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ALL YOUR BOSS’ DISTRICT SALES MANAGER
TODAY TO CARRY THE FULL LINE OF GUITAR
EFFECTS RANKED #1 BY CONSUMERS.’

NI30SsS

www.BossUS.com
YourTone))

*Based on data for floor effects, stompbox effects, pedal tuners, floor multi-effects, and desktop effects
in Retail Sales Activity March 2013 MI SalesTrak® report from Marketing Information Services, Inc.
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You're looking at an authorized
reissue of a D'Angelico Excel archtop,
an iconic guitar built by lutherie legend
John D'Angelico. Now experience
D'Angelico reborn in our handcrafted
reissues of classic D'Angelico archtops,
semi-hollows and solid bodies. They're

built to uncompromising standards,
featuring the spruce top, maple back,
and stair-step pickquard and tailpiece
that are quintessential D'Angelico.
That's why they're the choice of a
growing number of leading artists and
among the fastest growing guitar
brands. And with our recent introduc-
tion of a special limited edition USA
Masterbuilt Excel reissue, the
D'Angelico magic resonates all the
more. Experience D'Angelico reborn.
Visit dangelicoquitars.com.
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NEW! NASHVILLE MUSIC
STANDS. A STAND FOR
EVERY PERSONALITY.

From the budding musician
to the seasoned pro, you'll
find the perfect stand at
Nashville Music Stand Co.
in a variety of styles that
are not only beautiful in
the studio, but in every
room of the house.

Awarded Best In Show
- Gotta Stock it, 2013
Summer NAMM

rasHvILLE

MUSIC STAND CO.

The stands your customers will love.
wwwonashvillestands biz * 1-615-357-0178
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+ Customizable peg hooks to
fit 10- or 25-packs evenl:

Both of our quality displays are available with assortments. These
assortments include Celluloid, Duralin, Cortex, Nylflex, and Black Ice.

daddariob2b.com

COUNTER DISPLAY

* Comfortably holds up to 50
bulk

Introducing the top picks for guitars
& customer service, all-in-one.

We're already known for our strings and customer service. Now it's time
to also be known for our top quality guitar picks. D’Addario stocks a full
line of the most popular guitar pick materials, all USA-made, and
available for same day shipment from our NY distribution center.

Showecased in attractive displays, this one-stop-shop makes it convenient
for customers to reach peak pick performance, within moments.

Quality, innovation, and customer service always come first; that's why
our pick assortment will always be the #1 pick for you and your customers.

Contact sales@daddario.com for info on how you can get a FREE display.

DAddario

PLANETWAVES”
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INSIDEFEATURES

Cosmo Music’s stunning
showroom lights up the
customer experience.
BY DAVID ZIVAN

FROM
Vic Firth reflects on 50 years
of sticks, mallets, rolling pins
and performing with some of
the world’s finest conductors. p /
BY STEVE HARVEY ] '

50
SUMMER
SHOWDOWN

A complete wrap-up of Sum-
mer NAMM, including trends,
events and all the products
that made “Best in Show.”

BY KATIE KAILUS
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SUPPLY

PROFILE PROFILE
14 Hartland Music manages a renova- 24 Crush Drums uses its connections
tion while staying open for business. to gather steam in the industry.
NEWS NEWS
16 Sam Ash opens its second location in Texas 26 Fender Museum to close; Hohner
17 GC reaches the 250-store mark gives guitars to GAMA.
20 Sherman C|ay closes in Seattle — 27 Cordoba launches new website
ending its retail operations 28 Hal Leonard corporate team runs for a cause
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IDEAS

31 INDEPENDENT RETAIL
Make sure you are aware of hidden costs.
By Ted Eschliman

32 THE LESSON ROOM

Learn how to eliminate your students’
and families’ “first-lesson jitters.”

By Pete Gamber

34 THE RETAIL DOCOTOR
Ensure your store is a go-to when it
comes to the latest technologies.
By Billy Cuthrell

62 DRUMS &
PERCUSSION R =

Gretsch releases a Foo
Fighters signature snare;
LP’s Americana cajons
find their groove; Mapex
builds a beginner set

68 GUITARS, AMPS & \
ACCESSORIES
Ibanez gets jazzy with a George
Benson model; Levy’s supports classical

72 AUDIO & RECORDING
MXLs new Solo cardioid mic is a Revelation

74 PIANOS & KEYBOARDS
Kawai grows a hybrid

76 PRINT & MULTIMEDIA
Hal Leonard’s Wicked is very good — and
Alfred plays some praise songs

78 DJ & LIGHTING
It's futile to resist Chauvet’s new Obey controller

ASK THE RETAILER

82 HOW DO YOU SELL BOUTIQUE CYMBALS?

Displaying the cymbals on kits that attract at-
tention helps move this growing category.

Cover photo by Matthew Plexman
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- MEANT TO SOUND GREAT _

X TAKES YOU

Inspired by the strength and resilience of the 1930's
Dust Bowl folk singers, the Dirty Thirties guitars and
banjos capture the spirit of raw determination in the
heart of every musician.

srovetttovousy THE MUSIC LINK

www.themusiclink.net www.recordingking.com



Thisis MY
Radial DI!

$6

p——
ACOUST

9.99"
TIC

StageBug SB-1™ active DI ——
* Active 48V phantom powered ey

o Perfect for acoustic guitars

# Ultra compact - fits in a guitar case

s 69.99"

KEYBOARD

&

StageBug SB-2™ bass & keyboards
e |solated bass & keyboard DI

¢ Transformer smoothes transients
* Built-in stereo to mono mix

$79"

StageBug SB-4™ piezo DI I
* Active phantom powered DI

* Optimized for piezo-electric pickups

* High pass filter and phase reverse

LAPTOR
COMPUTER

<

MEDIA
PLAYER

&

StageBug SB-5™ laptop DI

® [solated passive stereo DI °

= For computers, tablets and iPods
* Built-in cable with storage cleat

Radial

engineering
...the worlds finest DI boxes

radialeng.com

1588 Kebet Way, Port Coquitiam BC V3C 5M5 tel: 604-942-1001

Made in Canada %

* Minimum advertised price in USD
Specifications and appearence subject to change without notice.
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COUNTERING TROUBLE

You may be right. I may be crazy.
— B.JOEL

11 the retailers I have ever met, no matter the industry, notice
customer service everywhere they go. And why not? You might
steal a great idea from an unlikely place — or be reminded of
just how damaging bad service can be. It’s a multifaceted topic
— and sometimes the lessons are not crystal clear.

My father and I recently made a pilgrimage to a great deli in the Chicago
suburbs. We were in search of a superlative sandwich, as we often are. Upon
entering, I happened to hold the door for an older woman. She thanked me
politely, but I also noticed she was clutching her purse a little too tightly,
and had a grim expression on her face.

Not my problem, of course. I took a number.
The place — essentially a large open room, with
service counters on three sides — was busy.

“My bagels!” she cried, waving a finger in the
air. Heads turned. “I didn’t get my bagels!” she
said, louder this time. The harried owner asked
politely how he could help her. “I got home, and
my bagels weren’t in the bag! Where are they?”

The place was short-staffed (a topic of its own
— don’t get me started) but the man said he would
find them, and stepped closer to hear her story. She
ordered her bagels and her fixings, she said, and
that young man over there helped her, and she paid
for everything, and drove all the way home, and
when she got there, no bagels. The man assured
her that he would get them right away — and could he please see her receipt?

The bagels were not on the receipt; it seemed clear she had not paid for
them. Never mind that, though. “I'm hungry!” she said, raising her voice
now. “Give me my bagels!” It got more unpleasant, and at one point the
owner calmly asked her not to use some of the choice words she was utter-
ing. The owner was unwilling to simply give away the bagels, and eventually
the unhappy customer stormed out, promising never to return.

I've been telling this story lately, asking businesspeople how they would have
handled things. There are unknown variables, to be sure. The poor woman
may have been unbalanced in some way. And as my father pointed out later,
by the time she got back to the store, the facts didn’t matter anymore.

Most people think the owner handled it well — several bystanders com-
plimented him on keeping a cool head. One veteran of our industry said that
they should have simply given her a bag of bagels — that, he said, would
have been the best customer service, under the very visible circumstances.

I don’t know if there’s a “correct” answer here. But I do know that, in
retail, crazy stuff can happen, and we’d best be prepared for it. Your policy
may be that the customer is always right, however unreasonable, and that’s
fine; what’s important is that your staff knows the steps to take to follow
that policy. Every employee needs to be trained on what they are and are
not empowered to do, no matter how hungry the customer. Mi



Life is about options... And so is recording.

XY Mic
Capsule
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The all-new Zoom H6 Handy Recorder is the most versatile six-track recorder ever.
Four interchangeable capsules—X/Y, MS, Shotgun, and XLB/TRS—as well as an
array of advanced features, make the H6 the chameleon of the recording world.

The groundbreaking IHIB. It will change the way you think about recording forever.

Sound Laboratory

ZOOM NORTH AMERICA, 2120 SMITHTOWMN AVE, RONKONKOMA, NY 11779 | INFO@ZOONM-MNA.COM

©2013 Zoom Corparation.



LETTERS

Cuthrell For the Win
loved Billy Cuthrell’s July cover
story, “A New Way to Win.” We

have been toying with a similar
concept of bundling the cost of
an instrument into signing up
for lessons for a long time, but
have had difficulty pulling the
logistics together. I think refer-
ring to it regarding the cell phone
industry makes perfect sense.

We are a perfect fit for this
concept as we run a full lesson
studio of 500 students per week
along with a full retail facility in
Washington state. We are Mapex
dealers as well as PDP, Tama,
Taylor Guitars, Fender and many
others. I think this would be a
great way to turn higher-priced
instruments and to build an even
stronger student base.

Again, great job with the
article. It’s exactly what we’ve
been looking at with a few mi-
nor tweaks — very good with
an innovative look.

Troy Moore

A Radical Response
Bﬂly Cuthrell is always one
of the highlights each time I
read Music Inc. Besides hunting
for client coverage, I'm always
looking for what he has to say.
Congratulations go out to him on
his July cover story, “A New Way
to Win.” I love seeing someone
taking the bull by the horns.

I first met Cuthrell in 2008.
We were both part of the NAMM
Presidential Advisory board. I
immediately took a liking to
him. His passion for our indus-
try was evident. But even more
importantly, I saw someone else
who felt that there needed to be
change. Big change. I knew right
away that he was going to do
something big for this industry.

12 1 MUSIC INC. |

I know he has influenced oth-

er retailers. I hope that his ideas
can reach the manufacturers. But
I bet that his greatest influence
has been in his customers and
students. Those customers and
students are the ones who have
benefited most, and at the end of
the day, that is what it’s really
all about.

Josh Vittek

An Innovative &

Informative Plan

visit many of our dealers three
to four times a year. I try to keep
up on the latest innovations and
possible [business] solutions, so
that I may share them with deal-
ers that are open to new ideas.
In those discussions, they will
sometimes express their concerns
or challenges. During my last

trip, two of our dealers shared
with me some concerns that were
addressed in the July cover story
featuring Billy Cuthrell’s radi-
cal plan.

While T am certain this ap-
proach will not be accepted by
all, I think those who give it a
chance and think it through will
benefit greatly by taking it.

I thought the article was clear,
concise, focused, innovative and
very informative — an all-around
excellent interview that should
be widely shared. It’s great that
people in this business would
share ideas like this.

Steve Crisafulli

Many Thanks

would like to thank Music Inc.
for the coverage of Muncie
Music Center in the August

cover story. I am humbled and
honored to have had our store
featured.

Several individuals in the in-
dustry reached out to me after
reading the article to mention
how proud they are to have a re-
lationship with a single, smaller
store that is remaining resilient
through a tough economy. And
that’s all I want, as well. For my
family, my employees and their
families, and, of course, for our
customers, I simply want to serve
folks as best I can.

We are fortunate at Mun-
cie Music Center to be able to
make a living serving our com-
munity doing what we all love.
Whether it’s helping kids get
started, teaching adults, assist-
ing at Music For All (a national
music education association),
or helping out at concerts and
schools, we do our best not to
lose sight of our role to serve.

Here’s to a successful and
prosperous fall/recruiting sea-
som.

Dave Helms

Corrections:

n the August 2013 cover,

Music Inc. incorrectly stated
Keyboard Concepts’ anniversary.
They are currently celebrating
their 30th anniversary. Also in
the August issue, Korg’s King
Korg analog modeling synth was
mislabeled. Music Inc. regrets the
errors.



THIE NEW

VIOLIN

2107

. RELIABLE, RESPONSIVE, RECOHMENDED . pen
UsA

Re-engineered for Better Performance

 Finer silking enables easier installation

« Improved finishing process produces smoother feel
« Tested dampening material increases warmth

« Copper eyelets enhance tone qualities
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> Deep in the Heart of Texas
Sam Ash arrives in Dallas

bd L1

> Still Growing
GC opens 250th store

> Making a Move
Mainline Music opens new shop
in historic building

> End of an Era
Sherman Clay closes the lid

HARTLAND MUSIC |

ETAILL

CLEANIN

an renovations ac-
tually be fun?

No. The answer
is no. But Larry
and Ellen McDon-

ald, the husband-and-wife team
who head up Hartland Music
and its lessons division, the
Waukesha County Conserva-
tory, in Waukesha, Wis., probably
came as close as anyone could.

At the beginning of 2013,
utilizing a Small Business Ad-
ministration loan of around
$80,000, the NAMM Top 100
retailer polished up its entire op-
eration, putting in new carpeting
and paint, tidying the outside of
the facility, and even increasing
their band rental stock. The cra-
ziness of the project took place in
the weeks just before the Winter
NAMM show — and during the
period when the business was
acquiring the Kawai line. Sounds
like a blast, right?

“It gave us a new store again,”
McDonald said.

Which is its own kind of fun.

TIME FOR A CHANGE

H artland Music began in 1981,
when the couple bought an
existing business where Larry
was teaching guitar. They grew
the operation and in 1986 moved
from the 900-square-foot shop
into a larger facility with 20
studios. In 2000, they built a

14 | MUSIC INC. |

15,000-square-foot building on
a major thoroughfare.

“My husband does a lot of the
building management and the
financial management,” McDon-
ald said. “I’'m the people person,
and HR. I do purchasing. I clean
toilets. And I sell grand pianos.”

Along with a 3,000-square-
foot music therapy clinic and
2,000 square feet for showcas-
ing pianos, the current space in-
cludes a 5,000-square-foot show-
room, a coffee bar, a stage, and
38 private studios. The company
leases the studios to 55 instruc-
tors, who serve close to 2,000

students each week.

And that is a lot of foot traffic.

“We’ve been doing OK, even
after 2008,” McDonald said. “But
we realized after 13 years in the
building that things were not as
new looking. And we know you
have to make changes in retail.”

PIECE BY PIECE

M ost businesses can’t simply
shut down while new car-

pet gets installed. So McDonald
devised a schedule that sounds
something like a military opera-
tion.

“We emptied out entire areas

G UP THEIR ACT

Carpet and paint throughout the store
(left) and studios got a facelift.

by 8 p.m.,” she said. “A crew
would come in overnight, move
stuff out, the painters came in,
then the carpet guys came in.
They would lay carpet at about
4 am.”

At one point when the car-
pet was pulled up, they invited
students in with their parents
to sign the floor. They held a
carpet moving sale, to clear some
inventory out — and in several
cases, simply got rid of pianos
that weren’t going to get sold.
“It was sort of ‘Somebody is tak-
ing this home tonight. It’s free;”
McDonald said. They organized
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The store’s so-called “stage area” re-
ceived new flooring and lighting.

a testing session, where they
poured coffee on the carpet to
assess its stain resistance.

Helping to smooth over any
disruption was regular commu-
nication with the entire staff.

“I sent an email to everyone,
called the Carpet Update,” Mc-
Donald said. “Every morning
and every night. A lot of emails.
Sometimes there was one in
between. We laid out whose
rooms needed to be emptied.
There was food getting served
at various times. It was a total
mess going on. A total mess —
first the studios, and then the
showroom, and then the back
room repair area where every-
thing had landed when there was
no place else to go.”

That last piece was the biggest
mess, and it coincided with El-
len’s departure for The NAMM
Show — a coincidence she still

claims was unintentional. Re-
gardless, when the entire project
was finished, “the head carpet
layer brought me a bouquet,”
McDonald said. “We had worked
that well together.”

BOTTOM LINE

n the end, the redo has been
a real success, though at press
time Hartland and the Waukesha
County Conservatory had not yet
found time for a celebration or
grand re-opening. And McDon-
ald said that, for now, it would
be hard to measure the business
impact of the project — though
at the end of July, merchandise
sales were up 12 percent over
2012, year-to-date. “Can I say
it has tangibly increased sales?
Not sure,” she noted. “But I can
definitely say we’re really quite
busy right now.”
And that’s fun, too. Mi
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Your Pedalboard. Unplugged.

pedaltrain.com

Muﬁmm

Special
Incentives

for new
Dealers

“For the Mutician im ALL of Us"

——— The Best Value For Quality Music Instruments

We take student instruments seriously!

2720 Pomona Blvd - Pomona, CA 91768 - 855-518-6872
www.alldaysmusic.com

Dealer Inquiries Welcome
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SAM ASH OPENS i
NEW TEXAS SHOP

"'*"'f(llh G &

I
ndustry stalwart Sam Ash recently opened a loca- il ”g
tion in Dallas, its second in Texas and its 48th store- 2
front. Based in New York, the company currently operates d
in 16 states. Its other Texas shop is in San Antonio.
“We’ve been looking in Houston, Dallas and Austin for
quite a while,” said COO Sammy Ash. “We’ve wanted to
go there for a long time, and this time everything fell to-
gether. It’s an old building, but its placement on the high-
way is great.” Ash said the 21,500-square-foot store was the
first in the company to open with a music school in place.
“Considering everything, this is probably the nic-
est store we’ve got,” Ash said. “Not the biggest, by a
longshot. But beautiful. And probably not our last one in
Texas. Fantastic economy and a fantastic state.”

16 | MUSIC INC. |




GC Hires New
; Opens
250th Store
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NEW SIGNATURE MODELS FOR 2013
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Sheila Joey Chad Luisito Chris
E. Waronker Wackerman Quintero McHugh

www.|lnnovativePercussion.com
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SWEETWATER GETS FESTIVE

his summer, Ft. Wayne, Ind.-

based Sweetwater Music
held its annual GearFest. The
event, which debuted in 2002,
featured exhibits from more than
200 manufacturers; workshops,
clinics and seminars; live demos;
special performances; and a mu-
sician’s flea market. With more
than 7,000 in attendance, and
sales up by more than 36 percent
over 2012, this year’s edition
broke all previous records.

This year’s featured speak-
ers included Mastodon guitar-
ist Bill Kelliher, guitarist Gary
Hoey, bass player Billy Shee-
han, drummer Terry Bozzio,
record producer Jack Douglas,
producer/engineer Frank Fil-
ipetti, producer/engineer Fab
Dupont, mixer Chris Lord-Alge,
live sound engineer Rick Camp,
and many others. To celebrate
its 130th anniversary, Gretsch
provided the festival’s closing
event, featuring Australian sing-
er/songwriter and guitarist Joe

Robinson, and power pop band
Fountains of Wayne.
Sweetwater editorial director
and guitarist Mitch Gallagher
demonstrated the “Tones of the

Guitar Sound.

Pros,” from his recent book Gui-
tar Tone: Pursuing the Ultimate

In total, GearFest included
more than 140 workshops and

Portable /-Rrofessional

A-400

Acoustic

Bass Drum Llﬂ'

www.bassdrumlift.com

sales@cappellomusic.com

Our Kit
or Yours!!

“Bottom fine, the Bass Drum
Lift is the best of it's kind.
In the studio or out
on tour . . . | never leave
home without it.”

Bob Gatzen

sy T AT
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Terry Bozzio performed
indoors at the fest, which
also included 12 tents.

seminars on guitars, recording,
and live sound, music creation
with computers, acoustics,
songwriting, and how to use
electronic instruments.

OPENING

BACH TO ROCK
NOW IN WAYNE, PA

IVI usic school Bach to Rock celebrated the open-
ing of its newest location, in Wayne, Pa., in
July. This location is the first in Pennsylvania, the
company’s 8th outlet and its second franchisee.
“After months of preparation and training, we are
so excited to officially open our doors to the public,”
said Dave Leonard, who owns
the school with his wife, Ellen
Good. “We offer a variety of
music programs for students of
all ages, from early childhood
to adults, and can’t wait to be a
part of the local arts community.”
“We are thrilled to expand il

Bach to Rock’s presence with
the opening in Pennsylvania,”
said Brian Gross, president of Bach to Rock. “We know
that with Dave and Ellen’s leadership, their team of
handpicked, quality, professional instructors will make
Bach to Rock a hub of the Wayne music community.”
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MAINLINE
MUSIC MAKES
A MOVE

Mainline Music, a full-line re-
tailer in Port Orchard, Wash.,
recently moved to a new location.
Partners Darren Erickson and
Pamela Bilodeau (at left) first
opened the business in the fall
of 2010, when their area’s only
music store closed. The building,
originally constructed in 1894,
was converted to a Model-T
factory in the 1920s, and now
serves as a hub for all things
artistic, including a music and
dance school.

“We’re getting great response
from the community,” Erickson
said. “The community is excited
we’re here. This town deserves
a good music store.”

A
000
Delighting the senses
with innovation
VERTEX ACRYLIC CAJON "
FRONTPLATE - BUBINGA / BODY - ACRYLIC COoOW
PERCUSSIO
Unique pyramid shape combines sharp slaps and superior bass tones. EEPRLN
Bubinga frontplate provides improved acoustic tonal qualities. www.tycoonpercussion.com

IMUSIC INC. | 19
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SHERMAN
CLAY TO
CLOSE LAST
LOCATION

ongtime piano dealer Sherman

Clay has closed the last of its re-
tail outlets. The downtown Seattle
location of the chain, once 60 strong,
was slated to shutter in September.

“There’s a tendency to lean to-
ward viewing this as a collapse, as a
sign of economic troubles, and actu-
ally Sherman Clay was very profit-
able,” said Tom Austin, president of
the company’s retail division, who
started with Sherman Clay 40 years
ago as a sales trainee. “This was re-
ally a generational evolution. When
the sons of Herman Schwartz got to

the point where they saw their re-
tirement within sight they decided
to close down the retail.”

Founded in San Francisco by Le-
ander Sherman in 1870 and owned
by the Schwartz family since 1960,
Sherman Clay & Co. has long been
recognized as one of America’s leading
piano retailers. Earlier this year, the
company’s Bay Area locations were
acquired by Steinway & Sons. The
Portland area stores closed last winter.
Austin said that the company had
owned the Seattle location’s building
since 1926, but sold it about a year-
and-a-half ago. At press time, there
was no word on Steinway’s plans in
the Seattle market.

“We’ve been through world wars.
Earthquakes. The Depression,” Austin
said. “We were authorized to sell Stein-
way in 1892. It’s a sad day. But you
put your arms around it and move on.”

Make Money Renting School
Bﬂll[l & ﬂrchestra Instrumenls

Shopping rental programs? Do your homework & compare!
No startup costs, inventory outlay or franchise fees

Offer rentals to your customers in-store or online

We handle all customer billing & collections

Learn instrument repair at our training facility

We do not operate competing retail stores!

Call us today at 877-727-2798 Ext 4

®
vlk or download a complete prospectus

Veritas Instrument Rental Incorporated onl ine at www.ve I'ItaS-On| ine.com
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NAMM
Founddation
Gives Gard
Scholarships

he NAMM Foundation an-

nounced the recipients of
the William R. Gard Memorial
Scholarship for the 2013-14
academic year. Named for a
former NAMM Executive Vice
President, the Gard Scholar-
ship is designed to invest in
the education of promising
students who are contributing
their talents to the music prod-
ucts industry. The annual award
supports a portion of academic
expenses for selected NAMM
member-company employees
studying full time at accred-
ited four-year universities.

The 2013-14 recipients are:
Nicolas Falcetti, University
of Massachusetts Lowell,
Falcetti Music; John “Jack”
Finnegan, University of lowa,
Quinlan & Fabish Music Com-
pany; Kelly Riordan, Univer-
sity of Wisconsin Milwaukee,
Hartland Music; Jason Terry,
University of South Carolina,
Rice Music House; Brady Vil-
hauer, Chandler-Gilbert Com-
munity College, Broadway
Music; James Warren, Adrian
College, Music and More.

“While these students never
had the chance to meet Bill
Gard, | believe they would have
been inspired by his dedica-
tion and love of the industry.”
said NAMM President and
CEO Joe Lamond. “Itis in
Bill’s spirit that we look to the
future and to these students
who will help lead us there.”

Scholarships are awarded
in the amount of $2,000 per
academic year. They may be
renewed for up to three ad-
ditional years, provided the
applicant continues his or her
employment with a NAMM
member firm and maintains
satisfactory academic standing.
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Note From Our Members
NAMM Members on the Benefits of Belonging

As your industry association, NAMM continually works to offer events, training, programs and services
designed to help its Members grow and prosper, but there is also a more personal connection to the work
we do each and every day. Best told by them, here are two perspectives on the benefits of joining this
close-knit international community and staying current by renewing your NAMM Membership along with
thousands of other companies in September and October.

Doug John and Francie Denis
are new to the business,
starting from scratch to build
Legend Music in Manteca,
Calif., in March of 2011, and
adding their Fresno location
about one year later. As Doug
explains, being part of a

larger network of music product professionals has been invalu-
able as they work to grow their retail business, lesson programs

and community connections.

“| find that NAMM has a great network for meeting people,
talking to manufacturers and distributors, and other dealers
especially. It helps to find out their tricks of the trade, how

Dale and Phyllis Webb,
owners of The Magic Fluke
Company, in Sheffield, Mass.,
manufacture ukuleles in

the United States and are
focused on creating music-
making opportunities within
their community. A Member

for 10 years, Phyllis reflects on how the industry comes

together through NAMM.

“One line | say regularly is that ‘we cannot afford to not be at
the NAMM Show.’ That, traditionally, has been where we

they do things, how they promote things. Those connections
have been the biggest thing we’ve taken advantage of so far,
being so new. This last Nashville show, we made some very
good contacts and met some really nice people.

“After winning the Top 100 Dealer Award for Rookie of the Year,

we got a copy of the press release before we even returned

home. We plan to send it to the
our customers. | think it will be

local press and share it with
a real asset to our business.

Like | said when we won our award, this is a unique industry.

| was in the industrial sector for 47 years, and in the not-quite
three years of doing this we've had more fun, met more nice
people and made more friends than during those 47 years.
The kids in our lesson program are a major part of that—it
makes you walk three feet off the ground when you see

somebody click with music.”

make connections with new dealers and come face-to-face
with retailers we may have gotten over the phone but are now
meeting in person for the first time. Technology can't erase
what it is to talk business, network and solidify our relationship
face-to-face. We're creating new relationships with other
manufacturers too. In this changing world, we really need one
another—and we need to market our community together.

‘I'm also really proud of the work the association is doing for
music advocacy. Districts are are losing music and arts because
there's no time or budget. NAMM's work to keep music in the
schools is so important and something | think the association

does well."

NAMM News is

|atest breaking indus!
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THE CRUSH CONNECTION

hey say in business
it’s all about who you
know. No one knows
that better than Terry
Platt, CEO of Crush
Drums. He and his partners,
all former employees at drum
companies across the industry,
started Crush Drums in 2010.
And they had no idea the impact
their connections would have
on their new business venture.

“We had a lot of great rela-
tionships with people from our
former jobs,” Platt said, adding
that their artist roster grew to
25 or 30 before the company
even began producing instru-
ments. “When our current art-
ist relations partner and I left
our former company, we let the
artists we worked with know.
They said, ‘We are going with
you. And we let them know that
we didn’t have any sets for them
to play yet. They said, ‘If you
guys are doing it we want to be
a part of it.”

As a result, Platt and his part-
ners took the artists’ input when
developing Crush Drums, which
Platt describes as a company that
makes “custom-type drums that
drummers want to play.”

The team also used their
connections to seek out dealers.

“We knew the drum buyer at
Musician’s Friend, and I laid out
Crush’s company profile to him
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and he understood it,” Platt said.
“So he was on board from the
start. That allowed us to focus
on the premier drum shops.”
And all that focus has paid
off. Since launching at the 2011
NAMM Show, the Tampa, Fla.-
based company has placed its
products in at least 110 dealers
across the country. A distribu-
tion agreement with Musiquip
signed in July could give them
access to another 500 retailers.

HANDS-ON APPROACH

latt attributes most of his
company’s fast growth to
his team’s hands-on approach.

“I feel like that along with
great artist relations, we keep
a great drum community with
our players,” he said. “We are
very hands-on with the guys that
play the drums, and we listen to
their comments on how we could
do things a little differently.”

Crush Drum’s social media
presence has also impacted its
relationship with its customers.

“On our Facebook page,
we’ve had [instances| where a
kid will post how he’s think-
ing about playing an ash kit or
a brush kit and you’ll see guys
like George Johnson from Seal’s
band comment on his post and

Chad Huang, Ricky Hughes,
Terry Platt and Michael Swenson

say, ‘Hey, that’s the kit I play
out on tour, and this is what
I love about it,” Platt relayed.
“It’s that kind of experience that
impacts customers.”

Starting out with humble in-
tentions, Crush Drum’s quick
growth has left Platt and his
team a bit surprised.

“We honestly started the
company thinking we would
do well enough to keep it go-
ing,” Platt said. “We didn’t ex-
pect it to explode and see the
growth that we have so quickly.
Everyday we pinch ourselves
and think, “Wow, this is really
happening.” Mi
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JJ Babbitt President

Receives Award
occo Giglio, president and
COO for jj Babbitt, was recently
awarded the Van and Jean Young
Lifetime Achievement Award at
the annual Elkhart Jazz Festival in
Elkhart, Ind. Giglio was recognized
for his many years of contributions
to the city’s Jazz Festival, as well
as for more than a half-century of
contributions to the band instrument
industry. {jjbabbit.com}

DISTRIBUTION

Dean Markley Adds
Korg UK as Distributor
Dean Markley has named Korg UK
its exclusive distributor throughout
the United Kingdom and Ireland.
“The addition of Korg UK as a
partner is yet another example of our
strategy to enhance our worldwide
distribution network to better support
the demands and needs of our
customers,” said Lori McCallian,

CEO of Dean

Markley EW{é/
International. — =
“We look

forward to a strong relationship
with the Korg UK organization and
driving growth opportunities for
both companies while expanding
our global customer footprint.”
{deanmarkley.com; korguk.com}

CLOSING

Fender Museum to Close
he Fender Museum of Music
and the Arts in Corona, Calif., is

set to close. The city of Corona has

bought the building and plans to
build a community center on the lot.

“Fender is extremely proud of what
the Fender Museum has provided
our local community over the past
two decades, and will continue to
support its successful ‘Kids Rock
Free’ music education program,”
said a Fender spokesperson.

While Fender has had a
relationship with the Fender
Museum since its inception in 2002,
it is not a subsidiary of Fender
Musical Instruments Corporation.
FMIC, whose main manufacturing
facility is also located in Corona,
granted a limited license to the
facility to use its name, as well as
business-related materials and
articles, such as its website and
business cards. {fender.com}
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THE MUSIC LINKII

The Music Liﬁk;s Ashley Atz (far right) describes the U.S.
workshop tai€ongresswoman Jackie Spqier (second from
right)'e_x House Minority Whip StenyHoyer(center):

TML TAKES PART

IN ‘MAKE IT IN
AMERICA’

he Music Link was recently rec-
ognized as part of California Con-
gresswoman Jackie Speier’s “Make It
In America” event in San Mateo, Calif.

The event was comprised exclu-
sively of U.S.-based companies that
manufacture products domestically or
are increasing stateside production.
The Music Link’s display was high-
lighted for an outstanding contribution
to domestic instrument production
in California.

In 2009, The Music Link opened
its Hayward, Calif., workshop, and
today exports domestically-produced
products to more than 12 other coun-

HOHNERI

tries worldwide, while devoting an
entire division of the company to U.S.
production.

“U.S.-made instruments still set
the standard the world over, and we’re
proud to be a part of that historic tra-
dition and what it means to our local
and national economy and culture,”
said Steve Patrino, company president.

In other news, The Music Link has
put the ordering power in the hands of
its dealers with its new Online Dealer
Portal. Dealers can now access the
company’s full catalog online as well as
current stock levels, recent orders and
tracking numbers. {themusiclink.net}

Hohner Helps Out GAMA

Hohner has signed on to contrib-
ute Hohner guitars in support of
the Guitar and Accessories Market-
ing Association’s (GAMA) Teaching

Guitar Workshops program.

The workshops help start class-
room guitar programs in schools
across the United States and
Canada.

“Traditionally Hohner has en-
thusiastically supported GAMA’s
efforts to support classroom music
education with its Teaching Guitar
Workshops,” said Rock Clouser,
Hohner product manager for fretted
instruments. “Keeping youth inspired
to create music is very important
to Hohner.” {hohnerusa.com}
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ALFRED JOINS IN NATIONAL
MUSIC DAY CELEBRATION

Ifred Music joined the National Music Day and Make Music
L.A. celebration with public performances in Palisades Park
in Santa Monica, Calif., during National Music Day on June 21.
The day kicked off with “The 100 Hohner Harmonica Project,”
where attendees could participate in a community lesson and
performance led by Tom Nolan. Following the event, Alfred Music
gave away copies of Alfred’s Teach Yourself to Play Harmonica.
In addition to contributing free products to “The 100 Hohner
Harmonica Project,” Alfred Music donated over $1,000 worth
of free music products throughout day. National Music Day is
a one-day event where free, live musical performances and op-
portunities to make music take place across the United States.
“This type of community event aligns perfectly with Alfred
Music’s core mission to encourage people to learn, teach, and
play music of all genres and ability,” said Alfred Music CEO Ron
Manus. {alfred.com}
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HUNTER

NEW YORK

QUALITY BAND
INSTRUMENTS
FROM HUNTER

Provide your customers with the highest quality instruments
and the best possible price points. Hunter offers a full line
of instruments that are made to the best standards.

Call us today to find out how you can profit
from Hunter Musical Instruments.

Fast shipping available from our New York warehouse.

HUNTER MUSICAL INSTRUMENTS

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

www.huntermusical.com

Cordoba Debuts New Site

Oordoba Guitars has revamped its website to feature
an improved, user-friendly layout, high-resolution
product photography and video, and an upgraded dealer
search. A brand new support section called “Live. Play.
Learn.” contains articles, diagrams and video tutori-
als in an effort to educate customers on the behavior and
maintenance of nylon string guitars and ukuleles.

Also, the new dealer search auto-detects the country of resi-
dence based on the user’s IP address, and also provides users
with the option to search by country. {cordobaguitars.com}
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APPOINTMENTS

FMIC Names New
VP of Sales

ender Musical Instruments

Hal Leonard’s triathlon‘team

HAL LEONARD | CHARITY

HAL RUNS FOR
A GOOD CAUSE

’:ourteen members of Hal Leonard’s corporate team
recently participated in the Tri-ing for Children’s
Triathlon, a benefit for Children’s Hospital of Wiscon-
sin in Milwaukee and UW Health American Family
Children’s Hospital in Madison, Wis.

“Training and participating with co-workers was
motivating,” said David Jahnke, vice president of na-
tional sales. “We were happy to raise money for such
a worthy cause.” {halleonard.com}

IN MEMORIAM

Community
CEO Passes
Away

imothy Dorwart,

CEO of Com-
munity Profes-
sional Loudspeak-
ers, passed away
on July 15 due to
iliness. Dorwart
became Communi-
ty’s CEO in March
2013 and led the
company through
its introduction of
several important
new products at In-
foComm. He came to Community from Gibson
where he held the position of general manager
of pro audio.

“We are deeply saddened by Tim’s death,”
said Bruce Howze, Community’s president.
“We mourn the loss of our chief executive and
a good friend, and we extend our most sincere
condolences to his wife and family.”
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(FMIC) recently named
Tony Price vice president
of North American sales.

Solid State Logic has
named Jay Easley vice
president of live con-
soles in the Americas.

Ron Kronewitter has
been appointed to the po-
sition of key accounts

D’ADDARIO | PERSONNEL

In this role, Price will have
sales responsibility for FMIC and
specialty brands across all chan-
nels, and KMC fretted brands for
national accounts through inside
sales. He will also be in charge of
FMIC’s regional and district sales manager structure.

“This is an exciting evolution for the sales
management team,” said Andy Rossi, senior
vice president of global sales for FMIC. “We
are glad to have Tony with us, and expect great
things for our company and our customers.”

Alan Waite, who previously held this position,
transitioned into a new role supporting emerging
strategic sales initiatives. Waite has led the FMIC
sales force in North America for more than 20 years.

“We are thrilled to have Alan’s talents focused
entirely on our strategic growth plans,” Rossi said.
“His passion for motivating our teams and creating
plans for growth is unmatched in our industry.”

manager for Fishman.
Anthem Musical In-
struments has hired Frank
Sarcia as director of sales.
Universal Audio has
added David Lenat as its
director of U.S. sales.

D’Addario has debuted a
new organizational structure
designed to reinforce the
leadership of the company.
The new corporate structure
consists of two divisions that
will be led by new co-presi-
dents, Rick Drumm and John
D’Addario lll. This strategy
will make it possible for both
individuals to leverage their
experience and strengths.
Drumm will now be re-

D’ADDARIO EXPANDS
EXECUTIVE ROLES

sponsible for all of D’Addario’s
percussion brands as well as
its woodwind accessories line
under the Rico brand name,
and manage all of D’Addario’s
international affiliates. For-
merly the company’s execu-
tive vice president, D’Addario
Il is now responsible for the
global supply chain of the
string manufacturing busi-
ness, as well as all U.S.-based
distribution. {daddario.com}
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HIDDEN COSTS

ost of us are savvy
to the concept of
“delivered” cost.
When we calcu-
late true profit,
we account for shipping, as well
as labor to unpack, prep, hang,
heat and cool — all the steps
to transition a product from
the manufacturer’s warehouse
and into the customer’s hands.
A tenor sax case doesn’t net for
$75 if it costs $35 to get it to
your door. The $110 true net
($35 freight PLUS the $75) re-
veals your selling price of $135
is NOT a profit margin of 44
percent. It’s actually 19 percent.
We understand shipping costs,
because they’re printed clearly on
our invoices, but there are other
subtle industry expenses. You
need to understand the nature
of the time value of money. The
cost of inventory that sits for too
long is easily underestimated.
Slow-selling Trades. Sup-
pose a salesman gives a $500
trade credit for a guitar. The
new instrument sold will need
to be replaced (and paid for),
but the cash from the trade is
temporarily parked on the sales
floor. If the trade is sold for $750

the very next day, the salesman
could brag about the $500 plus
$250 profit ready to invest into
replacement — 33 points.

But consider this: If the
vendor charged an industry-
average 18 percent interest on
the new guitar, a three-month
delay selling the trade accrues
$22.50 (on $500) and should be
subtracted from our trade-in sale.
Now we’re down to 30 points.
If selling took six months, in-
terest on the static trade would
be $45, and an identical sale
would drop to 27 points. If it
took a year to sell, that interest
becomes $90, and our $750 sale
would drop to 21 points. The

point here: Trade-ins should al-
ways anticipate length of time on
the floor. Inventory that hangs
around kills cash flow.
Exponential Obsolescence
Cost. The death spiral of obso-
lete inventory — last year’s cool
stuff — is just as devastating.
Once the market is gone for that
hot item, it needs to be culled,
sometimes at cost or less. You
can’t continue to buy fresh in-
ventory and capitalize on new
profit potential if cash is tied up
in the old and obsolete. “Clear-
ancing” must be a recurrent cycle
in your marketing schedule.
“Committed” Cost. We all
have a “hold box” or some kind
of layaway area. It’s not a pleas-
ant chore reminding customers
they need to complete the sale,
but inventory not on the floor
impacts cash flow negatively.
RTV (Return to Vendor)
Cost. Part of retailing is items
returned as defective. Be diligent
keeping this static inventory to
a minimum. Vendors are anx-
ious to send a replacement (not
credit), and their finance clock
starts ticking when the replace-
ment ships and only ends when
they receive the defective mer-

chandise back. Plan on pestering
and follow-up.

Open Box Cost. Big box
stores sell opened packaging at
a discount. Today our custom-
ers expect us to do the same,
so we need to avoid having too
many unnecessary duplicates out
of the box. Today’s consumers
want purchases untouched by
human hands whenever possible,
or they expect to pay less. Open
an item and open your obligation
to sell for less.

“Un-aerated” Cost. A
healthy lawn requires season-
al aerating to return oxygen to
its roots. Similarly, you should
be culling dead inventory and
periodically shuffling it around
(especially accessories). This
brings eyeballs a new perspec-
tive of your product mix.

Good businesses are wired to
match up purchasing with sales
productivity. It’s important to
establish protocols to ensure that
the expenses of what comes in
stay under the sales of what’s
going out. Ml

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

are everything —
make sure your

first-time students

get the right one
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t’s Monday at 4 p.m. and standing in your store is the new
trumpet lesson student with her mom, waiting to start her
first music lesson. You’ve gotten them into your store and they
have committed to your lesson program, so what happens next?
Sounds like a silly question, but is it? What happens when a
new student shows up at your store for their first music lesson?
At many stores that trumpet student and parent would stand
there waiting for somebody that looks like a trum-
pet teacher to approach them and say, “Hi.” More
than likely the sales staff is ignoring them thinking,
“They’re just here for lessons.” After a while, the
parent goes to the sales counter and says, “We’re
waiting for our trumpet lesson, is the teacher here?”
The staffer says, “I don’t know,” goes to check and
comes back texting the teacher. “Apparently he’s
out of town this week.”
After an experience like this, you’ve probably lost
a student, a customer and — if they tweet, Facebook
or yelp their experience — possibly a few more.

THE DAY BEFORE A FIRST LESSON

here are ways to avoid what has happened here.

Make sure someone on staff calls the teacher and
lets them know that they have a new student
coming in tomorrow at 4. If the teacher has an
issue with that time, it can be resolved before
the student comes in. Not to mention you can
ask the teacher what books and materials to
pull for the lesson. You should also make a
list of the new lesson starts for the next day
in order of times they come in.

After calling the teacher, you should call
the student to remind them when their lesson
is starting. Ask them to come in 10 minutes
early and go directly to the main sales coun-
ter to check in and purchase the books and

materials they will need for the lessons.

THE LESSON DAY

he day of the first lesson you should post a list of new students
that are starting that day. Double check that the teacher and
the new student have both been called. Next, pull the books for

—Irst—Lesson Chops

the student’s lesson. Include a
“Welcome to Music Lessons at
Your Music Store” letter. Explain
what student events, discounts,
and such are available to them.
Tell your staff to welcome the
new student by having them
check the new student list so
they can address them by name.

Give them the welcome letter,
and sell them the books. This
gives the student a prompt start
on the lessons instead of a teach-
er taking 5-10 minutes finding
books, or, worse yet, scribbling
out something for the first lesson.

Hang out with them until
you’ve introduced them to the
teacher. Also, make sure to tell
the student and parent, “Find
me after your lesson — I want
to find out how it went.”

END OF LESSON FOLLOW-UP

fter the lesson, ask how it

went and what the teacher
worked on. It’s difficult if a store
is really busy, but make sure that
at least one staffer has the time
to interact with your students.
Get teachers and staff on the
same page. Train your staff and
explain to teachers the new ap-
proach. This new vibe will make
everyone have an awesome first
lesson — students, teachers and
your store. Win-win-win. Ml

Pete Gamber is a 35-year veteran of
music retailing and music lessons. He
specializes in music lesson programs and
music retail consulting. He can be reached
at petegambermusic@gmail.com.
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Incorporate emerging
trends and technologies

in your business

before your customers
and competitors do
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THE RETAIL DOCTORI

“eople Get

t this past January’s NAMM show I was talking with

a small group of retailers from around the country

about the use of technology in our day-to- day op-

erations. I was actually using the time to conduct

my own “technology in the workplace” poll. The

results? I found that while they all had standard point-of-sale

systems and Internet connectivity, that was basically the extent

of the technology in their stores. Sure, they had

personal iPhones and Android devices. A few had

iPads (received a month earlier for Christmas, and

not really in use yet). But when I asked if they had

thought of using technology to bring customers in

their doors, I got blank stares. When I asked if they

were using any technologies such as Wi-Fi cameras

in their teaching rooms, or simple things like QR

codes in store or advertisements, my questions were

met with answers like, “I’'m not sure I know what

that is,” and “How would I use that in my shop?”

I believe with a little imagination you can find lots

of great ways to incorporate all sorts of “tech toys”

into your business. You should not be waiting for

your customers to show you the latest technologies;
you should be showing them. If you turn them on
to something new then you are the go- to,

ahead-of-the-curve place to be.
I recommended that the folks I was
speaking with visit two booths at the

probably had not seen before. I encour-

aged them to then think about how they could
take what they saw home and use it in their
own shops. Here’s what they saw:

BRING PAPER TO LIFE

major drum manufacturer celebrating the

20th anniversary of its popular bass drum
pedals had these great looking stickers in their booth — a snake
head sticking out of a circle. On the bottom of the sticker was a
message asking you to download the free mue Alive! app. Once
you did, you would point your phone’s camera at the sticker. Once
the app recognized the image, the snake started to move, climbing
out of the circle, then wrapping itself around the screen of your

show that were using technologies they ¢ _-_"

—eady

phone and disappearing. Then,
in the center of the sticker where
the snake had been, came vid-
eos of the company’s endorsers
talking about the pedal. Sounds
crazy, right? It is crazy — and
every single customer in my shop
that I have shown it to loves it!
There are multiple apps out there
that bring paper to life and add
interactivity (augmented reality
apps) to just about any product.
Check out TouchCode (touch-
code.de) for just one example.

NEW DIMENSIONS

few years ago I read an
article outlining how 3D
printers were not only going
to change manufacturing but
also soon reach everyday users.
Large 3D printers at the time
were being used
to “print” one-
off, specialized
medical implants,
jewelry, racecar
parts and custom
mobile phone cases. Instantly
intrigued, I started thinking of
all the ways this technology
could be used in my shops. I
soon discovered that a decent
3D printer was still out of my
price range. But today, prices are
starting to come down, making
the printers more attainable for
the average home or business
user. They work essentially like
the printer attached to your com-
puter; you hit a print button and
they go to work.




A 3D printer uses materials such as
production grade plastics to build succes-
sive layers until the object being printed
appears. The possibilities for this type of
printing are nearly endless. If you have
a repair shop you can make one-off parts
for instruments, or better yet, customized
parts that can’t be obtained on the market.
How about custom tone or volume knobs

In tocay’s retall
marketolace
you need to

embrace new

technologies
and be ahead
of the curve
to set your-
self goart,

with your shop’s logo on them, or one-
off promotional giveaways (Small guitar
replicas? Employee name tags?). Search
Google and YouTube for 3D printers and
you will discover weeks worth of reading
and watching material.

ONE-OF-A-KIND EXPERIENCES

n today’s competitive retail marketplace
you need to embrace new technologies and
be ahead of the curve to set yourself apart.
You can no longer rely solely on the latest
guitar colors, drum configurations and crafty
displays at your entrance to woo customers.
If you understand and incorporate emerging
trends and technologies in your business
before your customers and competitors do,
then you are that much farther ahead as
these things advance. At the very least it’s
important to understand that your custom-
ers (and competitors) are spending more
and more time doing their homework and
seeing the latest gadgets, developments and
technologies on YouTube and around the
Internet. Once there, they will click over to

M IDEAS

an online store to purchase — unless you
are a go-to resource for customers seeking
to understand the technologies and how
they are used. Be that, and you raise your
chances for a sale twofold. Your utiliza-
tion of emerging trends, and demonstra-
tions of how to effectively manipulate them
to enhance your customer’s lives, create a

unique environment and experience. You
should endeavor to offer that one-of-a-kind
customer experience that no one else can
duplicate. Well, at least until they buy their
own 3D printer. Mi

Billy Cuthrell owns and operates Progressive Music Cen-
ter. Contact him at billy@raleighmusiclessons.com.
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Just outside
Canada’s
largest city,
one of the
world’s most
appealing
showrooms
is shining
brightly —

a full-line store
with a massive
lessons program,
and a rapidly
emerging
e-commerce
division.
Want to give
your customers
an unforgettable
experience?

Let
Cosmo Music
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[SEAMILIAR:

Young man returns from military
service and starts a small mu-
sic business. Weathers storms.
Grows. Son takes over business.
Weathers storms. Grows.

But while that may sound like
the path of hundreds of music
retailers across North America,
the end result for Cosmo Music
looks a lot different. From its
commonplace beginnings, the
single-store business has radi-
cally evolved, operating now out
of a stunning 56,000-square-foot
facility located in Richmond Hill,
Ontario, about an hour north of
Toronto. It is, simply put, one of
the best-looking showrooms in
the world. Its lesson studio facil-
ity is near its 3,500-student ca-
pacity, and at the end of this past
school year it had nearly 12,000
instruments out on rental. The
guitar and bass portion of the
showroom, about 8,000 soaring
square feet, includes separate
sections for high-end acoustics
and electrics, and a dedicated
bass room. And on and on.

At present, the company is
generating more than $16 mil-
lion (Canadian) annually, and
is poised for more growth as it
begins a significant expansion
into the online space (still vastly
underutilized in Canada). The
driving force for the company,
said CEO Mark Hebert, is a fo-
cus on consumer interaction,
a kind of shopping adventure
reinforced by the sheer scale of
the building itself.
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“When a customer comes in,
it’s not just about buying some-
thing or renting something,” he
said. “It’s about the experience
they have in the store, and the
desire created for them to want
to come back and show their
friends and family. All the staff
in the different departments
know that that’s the goal. It’s
what we all strive toward.”

THE EYE OF THE BEHOLDER
“You may have gathered that I
am kind of hard to please,” said
Hartley Peavey, the founder and
CEO of Peavey Electronics. “And I
have seen more music stores than
I want to even think about. But
if you said, ‘Send me to the best
music store in North America, I
would say go visit Cosmo.”

About a year ago, Peavey
got convinced by his rep for the
area to pay a call on Cosmo and,
despite his strongly stated lack
of interest in seeing yet another
shop, he made the trip. Peavey ac-
knowledges that he hasn’t stopped
talking about it since. What he
saw was a building designed from
the ground up to be one of the
finest music stores anywhere.

“My father [Tom] always had
a vision — a superstore setup
— that we’ve had conversations
about for decades now,” Hebert
said. “It was something like a
mall, with a hallway down the
center, and stores going off to
the side. Which is kind of what
we have going on.”

As customers enter through
the front door, they step into
a cavernous atrium, 32 feet
high, sometimes referred to as







the main hall. Directly ahead
are kiosks of clothing, gifts and
various accessories. To the left
are registers and, farther along
that enormous glass wall, a café
that looks like a Starbucks. To
the right, enormous doorways,
individually decorated and de-
signed, serve as storefronts for
the different departments. The
far end of the room is open to the
guitar department, above which
a long stairway leads up to the
piano department, lessons facil-
ity and administrative offices.
“When you first come in,
it’s like, ‘Now I'm in Music
City,” Hebert said. “And then,
whether it’s a beginner musi-
cian or a pro, they enter one
of those sub-departments, and
they have now entered their own
little world of drumming bliss or
guitar heaven. It’s like a series
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of boutique shops.”

Veteran staff contributed to
the concepting of the building,
Hebert said, but the lead designer
for the project was a local guy,

Peter Tillmann, whose resume
includes design work for the
Hockey Hall of Fame in Toronto.

“The atrium is pretty much
his first sketch from when we
sat down at the table,” said Pe-
ter Fudge, sales manager for the
education division, who has been
with the company since 1985.
“He said, ‘Just start talking. Tell
me what kind of music store you
want. And he started to draw.”

The building is entirely hu-
midity controlled (“Some spaces
more than others,” Fudge noted),
and all departments open onto
the main hall. Among the more
unusual custom elements is what
Fudge calls the “Disney hallway”
— a wide corridor, concealed
from customer view, that runs
the length of the store, connect-
ing each department to the ship-
ping and warehouse area, as well

as the repair shop. There are no
boxes laying around in the retail
space. No clutter anywhere.
“You could eat off the floor
in that store,” Peavey said. “You
walk in and the atmosphere is elec-
tric. Their displays are clean, the
guitars are set up, there’s no rust
on the strings, there’s no dust.”
Each department handles its
own staffing and tracks its own
numbers, like a little business
unit. As the photos on these
pages demonstrate, each has a
feel and layout that the manage-
ment deemed most conducive
to its products. The print and
books room is full of earth tones
and elegant lighting. Drums
and percussion has an indus-
trial feel, with exposed girders
providing what Fudge called “a
‘big wow’ wall of drums.” The
guitar area is designed around
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an enormous painted guitar im-
age: “The mezzanine is shaped
like a telecaster body, the steps
are frets, the headstock is in the
ground,” Fudge said.

And where did all this in-
spired design come from?

“For about a ten-year period
prior to our first store, we asked
that whenever any of our upper
managers, or any of our other
employees for that matter, were
in a different country or differ-
ent province that they visit a
local music store and jot down
ideas,” Hebert said.

Insert your own cliché here:
Imitation is the sincerest form
of flattery. Mediocre artists bor-
row; great artists steal. Regard-
less, there can be no doubt that
Cosmo Music contains elements
of some of the best retail design
from around the globe.

THE MODEST START
Tom Hebert served in the Ca-
nadian Air Force, working pri-

marily as a mechanic, and was
stationed all over the world, in-
cluding a long stint in Germany.
He played in the Variatones, a
popular rock band with country
influences, and when he left the
service in 1966 he knew that
his passion was music. His first
business was importing guitars
from Italy and Japan. In 1968, he
opened a retail location, chang-
ing the name of his company
from Cosmo Guitars to Cosmo
Music, and in 1971 moved to
Richmond Hill, the town where
the superstore sits today.

The company soon added brass
and woodwind, and by the mid-
’80s moved to another larger loca-
tion. Another store, dedicated to
that market segment, as well as

=
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the growing repair operations,
opened in 1990.

The split operation continued
to grow — at 8,800 square feet,
the second location was touted
at the time as one of the bold-
est showrooms anywhere — but
the arrangement had downsides.
“Far too many inefficiencies,”
Fudge said. “We knew we needed
to bring everything together.”

Soon after the turn of the cen-
tury, Mark began taking over
more and more of the day-to-
day operations of the business.
He’d been trained for it — and
not just because of his business
degree from the University of
Western Ontario.

“I’'ve always worked in the
store,” he said. “My mother was
doing payroll when she was in
the hospital, two hours after
she gave birth to me. So I was

fishman.com/tripleplay

involved even then.”

Coming up, Mark got a taste
of virtually every part of the busi-
ness, “from being back in the
warehouse to cleaning the instru-
ments to going out on the road
as a sales rep to visiting with
schools and teachers to fielding
phone calls for orders to work-
ing all of the positions in the
office like accounts receivable,
data entry, and accounts pay-
able. It was kind of lucky for me,
because the company was small
enough that there were always
people off for maternity leave
or other comings and goings.”

Despite eight years of piano,
alto sax from grade 5 through
grade 11, a bit of rock drum-
ming and a little guitar tinkering,
Hebert claims “limited musical
abilities.” More important, he
said, were larger scale projects

on notice.
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that came to him, even early on, like chang-
ing over the entire company’s computer
system, and researching and implementing
a new accounting package.

Hebert stresses the fact that despite the
company’s growth (they employ about 200,
about 90 of whom are teachers), the staff still
feels close. Brenda Hebert, Mark’s mother,
started in the business in 1972 and still
serves as CFO. Repair department manager
Kevin Rohm started in 1976, and Jerry Hunt,
purchasing department manager, signed on
in 1985. “Growing up in that — when I
eventually got to work here, they were all
my family,” Mark said. “No one really wants
to let each other down.”

“In some big retailers,” Peavey said, “you
walk in and they have one of everything,
but nobody knows anything. At Cosmo, the
people have a smile on their face — and
they know what they are talking about.”

Hebert is quick to praise his entire staff,
noting especially his “right-hand man” Rudi
Brouwers, vice president and COO, who
according to the company’s internal bio
“as a teenage bass player ... walked into
the store and just never left.” Brouwers,
Hebert said, “is involved in every decision.”

WIDE OPEN TERRITORY
Toronto is the capitol of Ontario and the
nation’s largest city, with 2.6 million resi-
dents — bigger than Houston, smaller than
Chicago. Cosmo is actually located in the
York Region, north of Toronto, and Hebert
says eventually the area will be the popula-
tion center of the wider metropolitan area.
“In Canada, because of population density,
you never see towns or cities where you have
a dozens of music stores, or a giant Guitar
Center across the street from Sam Ash. You
just don’t get that up here,” Hebert said.
“Toronto is the most highly dense city in
Canada, but compared to New York it’s just
a completely different scale. And that actu-
ally makes for quite a large barrier to entry.”
Cosmo sits essentially at the crossroads
of the main north-south thoroughfare out
of Toronto and one of the region’s largest
east-west highways. As a result, Cosmo
enjoys the benefits of being both an ex-
tremely local store for many customers,
and a destination store for many others.
“We have to be,” Hebert said. “We have
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to have people driving two hours to get to
the store. Or even flying. We have people
from all over the world come to the store.”

Soon, theoretically, the store will be sell-
ing all over the world. Though the Cosmo
website is just over a year old, and the com-
pany has done hardly any advertising, sales

on the site have already exceeded 10 percent
of total revenue. Nearly 13,000 square feet
of the building is warehouse space, allow-
ing for same-day shipping on most orders.
Recently, the company reorganized the space
for even greater capacity and efficiency.
Smart move: forecasters say that growth
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of e-commerce in Canada in the near term
will outpace the rate in the United States.
From 2007 to 2012, according to the Cana-
dian Broadcasting Corporation, online sales
in Canada doubled, but still represented only
about 4 percent of total sales of goods and
services in the country. (Estimates vary, but
in the U.S. that figure is thought to be closer
to 10 percent). Without question, despite
having one of the highest rates of Internet
penetration in the world, Canadians have
been slow to embrace e-commerce.

ON THE HORIZON

Along with a constant effort to enhance
the customer experience, the leadership
of Cosmo Music is focused on where the
market is going. The education program
at the store is a model for such endeavors,
beginning with the Apple Seeds (6 weeks
to 12 months) and moving through Bean
Sprouts, Sweet Potatoes and Honey Bees
before finishing with Puddle Jumpers —
four-year-olds who will soon be entering
school music programs.

The store itself is a resource and a driver.
On the second floor, along with the adminis-
trative offices, group lesson rooms look out
onto the atrium (“When you walk in, you see
students making music,” Fudge said. “The
idea is that it’s all of a piece.”). The acoustic
piano showroom feels elegant, separate from
the combo and band action downstairs. And
finally, there is the Cosmopolitan Concert
Hall, a performance space with a stage and
seating for 250. It hosts jazz bands, choirs,
and larger clinics — and, outfitted as it is
with full smoke and lights, it can tilt in the
nightclub direction quite easily.

This year, Cosmo hosted all of the con-
certs and competitions for Music Alive, the
largest public school music festival in the
region. “We host thousands of children each
year this way, and let them experience the
store and music in a whole different way,”
Hebert said. “A lot of them may not have
seen the store before but we know all of
them are enthralled with music. They are
in a band that’s competing, and so they’re
a potential client of ours. We’ll see a ripple
effect: later that evening, or on the week-
ends, or a couple weeks later, those kids are
back in with their parents. They’re doing
the tour: ‘Look at this! Look at that!”” MI
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Firth at rehearsal with the Boston
Symphony Orchestra, circa 1985




FROM THE TOP

VIC FIRTH OF VIC FIRTH COMPANY

based Vic Firth Company, a global leader in the manufacture of drumsticks and mallets, in 1963.

A musician and teacher from a very early age, percussionist Vic Firth founded the New England- \

INTERVIEWED BY STEVE HARVEY

HOW DO YOU START YOUR DAY?

I exercise for half an hour then I come into the office. My crew
is so good that I have very little to do. They manage to find me
things to do to keep me busy.

DO YOU STILL PLAY?

I retired in 2002 after a 50-year stint as timpanist with the Boston
Symphony Orchestra. I also belonged to a Japanese orchestra out
of Matsumoto, with conductor Seiji Ozawa. I used to do four
trips to Japan and a European tour every year with him. That
finished about four years ago. I figured I'd quit while I was ahead.
We have a set of tympani in our artist room, and I went in there
last week and played a few things. If that were a student of mine
I’d kick him in the butt! I'd say, get your hands back in shape.

YOU PLAYED WITH A NUMBER OF
THE WORLD’S GREAT CONDUC-
TORS. DID YOU HAVE A FAVORITE?
The period when I did play I now
refer to as the Golden Age. You name
a conductor: Ormandy, Koussev-
itsky, Bernstein, Ozawa, Haitink,
Stokowski. It was a great privilege
and pleasure to play with some of
them. Some of them were broom-
beaters. But I do miss the sounds
that T used to hear around me, and
contributing to that sound. I now
only hear it when I'm driving the
car from the plant back to Boston.

HOW DID YOU FIRST START

MAKING DRUMSTICKS?

I whittled some drumsticks down into a shape and a size and
a taper that felt very responsive. Then I found a wood turner
in Montreal who made sticks for me on a hand lathe, one at a
time — so ten pairs was a big order. Little by little it increased
and he couldn’t handle it. I had a colleague in Maine that found
me a place in Kingfield. That ran out of space so we moved over
to Newport, Maine, where we are now. From those original ten
pairs we now turn 85,000 sticks per day.

BUT THIS WASN’T YOUR FIRST BUSINESS VENTURE.
I ran an art gallery for seven or eight years. I worked as a part-
ner in a closed investment trust. I taught full-time at the New
England Conservatory. I did a lot of stupid things!

| USE ONE OF YOUR ROLLING PINS SEVERAL TIMES A MONTH.
The plant in Newport, Maine that I bought back in 1996 had

“I'm a horse with
blinders on; I never
look to either side
or the rear. 1 just go
forward with what
I think is right and
best for the company,
and for drummers.”

other businesses. I bought it in bankruptcy court; they had been
making a few drumsticks for me. We made everything: miniature
baseball bats, caps for English Leather cologne, beater bars for
vacuum cleaners. All of them failed, one by one, except the Vic
Firth Gourmet line. We built it up and kept it going for years.
It was a novel reflection of what we were capable of doing, and
we had fun doing it. 've made a lot of friends because I gave
them a peppermill.

WHY DID YOU MERGE WITH AVEDIS ZILDJIAN CO. IN 2010?

I had nobody in my family that was interested in taking the
business over. I have two daughters; up until recently they were
involved. They were both great, but as they left I missed having
them here. I thought, rather than leave the company without
a leader from the Firth family, we
should try to find someone else who
would make a great partner and work
well with my people. I had several
proposals, and I selected Zildjian to
merge with. We both work on the
same philosophy; it’s been a great
relationship.

HOW IMPORTANT IS EDUCATION?

I had a terrific first drum teacher
in Maine. It wasn’t until I started
to look back in my 30s that I began
to realize — it wasn’t me, it was the
basic training that I'd had. It only
emphasized in my own mind how
important my first teacher was. I
thought, one way for me to pay back
to music was to start a program for
educators. We have roundtable discussions and we teach how to
make teaching a successful profession. We’ve done them all over
the world, and they’re always welcomed and very successful.

WHAT CAN WE EXPECT FROM VIC FIRTH CO. IN THE FUTURE?
We’re constantly coming up with new and innovative products,
and manufacturing leaner and leaner and taking the competition
on head-on as we move into today’s business climate. 'm a horse
with blinders on; I never look to either side or the rear. I just
go forward with what I think is right and best for the company,
and for drummers. It’s been fun, a great trip, and I've enjoyed
every minute of it.

IF NOT THE MUSIC INDUSTRY, WHAT WOULD YOU BE DOING?

I would have remained involved in collecting art and would have
spent more time on my boat, fishing.
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Bap Feldman, Sharfe Gilliver, Mark Lodgeihs
Sin'jqn Giles and Justin Harrison =%

Hiwatt Amplification -

SUMMER NAMM |

Hmmer
Showdow

An increase in
attendance and the
new Music City Center
gives the summer
show a boost

Hohner’s Will
Straughn and
Leon Lewis

ummer NAMM showed off its new digs,

The Music City Center, to more than 11,498

attendees — a 12 percent increase in at-

tendance over last year’s show. Held July

11-13 in Nashville, Tenn., the summer show
saw 422 companies exhibit representing more than
1,150 brands. Part of the growth was also attributed
to the 157 first-time exhibiting companies.
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Mike Muigueen
Moku Ukuleles

Randy Chaisson
and Greg Zeller

Marc Reiser and Ben Farg
Fargen Amplification

Ron Manus
Alfred

“This year’s Summer NAMM reminded me of some of
the past Nashville shows a decade ago when companies
were really excited about growth and opportunity,” said
Joe Lamond, NAMM’s president and CEO. “We’re grateful
to our members who made the trip to Nashville this summer.
Retailers were focused on stocking up for the fall and holiday
selling season and exhibiting brands were able to capitalize on
that by opening new doors and writing orders at the show.”

IMUSIC INC. | 51



MANTRA Tenor
Saxophone

A technologically and audibly
superior saxophone with

history-changing innovations.

“The MANTRA saxophone

is mind-boggling! It'sina
class by itself!”

- Ron Holloway

(The Allman Brothers Band)

“The MANTRA is the best
saxophone I've played in
my life!”

- Eddie Baccus Jr.

“Quantum leap in tone and

design.”

- Downbeat Magazine

INSPIRING A MUSIC
REVOLUTION

TheoWanne.com
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Antonio Ferranti, vice president of sales
for Alfred Music, was one of the exhibitors
doing brisk business. “We really had an
awesome show,” Ferranti said. “We opened
probably a dozen new accounts and took
in a great volume of orders.”

Chris Larpenteur, product specialist for
Yamaha guitars, said he believes the new
convention center might have added to the
increase in attendance.

“There was a lot more traffic for us this
year, which might have to do with the new
building,” he said. “We saw a steady amount
of people at our booth.”

Fargen Amplification, which showcased
its new Townhouse amplifier at the show,
returned to Summer NAMM after taking
three years off.

“We decided to return this year because,
being a boutique company, Summer NAMM
lets us reach a lot more people and meet
a lot more dealers that we wouldn’t nor-

Fargen. “We had dealers at the booth that
we would normally get 5 or ten minutes
with at Winter NAMM, and here they were
at our booth for half an hour. We also use
Summer NAMM as one of our key events
during the year for our marketing campaign.
We think manufacturers can leverage it.”

THE PORTABLE SHOW

And Fargen wasn’t alone. Many compa-
nies debuted their new wares at the
show, such as Martin Guitars, which high-
lighted its LX1E Ed Sheeran guitar model.
The guitar even earned a nod at “Best in
Show.” (For a full Best in Show roundup,
see page 56.) Moku Ukuleles debuted its
custom models that let customers decide

Riversong
Guitars’ Margo
Bobrowich and
Mike Miltimore

mally get to meet,” said Marc Reiser of

\ Ken Haas*
.. " Reverend Guitars-
Ny k=

which tonewoods they want to use when
creating their own uke.

But, most noticeable was the release of
a slew of ultra-portable instruments.

Kala unveiled its travel-size Rumbler U-
BASS, that measures in at 21 inches, and
is ideal for commuters or airline travelers.

“It meets most airline carry-on require-
ments,” said Rick Carlson, marketing man-
ager for Kala. “The Rumbler is the ultimate
portable bass for live performance and in the
studio. It’s strung with Kala’s proprietary
Silver Rumbler Strings, and each model is
equipped with a Kala piezo pickup and EQ
with built-in tuner.”

Also debuted at show was Roland’s Cube
GX series. Named the “Best in Show” prod-
uct, the Cube GX series offers users three
different models as well as the updated Mi-
croCube GX, which runs on eight AA bat-
teries and weighs in at only about 6 Ibs. Mi




DIRECT SOURCE
PICKUP

‘

Acoustic/Electric X

-

1

Home Studio

slpant/

Teaching Room

Live Sound

ko,
|14

Worship Music

Introducing the new Direct Source Pickup from Zildjian. A one-of-a-kind
pickup design for use with Gen16 acoustic-electric cymbals as well as
Zildjian acoustic cymbals. Eliminates feedback, phasing, and cross-talk.

Reproduce a natural acoustic tone. Enhance with reverb. Or use the Gen16

Digital Cymbal Processor (DCP) to tone shape any cymbal in your setup.

Seamlessly integrates with both edrum and acoustic drum sets. Perfect for

live performance applications. Zﬂ%‘.‘m

Visit gen-16.com for more information.

SOUND LEGACY
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BEACOCK MUSIC
NAMED ‘DEALER
OF THE YEAR’

D uring the Top 100 Dealer Awards
ceremony, held July 13 at the Music
City Center, NAMM named Vancou-

ver, Wash.-based Beacock Music its
Dealer of the Year. Owner Gayle Beacock
was on hand to accept the award.

The other winners were named in the
following categories: Best Marketing &
Sales Promotion, Schmitt Music; Best
Exterior Presentation and/or Merchandis-
ing and Display, Beacock Music and Matt’s
Music Center; SupportMusic Advocacy
Award, Schmitt Music; Best Special Event,
George’s Music Stores; Best Online
Presentation, Vintage King Audio; Music
Makes a Difference Award, Avalon School;
Best Emerging Dealer, Legend Music.

NAMM'’s Networking Opps

AMM offered several evening events

at this year’'s Summer NAMM.

The Grand Opening Party on July 10
featured a tribute to Jimi Hendrix and his
Nashville connection. The Billy Cox Band
of Gypsies performed and Jimi’s sister
Janie Hendrix made an appearance.

On July 11, NAMM hosted “Insight,” a
panel discussion which included such idus-
try icons as Andy Zildjian, Fred Gretsch,
Chris Martin and Hartley Peavey, among
others, along with moderators country
singer Vince Gill and Bedell Guitar’s Tom
Bedell. Topics covered included lead-
ing through change and brand building.

“NAMM members tell us that net-
working at our events is very important
to them,” said Joe Lamond, NAMM’s
president and CEO. “So we produced
new evening events such as Insight
and boosted the quality of others.”
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Mark Goff, Chris Martin, Robin Vi
Larry Morton and Joe Lamond:

BOARD MEMBERS

AMM held its annual summer

board meeting on July 13. The
executive committee announced new
appointments and bid farewell to its
outgoing chairman.

Larry Morton, previously NAMM’s
vice chairman, will move into a new
role as chairman of NAMM’s board
of directors. Morton, president of Hal
Leonard, served on NAMM’s board
from 1999-2002.

“I am honored and humbled to be
elected chairman of the NAMM board
and feel a special responsibility in
doing all that I can to support NAMM’s
mission of creating music makers,”
Morton said.

Chris Martin, CEO of Martin
Guitars, was named to the position
of secretary. Martin previously served
on the NAMM board of directors from
2000-2003.

“I am proud and honored to be
selected to join the NAMM executive
committee,” Martin said. “As the
sixth-generation owner-operator of
my family business, I look forward
to helping our industry grow and
prosper.”

Also stepping into new positions
within the executive committee are
Mark Goff of WH Paige & Company,
who was named vice chairman and
Robin Walenta of West Music who
was named treasurer.

The tenure of Kevin Cranley,
who served as chairman since 2011,
was distinguished by the revision
and consolidation of NAMM’s long-
standing vision, mission and objectives.
During his two-year term, Cranley
presided over the adoption of five
strategic objectives. He took particular
pride in the committee’s ability to put
aside individual agendas to focus
constructively on the overall welfare of
NAMM'’s 9,000 members in carrying
out the association’s strategic vision.

“All of us at NAMM are immensely
grateful for the superb leadership Kevin
has brought to the NAMM Board and
the organization itself,” Morton said.
“With his expansive knowledge of our
industry, his passionate belief in the
power of music to better the world and
his strong personal integrity, Kevin
has raised the standard for all who
serve the industry.”



Gator Cases Proudly Announces
An All New Expansion...

A Complete Line of 50+ Stands \ A lm r L{C
- Fresh Patent Pending Designs vV W © A A
- Profitable Margins

W r r
Generous Freight Incentives e support your music :

gatorframeworks.com
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NAMM University

2013
UMMER NAMM
AWARDS

BEST IN SHOW, THE GEAR-CENTRIC PANEL
discussion at Summer NAMM, delivered 24 new
products and services that an expert panel of six

music product retailers deemed to be the best they

saw during NAMM’s annual summer convention.
Moderated by Music Inc. Publisher Frank Alkyer,
the session took place in the Music City Center.

BEGIN:

Mike Guillot

BEST IN SHOW{ Mississippi Music, Hattiesburg, Miss.
The best product or ser‘vrge
that panelists saw at NAMM.

GOTTA STOCK I/

Donovan Bankhead
Springfield Music, Springfield, Mo.

A product that retailers shefild Rhythm '?r:j‘égog})?tlrand Ore.
stock right now, if they haven't already. ’ ’
Paul Decker
BEST ADD-ON OR ACCESSQRY Music Villa, Bozeman, Mont.
A great product from the{ {7/ Tim Pratt
Saligecasiaren=s Dietze Music, Omaha, Neb.
COMPANY TO WATCH// Myrma Sislen
An exhibitor with trendsettin‘g"r Middle C Music, Washington, D.C.

products or services.
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C.F. Martin Ed Sheeran
Acoustic Guitar

MYRNA SISLEN

Cube GX Series

PAUL DECKER

Zoom H6

CATEGORY

MIKE GUILLOT DONOVAN BANKHEAD

NAMM Retail Boot Camp/NAMM U.

BRAD BOYNTON

Tattletale
Remote Alarm
System

TIM PRATT

Pedaltrain Volto

SLDR by Seuldier

* Durable rubber ends feature
built-in straplock

* Made in the U.S.A.

* Cruelty-free

* Recycled seatbelt

» Amazing list price of $14.99!

Orders being taken now at
wholesale@sldrstraps.com
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CATEGORY

DONOVAN BANKHEAD |8

Nashville Music Stands |

PAUL DECKER

HAL LEONARD

Gator Frameworks MYRNA SISLEN
GFW-ID-SPKR
Speaker Stands !I’;Eyrlb EII!J-HEEHME‘!J];,LQ!J Eggll(eslw ?l[[:lﬁ aAII]fdred

el and Hal Leonard

"Innovaftive ideas...

like the Recycle Program &
Sound Pricing are major
reasons why Dream Cymbals
has beengand will contfinue to
be successtullin my store”

TIM PRATT
Fishman Triple Play
Brandf Bourque
=Music Inc. BRAD BOYNTON
Remo Silent Stroke
Drumheads

MIKE GUILLOT

Yamaha APXT2 Guitar

wwwidreamcymbals.cor
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Music Inc. magazine for
awarding the new CUBE GX
series amps Best In Show
at Summer NAMM 201 3.
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BEST ADD.ON R ACCESSORY

CATEGORY

LA

)

PAL:IL DECKER BQNSFYQED M.YRNA SIS.LEN MIKE GUILLOT .

Option Knob Souldi First Chair Acces- ~ Planet Waves NS Micro Tuner
Balopick S35 B craomeneo sories, VT-1 Tuner
BoloPick Straps CruzT00LS /

BULLET™

JODYJAZZ HR* [P
SE

OUR #1 SELLER

MSRP $159 - $169
“JodyJazz mouthpieces
give the Crescent
Super Band the
consistency,
precision, and
tone necessary
for a world-
class big band.”

Caleb Chapman

JodyJazz.com
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Half the weight
of an original Shubb Capo

Now available in a variety of

COLORS!

info@shubb.com ® www.shubb.com
707-843-4068

GUITAR JACK
TIGHTENER

Patented Grip-Tip™ holds Jack
while tightening, preventing
damage to wiring and solder joints!

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

“We can tighten loose nuts;
but we can't do anything about your deummer”
MFG. USA (713) 466-6414
PAT. PEND.© 2010 www.allparts.com/bullet
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TIM PRATT

Zoom

“They have cre-
ated such a niche
market. And you
know it’s an in-
novative com-
pany when they
can show up to a
trade show with
one product.”

DONOVAN BANKHEAD

Breedlove/Bedell Guitars
“Owner Tom Bedell
wants to build
another great
American guitar
company. He treats
his dealers with
respect like they are
friends and part-
ners. | think he is

a great example of
how vendors should
treat their dealers.”

Blackstar

AMPLIFICATION
PAUL DECKER

Blackstar Amplifiers
“The great thing
about them is
that they are all
about amps, and
they are all guitar
players. They are
making amps

for the work-

ing musician.”

A

HALesLEONARD

CORPORATION
MIKE GUILLOT

Hal Leonard

“They are now
starting to distrib-
ute products from
companies such
as Line 6, Alto,
Avid and Tycoon
Percussion. And

| think we are
going to see this
continue to grow.”

Cérdoba IAPERY

MYRNA SISLEN

Cordoba

“The problem

| have always

had is that of the
fractional guitar,
and how to get an
instrument in the
hands of little kids
that is good qual-
ity. Cordoba did
some research and
found the same
quality in a guitar
that is a quarter-
size that is now in
the $200 range.”

BRAD BOYNTON
Mapex

“In an era of
overproduction
and overabun-
dance, especially
where prices
keep on com-
ing down, we
as dealers are
always looking
for something
unique that may
not be avail-
able nationally,
and Mapex
does that.”

Commercial Sound

FDW Corp is a national leader in professional audio,

e Aaiaaaiaa s

Professional Sound

Lighting

video, lighting and AV product distribution.

Same-Day Shipping * $13 Million of Inventory * Over 500 Brands

Accessories

Your one-stop distribution partner

Fast & Easy
Online Application!

fdwcorp.com
800-828-0509
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GEARM

GROVERI|

Freeze Frame

G rover Pro Percussion recently released the
GWC-MF Professional Castanet Mount-
ing Frame. The frame quickly and securely
transforms any handle castanets into a versa-
tile castanet machine. The GWC-MF frame can
be placed on a table top or mounted onto any
standard cymbal stand for greater flexibility in

> InsideGEAR

> Drums & Percussion
LP goes patriotic with new cajons

> Guitars, Amps & Accessories
Martin debuts grand model

> Audio & Recording
lon gets the party started

> Piano & Keyhoards
Kawai's CS10 blurs lines

> Print & Multimedia
Hal Leonard unveils ‘Wicked’ new release

> DJ & Lighting
ADJ holds Freq show
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LATIN PERCUSSION |

True Americana

atin Percussion’s new LP Americana

Series Groove Cajons are made in
the United States from hand-selected, 1 EHE SEH
9-ply, plantation-grown Baltic birch.

Featuring an adjustable front plate and \ _ @J

fixed snare wires in a slim design, the k ‘
LP Groove Cajon offers rich, deep bass - [ C
tones. MSRP: $299. {Ipmusic.com}

W NN

ALFRIDA
SER
=t

nmrar

GRETSCH |

Pity the Foo

G retsch Drums recently released its signature
snare drum with Foo Fighters drummer Taylor
Hawkins. With a 6.5- by 14-inch black nickel-plated
steel shell, the Taylor Hawkins snare drum features
10 lugs, an adjustable chrome-plated throw-off,

2.3 mm triple-flanged hoops and Remo Coated
Emperor X batter head. {gretschdrums.com}

CAPPELLO DRUM |

The Dixson Bass Drum Lift

he Bass Drum Lift benefits 16-, 18-, 20-, 22- and 24-

inch bass drums. The Lift lets the beater strike
the drum head at a more desirable position, and
raises the bass drum to offer more room to
resonate. The Lift affords positioning
of beaters to strike on both sides
of center and prevents wear to
hoops. {bassdrumlift.com}
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CYAIrPAD®
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Ld Designed with a long taper to create
M maximum rebound. Barrel tip for a
""" great recording sound.

CYMPAD |

Cymioal Sound Off

ympad’s new Moderators are available in 50, SSG

60, 70, 80, 90 and 100x15 millimeter sizes to al-
low incremental modification of virtually any cymbal’s
sound. The Moderators are made from the same foam
material as Cympad Optimizers. {cympad.com}

. Medium taper for the perfect balance
SCYMTEKIVINTAGESERES between speed and leverage. Tip creates
a broad cymbal sound.

Vintage Vibes S e -

he latest offering from Scymtek Cymbals is the
Vintage series. The cymbals are unlathed, with
aggressive hammering and a raw finish, which
all work together to create the dark, dry, articu-
late voice of the Vintage series. {scymtek.com}

Light and long for great touch and sound
around the drums and cymbals.

7 @//gﬁ*f
Prumdammer

Small round tip for defined sound. For
drum set, electronics, timbales, metallic
percussion & more!
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VIC FIRTH

LEADING THE WORLD, ONE PAIR AT A TIME

HERE'S TOALL THE _
GAME-CHANGING [
MOMENTS.
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- STEVE GADD

“UNLIKELY INSPIRATION”

Legendary pianist Chick Corea sits down at Steve Gadd’s drums, just hours before a gig.
Chick’s “un-drum-like” and free approach to the drums “shined a light on what | had

been trying to figure out for a while.” Steve’s playing is forever changed.

Check out VICFIRTH50.com to see Steve tell the whole story.
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TAMAI

Super Star

ama has released its

Silverstar Limited Edition
Hyper-Drive kits. The kits
offer tight, focused attack,
and feature the S.L.P. G-
Maple Snare. {tama.com}

IDEAL FOR LOW VOLUME
PRACTICE APPLICATIONS

DURABLE SINGLE PLY
MESH DRUMHEAD

GREAT FEEL AND
RESPONSE. y e

MAPEX |

Repel Yell

apex has designed its

Rebel line specifically for
beginning drummers. These
drum sets are outfitted with
double braced hardware, a
set of cymbals including a

SNARE/TOM DRUMHEADS: 8”-18” ride and a pair of hi-hats, a
BASS DRUMHEADS: 187-24" throne, and a pair of sticks.

remo.com {mapexdrums.com}
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Professional Strat/Tele Type
Rectangular Case
1SKB-66Pro

: _-,_-,',-_".=ﬁii = fl——'n

Professional P/] Type Rectangular
Bass Case >~
1SKB-44Pro .

— KORG MS-20 Mini -
e Analog Keyboard
Case w/Pull Handle
and wheels
3i221710MS20

- -
1S6H6S
24 Channel Mixer Case. Fits Presonus

StudioLive 24 or Allen & Heath ZED-24
1R2723-8BW



GUITARS _AMPS & ACCESSORIES

MARTIN | GRAND J12-16GTE

True Grandeur s

artin has released its Grand J12-

16GTE model, which features clas- ”
sic styling. The model boasts a 17-inch o
grand jumbo body along with D-TAR 000600
Wave-Length Multi-Source electron- Dokidde
ics. MSRP: $1,999. {martinguitar.com}
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FENDER|

Wilko's
Choice

ender’s Wilko Johnson

Telecaster guitar features
a black finish and single-ply
red pickguard, maple neck
with comfortable “C”-shaped
profile, and dual vintage-
style single-coil pickups.
The guitar also features a
7.25-inch-radius rosewood
fingerboard with 21 vintage-
style frets. {fender.com}

THE LOAR|

IBANEZ |

ENCOREI

Smooth
Satin

he Loar has introduced
the LM-590, a solid
hand-carved instrument with
a resonant thin satin finish.
The LM-590’s top is hand-
carved from solid spruce,
and the back and sides
are hand-carved from solid
maple. It also includes Grover
reverse-gear tuning machines
and a satin tobacco sun-
burst finish. {theloar.com}

George’s
Jazzy Axe

he new Ibanez George

Benson LGB30VYS model
is being deemed one of the
first signature “jazzboxes”
of the Ibanez Artstar series.
The LGB30VYS model fea-
tures a 3-piece maple set-
in neck with a spruce top
and maple back and sides.
The guitar also includes an
Ebony bridge and Super 58
pickups. {ibanez.com}

Encore,
Encore

ncore’s E89 is the latest ad-

dition to the Trev Wilkinson-
designed Encore range. Avail-
able in Gloss Black and Thru
Red finishes, the E89 features
a streamlined double cutaway
basswood body, which gives
great access to all 24 frets.
The maple neck with rosewood
fingerboard is slim and fast-
playing, and the guitar is strung
through the body. {jhs.co.uk}
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STRING SWING I CC37

Smooth
Transporter

tring Swing’s CC37 is a flat-
folding guitar stand. It was
developed on String Swing’s
precision CNC au-
tomated bender,
and allows for
quick and easy
transport between
venues. {string-
swing.com}
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FARGEN | TOWNHOUSE

Hand-Wired Hit

argen Amplification recently

debuted its Townhouse, a 5-Watt
Class A design, hand-wired amp
made in the United States. Its
two-way Decade Switch covers the
1950s and ’60s,
with vintage &=
tweed- and
brownface-
inspired tones.
The Townhouse
also incorpo-
/ rates a U.S.-built
‘//' transformer, vin-

g tage ’60s-style

caps and carbon

TC ELECTRONIC | SPARK MINI BOOSTER comp resjstors,
and DC filaments

Sparks Fly for ultra quiet
operation. {far-
C Electronic’s Spark Mini Booster genamps.com}
is the first pedal to feature Prime-
Time, a feature that detects whether
you want the pedal to be permanently
on when you hit the footswitch, or
just for as long as you hold the foot-
switch down. The pedal features 20
dB of boost. {tcelectronic.com}

L e —

tc electromc
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KORG |

Pitch Like a Hawk

org has added the PitchHawk, which fea-

tures a newly-designed clip and a newly-
developed, high contrast display. Additional
features include an alert for over-winding
the E string, an auto power off function and
a memory back-up function to remember
settings. The clip is compact and features an
ultra-tight grip. MAP: $29.99. {korg.com}

LEVY’S LEATHERS |

Classic Look

Levy’s Leathers’ new printed
classical guitar straps

are designed exclusively for
guitars and ukuleles without
strap pins. Each 1-inch wide
sublimation-printed polyes-
ter strap features a plastic
sound-hole hook and tri-glide
adjustments. The straps are
available in ten original de-
signs. {levysleathers.com}

SIGNATURE PICKUPS

NT; ARMSTRONG 5] RORY GALLAGHER SERIES WAS CREATED
DIRECTL‘( FROMVTHE) PICKUPS CURRENTLY RESIDING IN'7 OF

RORY]S MOST{LOVED STAGE INSTRUMENTS INCLUDING HIS

WORLDYRENOWNED! 1961]FFEFNID{ER STR..-\TOCAbTER

WDBIZ. COM/MUS ICINC
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Solo

XL recently ;
debuted its DS
Revelation Solo
fixed cardioid s
pattern tube 3
microphone. The
Revelation Solo :
has a vintage 3
tube sound with ’ -
the convenience s
of a cardioid- :
only pattern. It : L@
features a 32mm
Gold sput- _
tered capsule, 57
hand-selected i3 ]
EF86 tube and a o
dark violet and
chrome finish.
The microphone
comes complete
with an alumi-
num flight case,
shock mount,
Mogami cables
and custom
power supply.
{mxImics.com}

.:“
3

HARRISON CONSOLES |

Mixbus Overhaul

H arrison Consoles has released
version 2.3 of its Mixbus Digital
Audio Workstation. Enhancements
include several new shortcuts for
faster bus assignments and a com-
plete user-driven editing and keymap
overhaul that makes Mixbus more
intuitive to users of other widely used
DAWSs. {harrisonconsoles.com}

EMINENCE |

Continual
Power

minence has added the

PSD:3014, a 1.4-inch
exit compression driver to
its line of HF products. With
a 100 watt continuous AES
power rating, the PSD:3014
features a 3-inch voice coil
and a recommended mini-
mum crossover frequency of
800 Hz. {eminence.com}
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IONI

Party Rock

Ion has unveiled its House Party, a
smaller version of Party Rocker. Both
sound systems’ built-in party light-
ing goes into action when the music
starts. Both feature Beat Mode and
Party Mode for their lighting, and can
stream music from any Bluetooth
device, including iPad, iPhone, iPod
and Android de-
vices. {inmusic-
brands.com}

AKAI|

Sweet Samples

kai Professional’s MPX8 is a standalone SD

sample launcher with MPC pads and an USB/
MIDI/CV keyboard controller. Using a standard
SD card, users can load virtually any sample
onto MPX8 and then assign it to any of the unit’s
eight backlit velocity- and pressure-sensitive
pads. MPX8 also comes with a library of stan-
dard samples built-in, which can be used for live
performance in front of a crowd, on a radio show,
or for in-studio production. {akaipro.com}

NADY |

Portable Noise

ady has added the handheld
WLPA-35 to its line of portable
P.A. systems. This loudspeaker/micro-
phone unit is lightweight and easily
portable. The WLPA-35 includes a
high-performance VHF wire-
less microphone, 35-
watt amplifier and
5-inch speaker
and features
bass/treble
tone control
and recharge-
able Lithium
ion battery.
{nady.com}
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CASIO|

Dynamic Duo

asio recently unveiled its limited edition

XW-G1 synthesizer created by design
duo, Dee and Ricky Jackson. Only two
units of the Limited Edition XW-G1 synthe-
sizer were created, which feature the de-
signer duo’s Lego block design and neon
leopard print patterns. {casiousa.com}

HAMMOND ORGAN |

Can Taker t =
With You ——————

he new Hammond Xk-1c provides

the full versatility of Hammond’s
B-3 in a compact package weighing
just 16 pounds. Following the lead of
the SK series of ultralight keyboards,
the Xk-1c uses the same Virtual
Tonewheel “engine” as Hammond’s
flagship B3-mkll Console Organ, with
all the traditional elements. MAP:
$1,495. {hammondorganco.com}

KAWAI |

Blurs Lines

awai latest hybrid piano, the

CS10, blurs the line between
acoustic and digital pianos. The new
model’s cabinet is the same as the
Kawai K2 Professional Upright Piano.
Classic lines, traditional leg and
toe block design plus an authentic
fallboard create a traditional appear-
ance. The CS10 features Grand Feel
action, which features extra-long
wooden keys. {kawaius.com}
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Great Digital Pianos Begin Here.

Since 1927, Kawai has crafted fine
pianos with the utmost care and
skill. Kawai's exceptional collection
of professional products is the
result of a decades-long quest to
create electronic instruments with
tone and touch that parallel their
acoustic counterparts. Discover
the difference these award-
winning instruments will make in

your business.

VPC1

Virtual Piano Controller with customized touch curves

for popular Virtual Piano software.

CE220 Digital Piano
Superb Tone and Touch.

KAWAI

“MP10
MP Series
Professional Stage Pianos ideal for stage and studio.

EP3
Portable digital piano for the musician on the go.

KAWAI

Professional

Kawai America Corporation » 2055 E. University Drive « Rancho Dominguez, CA 90220 - www.kawaius.com
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HAL LEONARD |
‘BROADWAY EDITIONS’

Wicked
L esson
Books

H al Leonard has
rolled out Broad-
way Singer’s Editions
for Les Misérables,
Rent and Wicked.
Songs in the series
include the vocal line
and lyrics paired with
reductions of the
orchestral accompa-
niments. The songs
are all presented in
their original keys,
with the piano accompaniments
carefully crafted for playability. The
CD includes performances of these
piano accompaniments, ideal for
audition rehearsal or for just sing-
ing along. {halleonard.com}

ALFRED | ‘BASIC PIANO COURSE: PRAISE HITS 1A AND 1B’

Sing Alfred’s Praises

Ifred Music has added supplementary titles

to its Basic Piano Course series. Alfred’s
Basic Piano Course: Praise Hits 1A and 1B fills
the need for contempo-
rary Christian music to be

used as supplementary Alfred’s Basic Pianwo Librury
pieces for students. With L L
e adition of theas Praise Hits+Level 1A

titles, students can play
versions of well-known
contemporary worship
music. Each piece cor-
relates page-by-page
with concepts presented
in Level 1A and 1B of
Alfred’s Basic Piano
Course: Lesson Book 1A
and 1B. {alfred.com}

Praise Hits » Level 1A

CARL FISCHER | ‘CIRCULAR WARM-
UPS AND DRILLS FOR BAND’

Carl’s Circle

arl Fischer’s Circular Warm-

Ups and Drills for Band is
an exercise book that teaches
the basics of ensemble play-
ing, using one tool: the circle of
4ths. The book explains that the
circle of 4ths
can teach
theory, tone,
intonation,
technique,
balance, blend
and ensemble
awareness.
The book
teaches
students to
master all of
the exercises
it contains in
all 12 keys,
major and
minor. {carl-
fischer.com}

CARL FISCHER.

Praise Hits+Level 1B
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Become Part of the

Music & Arts Family

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

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

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

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

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

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

* Expert repair and refurbishment.

* Exclusive student and upgrade lines from
top manufacturers.

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

MUSIC=ARTS:

FIND YOUR VOICE MusicArts.com
INSTRUMENTS - LESSONS - RENTALS
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STANTON |

Stay on Track

tanton has announced that all

future production of its ST.150
and STR8.150 turntables will include
new cartridges, the TrackMaster
V.3 and SM V.3. As part of this new
offering, the Stanton ST.150 now
includes the TrackMaster V.3 car-
tridge, which features high-output,

ﬂ’ low-cue burn and a four-coil pickup.
’ These features make it ideal for any
&- club or scratch performance, while

its integrated design doesn’t require
° a headshell. {stantondj.com}

LED moving washers « Mirror Balls « Blacklights « Followspots « Strobes
LED color bars and battens « LED PAR lights - Police Beacons
LED outdoor architectural lighting « Gobo projectors - DJ effects
Atmospheric FX « DMX controllers « Video screens ...and more!

Mention pro MINC10513 tore n exclusiy cial offer.

Director of Sales Sales Manager
americanlighting.com . mericanlighting.com
Tel: 303-923-1141 el: 623-1157
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NUMARKI

On the Edge

umark has launched its

Mixtrack Edge. The unit
features a slim low-profile de-
sign and boasts an integrated
cover to protect the control
surface and a full array of bright
backlit controls surrounded by
brushed aluminum, including
sync, hot cue, loop and two
effects controls on each chan-
nel. An audio interface is built in
for headphone cueing and P.A.
system output. {numark.com}

CHAUVET I

Better Obey

hauvet’s new Obey 4

D-Fi 2.4 controller is an
easy-to-use, wireless DMX
controller that is compatible
with all Chauvet DJ products
operating with D-Fi 2.4GHz.
Obey 4 D-Fi 2.4 can control
the wireless Freedom series
of LED PAR-style uplights
and strips. Obey 4 D-Fi 2.4
features 11 operating modes
and provides automated,
sound activated and man-
ual RGBA/RGBW playback
modes. {chauvetdj.com}




Aﬁeq
Show

merican DJ recently

launched the FREQ
Matrix, which combines
a traditional white LED
strobe/blinder and a
16-zone matrix chase
effect in one fixture. The
FREQ Matrix’s variable-
speed strobe pulsates
at speeds of up to 1,200
flashes per minute. Utiliz-
ing 16 bright white LEDs
arranged in four rows of
four, the FREQ Matrix is
a cool-running, energy-
efficient, low-mainte-
nance fixture that can
stay on all night without
duty cycles. MSRP:
$559.95. {adj.com}

QUALITY
SERVICE
HOICE

10,
A7l 250 BRANDS

info@stlouismusic.com Tel: 1-800-727-4512 www.stlouismusic.com

St Louis Music is a division of U.S. Band & Orchestra Supplies, Inc.
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MARKETPLACE

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

© Reserve: Call Maggie Glovatski Cuprisin at (630) 941-2030, ext. 119 or email maggie@downbeat.com

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

BUYERS WANTED

WE BUY

» Guitars »

Mandolins -«
Banjos ¢ Ukes

From all known
makers, espedaﬂy

GIBSON « VEGA
MARTIN « FENDER

Elderly Instruments
1100 N. Washington
Lansing, MI 48906

(517) 372-7880 X102
swerbin@elderly.com

www.elderly.com

. . ®
Acoustics First
e 888.765-2900

Materials to Control Sound

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

WANTED

Band Instrument Repair Tech
Beautiful Northwest Florida
www.playgroundmusiccenter.com
send resume:
contact@playgroundmusiccenter.com

www.pmwoodwind.com
P m 847-869-7049
‘ woodwind

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

FOR SALE: Over 250 Rental Return
Orchestra Instruments
1/2 & 3/4 Violins; 13” & 14”
Violas; 1/4, 1/2 & 3/4 Cellos
Used Bows, Bags & Cases,
Inventory to be sold in one lot.

For More Information, Contact:
bjstrings@gmail.com
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USED
GUITARS & AMPS

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

% 30 Top Quality Name Brands Ok A

 All instruments “Ready to sell”

*# Monthly and Daily Specials [w]

Mentmn this AD

(800) 573-9865 [ + Vit cusitimg ontr

www.mircweb.com /MIRC

Beautiful Rolltop Desks
& Presentation Furniture

for all your Audio-Video Equlpment'

NS A

o Rollgp Fhople
(574) 255-5100




BUYERS WANTED SERVICE

Ferree’s Tools, Inc. Make Money Renting Band Instruments

1477. E. Michigan Ave, n  Band and Orchestra Rentals
Battle Creek’ MI 490 14 — A * * New and Like Mew Educator-Approved Brand Name Instruments

* Personalized Rent-To-Own Program
— = Mo Franchise Fee or Inventory Investment

World’s Largest Manufacturer of

Quality Band Instrument Repair Tools *No Shipping Costs

L ]
m u S 1 C * High Commissions Paid the 1st of Every Month
. * Exceptional Service
Pads, corks and many other supplies

also available Our Business Is Growing Your Business!

Contact us today to place an order
Ph:800-253-2261/269-965-0511 >
Fax:269-965-7719 fH) $ $ ‘H; “E;

E:ferreestools@aol.com ‘H; (H; CH'; CH;D

www.ferreestools.com

See our website for our catalog and $ «‘Fb -‘ﬁ’
up to date price lists!! ‘H; i{ﬁ

v

Contact us for a
1 FREE printed .
= catalog f&,

Tech Questions: e e . .
S repairtips@aol.com Start Your Rental Business Out On The Right Note!
; ) For more information call (908)790-0400
Facebook www.kandsmusic.com

61 Industrial Rd. Berkeley Heights, NJ 07922

QS RENTAL
Alfred Publishing............ccccv... 45 KYSEI o 35 Make Monev nentlng
All Days MUSIC ...........coooeevenne. 15 Music &AMS .......oveeereeeceeee. 77 s II' I B d & n Il ll
AIPAMS ..o 60 NAMM....oooooroeeer 22-23 c 00 an rc es ra
AP International........................ 46 Nashville Music Stands ............. 4 I t t
Audio-Technica . PeterSON TUNETS weoeeoeeoeoeeeoeo, 30 ns r“men s
Big Bang ......cccccovrieiiirieieins Pro Stage Gear
BOI0 PiCKS .....cveveieveieiciciciieies 44 Radial ENGIneering ........... 10
EREERY I s & REMO....voviieiiiieceiceecees 66
Cappello ..cc.ceeevereeeeeceeees 18 Roland o 2,59
Cavanaugh Black Diamond....... 83 10T P 44 ’ . .
Cavanaugh Red Label............... 13 Samson 84 i -lt S ea_SIEr than YOU thlnk!
CUSN DIUMS ..o v . Within as little as one week, we can
ubb Capos.........ccoc.oevveeeen. - - i
D'Addario 6 ¢ o custom-build your highly-competitive
ASES w.vvvereerien e k

D’Angelico GUIars...................... 3 Souldio o rental program complete with brochures,
Dream Cymbals........................ 58 St Lous Music 2 inventory and the forms’ documentation
Entertainment Lighting ............ 78 The Musio L and training necessary tO get Started.
FDW GO gy DRI s [
i TS o 4 Theo Wanne..........ccccceevevenns 52 Your customers wi" th|nk you’ve been

Tycoon PErcussion ................... 19
Frameworks............ccc..oevvvennn. 55 . . eys
il Loonard ST doing this for years. Your competition
Hunter Musical Products..... 27 ViEFith .. 64-65 will never see you coming.
Innovative Percussion............... 17 WD Music Products................. 7
JOUY JAZZ...o 60  Zildjian Call 877-727-2798 Ext 4
KaWai ......ooovveeveeeeeeeenreecssee 75  Zildjian Gen 16 ..........ccccccoooeee 53 vlk or visit us online at
KOrg USA ..o, 29  Zoom North America................. 1 e ashaiiiont Figtel Incolpasaiad www_veritas_onlineICOIT‘
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ASK THE

RETAILER

>>

Pat Besecker
Dale’s Drum Shop
Harrisburg, Penn.
e’ve seen great success
with UFIP cymbals. They
respond to every strike the player
makes without being followed by
a lengthy wash or unwanted over-
tones. This is very beneficial to the
recording process, which makes
UFIP a must-have for studio own-
ers and session drummers, so we
sell these cymbals mainly to our
most experienced customers.

We showcase these boutique
cymbals in our main walkway that
leads into the drum area. We place
them front and center. When we get a
customer that is interested in making
a cymbal purchase, we ask what they
are currently playing and ask them
if they’ve heard of UFIP. We explain
the brand’s unique attributes and this
usually gets the conversation going.

Then we put them on a kit and
let the customer try them out.

This usually seals the deal.

>>

Mat Donaldson

Drum World Tulsa

Tulsa, Okla.

Boutique cymbals are definitely
gaining ground in our store over

the last three years. We do very well

with Dream Cymbals, but we do

not sell them as a cheaper alterna-

tive to bigger name brands. Instead,

we sell the cymbals on their own

merit and the comparable lower

price is just the icing on the cake.

Being in Oklahoma, the church,

_ praise and worship
community is very
large in this area,
and bigger, thinner,
darker cymbals are
currently in vogue
in contemporary
services right now.
That seemed to fit
the profile of the
Dream line well, so
we let some of the larger churches
in the area demo these cymbals and
word spreads quickly. Now many of
the area churches are not only using
these cymbals weekly, but recom-
mending them to other churches.

The customer enjoys a unique
connection with the cymbal, saves
a little coin, and we maintain a
larger profit margin. Win-win-win.

>
Rudy Simone
Donn Bennett Drum Studio
Bellevue, Wash.

How do you sell
boutique cymbals?

—|—he hottest sellers for
us as far as boutique
cymbals go are Istanbul
Agoth, Meinl and Crescent.

When selling these bou-
tique brands we make sure
to focus in on the fact that
they have different tonal
textures that the larger
cymbal makers don’t have.
When you want a really
dry or very arid sounding
cymbal or something with
a very narrow scope, there
are only a few companies
that make cymbals like
that.

The actual handmade
design aspect also helps
these cymbals sell, as op-
posed to the machine-based
way of making cymbals.

However, our biggest
selling point is telling
the customer the story of

the cymbals. We let them
know that these cymbals
are two pieces of metal
spliced together by some
guy in Turkey who took
a lot of effort to do this,
and the end-result is priced
under $1,000. That’s rare
in the music industry. Usu-
ally when you have [an
instrument| that is that
handmade and takes that
much time and has to travel
that far to get to your shop,
it costs more.

Some people complain
about $500 cymbals, but if
you play them for the rest
of your life, they only cost
you a couple bucks a year.

We sell them to anyone
from the young gigging
musician who is into the
newest gear to the seasoned
pros. Actual talented young

drummers will go for the
$500 Istanbul ride that is
going to last a while. Profes-
sionals who might have a
little extra money in their
pockets are willing to spend
more for the cymbals, as
well.

To attract the younger
musicians, we will market
them by shooting little
videos to show how they
sound and then post them
up on our Facebook page,
YouTube channel and
website.

We display the boutique
cymbals on kits that attract
attention. We'll find jazzier
boutique Kkits to display
them on to attract attention
both ways as a collective
whole. When people see
those kits they think, “Wow,
what’s up with these?”
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AGUITAR'S BEST FRIEND

— BLACKDIAMONDSTRINGS.COM A DIVISION OF THE

== MADE IN USA

e = 1-800-375-3234 CAVANAUGH COMPANY



PROFITABLE ®r6ressionaL

Q-SERIES DYNAMIC MICROPHONES

EVERYDAY HIGH-LEVEL VALUE
WORKHORSE ACCURACY LEADER

* Professional mic for ® All-purpose mic for « Versatile, low-impedance

vocals and instruments vocals and instruments mic for speech and vocals
* Extended frequency response * XLR Mic Cable, Carry Pouch  XLR Mic Cable, Carry Pouch
for optimum reproduction and Clip Included and Clip Included

$79%° I $39*° ] $29°°

F L AG S I_I I P e Premium vocal mic

e Shock-mounted capsule reduces handling noise

PERFORMER ' so5°

WHY SUGGEST ANYTHING BUT SAMSON?

Samson's Q-Series Dynamic Microphones offer pro-level sound
reproduction and rugged durability at ultra-profitable prices that
competitors just can't match. With models at every price point for
customers who “need a great mic,” Q-Series mics are the best value
for the customer and undoubtedly the most profitable for the dealer.

© 2013 Samson | samsontech.com | @samsontech SAMSOM




