybody has fun doing it. -ZP

Many dealers who nominated Kawai for this
year’s Supplier Excellence Awards praised
the company’s lineup of products as well as

“Kawai produces an excellent line of finely
made instruments,” said one
dealer. “Consistent, reliable and
their lineup is well-planned.”

Brian Chung, senior vice
president of Kawai America,
said the company has strived
to be innovators in the indus-
try over the past 40 years.

v
Keysto
Success

I(ﬂu)ﬂz COnl’ZnueS “Kawai has continually em-
. braced new technologies and
lo innovate — materials that have made our
' pianos better; the use of car-
ﬂnd win over bon fiber for key components
’ of our piano action is a great example,” he
Zts CquOWS said. “Today’s piano customers understand

the value of our technological advances more
than ever. | suspect even our competitors
respect us for our boldness and our willing-

their excellent condition straight from the box.

ness to initiate significant change in order to
‘raise the bar’ for the piano as an art form.”

On top of the company’s outstand-
ing products, dealers also praised
Kawai’s outstanding people.

“You will never find nicer
people in any company than the
folks who work at Kawai Amer-
ica,” said one dealer. “Business
is, ultimately, about relationships.
The Kawai American family is a
true partner to their retailer.”

“We have a slogan that states
‘We do not exist without our
dealers,’”” Chung said. “For us,
it’s equally important to recognize
that we cannot be truly success-
ful without dealers and salespeo-
ple who are faithful to our brand and will tell
our story with passion. We can’t thrive unless
they do. This mindset helps everyone commu-
nicate with respect ... and it lays the founda-
tion for great business relationships.” —JC

Brian Chung
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» Domestic Focus

D’Addario has taken the trend of
manufacturing products in the
United States to a whole new
level. And retailers have noticed.

“D’Addario has worked hard
on not only reducing its prices,
but also on having every item
they offer made in the U.S.A.,
which when combined works
to better a store’s bottom line,”
said one retailer voter.

Today, approximately 95 per-
cent of all D’Addario products are
manufactured in United States.
Company CEO Jim D’Addario
said they are continuing to build
new products here and re-shore
those that can be competitively
made in America. However, this
action hasn’t come without
a price. “Moving some of our
offshore products back to U.S.
sources has been capital inten-
sive,” D’Addario said. “We’ve had
to completely retool and redesign

4

i BA olan(third fom
left) and D’Addario’s Jim D’Addario

~ 4 (fourth from left) pose with artists
at the Reserve laungh party

some products to make them less
labor intensive [in order] to suc-
ceed making them in America.”

And the Farmingdale, N.Y.-
based company began in earnest
at an unlikely time. In 2008,
when the economy began its
down slide, D’Addario launched
its internal program “Make It
Here,” an initiative which helps
to decrease the amount of prod-
uct produced overseas.

“We have always made all our
strings, reeds and drumheads in
America, but for competitive
reasons we were forced to off-
shore most of the Planet Waves

Hal Leonard, the world’s largest supplier
of print music, refined its online market-
ing to dealers and consumers in 2012.
The Milwaukee-headquartered company
already had great success in recent years

accessory line,” D’Addario said.

Today, about half of the Plan-
et Waves’ line is manufactured
here in the States.

“The good news is we’re con-
tinuing to look at more ways to
make more products here, and
we are getting better and better
at it,” D’Addario said. “It may
not be impossible to make all the
products here, but we are always
considering ways to do so.”

ne product made in the
United States is the new
Rico Reserve mouthpiece. Manu-
factured at Rico’s Los Angeles
factory, the new mouthpiece
was officially launched during
a cocktail reception held in New
York in mid-September.
“Old world craftsmanship
meets new world innovation
with the Reserve mouthpiece,”

Moving manufacturing to America has
benefitted D Addario and its retailers

D’Addario said. “Our goal was to
not just recreate a vintage mouth-
piece, but to make it available to
all those who want to perform
at a higher level and to do so
affordably.”

According to D’Addario, the
new mouthpiece is the first of
its kind — made from hard rub-
ber that is 100-percent precision-
milled.

Robert Polan, product man-
ager for Rico, said retailers have
been excited about the response
from clarinetists. “Dealers are
seeing repeat orders from play-
ers thanks to a strong word-of-
mouth response,” Polan said.
“Social networking has given
us instant visibility of what re-
tailers have to say. Shops from
Nevada to London have been
posting positive reviews about
the Reserve mouthpiece’s quality
and consistency.” ~KK

info and they’re done. And retailers love it
because often the local store doesn’t have
full e-commerce capability on their site. So,
we are feeding them a lot of business.”
Dealers also voiced their appreciation for

Hal Leonard’s efforts to tie them
in with new promotions and prod-
uct development. “Hal Leonard is
a partner to us in the truest sense
of the word,” said one nominat-
ing retailer. “They seek areas of
common ground for us and offer
products and promotions that will
benefit both of our organizations.”
One recent product innova-
tion, a ukulele play-along kit,
grew from a conversation the
company had with a medium-
sized dealer seeking a supplier
of low-end ukes. “We sourced
a low-end uke from China and packaged it
with our ukulele method book, a play-along
CD and a DVD in a triangle-shaped box,”
Morton said. “It turned into a whole line that
dealers can now sell. We like to give mer-
chandising options like that to our dealers.”
And dealers like the company back. -EE

with its e-commerce shopping
cart program, which lets cus-
tomers shop for print titles at
Halleonard.com and complete
their purchases at a dealer-
ship of their choice. But over
the past year, Hal Leonard has
streamlined that system to the
point of proactively reaching
out to its online customers,
helping them find what they
want and making the purchas-
ing process even easier.
“We’re seeing terrific sales
results, hundreds of thousands
of dollars per month through participat-
ing retailers,” said Larry Morton, president
of Hal Leonard. “It’s all done seamlessly
so the consumer does not have to en-
ter their information a second time. They
pick out a store they want to check out
through, they punch in their credit card

v
Refin
1IN

Hal Leonard
keeps up with
technology

by tending to
dealers
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Tabor Stamper

Custom
Service

Who are your customers? How do you
best serve them? Revisiting these core
questions has been key for Tabor Stamper,
president of KHS America for the past
six years. He says 2012 has been a year
of making a concerted effort to help
forge greater emotional connections
with his company’s end consumers.
Stamper says the company, head-
quartered in Mount Juliet, Tenn., began
by engaging with KHS dealers, trying to
promote a uniform, knowledgeable mes-
sage about the brand. “We work hard at
making sure each member of our team
has a clear understanding of who we are
and how each of us can contribute to
who we are trying to be,” said Stamper.
The company’s latest hit, of course, has
been the Mapex MyDentity drum program
(see page 58). “Our goal with MyDentity
has been to fulfill the desire of our custom-
ers to own a great quality customized drum
set at an affordable price,” said Stamper.
“We didn’t just assume this was what our
customers wanted: We asked them.” Re-
tailers report success with the product line.
“Selling on quality, specifications, and
price alone will not produce the results
that we desire” Stamper said. “We believe
our genuinely customer-centric approach
is resonating with our retailers.”

4

» Oulsicde the Lines

Taylor Guitars has been making first-
rate instruments since 1974, but 2012
was exceptional for something else.
This year, the El Cajon, Cali.-based
company is especially proud of its Tay-
lor Guitars University program as well
as other efforts that take a wider look
at growing the marketplace.

Designed as an opportunity for ex-
tensive product training, the University
program lets dealers spend three days
at the factory to learn more about the
guitar line and, perhaps most impres-
sively, be given an in-depth tour led by
Bob Taylor, the company’s co-founder.
The end result?

“Dealers become authorities on Tay-
lor’s approach to making guitars,” said
Mike Montefusco, director of sales.
“They return to their shops with a

deeper connection to Taylor and forti-
fied product knowledge.”

Taylor also runs Road Show and
Find Your Kit events, which Monte-
fusco said have been helpful to play-
ers and dealers alike: “For the player,
it’s like having a personal guitar con-
sultant. For the dealer, we provide a
factory-trained guitar expert to be a
staff member for the day.” These visits
from company representatives help
forge tighter bonds all around.

“By connecting with fans in a per-
sonal setting, we’re able to garner first-
hand feedback and guide players to the
right guitar fit for them,” Montefusco
said. With about 70 attendees at each
event and just over 400 held through-
out the year, that’s 28,000 customers
and dealers reached directly.
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» Service Upgracies

This year saw the culmina-
tion of a lot of hard work that
started more than five years
ago at Conn-Selmer. Band and
orchestra retailers have begun
to notice changes for the better
in their dealings with the com-
pany, whose portfolio includes
well-known brands like Selmer,
Conn, King, Bach, Armstrong,
Leblanc, Ludwig, Musser, Glaesel,
Holton and Scherl & Roth. As
one nominating retailer pointed
out, “They have come back from
their doldrums.”

“Five or six years ago, we
put a system in place to track
quality complaints and do it in
a systematic way so we could fix
them at the root cause,” said John

4

Stoner, Conn-Selmer president.
“We also put in place a system
to track our service levels to our
dealers, both for made-to-stock
items and made-to-order items.
We’ve been getting better at both
of those. At one time we were
averaging almost 500 customer
complaints per month; today that
number is probably less than 40.

Product development has
also been an attention-getter for
Conn Selmer, which had a huge
hit in 2012 with the pBone — a
colored-plastic, entry-level trom-
bone invented by musician Jiggs
Whigham and introduced to rave
reviews in 2011 (see page 60). “It
far exceeded our expectations,”
said Stoner. “People are having

fun with it: kids in pep bands,
college alumni bands and people
who play trombone in general.
And the dealers love it because
the margin on it is pretty good,
and it does not negatively impact
any other sale they might have.”
Also in the pipeline: 32 and
42 Series saxophones made in
collaboration with Selmer Paris,
which produces professional-
line Selmer instruments. The
horns will be introduced at The
NAMM Show in January, along
with a new line of Bach Artisan
trombones and a Bach trumpet
designed for mariachi players.
Conn-Selmer’s dedication to
domestic manufacturing is also
getting consumer attention. “We

New products and improved service
have Conn-Selmer on the rise

are seeing an increase in demand
for USA-made instruments — not
just in this country, but in other
areas as well,” Stoner said of the
band instrument industry. “Ten
years ago, I would not have said
our quality distinguishes us from
other manufacturers, but today
I would say it does, especially in
the student category where deal-
ers get more years of life from
their rental pools.”

Stoner sees Conn-Selmer’s
long-term efforts to reposition
itself as finally paying off: “We
have [been| listening to what
our dealers are saying, and we
have the right people in place to
execute the changes required to

meet those expectations.” ~EE

HUNTER

NEW YORK

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

QUALITY BAND
INSTRUMENTS
FROM HUNTER
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Order your parts online and get back to the music.

CIfys

Providing the world’s leading guitar builders and
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luthiers

with the top brands of bass and guitar parts since 1978.
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» All 70geiher Now

From left: Tom Sumner,
Rick Young, Jay Schreiber
and John Shalhoup

4

Throughout the recession, Yamaha Corp.
of America has been focused on the “One
Yamaha” initiative, encouraging cross-de-
partmental planning, execution and com-
munication in an effort to deliver better

products and services to customers.

From the sound of Supplier Excellence
voters, it’s working for Yamaha — the stal-
wart brand celebrating its 125th anniversary

this year.

“Consistent, dependable, great quality,
high consumer acceptance, great customer
service, they work hard to win my busi-
ness,” said a school music retailer, echoing
Excellence nominations Yamaha received

from every product segment.

In the U.S., a key factor driving One
Yamaha has been rotating executives be-
tween divisions at the company’s Buena
Park, Calif., headquarters, according to Rick
Young, senior vice president for Yamaha

Corp. of America.

“Having good communications with cus-

70 | MUSIC INC. |

tomers is something that Yamaha has always
worked on,” Young said. “But I think more
recently, you can point to the One Yamaha
effort. By making sure that we have taken
down the walls between the divisions and
moving people around, we have tried to
make sure that our communication on the
inside is as good as it can be.”

For Jay Schrieber, who came up through
the B&O division before becoming general
manager of PAC in 2011, seeing other divi-
sions gave him a larger view of the company.

“All of a sudden you’re in a new environ-
ment,” Schreiber said. “But you recognize
strengths that you didn’t even realize ex-
isted. You can connect some dots, not only
for yourself, but also for other people in
the company.”

Connecting those dots has created greater
consistency and helped level the playing
field at retail. For example, in researching
Yamaha’s Excellence Award-winning THR10
amplifier (see page 55), the price shows up

Yamaha marks its 125th
anniversary with a unified plan

at $299.99 everywhere online.

“We spend a lot of time on
MAP,” said Tom Sumner, senior
vice president. “We have invested
quite a bit in this area. We have
a software system that we put
into place several years ago. If
somebody wants to fool around
and do something crazy at mid-
night on Saturday, we still get it.”

“One of the benefits of circu-
lating around and being familiar
with multiple markets is that you
become familiar with common-
alities,” added John Shalhoup,
chief marketing director. “And
the commonality is that all of
our channels and retailers are
very concerned with our products
and the profitability they bring
to our retailers. It’s a priority for
us to deliver the best possible
case for distributing and selling
our products.”

Out-of-the box product qual-
ity also figures in with retailers
giving Yamaha high marks for
consistency and innovation.

“A Yamaha [product] can
be ordered for a customer with
confidence because we know it
will arrive from the factory in
A-plus condition, and be consis-
tent with the floor model,” said
a keyboard retailer.

“That’s always good to hear,”
said Paul Calvin, vice president of
the keyboard division. “We know
our dealers are challenged just
to stock products and get set up
on the floor and get them ready
to sell. It’s got to be that way in
order to get the high-level brand
image that we want.” —FA
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Be sure to stock up on great products from some of the industry’s hottest brands, all available from Korg USA.
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VINTAGE GUITARS | VVB4SB

New Addition

intage Guitars has added

the violin-shaped Vintage
VVBA4SB to its reissue bass
range. This hollowbody comes
in an antique sunburst finish,
and features a spruce top with
flame maple back and sides,
and a hard maple set neck. The
white pearl scratchplate sets the
look off, and it boasts Wilkinson
WDB bass pickups. {jhs.co.uk}

> InsideGEAR

> Guitars, Amps & Accessories
Eastwood Guitars teams up with Sailor Jerry

> Audio & Recording
Auralex offers total isolation

> Drums & Percussion
Remo launches Versa

> Piano & Keyhoards
Nord rolls out Electro 4

> Band & Orchestra
Pure Acoustics gives violinists a rest

> Print & Multimedia
Sher instructs Afro-Peruvian percussion

> DJ & Lighting
Native Instruments debuts new control mixer
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EASTWOOD GUITARS I AIRLINE ’59 »
CORONADO CUSTOM é /
|
i

Sallor Style

astwood Guitars and Sailor

Jerry rum recently teamed
up to create a limited-edition
Airline ’59 Coronado Cus-
tom guitar. The instrument
is customized with vintage
Sailor Jerry tattoo graphics
on the front and back. The
guitar also features a
Vintage Cream tone-
chambered mahogany
body with a rosewood
fingerboard. {east-
woodguitars.com}

PRS | P22, CUSTOM 24 .

TR ¥ 1

Custom Shop:

RS has releaséd limited rdns

of its Custom 24"and P22 #
models. The Custom 24 is'the :
original PRS as well as the guitar
Paul Reed Smith took to his firs
trade 'show in 1985. /1t features f
an artist-grade figured-maple | & 4
top and an African'mahogany'{
back./The P22 fintroducedthi :
yearis'the'‘company’s first | &

solid-body, piezo=equipped ;'

guitar.It's available’in 10'finishe
including cherfy:vanilla Qurst {1 |
(pictured). {prsguitars.com}'!

il Recording
i King's Latest

Recording King’s
new all-solid
RO-310 OO0 with
Adirondack top is
designed for play-
ers who want the
increased volume and
projection of an Ad-
irondack top combined
with the evenness of
an O00. With a thin
C-profile mahogany
neck and 1.75-
inch nut width,
the guitar is
comfortable for
fingerpicking
or strumming.
{recordingk-
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GUITARS, AMPS & ACCESSORIES

SOULDIER | ROOFTOP STRAP

Lennon’s Signature

o honor John Lennon’s 72nd birthday, Souldier has in-

troduced the re-issue of his Rooftop strap. Used in
Lennon’s last public performance with The Beatles, the
Rooftop strap is handmade in Chicago. {souldier.us}

Series of PartialiGapos
'f"'?‘!' .

- Alternate gmtar tumngs are catchmg on fast.

_ That's why's we cféc1ded to go all oﬁt and' bring
you /foflir’ new-tools to create sounds you. never

thought possible. The Kelever is a“partial capo
with  the ability*to ptess downstlie uncapoed
string/stfings syvhenevér youwant. All'you have
to do is press-the lever... -1t’s7just that ea€y.

(DADGAD)

Dbl Drop D 0 Short-Cut Drop D
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LEVY’S LEATHERS | STEAMPUNK STRAPS

Victorian Vogue

evy’s Leathers has honored Vic-

torian sci-fi fashion with its new
Steampunk series of guitar straps.
Each 2-inch strap is constructed of
polyester webbing and is sublimation-
printed with a design of the sub-
culture of Steampunk. The straps
are finished with leather ends and a
tri-glide adjustment. Pictured is model
MPSP2. The straps are available in
six designs. {levysleathers.com}




GENZ BENZ |

The New Neo

enz Benz has debuted two NX2 series

lightweight bass loudspeaker cabinets
that replace its NeoX line. The new cabinets
feature multiple improvements, including
proprietary neodymium loudspeakers and an
advanced cabinet design that adds strength
yet reduces weight. {genzbenz.com}

DIGITECH |

DigiTech’s

DigiTech recently launched the Mag-
ic Fingers Vibrato for its iStomp

programmable pedal. Magic Fingers

takes a guitar signal and modulates

its pitch slightly, giving it an animated
vocal quality. {digitech.com}

TC ELECTRONIC |

Noir Noise

C Electronic has released the Poly-
Tune Noir. The new tuner uses the
same technology as the original PolyTune
and shows the tuning state of all strings
simultaneously when a guitar is strummed.
The PolyTune Noir also features Drop-D
and capo modes, as well as true bypass for
zero tone coloration. {tcelectronic.com}

Often Imitated, Never Duplicated!

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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AKG |

AKG's Acoustics

KG has launched the Discreet Acous-

tics Modular Plus series. The Modular
Plus series’ interface module con-
nects the gooseneck to the phantom
power source, adding flexibility to
all mounting modules. The self-
cleaning connector is reliable,
inconspicuous and safe —
allowing for simplified and
cost-effective microphone
replacement. The goose-
necks are tested under
extreme circum-
stances ensuring
their quality
and flexibility.
{akg.com}

ELECTRIX

Endless Tweakability

lectrix’s new Tweaker is a performance /

controller for Ableton users, Traktor users,
and music producers and performers.
Tweaker gathers a variety of control ele-
ments in a compact, portable design
that includes a 32-button grid, ve-
locity-sensitive pads and push
encoders with LED rings.
Tweaker can be used as a
stand-alone controller or /
as an add-on to any
setup. {electrix-
pro.com}

<

CERWIN-VEGA |

PA. Powerhouse

erwin-Vega recently rolled out its new

P-Series professional PA.
system, which in-
cludes the P1500X
and the P1800SX.
The P1500X is a
two-way, bi-
amped, full-range
bass-reflex speak-
er. The P1800SX
is a powered sub-
woofer, employing
an 18-inch woofer
with a custom
2,000-watt class-D
amp. {cerwin-
vega.com}
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AURALEXI

Total Isolation

Auralex celebrates its up-
coming 35th anniversary
with the new SheetBlok-AF
Sound Isolation Barrier material.
Intended as a solution for im-
proved sound isolation between
adjacent spaces, SheetBlok-AF
can be used in studios, home
theaters, apartments, listen-

ing spaces and offices. The
material is a thin, dense isolator
with a class A fire-rated PVC
laminate on its surface for a
finished aesthetic. SheetBlok-
AF is supplied in 4- by 10-foot
sheets that can be trimmed for
custom fit. {auralex.com}

JDK Scales Down

released the V10
single-channel mic
pre-amp and the
V12 single-channel
compressor. Both
units are built in ac-
cordance with API's
500-series modular
lunchbox format. The
V10’s circuit is identi-
cal to a single chan-
nel of the JDK R20
mic pre-amp, and
the V12’s circuit is
identical to a single
channel of the JDK
R22 compressor.
MSRP: $695 each.
{apiaudio.com}

Gator 3G Guitar Gig Bag

"Slinger" style one shoulder strap design

Patent Pending "Pick Holder" zipper pulls to hold
"emergency" pick

Contouring back padding

GFLEX internal padding with angle quilt design
Exterior pocket(s) for tools, and accessories
Interior reinforced to prevent “wear and tear"

Ample storage for laptop,cables,
strings,tuner and more

FINO CASES FOR THE PRODUCT

YOU STOCK
Select The Manufacturer &
== Product From Thousands Listed

Or Type In The Length, Width
And Height

nTE B13-221-4191 F: B13-221-4181
WWW.GATORCASES.COM
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PROMARK I

Like Clockwork

roMark’s new Neil Peart Clockwork

Angels Collector’s Edition stick is
available in a six-pack. The top-selling
ProMark Shira Kashi oak drumsticks
are autographed by drummer Neil
Peart and copper-ink branded with six
Rush tour logos. Each brick contains
six pairs of sticks and collector’s
edition labels. {promark.com}

REMO |

Worldly Release

emo recently

launched
Versa Drums,
a new line of
world percus-
sion products.
The lightweight,
nestable and com-
pact Versa Drums
feature technol-
ogy engineered
to create an easy,
self-sealing fit with
the Versa pretuned
drumheads giving
the drum rich bass
tones. The instru-
ment is offered in
three large body
shaped drums,
including the djem-
be, timbau and
tubano — all with
the same bearing
edge diameter and
each with a corre-
sponding drum-
head. {remo.com}

AHEAD |

Sandman’s
Choice

head Drumsticks has

debuted its limited
edition Lars Ulrich Scary
Guy signature drumsticks,
which feature a hand-
drawn icon created by
the Metallica drummer.
The sticks are available in
both the LU-SG Standard
with silver logos and the
LU-SGL Light with red
logos. MSRP: $36.49.
{aheaddrumsticks.com}
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INnstant S S

Credificorion  AIEIAN

glissandos and unleash oscillator-like synthe-
sizer effects with the SUPEREGO Synth Engine.
Layer sounds, create infinite sustain, tweak
attack and decay, or use the effects loop to invent _ ™ _ >
your own unique synth patches. Three modes = SS——
of operation — Auto, Manual, and Latch - let — ——— e,

you indulge your guiltiest pleasures! ? ﬁd@df()'b@fmoﬂlx

9V power supply included. MADE IN NYC, USA

INndelible Trio

Lt <TREBE, E Satisfy your tone jones with our first
N _ WK fully-interactive analog multi-effect pedal!
= y N\ A7 The TONE TATTOO’s effects chain features

B\ . h \'[2* the distinctive sounds of the Metal Muff

¥' Toy Analog Delay. With three critically
acclaimed effects, this star-studded
stompbox is your talisman for tone
that leaves a permanent mark.
9V power supply included.

electro-harmonix

4 To learn more visit www.ehx.com
;_.w. i p— y.



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 Flastic

“We can tighten loose nuts,
but we can't do anything about your drummer”
I
BignogK
MFG. USA
PAT. PEND.© 2010

(713) 466-6414
www.allparts.com/bullet

GEARM: .

NORD |

Nord’s Latest

he new Nord Electro 4 features

the flagship Nord C2D’s B3 tone
wheel organ engine. The model also
includes a redesigned key-click
simulation, as well as
the rotary-speaker
simulation of a vintage
122 unit. The percus-
sion model has been
improved to offer

%8 ‘

increased control
over the percussion
levels when playing
near-legato. It also features
Vox and Farfisa organ simu-
lations and is compatible
with the Nord piano library.
{nordkeyboards.com}

Half the weight
of an original Shubb Capo

Now available in a variety of

COLORS!

=S

info@shubb.com * www.shubb.com
707-843-4068
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KORG | LIBRARIES

Korg Adds
Seven

org recently announced

the availability of
seven additional expan-
sion libraries and sample
sound libraries for the Korg
Kronos Music Worksta-
tion. The libraries include:
EXs64 KARO Ethno World,
EXs67 KARO Upright Piano
by KARO, EXs90 Kronos
Assault, EXs80 Vintage
Synths, EXs 82 Hit Fac-
tory, KRS80 Soundtrack
Mix and KRS81 Sonix
Bliss. MSRP: Range from
$69-$199. {korg.com/
kronos/soundlibraries}




NAMM

Young Professionals

New to the music industry?

Interested in meeting more young professionals like yourself?

Want to talk with and learn from some of the most
successful industry veterans?

Join the NAMM Young Professionals!

h ®
NAMM
sShoWs

Come and Join the Future
Leaders of Our Industry

NAMM YP is hosting a half-day
workshop with the emerging
leaders of the industry, featuring
a keynote speech, a panel
discussion, breakout sessions and
a social hour.

Wednesday, January 23
Anaheim Marriott, Platinum
Ballroom

Workshop
1-1:10 p.m. Welcome and
Introduction
1:15-2:30 p.m. Keynote Speaker:
An Industry
Trailblazer
2:30-2:40 p.m. Break
2:45-4 p.m. Panel Discussion
on Bridging the
Generational Gap
Roundtables/
Discussions

4:05-5 p.m.

Networking Reception
5-6 p.m.

Register today at
NammYP.eventbrite.com
and help us set the stage for
the future

NAMM YP is looking for the best and brightest members of the industry

to connect and set the stage for the future success of music products and
services. Whether you're just joining the industry or have been in it all your life,
NAMM YP is here to build a community of professionals and peers who can
serve as a sounding board, inspiration, friends and more.

How can | get involved?

Getting involved is easy. You can start by using the information below to join
and connect with NAMM YP. You can also attend some of NAMM YP's
networking events at the 2013 NAMM Show in Anaheim.

What is NAMM YP?

NAMM YP’s mission is to be the music industry’s #1 group for young
professionals to connect both in person and online and help provide
mentorship and career development opportunities for those in the industry
and interested in joining the industry.

Who is NAMM YP?

The group is comprised of young professionals that cover the entire spectrum
of the industry including retailers, wholesalers, manufacturers,distributors,
service providers, salespeople, and more.

Why should | join NAMM YP?

By developing a stronger community of young professionals in the music
industry, NAMM YP hopes to grow the industry from the ground up by giving
emerging voices in the industry a chance to share their thoughts and ideas on
how to make the industry more effective and vibrant in the 21st century.

Stay up-to-date on events and
Haven't joined mentorship opportunities!
NAMM YP yet?
Snap this QR Code
to find out more!

Q"' NAMM Young Professionals

m NAMM YP

Follow NAMM Young Professionals on:

T facebook.com/NammYoungProfessionals



GEARMI

BAND & ORCHESTRA

PURE ACOUSTIC |

Take a Load Off

ure Acoustic has debuted the

Linnd Laxo violin shoulder rest.
The rest’s exclusive design-registered
form factor and patented solid
crossbar eliminates splay and offers
complete stability to both the rest
and the instrument. The non-slip feet
attach outside of the purfling line,
placing no load or dampening on the
back of the violin. {linnd.co.uk}

= Increase your profits by renting educator approved instruments

+ Expand your business without any capital investment

« Easy set-up with professional guidance, training and personal attention

+ Your own ONLINE RENTAL MICROSITE built by us, managed by you!

+ NEMC handles all back office functions including all billing and collections

* HIGH COMMISSIONS PAID MONTHLY, like clockwork

- Powerful marketing, repair & service support

« Truly personal partnerships. We help you succeed and grow!
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+ NO START-UP COSTS, inventory outlay, shipping expenses or franchise fees

NATIONAL
A EDUCATIONAL
& MusIC

COMPANY

LET US HELP START YOUR BUSINESS
The NEMC NO FEE Licensed Affiliate Tum-Key Rental Program
enables you, the local community music dealer, to offer a world
class rental program without the harsh set-up costs, administrative
burdens, distribution headaches, or capital investment!

IT'S EASY AND SIMPLE. APPLY TODAY
CALL LORNE GRAHAM
1-800-526-4593 (ext) 241

nemc-partners.com
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GEARM

THEODORE PRESSERI

Critical Ives

heodore Presser recently intro-

duced the Charles lves Society
Critical Edition of Ives’ Psalm 42 (As
Pants The Hart) for SATB chorus,
tenor or soprano solo, and organ.
The piece was edited by Robert
A.M. Ross, and the setting is a
fairly traditional verse anthem with
organ interludes and a vocal solo.
MSRP: $2.25. {presser.com}

342-40197 PSALM 42 (As Pants the Hart)
$.A_T.B. Chorus, Tenor (or Sopr.) solo, Organ

Cuarcres E.

IVES

PSALM 42

(As Pants the Hart)
for S.A.T.B. Chorus Tenor (or Soprano) solo, and Organ

X

\ 7

2 pRESSER

COMPANY

CHARLES E.IVES §2.25

The Afro-Peruvian
Percussion Ensemhble

FROM THE CAJON TO THE DRUM SET

This book contains fn? Hector Morales
an instructional =
DVD and charts

with the rhythm
section parts for
percussion, bass
and gedtar

fe—
Y

/’.3“'3?
-

}4&"1

IHER Mu:u: Co.

SHER MUSIC |

Percussion Bible

her Music has debuted Afro-Peruvian

Percussion Ensemble: From The Cajon
To The Drum Set. The book and DVD
package contains charts with the specific
rhythms played by the cajon, congas,
cowbell, bongos, cajita and quijada, as
well as bass and guitar parts, for ma-
jor styles of Afro-Peruvian and Creole
music. MSRP: $30. {shermusic.com}

jggml:’iano
Updated

al Leonard

has released 1K HYMAN'S
Dick Hyman's cmrunv O JAll PIANO
Century Of Jazz I'RANSCRIBED!
Piano — Tran- ) E
scribed!, a book
and DVD pack
that presents a
concise history
of jazz piano.

——
——l
—
Thirteen hands- -
e
e ———

on lessons and
four bonus
performances
explore the
styles, musi-
cal vocabulary
and performers who have defined and
shaped this American art form over
the past century. This title provides

a printed book with complete tran-
scriptions of all of the DVD content.
MSRP: $27.99. {halleonard.com}

Byronans
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UpBeat

DAILY

C

I DAILY

“F77°  TECHNOLOGYBOOM

WeDeIiver!

UpBeat Daily is the
most-read publication
at The NAMM Show

— with a fresh issue
delivered by 6:30 a.m.
each morning of NAMM.

-2 We’ll be celebrating UpBeat'’s
60th anniversary this January.

Be part of one of the
greatest traditions in the
SN music products industry.

John Cahill - johnc@musicincmag.com
Tom Burns — tomb@musicincmag.com
EDITORIAL:

Frank Alkyer — editor@upbeatdaily.com



GEARM

AMERICAN AUDIO |

Analog & Digital Mashup

merican Audio’s new

MXR series controllers -
give DJs a way to control
their professional audio
software without having
to sacrifice the benefits of
traditional DJ mixers. The
three models in the lineup
— the 10 MXR, 14 MXR
and 19 MXR — deliver
the tactile feel of classic
analog DJ mixers and all
the benefits of computer
music programs. MIDILOG
channel inputs offer a
high level of functionality
and flexibility, giving DJs
and mobile entertain-
ers the option of using
MIDI or analog inputs on
all available channels.
{americanaudio.us}

TR

NATIVE INSTRUMENTS |

Double Trouble

ative Instruments recently launched Traktor

Kontrol Z2, a 2+2 control mixer. Two stand
alone channels provide connectivity for turn-
tables or CDJs, while two additional channels
offer control over
Traktor Remix
Decks, cue points
and effects. The
24-bit sound card
and XLR outputs
deliver high-quality
audio to club sound
systems, and a
separate booth
output and micro-
phone input let
Kontrol Z2 inte-
grate with any DJ
booth. A built-in USB
hub adds connectivity for additional
controllers without having to use the
host computer’s USB ports. MSRP:
$899. {native-instruments.com}
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Make Money Renting School

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




MARKETPLACE

© Rates: Classified display: $25 per column inch. Reading notices: $1.00 per word; $15 minimum charge. All ads are prepaid.

© Payments: Send check or charge it on MasterCard, Visa or Discover.

© Deadlines: Advertising closes the 15th of the month, six weeks prior to issue date—i.e. the May issue would close March 15.
© Reserve: Call Maggie Glovatski Cuprisin at (630) 941-2030, ext. 119 or email maggie@downbeat.com

BUYERS WANTED

VISA

~3

WE BUY

» Guitars °
» Mandolins -
Banjos ¢ Ukes
From all known
makers, ESpE‘Cl"ﬂHy

GIBSON « VEGA
MARTIN « FENDER
Elderly Instruments
PO Box 14210
Lansing, MI 48901
(517) 372-7880 x102
swerbin@elderly.com
www.elderly.com

. . ®
Acoustics First
e 888.765-2900

Materials to Control Sound

and Eliminate Noise™
http:/fwww.acousticsfirst.com

STEINWAY PIANO SALES

It is not often that an opportunity to
represent the world’s finest piano
becomes available! This opportunity is
available NOW in beautiful Scottsdale,
Arizona with excellent earning potential
and full and comprehensive benefits.
Our most successful candidates have
a background in retailing luxury goods,
building relationships, and knowl-
edge of pianos and piano literature.

Steinway Piano Showroom is an
Equal Opportunity Employer.
Apply for this job via email to:
bobs@steinwayarizona.com

www.pmwoodwind.com

woodwind

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

(800) 573-9865 | ! i isying s
www.mircweb.com / MIRC

USED

OR A0

)

Mentmn this AD

(574) 255-6100
www.hsarolltops.com

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

FOR SALE:

Over 250 Rental Return Orchestra
Instruments

1/2 & 3/4 Violins; 13” & 14”
Violas; 1/4, 1/2 & 3/4 Cellos

Most are complete outfits.

For Information, Contact:
bjstrings@gmail.com

Entire Inventory to be Sold in One Lot.

HELP WANTED:

Very successful, well established
American case manufacturer for

sale. International distribution, ecom-
merce, strong brands with international
demand. Profitable, relocatable and
easy to run. $260K plus inventory, no
financing available. Very motivated
seller. steve@coloradocase.com




BUYERS WANTED

SERVICE

Ferree’s Tools, Inc.
1477. E. Michigan Ave.
Battle Creek, MI 49014

World’s Largest Manufacturer of
Quality Band Instrument Repair Tools

Pads, corks and many other supplies
also available

Contact us today to place an order
Ph:800-253-2261/269-965-0511
Fax:269-965-7719
E:ferreestools@aol.com

www.ferreestools.com

See our website for our catalog and
up to date price lists!!

Contact us for a

FREE printed
catalog

Tech Questions:

1 Find us on

o Facebook

B el repairtips@aol.com

RENTAL

Make Money Renting Band Instruments

= —— * Band and Orchestra Rentals
* Mew and Like New Educator-Approved Brand Name Instruments
= Personalized Rent-To-Own Program
— — * Mo Franchise Fee or Inventory Investment
* Mo Shipping Costs
music

Our Business Is Growing Your Business!

= High Commissions Paid the 1st of Every Month
* Exceptional Service

PEHPD
PEHH
PHB
$$

$

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

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.

1.800.356.2826

H WILL SIMMONDS AT EXT. 105
17725 NE 65th, Suite B235
MH AUR "5‘ OIN ! Redmond, Washington 98052

wsimmonds8@gmail.com
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(«@ ASK THE
RETAILER MORE BUSINESS ADVICE FROM RETAIL EXCELLENCE WINNERS

JONATHAN LIPP
FULL COMPASS

We have changed our model
somewhat in the last year. It used
to be that we had manufactur-
ers here in our three training
rooms every day. Now we have
gone to a biweekly, early-hours,
more scheduled training system,
with less interruption in the day
for our salespeople. Since we
sell nationally to many differ-
ent markets, it’s not like clas-
sic Ml retail where nobody is
there for half of your day. We’re
busy from the minute we open
until the minute we close.

" DAVID KALT
CHICAGO MUSIC
EXCHANGE

| have my employees
coordinate between each
other. | have a staff of 22
people, including sales,
support, and shipping and
receiving, and everyone
contributes. We meet
once or twice per week
and shoot around

ideas. We’ve really

built a culture.

BEN KRAFT
KRAFT MUSIC

We have lots of work ahead of us
and plenty of learning to do, but we
always stress that the devil is in the
details, and we must always do the
right thing for customers and ven-
dors. All I's are dotted and all T’s are
crossed on our site, and we measure
as much as we can to keep tabs on
all business activities. We regard our
relationships with our vendors as im-
perative to our success, and we hire
smart, motivated individuals who
have a spark for the music industry.
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“Be Extraordinary.”

ROBIN WALENTA
WEST MUSIC

Our internal theme is “Be Extraor-
dinary,” and that’s also our brand
in the marketplace: “Our Extraordi-
nary Associates.” I’'m surrounded
by passionate, creative employees,
and they come to work every day
wanting to make a difference in
the lives of our customers. So

this year, | have commissioned a
custom-designed ukulele that has
the West Music logo on it, and

it also says “Be Extraordinary.”

| am giving one to every single
employee at West Music. | have

a back stock, so when every new
hire goes through their onboarding
process, they’ll receive a ukulele
at the end of their first week. We’'ll
also have classes, so by the end
of the next week, they’ll not only
know how to play it, but they’ll also
have their own custom-made one.

“There’s lots CHUCK SURACK
Of bus,ness SWEETWATER SOUND
out there.”

If you’re a sales guy in the bottom half of the sales chart, you
have more sales training from 8-9 a.m. every Monday
morning. It’s about [learning how to] work our systems
and institutional sales. It’s not product-based; it’s just
knowing your customers better. If we had time,

we’d cold call, but we don’t have enough sales

guys trained to handle the 2 million customers

we have in our database now. We have 150

sales representatives, each with about 3,000 or

4,000 customers on average. They can’t deal

with many more than that if we expect them to

call a customer every day, every week or every

month — depending on the customer’s

buying patterns. We’re not even

close to hitting everybody in

our database. That’s the rea-

son I’'m confident that there’s

lots of business out there.




Active Loudspeakers

DXR series

Active Subwoofers
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WAMAK

BEST IN GLASS

Before you buy powered speakers, do a reality check on the most important specs to make sure you're getting the best value
for your money. Then go to a Yamaha dealer and listen to the best-in-class Yamaha DXR loudspeakers and DXS subwoofers.

1100555 W2 |==N3:-Q 7 YEAR

ﬂynamkﬁp-rhnaeﬂsing accurate response WARR AN I v

Class-D amplifier

Best-in-Class Best-in-Class Best-in-Class Best-in-Class Best-in-Class Reliability
Power Output  SPL Performance High Definition Sound Quality Flexibility

Whether you're looking for a single 12" monitor; a compact, 4100W portable system with an 8" top box
and 12" sub; or a butt-kickin’ 15" top and 15" sub DJ system, DXR/DXS Yamaha powered loudspeakers
are the best choice you can make. Learn more at 4wrd.it/DXRDXS2MI or scan the QR.




Play. Capture. Stream.

NEW AND IMPROVED.

Zoom brought brilliant HD video and stereo sound to
your movies with the Q3HD. Now, the Q2HD has become
Zoom's most advanced video recorder to date, packed full
of new and improved features in an ultra-portable device.

THE FIRST PORTABLE MID-SIDE CAMCORDER.

Used in film and broadcast, Mid-Side recording combines
a unidirectional Mid mic that captures sound directly in
front of you and a bidirectional Side mic that captures
sound from your left and right. By adjusting the level of
the Side mic, you can control the width of the stereo field,
which gives you incredible flexibility over your recordings.

LIVE STREAM IN REAL-TIME.

Simply connect the Q2HD to your Mac or PC via USB and
start streaming like the pros. Its compatible with Ustream
Producer, Flash Media Live Encoder, Skype and other
popular streaming applications.

@ 2012 Zoom | zoomfx.com

ALL INHD.

Select 1080p or 720p for amazing clarity no matter where
or what you're shooting. With an enhanced lens and imaging
sensor, the Q2HD captures crystal clear HD video.

EXPANDING ITS VERSATILITY.

The Q2HD features an analog Mic Gain wheel that allows
you to dial in the perfect amount of gain for any recording
application. It also functions as the world's first USB
microphone with Mid-Side miking capabilities.

MORE TIME AND SPACE.

With a 2GB SD card, you can record over 40 minutes of
stunning HD video. The Q2HD will accept up to 64GB SDXC
cards for an incredible 15 hours of HD movie making.

Zoom Q2HD Handy Video Recorder.
Brilliant Stereo Recording and HD Video...
Now with Live Streaming.

=0V



