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celabrated drummers of all time, Vinnie Colaiuta’s drumming vocabulary
is extraordinary. Pick up a pair of his new signature sticks and you'll discover
how perfectly balanced and transparent they feel—like they're an extension
of you—enabling your purest musical expression. So whether you play
aggressively, or with a light touch, prepare to transcend.

Check ouf the precise design fealures of Vinnie s siick, and all of Vic's Signalure Seres
collabarations with the worlt's top players at WIGFIRTH.COM
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B PERSPECTIVE

PERSPECTIVE | BY KATIE KAILUS

WELL-OILED MACHINE

s I write this, I am watching a group of workers pave the street

across the way from my office. Each member of the paving team

has a specific job. A few are driving heavy machinery, a few are

rolling the pavement flat and a few are overseeing the whole

process. I'm no construction worker, but I can tell that without
each person contributing to this process, the paving would not get done —
or at least not as smoothly.

The same goes for a music store. While the operation of heavy ma-
chinery is not necessary in a music store, each person in the showroom
is playing a part. It might be greeting a customer, booking a lesson, in-
specting a broken trumpet or answering a
phone call. The music store is a well-oiled
machine that requires each employee to pull
their own weight.

Many pieces regarding good customer
service have graced the pages of Music Inc.
magazine over the years. But one prime ex-
ample is this month’s cover subject Nick Rail
Music (see page 32). Not only has the six-
store chain perfected the art of expansion,
it has managed to withstand a dry Southern
California B&O market with the ever-growing
presence of big box stores in the region. If
you ask Rail how he has managed to stand
his own for 28 years he’ll tell you it’s simple:
through a solid staff.

“The value of your company is the value
of the people working at your company,”
Rail said. “I feel very fortunate to have the
people working for me that are working for me.”

And Rail’s employees do more than just work at Nick Rail Music.
They make shopping at the store a positive experience, no matter who
the customer is.

“We have to connect with the customer no matter the age or knowl-
edge,” said Gary Francisco, director of sales for Nick Rail Music. “There
is little difference from helping an adult or child find the right product for
them. Then following up to make sure the customer receives the product
promptly and is satisfied.”

In his column this month (page 25), Ted Eschliman covers poor employ-
ee habits like slouched posture and employee-to-employee conversation.

“Slumping is an avoidable body signal violation on the sales floor,” he
writes. “Standing or sitting on a stool (even leaning on a counter) shoulders
slumped, is an instinctually negative signal to broadcast to a customer.”

In order for a business to be successful, it must have engaged employees
that contribute. All employees need to be ready to help each person who
walks through the door in a knowledgable and friendly manner — with
no slumping. Remember: your staff is a team. Help your store run like the
well-oiled machine it is. Ml
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LETTERS

Compist Cosraph of the MANKF-n

Repair Shop Praise
Bravo to Music Inc. for the

article “Repair Shop Tune
Up” in its July issue, as well as
to the four featured businesses
for their excellence. For retailers
who are not involved, there has
never been a more advantageous
time to expand what you offer
to consumers by adding main-
tenance and repair services at
whatever level of complexity you
are comfortable with.

Most importantly, by offer-
ing such services you open the
door to the golden opportunity
of being able to show a consumer
why they should have bought
with you in the first place, along
with why they should contin-
ue to make your business their
first choice to fulfill all of their
music-related needs.

Don Wiggins

Manager

Technical Support &
Authorized Service
Fender Musical
Instruments Corporation

Reflection on From
the Top
just wanted to send a big thanks
to Editor Katie Kailus and the
entire Music Inc. team for includ-
ing me in last month’s “From
The Top.” It was really fun!
We’ve come a long way —
from rebuilding classic analog
compressors once manufactured

by my father to a thriving com-
pany that’s constantly seeking
to push recording technology
forward.

Every day I'm so inspired by
our talented team and excited to
come to work to see what they’re
coming up with next.

I never thought, when I re-
founded Universal Audio in my
garage over 15 years ago, that we
would be so widely recognized
by our dealers and the industry
at large. I love being part of this
industry that allows me to be
around people who are passion-
ate about music every day.

Thanks again for letting me
tell our story to your readers. I
can’t wait to see where it goes
from here.

P.S. I’ve enclosed a photo of
UA back in the day to share with
your readers!

Bill Putnam Jr.
CEO & Founder
Universal Audio

Correction:

n the piece “Arts of Adovacy”
(August 2014), the photo of
Maria Voles Ferguson on page 46
was incorrect. Music Inc. regrets
the error.
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The Casio CTK-2400 Sound EFX Sampler

The new Sound EFX Samplers expand on Casio’s history of sampling
keyboards and will unlock creativity for a new generation. Featuring a
built-in microphone, it is easy to capture sounds from anywhere. In
addition, sampled sounds remain stored in the keyboard after you tum
it off, allowing you to repeat your performance without having 1o entice CTK-2400
Rufus to bark again. All of this plus all of the lesson features, tones,
rhythms and USB connectivity of a full sized Casio 61-key keyboard.

Easy Sampling with Built-in Microphone!

Casio's Sound EFX Samplers allow you to put
some bark in your music.

GO BEYOND SOUND

www.casiomusicgear.com CASI D
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UPBEAT MUSIC | BY KATHLEEN COSTANZA

RETAIL

NAVIGATING THE NEW NORMAL

restview needed a

music store. The

quickly growing

city in Florida’s

panhandle was
expanding from the massive
Elgin Air Force Base and young
families were traveling over 40
miles to rent band instruments,
take lessons and shop.

So in 2012, Dick Reinlie
hopped on the chance and
opened UpBeat Music.

“We weren’t ready to open
yet, we still had paper up on the
door, and people were knocking
on the window to get in,” he
said. Reinlie spent 25 years as
a telecommunications executive
before switching back into music
retail about 10 years ago. “We
had people coming to the store to
help us set up. They were giving
us displays. It was an incredible
experience.”

Sure enough, sales grew fast
and Reinlie said by the end of
the first year he was a year ahead
of his business plan with 100
students and 100 rentals. Sales
have increased nearly 50 percent
annually. But like any retailer
opening its doors in the post-rec-
cession era, trucking onwards
has taken a number of strategies
to navigate a new retail climate.

SERVICE ORIENTED
’:or one thing, the store is
upping its focus on services

14 | MUSIC INC. | SEPTEMBER 2014

Dick Reinlie surrounded by Johd Giles and JC Murph, (top row) David
{betiom row).

‘What the
Internet
can’tdo —
that’s what
Pm tryin

to do.’

more than Reinlie initially ex-
pected.

“About 60 percent of the dol-
lars coming in are selling and 40
percent are services,” he said. He
initially predicted it would be an
80/20 breakdown, though he’s
aiming now for a 50/50 split.
“What the internet can’t do —
that’s what I'm trying to do.”

To boost services, UpBeat re-
cently started a promotion where
customers get a free guitar when

denhead, Kyle Boone

they sign up for three months of
lessons. He also has his sights set
on a larger presence in the B&O
market by forging relationships
with the local schools and B&O
programs.

THE LOCAL WEB
Qriginally, UpBeat launched
a separate e-commerce site
called PriceBeat, a move Rein-
lie called perhaps a bit “naive.”
(“It’s tough to compete,” he said.)
Now, Reinlie is leveraging
the Internet with a more specific
purpose: attracting local sales.
He’s steering online sales back
to UpBeat Music and using the
Web to catch the eyes of local
business by paying for Google
AdWords only within a 50 mile
radius. The company also focus-
es on honing SEO keywords to

make the store to pop up.

“We want to be a major com-
pany in our geographic area,” he
said. “Everyone who’s buying
on the Internet? We want them
to see us. We’re going to pop up
within a 50 mile radius. I don’t
care about popping up in Atlanta.
I don’t care about popping up
anywhere else.”

He’s also restructured his
website to target vertical mar-
kets. Houses of worship, band
parents and commercial AV
are clearly marked, rather than
displaying general product cat-
egories.

“We’re going to try to be in
the minds of the local people,”
he said.

Meanwhile, PriceBeat will
evolve to a password-protected
site for customers that will list
clearance and speciality items.

BACK TO BASICS

Ithough Reinlie is continu-

ally trying out new ways to
compete, he said the root of the
stores’ success will be filling a
niche bigger players can’t and
treating customers as if “they’re
coming into your house.”

“It’s one-on-relationships that
make the difference for us,” he
said. “We’re never going to be
Musician’s Friend or Guitar
Center or Sam Ash. But we’re
going to be the best UpBeat Mu-
sic there is.” M
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With 9 finely-tuned presets emulating
the legendary organs of the *60s and
beyond, the B9 Organ Machine will
transform your guitar or keyboard.
Control the organ’s signature percus-
sive click and sweet modulation, Blend
your dry and wet signals independent-
ly to create lush layers. The B9 packs
enough tonewheel and combo organ
inspiration to light your fire and fry up
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LOWE VINTAGE INSTRUMENT COMPANY | OPENING

Father-Son Team
Open Lowe Vintage

fter more than a decade of

road tripping and selling
their vintage finds online, fa-
ther-and-son team Ed and Will
Lowe have opened Lowe Vintage
Instrument Company, a brick-
and-mortar store in Burlington,
North Carolina.

“That was the best week of
my year when I was a kid, go-
ing out on this road trip,” Will
said, adding sometimes the
pawn shops and guitar stores
he and his dad would end up
in would be a disappointment,
other times they’d be filled with
hidden gems. “It was kind
of just the thrill of the
hunt for us.”

When Ed and Will
were both at crossroads
in their careers earlier
this year, they crunched
the numbers and decided
to take the Web business a
step further with a brick-
and-mortar storefront.
Specifically, Ed specializes
in Gibson flathead ban-
jos but the store carries a
wide mix of vintage gui-
tars, banjos, mandolins,
accessories and pedals.

They still expect to do
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the bulk of their high-end instru-
ment business online, though,
putting a heavy emphasis on
social media and high-quality
photography. Will has been
building the company’s social
media presence for about a year
before the store opened, garner-
ing about 7,000 Facebook fans.

“We took the plunge so
we’re learning as we go, but
we’re doing even better than
we expected,” Will said. “But
hopefully one day this will be on
the map with the Gruhn Guitars
and Carter Vintage Guitars of
the world.”

DANNY ROCKS

anny Rocks, who served as the emcee and helped
manage the Idea Center at NAMM shows since 2006,
passed away in July in Palm Desert, California. He was 64.
Rocks was the founder of The Company Rocks, a firm
dedicated to education for business professionals, com-
panies and associations. He took on a wide variety of
projects, from working with NAMM to creating business
instructional videos. Prior to forming the company in 2006,
Rocks served a 26-year career in executive roles at Al-
fred Music as well as nine-years at G. Schirmer, Inc.
“Danny knew more about this business than anyone
else | have ever met,” said Ron Manus, president of Alfred
Music. “To watch him at a convention was a joy. He always
knew everyone’s name and remembered everything about
them. He was impressive. | loved Danny’s unique style and
his exaggerated hand gestures when he was speaking to
a group. His up-close and firm hand shake always made
me smile and feel special, as if | was in Danny’s special
club. Danny is one of the pillars of our industry, a proud
face on the music industry’s Mount Rushmore. He was a
colleague to some, a mentor to many and a friend to all.”
“He was the coach, he was the emcee,“ said Ken Wilson,
former NAMM director of professional development, who
hired Rocks to work the Idea Center. “If somebody can-
celled, Danny could be on the stage, do that session, and
he could do a good one. He was incredibly conscientious.
He took it very seriously. To me, he was the heart of that
thing. He knew everybody. He coordinated everybody. He
worked non-stop. He was just great. And he loved it.”
Rocks was an active member of the Music Teach-
ers National Association, the American Music Con-
ference and the Retail Print Music Dealers Associa-
tion. He received RPMDA'’s highest honor for lifetime
achievement, the Dorothy Award, in 2011.
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Eliot Lewis, Hammond Artist
Live from Daryls House/Hall & Oates
Sk1 & Sk2

“After playing the Sk1,
it is now my number one
instrument for

everything keyboard | do.

From the Hall & Oates tours to
the award-winning
Live From Daryl’s House show,
the Hammond Sk1 covers it all
for me.”

THE SOUND THESOUL THE ONE
www.hammondorganco.com
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LONG & MCQUADE | AWARD

orkville Sound and Long & McQuade founder Jack
Long has received the Order of Canada, one of the
country’s highest civilian honors.

Uly

WKULELES

www.apintl.com
}ZA’T . Kahuna Ukuleles is a division of AP International.
r’"’ For more info, visit apintl.com or call 732.919.6200

JACK LONG RECEIVES
ORDER OF CANADA

Long is being recognized as a pioneer in Can-
ada’s music retail and manufacturing industry.
Other appointees this year included astronaut
Chris Hadfield and comedian Richard Mercer.

“Making music is a lifelong passion,” Long
said. “Music is something that can improve
peoples’ lives.”

Long founded Long &

McQuade in 1956 after he

started selling instruments

to friends in the industry.

Fifty-eight years later, the
-4

chain has 65 locations across
Canada. Long also established
Yorkville Sound as a sepa-
rate manufacturing and dis-
tribution company in 1963.
Yorkville Sound continues
to manufacture Yorkville
Pro Audio, VTC ProAudio
and the Traynor guitar and bass

amp brands at its facility in Pickering, Ontario.

NRF | ADVOCACY

NRF Adds Business
Council, Revises

Retail Forecast

he National Retail Federation is forming
a Small Business Retail Council “to
organize, recruit and engage Main Street
merchants and independent community
retailers in grassroots advocacy activi-
ties.” The Council will represent the needs
and interests of local retailers and will
give the NRF’s small business members
a forum to discuss public policy issues.
The NRF also recently revised its retail
sales forecast for 2014, lowering the
expected growth from 4.1 percent over
2013 to 3.6 percent. It cited severe winter
weather, along with other factors, for
slowing down the year’s growth trajectory.
“There is plenty of evidence that
the second half of the year will be
better for the industry as consumers
begin to feel more optimistic about
their spending decisions,” said NRF
President and CEO Matthew Shay.
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Ted Brown Music Acquires Capitol Music

Ted Brown Music, based in Tacoma,
Wash., is expanding to a new frontier:
Seattle.

The 83-year-old company acquired
Capitol Music Center (CMC), a popular
Seattle music store located in the University
District. Established in 1919, CMC was
known for having the biggest selection of

| CLOSING

sheet music in Seattle.

While the store location and staffing
will remain the same, Capitol Music cus-
tomers will see an even better selection of
sheet music along with Ted Brown Music’s
musical instrument rentals and services.

The new store joins Ted Brown Mu-
sic’s flagship Tacoma store, as well as other

locations in Puyallup, Silverdale, Yakima
and Richland. This is the company’s first
opportunity to reach a large potential market
in the middle of Seattle.

The acquisition comes right at the heels
the company receiving NAMM’s Support-
Music Advocacy Award and being recog-
nized as a NAMM Top 100 Retailer.

Midwestern Musical Co. Closes its Doors

idwestern Musical Co. in Kansas
City, Missouri, closed its doors
in early August after 25 years.
Matt Kesler co-founded the store
in 1989 with Jim Strahm, who passed
away in 2000. Over the years, the store

added a repair shop, recording studio

and practice space for local bands.
“This has been a labor of love and

more of a hobby than a business, as

far as definitions of business and hob-

by go,” Kesler told local arts and music

publication The Pitch. “Don’t get me
wrong — it’s been a lot of fun, and I'm
sad, but it’s time to move on. Honestly,
| was really pushing to get to 25 years,
and I’'m there, and now I'll be able to
concentrate on a lot of other things.”
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T-REX ENGINEERING | BY JOHN JANOWIAK

SUPPLY

PEDALS WITH BITE

“Rex Engineering may
be a small boutique
manufacturer of guitar
pedals, but as its car-
nivorous name might
suggest, the company has a big
bite when it comes to chomping
out market share in its niche.

“Everybody is talking about
T-Rex at the moment,” said
Lars Dahl-Jgrgensen, company
co-founder and co-owner. “There’s
a lot of fuss on the Internet.”

With less than a dozen full-
time employees, T-Rex is head-
quartered in the unlikely town
of Vejle, Denmark, the place
co-founders Dahl-Jgrgensen and
Sebastian Jensen call home. The
longtime pals had both studied
electronics and engineering, and
Dahl-Jgrgensen was, and still is,
an avid guitarist. They started out
in their garage the 1990s mak-
ing switching systems modeled
after the legendary designs of
Bob Bradshaw.

“It was pretty hard to sell be-
cause we weren’t well known,”
Dahl-Jorgensen said. “I thought, if
we can make switching systems,
we can make pedals, and that’s
what started T-Rex, more or less.”

MONSTER GROWTH
-Rex Engineering officially de-
buted in 1996. In the crowded
market of guitar-effects pedals,
what would set their products
apart? Using quality components,
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T-Rex sees
monster growth
by setting

itself apart
from the herd

for one thing — even if it meant
spending more and passing that
cost onto the customer.

“Consumers may just be more
willing to spend a little more mon-
ey for the reassurance that they’re
getting a well-designed, high-qual-
ity piece of gear that will last,”
said Erik Lind, product manager
for Musiquip, the company’s U.S.
distributor.

They also made a point to so-
licit feedback from guitarists of
all styles and levels.

“We spend a lot of time
sending them back and forth to

different guitarists to get their
opinion,” Dahl-Jgrgensen said.

From these guitarists, they’ve
learned the importance of keeping
their pedals simple.

“We hate having too many
knobs, actually,” he said. “We
try to make some innovative
things, but still simple to use.”

Another thing they learned
was to give their pedals a splash
of color. In the middle of solos,
when guitarists want to switch
effects quickly, they need to dis-
tinguish their pedals easily. Hence
the panoply of colors in T-Rex’s
array.

“We never make a black ped-
al, because that’s pretty boring,”
Dahl-Jgrgensen said.

T-Rex pedals are now distrib-
uted in dozens of nations and
are sold by independent retailers

as well as the largest MI oper-
ations in the world. They first
appeared in North America in
the mid-2000’s. Then, in 2010,
T-Rex partnered with Musiquip
for distribution in the United
States and with SFM in Canada.

“We have around 100 North
American retailers carrying the
pedals — a mix of independent
dealers, pedal specialty retailers,
and some larger chains,” Lind said.
“We’ve been fortunate to have a lot
of really great top-level American
artists use T-Rex effects, and that
has helped the line catch on in
the United States.”

This year, the company
launched an unprecedented 10
new pedals. The new products
include a number of compact ped-
als that diverge a bit from T-Rex’s
traditional square-box design.

“One of the most exciting re-
leases is the SoulMate multi-ef-
fect board, which gives the user
five T-Rex effects in one unit,
plus a tuner, effects loop, pro-
grammable effect combinations,
and a number of additional fea-
tures,” Lind said.

With its growing cachet and
widening distribution, perhaps
“boutique” is an inaccurate label
to apply to T-Rex Effects.

Or as Lind put it, “You might
say T-Rex is a boutique company
that has been fortunate enough to
achieve a more mainstream level
of success.” Ml
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MPTF Launches
MI Sponsorship
Program

The Music Performance Trust Fund
(MPTF) supported by the major
labels and Recording Industry Asso-
ciation of America (RIAA), including
Sony Music, Universal Music Group,
Warner Brothers Music and Disney,
has launched an innovative spon-
sorship program geared to connect
instrument manufacturers and retail-
ers with working musicians called
MPTF’s Instrumental Partners.

The new Instrumental Part-
ners initiative will also expand the
MPTF’s primary goal of providing
free music events to communi-
ties across North America.

“Our goal is to create a greater
connection between various factions
of the music industry, and to expand
the number and impact of our events,”
said Dan Beck, MPTF trustee.
{musicpf.org}

30 YEARS

in North America

Pearl River Offers
Trip to China

elebrating 30 years of North
American distribution, Pearl River
Piano Group has announced a spe-
cial incentive program for Pearl River
dealers. Top performers can qualify
for a trip to Guangzhou, China, which
will include a tour of the company’s
new 12,000,000-square-foot factory.
Over the last 30 years, Pearl River
has established a solid dealer network
throughout North America. The compa-
ny has introduced the Pearl River brand,
as well as Ritmuller and Kayserburg
to its product line in North America.
The 30th Anniversary program
will extend through Dec. 31.
{pearlriverusa.com}
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HAL, HAMILTON TEAM UP

H al Leonard is now distributing the en-
tire portfolio of Hamilton Stands and
accessories in the United States and Canada.
Headquartered in Dayton, Ohio, Hamil-
ton Stands has historically relied on strong
wholesale distributors who offer retailers
a diverse array of products.

“We’re thrilled to have Hal Leonard as
a partner,” said Bob Jespersen, director of
marketing and sales for Hamilton Stands. “A
marriage between the leader in print music
and an iconic music stand manufacturer is
practically poetic. Hal Leonard has a terrific
sales team with an impeccable record of
customer service. The new markets and
channels Hal Leonard is addressing will
be well served with the innovative new
products Hamilton is adding to a portfolio
of practical support.”

“Hamilton offers a wide range of prod-

WEB NEWS

ucts for profes-
sionals to hob-
byists in schools,
churches, concert
stages, studios
and homes,”
said Brad Smith,
senior sales and
marketing man-
ager for Hal
Leonard. “They
not only have
a broad line of
well-respected
and established
products, but also
continue to seek
solutions for music makers in all markets,
including emerging ones.”

{halleonard.com; hamiltonstands.com}

Altus Redesigns Website

he Altus team at KHS America has

launched its new website. The new
homepage gives the consumer a quick
glance of all things Altus, including the
company’s latest products, history,
news, artists and events. Altus has also
simplified its product navigation to be
more intuitive and responsive to the way
today’s Internet users prefer to search
for information. Consumers will now

be able to easily navigate through the

site to find the available flutes, head-
joints, tubings and metallurgy along

with other Altus events and offerings.

Altus also expanded the artist section

of the site. Visitors to the site can now
learn about Altus artist’s activities and
their feelings about the instruments,

as well as find links to their person-

al Web pages. {altusflutes.com}
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Daisy Rock Announces
First Artist Endorsement

Daisy Rock Girl Guitars has an-
nounced The Sledge Grits Band as
the first musicians to receive exclusive
artist endorsements from the company.

In addition to signing an exclusive
artist endorsement agreement, Daisy
Rock will be producing custom-made
instruments for band mates and sis-
ters, including a guitar for Keiko and
bass guitar for Ella. The decision to
exclusively endorse The Sledge Grits
Band was made to continue supporting
female musicians and to further the
Daisy Rock creed of inspiring girls to
play guitar and enjoy music.

“Never before have we exclusively
endorsed an artist and outfitted them
with custom guitars and basses. But

PMC | EVENT

because of Keiko and Ella’s excep-
tional talent, we couldn’t pass on
this opportunity to move into the next
phase,” said Tish Ciravolo, president
and founder of Daisy Rock. “We have
been a part of The Sledge Grits Band
since the beginning and have watched
them become the amazing musicians
that they are today.” {daisyrock.com}

PMC TEACHES KIDS TO PLAY

For the fifth consecutive year, Per-
cussion Marketing Council (PMC)
and local music retailers provided free
first drum lessons at its Lesson Lab
Tent during the Vans Warped Tour in
Houston; San Antonio; Albuquerque,
New Mexico; Mansfield, Massachu-
setts; Camden, New Jersey; Wantagh,
New York; Hartford, Connecticut;
Cincinnati and Milwaukee.

The self-contained educational
Play Drums tent puts drumsticks in
the hands of more than 60 first-time
drummers during each stop of the tour
that features a Lesson Lab. Each tent is
fully equipped with an acoustic or an
electronic drum set, including cymbals
and sticks, to provide a positive and
professional learning experience for
first-time players. Many drummers
from performing bands stopped by the
PMC tent to help generate excitement
for the project.

“We have seen a surge of interest
from concert-goers at every city where
we participate,” said Billy Cuthrell,
a PMC advisory board member who

coordinates the Lesson Lab Tent. “The
key to our program is partnering with
local percussion stores that also offer
drum lessons. The store operates and
coordinates the tent’s operations with
one or more of their drum teachers

conducting the free lesson.” {play-
drums.com}

Orange Celebrates
New Factory

range Amplification opened its new fac-

tory in Zhejiang Province, China on July
7. The new facility covers 3,000 square me-
ters and increases manufacturing capacity.

The special opening event was attended
by Chinese government officials, dignitaries,
employees, suppli-
ers and customers
and was hosted by
Damon Waller, MD
and Orange’s founder
and CEO Cliff Coo-
per. The ceremony
featured traditional "
Chinese musicians
performing along with
Chinese dragons — a symbol of good fortune.

The new factory represents a continuing
investment in global expansion with the compa-
ny now manufacturing on three continents. To
ensure consistent high levels of quality control,
Orange opened a state-of-the-art training school
for the staff at all levels of manufacturing.

“The opening of our new factory will in-
crease production and enable us to reduce lead
times,” said Cliff Cooper. {orangeamps.com}

APPOINTMENTS

FISHMAN EXPANDS
SALES TEAM

Fishman has add-
ed two to its sales
force.

John Polino joins the
Fishman sales team from
First Act where he spent
the last six years as a

y warehouse manager,

Gary Lopez.-..# sales sample coordina-

- tor, consumer relations
manager and product manager.

Gary Lopez has been involved in music in-
dustry retail sales for over two decades work-
ing with Daddy’s Junky Music and Cambridge
Soundworks.

“We are genuinely happy to have these two
very skilled sales representatives working for us
as Fishman is continuing to grow at an amazing
pace,” said Bill Norton, vice president of retail
sales. “John and Gary bring a high level of ex-
pertise into our new category entries, including

TriplePlay and Fluence electric guitar pickups.”
{fishman.com}

SEPTEMBER 2014 1 MUSIC INC. | 23



'i‘ THE GIG BAG, REINVENTED

g

' by Reunion Blues

REUNION BLUES

. QUALITY.

'GROUND
BREAKING
PRICE POINTS.

SUPERIOR
LIGHTWEIGHT
PROTECTION.

REX GIG BAGS
available for fretted &
percussion instruments

CALL TO ORDER TODAY
800-950-1095

Learn more at ¥ : -
www.reunionblues.com o . W

¥ Remion ¥ ‘

A Blues & g

OWN IT




IDEAS)

|nS|deIDEAs > The Lesson Room Page 26 > The Customer Whisperer Page 28

INDEPENDENT RETAIL | BY TED ESCHLIMAN

u can trust your
car to the man
who wears the
star. The big bright
Texaco star!”

If you were to spontaneously
hum the above jingle’s melody
it would betray your age. It was
big in the 1960s, this major
corporation’s image pitch was
of unrestrained service onto a
generation of motorist consumers.
Snappy uniforms and sparkling
metal equipment, overt and pains-
takingly honest technicians who
went out of the way to assure
your freshly fueled car worked
not only in the station but many
miles outside of it.

Earnest? Arguably. None-
theless, it was a multi-million
dollar ambition to romance us
to Texaco’s turf. Really, it’s ab-
surd for gas stations to stay that
kind of clean. Wouldn’t you be
more suspicious of a spotlessly
uniformed mechanic over one
greased from sleeve to cuff?

Things change. Today, there’s
no employee at a station that is
remotely an expert on car mainte-
nance. Gas station are now conve-
nience stores minimally manned
by dispassionate minimum wage
clerks. Though we understand

(f

Posture and
friendliness
are key to good
customer
service

it’s a different world, our hearts
still long for that ’60s mythos.
Music stores have a whole dif-
ferent set of service expectations
than gas stops. Our product is
lifestyle — infinitely more aes-
thetic and complex. Really, those
commercials are more fitting for
us than the gas stop. When a cus-
tomer enters, we have a deeply
genuine opportunity to enhance
lives through music. Though to-

BEATING A SLUMP

day’s culture hardly expects a
spotless uniform, we could still
be neat and friendly (emphasize
that last part). Most important,
we need to register this with our
body language and posture.

PHYSICALITY & FIRST CONTACT

lumping is an avoidable

body signal violation on the
sales floor. Standing or sitting
on a stool (even leaning on a
counter) shoulders slumped,
is an instinctually negative sig-
nal to broadcast to a customer.
Throw the shoulders back and
bring both the center of the chest
and chin up — your impact is
starkly different. This might not
feel natural for many, but a con-
scious effort will have a visible
impact on customers, especial-
ly in making a first impression.
Managers, take heed. Never have
stool behind the sales counter.
Standing equals attention!

THREE’S A CROWD

magine a customer is allowed
to slip though employees and
roam through the store alone
for several minutes. They almost
have one foot out the door. You
stop her and ask, “Did you find
what you were looking for?” Her

response is she was looking for
a very specific “mission” item.
It turns out it is something you
stock. You narrowly avoided
missing that sale.

Customers don’t like “bother-
ing” sales crew. They especially
don’t want to ask an employee
that’s busy or comfortable in con-
versation with a fellow employee.

Some might be bold enough to
ask a single employee for help. If
two workers are talking to each
other, there’s a significantly less
chance he will interrupt. If three
are talking, the conversation is
perceptively closed to “outsiders,”
impossible to barge in on. It’s
great to have social employees
that like each other, but fraterniz-
ing must stop when a customer
is in earshot.

It takes little more than eye
contact, upright shoulders, and
a smile to make folks feel wel-
come. Yes, dancing around like a
vintage Texaco commercial today
would be way overboard, but at
minimum we need to make the
drive to a brick-and-mortar an
experience worth the gas. 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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Eliminating dead

times in your

lesson program
is as easy as taking

a second look
your schedule

26 | MUSIC INC. | SEPTEMBER 2014

IDEAS )

THE LESSON ROOM | BY PETE GAMBER

Avolding the Dead Zone

e all have them. Those times when we can’t
seem to get any students in the door — 8 p.m.
Tuesday night, 11 a.m. Monday morning, Sat-
urday afternoons. Lesson rooms sit empty that
could be providing revenue for both your store
and your teachers. And what’s worse is you are probably turning
possible lessons away that can only do certain times. Here’s a
few ways to remedy this situation:

1.) DEVELOP A LESSON SCHEDULE PLAN

Develop a plan for what the best times are for
certain lesson demographics. For example, most 6
year olds don’t do well at 8 p.m. and most teens
can’t do lessons at noon during the week. Make a
plan that uses that approach.

Here’s an example: Weekdays from 7—9 p.m.
for older teens and adults; 5—7 p.m. for pre-teens;
2—>5 p.m. for elementary school students; 12 —2
p.m. for adults, seniors and homeschooled students.
Saturdays work for all ages. Train your staff to use
this plan to route students into these times.

2,) STOP ASKING: “WHAT TIME
WORKS BEST FOR YOU?”

Why? Because everyone wants your prime times,
and if you’re successful those times already
aren’t available. Here’s your new approach
to lesson times: “I have a fantastic teacher at
8 p.m.!” or “We’ve got some really awesome
teachers on Saturdays!”

Many times your dead times are dead be-
cause you or your staff haven’t made them
sound “alive” and awesome. They are made
to sound like leftovers.

at

3.) THE “BOOK SATURDAY FIRST” CAMPAIGN

When is the last time you and your staff offered your lessons
on Saturdays? I teach at two retail locations. At “Store A” lessons
on Saturdays are anemic and at “Store B,” lessons on Saturdays
are booming. It’s not the teachers, because the teachers teach at

both locations on different days.
What’s the difference? The staff
at “Store B” presents lessons on
Saturdays first, not as a leftover
choice. The end result: more Sat-
urday lessons, and more prime-
time availability during the week.

4.) DEVELOP PROGRAMS
FOR SENIORS

Promote this special time spot
for seniors when the store is less
crazy. Have teachers who have
great results with this age group
come in during these times. You
will find that retired students can
come in earlier than everyone
else. These seniors will see oth-
er students their age. They will
pass the word around with their
friends, creating even more les-
sons at your store. Note that this
time also works well for moms
who want to take lessons.

5.) SPIFF THE DEAD SPOTS
That’s right. What if you offer
a “spiff” for every “dead” spot
booked? As little as $5 can buy
a coffee at Starbucks. It sends the
message to your staff that you
want these times booked with les-
sons. If you charge a redistration
fee for your students, try a “No
Registration Fee” policy for these
those who choose these times. Ml

Pete Gamber is a 35-year veteran of music
retailing and music lessons. He specializes in
music lesson programs and music retail consult-
ing. He can be reached at petegambermusic@
gmail.com.
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‘Only when we break
the cycle of letting
ourselves be constantly
distracted we will be
able to focus intently
on our clients.’
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THE CUSTOMER WHISPERER | BY GREG BILLINGS

\ono-lasking 107

e had a wonderful rep back in the 1980s. His
name was Herb Holt. He covered the upper Mid-
west for Currier Pianos and Ovation Guitars.
Like so many memorable people who cross our
path, Herb left us a lasting lesson. “People can
only pay attention to one thing at a time,” he would say. I don’t
even remember the the first time he said it. We were probably
in a bar having a deep, metaphysical discussion on
sales psychology. I lost track of Herb after he retired
and I moved to Florida, but I never forgot that little
gem of wisdom he gave us. One thing at a time.

Today, unfortunately, we pay attention to a lot
of things at once. We call it multi-tasking. For exam-
ple, we might drink coffee, text and eat a sweet roll
on our morning drive while listening to the radio
and looking at a GPS screen. In Washington for
the NAMM Fly-In, we saw not one, but two D.C.
policemen staring at their phones while walking
their beat and monitoring the little radio receiver
on their epaulets. During this year’s recital season,
parents seemed content to let one child play games
on their iPad while their older sister or brother
performed. Recently, in a theater to see Jersey Boys,
we noticed several faces reflecting the glow of little
screens. Some people consider their ability
to multi-task a virtue. But, is it?

In 1956, psychologist George A. Miller of
Princeton University, in what has become
one of psychology’s most cited papers, ar-
gued that the number of objects an average
human can hold in working memory is 7(+ /-
2). Whether Miller’s Law predicts an exact
number has been debated endlessly, but the
point is, there are limits to how much infor-
mation we can process, and the threshold is pretty low. Another
psychologist, Sarah Ransdell, found that just listening to music
could reduce students ability to write by as much as 60 words
per hour. Simply stated, as we increase the quantity of things

we are doing, we reduce the quality of how well we do them.

HARNESSING PERSONAL HABITS

/A\s employers we must ask: Do
we really want our employ-
ees staring at their phone, their
tablet or their laptop during
meetings? As merchants we
should ask: Do we really want
that clerk juggling two phone
calls and scanning an email
while tuning a customer’s gui-
tar? As customers we will ask:
Am I entitled to that salesper-
son’s complete and undivided
attention?

And isn’t that what each
customer really wants and
deserves — our full attention.
There is certainly no virtue to
multi-tasking if T am the one
being multied-tasked. Whatever
chance we have of establishing
a meaningful engagement with
a customer can be instantly de-
stroyed by just one glance at our
phone.

Becoming a mono-tasker
starts with our own personal
habits. Can you ignore a cell
phone that rings when you’re
driving? Or, that beep telling
you an email just arrived? Can
you watch an entire TV show
without a tablet in your lap?
How about a movie? When
was the last time you had an
uninterrupted conversation that
lasted 20 minutes? We are not
slaves to our electronic devices.
Let’s train ourselves to ignore
them until a time of our own




choosing. Only when we break the cycle of letting ourselves be constantly distracted we will be
able to focus intently on our clients.
Here are a few simple steps you can take to let your customers know that your entire attention

is devoted to them:
_____________________________________________________________________________________________________________________________________________________|

* Silence your phone and put it in a drawer before you greet a customer. Every time!

* Establish a never-interrupt-a-salesperson-who-is-with-a-customer rule. (My dad had this rule in
his store when | was a kid. How we lost it is a mystery.)

* Eliminate distractions in your store and train yourself to ignore the distractions you can't cure. If
you don’t get distracted, your customers won't get distracted.

¢ If there is background music, turn it off.

¢ If there are TV screens with product demos running, get rid of them. They really don’t work and
your store is not a saloon.

* Don't let customers’ kids run wild. Their parents will thank you.

¢ Demand your customers full attention just as you are giving them yours. If their phone rings, and
they are rude enough to answer it, or even if they are just texting, excuse yourself. Let them know
where you will be when they are ready to resume.

The first President Bush
may have lost his chance for
re-election when he glanced at
his watch during a 1992 debate
after a voter asked a question
related to how the deep recession
had hurt his family. Bill Clin-
ton took a different approach.
“Tell me how it’s affected you
again,” he said as he walked up
and looked straight into her eyes.

Our clients deserve that
same empathy from us. Let’s
disconnect from the countless
distractions around us and let
our client know — for at least
this moment — they are the
most important person in the
world. MI

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

Music is everywhere in our world—just try to picture even an
hour of your day without it. But as an industry, we want more
people to PLAY music themselves, right?! The end zone is
clear: get more people to play music and fewer fo quit. We

all have a part in that, including your association. While you
promote your brands and products, NAMM has the unigue role
of promaoting the whole concept of music making. We reach
out to the general public about the benefits of making music,
whether it's fighting to keep music in schools or encouraging
people of all ages to “just play” an instrument.

Through our “Circle of Benefits" business model, Membership
dues and support of the NAMM trade shows go directly back
into our industry through the NAMM Foundation, which works

year-round to promote music and advocate for music education,

These funds also support important music/brain research and
public relations efforts that grow the pool of music makers.
So far, 2014 has been an exciting year with national media
spotlighting NAMM and the NAMM Foundation's growing list
of activities,

In March, the NAMM Foundation unveiled its newest public
service announcement in the “Just Play" campaign (YouTube.
com/NAMMorg), focusing on the benefits of playing music

for all people. This multi-media, international PSA campaign
has already received $10 million in free air time—spreading
our universal message about the joy of making music through
inspirational radio, TV, digital and billboard messages. Many
NAMM Members are also using these messages in their stores
and marketing efforts—and so should you,

Other recent examples include the Best Communities for
Music Education in April, which resulted in more than 1,000
news articles and TV spots. We've heard dozens of times that

=

2 Promoting Music Making!

being named to this list has saved programs from the chopping
block, meaning more kids had music this year because of this
program and the resulting publicity.

You've probably heard a lot about our industry’'s Advocacy
Fly-In in Washington, D.C., this past May promoting music
education to our nation’s leaders. And with a robust PR effort,
The Washington Post, Access Hollywood, People Magazina,
CBS Evening News and dozens of other media outlets covered
the Fly-In and helped our message reach millions of parents,
teachers and administrators nationwide,

Make Music Day on June 21 is becoming a very important
date on the calendar as our global industry promotes the fun
of playing a musical instrument. Here in the United States,
dozens of major cities got in on the act, including New York
City, Chicago, Boston, Denver, Philadelphia and Los Angeles.
Events that showcase the power of music appeared in Rolling
Stone, Billboard and other media outlets across the country.
The event was a success—and our job was to ensure that the
world heard the news.

March, April, May and June. The efforts during these four
months are just a few examples of NAMM's relentless
promation of music that encourages more people to start
playing and fewer people to stop. We are grateful to the NAMM
Members who help to make these efforts a success, especially
those who utilize and share these messages through their own
networks. Together, we are making this a more musical world!

C Jue Lamond

HAMM PRESIDENT AND CEOQ
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A tough SoCal B&O market has nothing on Nick Rail Music. The indie chain has managed to scoop up
a large school base by expanding its footprint all across the southern half of the state using strategic

even hundred miles is

what separates Nick Rail

from all six locations of

his Southern California

B&O dealership Nick Rail
Music. For some owners, this might be
the perfect excuse to not visit a shop
in San Diego when you are based at
the Santa Barabara location — nearly
215 miles north. But Rail has no time
for excuses.

“I make a strong point of spending
at least one full day in every store
each month,” he said. “And once a
month I do this quick little 700-mile
triangle [trip] that comes down to San
Diego, a day in Redlands, a day up
in Bakersfield, and then back home
to Santa Barbara.”

It’s this sort of dedication and
hands-on business model that has
kept Nick Rail Music going strong
for the past 28 years in the noto-
riously tough Southern California
B&O market.

“Our famous sunny weather means
there are many more outdoor activi-
ties year round, which may compete

acquistions and lots of planning.

By Katie Kailus
Photography by Sabrina Hill

with a child’s interest in or time to
play music,” he said.

However, that hasn’t stopped the
chain retailer from nabbing business
from nearly 1,000 different schools
across the southern half of the state.

“During the school year, we’re
probably visiting 150-200 schools
a week between all the stores,” Rail
said.

Expansion Plan

So, how has Rail mantained its
stronghold? Through constant inno-
vation. He and his team change all the
showrooms around regulary so they
don’t become a “static environment”
for visitors.

“When the customer comes in
and everything looks the same all
the time, they just get tunnel vision
to the one little part they need to
go to and — we don’t want to in-
convenience them persay — but we
want to give them the opportunity
to discover something new.”

A drive to innovate is also what
helped Rail launch his business into

new markets across the state. The first
Nick Rail Music opened in 1986 in
Santa Barbara but moved locations
in 1994 and was remodeled and ex-
panded in 1999. And that was just
the start.

Over roughly the next 15 years,
Rail would open five more shops, close
a few, move a few and remodel a few
(see sidebar on page 34) — all to
keep his look fresh while finding new,
stronger markets along the way. Two
of Rail’s stores were acquistions, the
now defunct Kearney Mesa store and
the San Bernardino location — which
has since moved to nearby Redlands.
Aside from market assessment, Rail
said when acquiring a business it
is important to assess the acquired
store’s employees.

“We interview the staff to get a
sense of how their store culture com-
pares to ours and who will transition
well to our style of doing business,”
Rail said. “As a school music dealer,
we are particularly interested in rent-
als, so this area gets a lot of scrutiny.”

Acquistions aside, Rail said adding
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Director of sales Gary Francisco, Rail, and general
manager and vice president Winston Dutton.

a location to your retail operation can
be viewed as “a pleasure, an opportunity
and an exercise in patience.”

“As we’ve added locations over the
years, it’s been a considered move each
time as we weigh the many factors at
play which can lead to further success
or something less if not planned,” he
said.

Some of the factors Rail takes into
consideration include potential retail,
rentals, lessons and repairs.

“We review who has been, is and
may be doing business in the area,
the cost of the move, the lease, the
availability of capable staff and the
overall health of local school music
programs,” he said.

Rail said it is also important to judge
the impact a new location will have
on the existing infrastructure of your
business as well as the stores’ vendor
and banking relationships.

Rail has kept his showrooms fresh
by doing remodels at the Agoura Hills,
Santa Barbara and San Diego locations.
He said he has learned with every re-
model and has greatly benefitted from
using Yamaha’s Dealer Developemnt
Services.

“We’ve create[d] an environment
where the customer has more freedom
to self shop,” Rail said.

VocalBooth mobile lesson studios

are also included in his stores to make
for easy showroom changes. “They’re
good looking, quiet and the fact that
they’re portable allows us to change
floor plans if and when we choose with
relative ease.”

Overall, when making changes to
any business plan, Rail advocates look-
ing into all aspects of the company.

“The better we do our homework,
the less we see the future through
rose-colored glasses,” Rail said.

Part of the future for Nick Rail Mu-
sic includes expanding the store’s online
presence and lesson program. (Rail’s
repair business is going strong with
the chain performing about 15,000
repairs annually).

All six locations of Nick Rail Music
offer lessons in all instrument catego-
ries including voice, drums and guitar
(which Rail stocks only a few lines of).
Each location sees about 75 students a
week and each store has roughly five
lesson rooms.

“Lesson programs still represent a
growth opportunity for us,” Rail said.
“It’s an area that we’re concentrating
on more now. The concentration the
past 15 years has been adding, refin-
ing stores, gaining territory, that sort
of thing. Now we’re going to get our
studio numbers up. We do well enough
with them, but we have room to grow.”

B CHANGE IS GOOD

Over the past 15 years, Nick Rail has kept busy acquiring, opening, closing, moving and remodeling
his six locations. He said adding or acquiring a new company can be viewed as an opportunity but
is also a big responsibility.

[Adding a location] can be a pleasure for doing past business well, an opportunity to grow and

strengthen the company, [but also] a responsibility to not overstep your ability to expand and an
exercise in patience as you work on bringing the new acquisition up to profitability,” Rail said.

Here is a timeline of Nick Rail Music’s major milestones.
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Good People = Good Returns

Despite more big boxes entering the area,

Nick Rail Music has managed to maintain its
stronghold on the SoCal B&O market. Rail
said one factor that makes his stores stand
out amongst the competition is its employees.

“Our people are loyal, dedicated, and
believe in our motto of ‘responsible partners
in music education,” Rail said. “[Our em-
ployees’] longevity builds consistency, both
within the company and for our customers.”

While visiting each store every month,
Rail works directly with the managers, in-
troducing promotions and doing training,
but, he said most of all, he aims to preserve
and promote the company culture of service.

“The value of your company is the value
of the people working at your company,”
Rail said. “I feel very fortunate to have the
people working for me that are working for
me. I appreciate their backgrounds, what
they bring to the job, their loyalty, their
dedication.”

Due to the distance between stores, Rail
relies heavily on his staff (which is up to
about 50 employees across all locations).
One main aspect he looks at when hiring
is his future employees’ backgrounds.

“I think a lot of it has to do with the
fact that we hire people who are familiar
with school band, so they understand the
passion of what we do,” Rail said. “People
that have not grown up in school band don’t
tend to understand it as well. They can
have an academic appreciation, but they
don’t appreciate it as a past participant. In
the hiring process, 'm not only looking for
the usual things — motivation, intelligence,
good presence — I'm also looking for a great
sense of humor. If we don’t have humor, I
wouldn’t ever make it out of bed. If I can’t
laugh, it’s not a good day.”

Gary Francisco, director of sales for Nick
Rail Music, agrees that personlizing the
experience for the customer is important,
including asking the right questions to get a

THE BAND MASTER i

feel for what best fits their individual needs.
“We have to connect with the customer
no matter the age or knowledge,” Francisco
said. “There is little difference from helping
an adult or child find the right product.”
With strong customer service intact, Rail
looks ahead to the future, stating he doesn’t
plan to add new stores any time soon, but
instead work on the existing locations.
“We’ve been very active the past fifteen
years,” he said. “It’s time to pause, catch our
breath, and give our infrastructure the chance

to catch up with our external growth.”

FINALLY.
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Nick Rail Music moved its Santa Clarita, California location to
its current space inValencia in 2013.The 2,200-square-foot

space includes three lesson studios and a brass room. Here is
a snapshot of the showroom:

FRONT DESK

With the checkstand located at the front
of the store, staff can greet customers as
they walk in.

|
':iiﬂiiiﬁl_'_':_'; F—

—
—
—

A
MAIN SHOWROOM

Rail said he and his team like

to move the showroom around
occasionally. “The thought is next
time you come here, it shouldn’t
be where it is now,” he said. “We
don’t move everything all the
time, but on a rotating basis. We
want departments to move or be
redesigned so the store doesn’t
become a static environment.”

BRASS SHOWROOM
Nick Rail Music’s brass showroom
GUITAR > gives the customer a separate
SELECTION area to try out the selection away

from the buzz of the rest of the
store.

Rail focuses the
majority of his
business on B&O,
but stocks a few
guitar models
including Yamaha
and |banez.
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< CYMBAL
SELECTION

The stores offer a
few cymbal lines
and do a large
amount of march-
ing drum rentals.

PRINT WALL

“We’ve had piano stores go out of busi-
ness in the neighborhoods of several of our
stores,” Rail said. “The students haven’t
gone away, the teachers haven’t gone away
and while we don’t handle pianos past elec-
tronic stuff, we’ve had quite a boost in our

LESSON STUDIOS

“We’re big fans of VocalBooth lesson studios,”
Rail said. “They’re good looking, quiet and the
fact that they’re portable allows us to change floor
plans if and when we choose with relative ease.”

print music sales because of store closings.”

=

INTRODUCING THE

We're proud to offer a full line of
newly designed, USA made T-shirts,
hoodies, and more for purchase at
daddario.com/merchstore



FROM THE TOP

LARRY FISHMAN | FISHMAN

HOW DO YOU START YOUR DAY?

First off, a lot of coffee and some quiet time. | spend a
couple hours reflecting on what's been going on at work,
preparing myself for the day, and taking care of correspon-
dences. If | have a patent application that I'm writing, I'll
take advantage of that time to work on it. Once | get to the
office, I'm very accessible — it's an open-door company.

YOU'VE BEEN RUNNING FISHMAN FOR OVER
THREE DECADES. HOW HAS YOUR INVOLVEMENT
SHIFTED?

The company started in my house, so early on, | was
always at work. | would be up all night and get up at the
crack of dawn. | love what | do and couldn’t get enough
of it. But about 10 years ago, with the company growing,
product managers in place, and my COO and manufac-
turing running well, | decided that, as owner and founder,
| needed to get out of the central, every-bit-ofinformation-
passes-through-my-fingers mode that the company grew up
on. | found that the best way to do that was to arrive at the
office about two hours after everyone else did. If | showed
up at 8 a.m., I'd inherit everybody's issues and problems
during the day. [Laughs] So now, | show up at 10.

WHY THE SHIFT IN MANAGEMENT STYLE?

It's really funny — when you start a company, and you're
the owner and head designer as well as the guy that sweeps
the floor, the culture of the company grows like a wheel with
you in the center. That was great for the formative years of
the company, but it wasn't serving us well as we grew larger.
Something had to break the mold, and | decided to do it by
changing my schedule. Also, | started traveling and spending
a lot of time in Asia, so | just wasn't in the office as much.

HOW DID IT GO?

It's been very successful and it set a good precedent for
people being responsible for their own tasks. | have a very
capable team working with me who take care of business
on their own schedules now.

HOW WOULD YOU DESCRIBE YOUR
MANAGMENT STYLE?

| try to make people more entrepreneurial. One way of
doing that is telling them to take risks. Don't clear every-
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INTERVIEWED BY MICHAEL GALLANT

thing with me. If you're off track or having problems, by all
means, come ask for help. But otherwise, take the dive and
learn how to swim.

HOW OFTEN DO YOU ENCOURAGE PEOPLE TO
TAKE RISKS LIKE THAT?

It happens all the time. We're product development nuts
here. We do a strategic product plan for the year and, at
all times, there are about 26 products at various stages of
development. It's a rotating plan where, as products move
out the door, others are being developed at the other end of
the line. Obviously, we can’t put out 26 products every year,
so there's a lot of triaging involved. With so much going on,
[ look for our product development managers and engineers
to work on minimal guidance.

WHAT SORT OF GUIDANCE DO YOU PROVIDE
WHEN IT COMES TO PRODUCT DEVELOPMENT?

We'll do a very organized product vision statement and
a product requirements document. Once we get that on the
table, I'll say, “Go for it. Let's see what you can come up
with.” I'm constantly surprised at the creativity and inge-
nuity that come back to me. You put the tools in people’s
hands, give them a budget and say, “Let’s see how cool you
can make this thing.” The results can be great.

WHAT'S AN EXAMPLE?

We just went into a major development of electric guitar
pickups, a new product line for Fishman that we had stayed
out of for 30 years. We are experts in acoustic guitar am-
plification and didn’t think we had a lot to offer that was
new in electric guitar pickups. But about two years ago,
we came up with an idea that completely eliminated the
wire-wound coil, thanks to a very beautiful piece of hard-
ware. It's basically a fifty-layer stack of extremely thin circuit
boards with printed coils on them. It was a major develop-
ment that helped us produce very precise and repeatable
magnet coils without all the variances of wires — but it was
only the first step.

HOW SO2

We know a lot about electrical circuits at Fishman, be-
cause that'’s our stock and trade, but the whole magnetic
field structure surrounding electric guitar pickups like this



THE DETAILS

LARRY FISHMAN, FOUNDER &
PRESIDENT

HQ: Andover, Massachusetts

Founded: 1981

Employees: 64

Best selling product: Loudbox Amplifiers
Fun Fact: Fishman was a professional jazz
bassist for 15 years before starting the company
and still finds himself most productive “in the qui-
et of the evening,” he says. “Those later hours
weren't possible when things were still forming,

but now it works well for me and the company.”




FROM THE TOP

LARRY FISHMAN | FISHMAN

one was sort of a mystery. We realized early on that we
were going to have fo conquer that understanding to really
make a revolutionary product.

My head of R&D, a very bright MIT PhD named Ching
Yu Lin, is one of those guys who grabs any problem by the
throat and wrestles it to the ground. He was struggling with
the fact that we were making all of these prototype of pickups
with different strength magnets, but not really understanding
the magnetic field that each created.

SO HE DOVE IN.

He took it upon himself to design and develop a three-di-
mensional magnetic field-mapping device that let us take a
vintage pickup like a great PAF Humbucker and, by putting
it into this rig that's connected to a data collection system

of density at anything approaching a price that could go
info a consumer product.

ESPECIALLY GIVEN OFF-SHORE MANUFACTURING,
HOW DO YOU GUARANTEE QUALITY2

We are fanatical testing maniacs. Quality is absolutely
paramount to Fishman, and quality is really how we got into
the business. Our first major customer was Martin Guitars
and the reason we secured our business deal with them,
which we still have after 33 years as their sole supplier of
amplification electronics, is dependability. They were start-
ing to offer acoustic-electric models and on-board pickup
systems. Their supplier had huge dependability issues, and
they were getting lots of field returns and upset dealers. |
understood why they were looking for a new supplier, so

and run through a mathematical
analysis program on a comput-
er, have the results graphically
displayed. He basically invent-
ed a tool that lets us get a very
striking visual representation of
the magnetic field interactions of
classic pickups against a string.
If that's not taking a deep dive,
| don’t know what is. [Laughs.]

‘I TRY TO MAKE PEOPLE MORE
ENTREPRENEURIAL. ONE WAY OF
DOING THIS IS TELLING THEM TO

TAKE RISKS. DON'T CLEAR
EVERYTHING WITH ME.’

| made the decision that we were
going to do 100-percent festing
of every piece of electronics that
we manufacturer. And that's what
we've done for the past 28 years.

CAN YOU SHARE SOME
SPECIFICS2

We spend a lot of money on
getting the best testing equipment

to make sure that everything per-

YOU MENTIONED TRAVEL TO ASIA.

About 10 years ago, we transitioned a lot of our manu-
facturing to China. Originally, we had fully-integrated man-
ufacturing here in the United States and were very proud of
our capability. Our transducer work is still done here, since
it requires very special skills and equipment. But when we
started producing large volumes of effects pedals, amplifiers
and such, we realized early on that price pressures in the
market were going to prevent us from profitably producing
in the United States, which was a damn shame. But the hand-
writing was on the wall.

HOW DID OUTSOURCING EFFECT FISHMANZ?

It was critical in our ongoing success because it let us
actively expand the brain side of the company — R&D and
product management — without having to worry about
budgeting in a new wave soldering machine this month, or
some other piece of machinery the next. And frankly, the
Asian manufacturing monster is far better than anybody else
on the planet right now. All kinds of consumer devices are
made in that part of the world. They have structures and
supply chains in place. Apple makes iPhones in China for
a reason, and it's probably not because they just want to.
That 50-ayer circuit board coil | mentioned — there’s not a
manufacturer in the United States that will produce that level
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forms properly. When we design a product to be manufac-
tured in Asia, we custom design in our labs here all of the
test equipment as well. We finish two sets of test fixtures.
One stays here and the other goes to the manufacturer in
China. We send an engineer along with to get them set up
with proper procedures so there’s no question of what we're
gefting. We can reproduce fests here in our laboratory and
can assure that the quality of our products.

CREATING TESTING GEAR SOUNDS PRICEY.

It's driven the company to the success that we have today.
The general failure rate that's accepted when you're talking
about consumer electronic components is three percent. For
us, that level is unacceptable. We have a running failure
rate of one-half of one percent of everything that we make.
We have a pretty amazing machine shop and the ability to
build sophisticated test equipment, so we build machines
that make testing painless, repeatable and quick. Because
of that, we're able to test one-hundred percent of our prod-
ucts and screen out that three-percent failure rate.

IF NOT MUSIC, WHAT WOULD YOU BE DOING?2

When | was younger, | spent a lot of time racing cars
and motorcycles. | love music, but | also love going fast and
doing things a litlle dangerously.
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Tracy Leenman an’:oe Lamond discuss during
the Retail Summit breakfast session on Thursday morning.

——

Zivix's Patrick Gevas

Heating it UP

New exhibitors and high

By Katie Kailus & Kathleen Costanza

numbers of

attendees at this year’s Summer NAMM bring

strong traffic and optimism

This year’s Summer NAMM hit the Music City
with force, seeing the highest number of exhibitors
since 2006 and the highest attendance in six years.

The larger crowds at this year’s show — held July
17-19 at the Music City Center in Nashville, Ten-
nessee — kept exhibitors in high spirits all across
the show floor.

“There has been steady traffic coming through our
booth the whole show,” said Bedell Guitars’ Erika
Mohr. “Compared to Nashville shows in the past, I
definitely feel that there has been more interest coming
in. Last year was probably our most successful Nash-
ville NAMM Show, but we grew on that this year.”

All those additional attendees had a few more booths
to check out at this summer show as the show floor
increased in physical size, adding half a hall over last
year to span a full two halls.

“The Nashville show has struggled a bit over the
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to the show floor

years,” said Greg Zeller, regional manager at Sabian.
“But I walked in during set up and there were notice-
ably more vendors here. The vendor side is probably
a leading indicator. The more vendors, eventually
the more dealers.”

Overall, Summer NAMM 2014 saw 438 exhibitors
representing 1,510 brands. Of that, 112 exhibitors
returned to Summer NAMM after a hiatus from the
show, including Pearl Corporation and Orange Ampli-
fication. CruzTOOLS also returned to Summer NAMM
in 2013 after a four year absence and was encouraged
to sign up for this year’s show.

“This year, floor space was noticeably larger and
traffic was strong all three days,” said Dan Parks of
CruzTOOLS. “I saw national account customers for
the first time in many years, and it’s a bonus to meet
local musicians as well. We’re already booked for the
2015 Summer NAMM and are looking forward to it.”
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First-time Show-goers

Adding to buzz were 103 new-to-
Summer NAMM companies including
Hogjim Music Imports which showcased
its new Hogjim Pik Tik, a pick hold-
er that lets guitarists transition from
strumming to pickless play.

“As a small player in the industry,
we were able to connect and organically
develop leads with established compa-
nies and many buyers,” said Kyle Koster,
president of Hogjim. “The exposure and
opportunities provided from the show
have already far outperformed our ex-
pectations.”

Zivix had a productive first-show. In
addition to seeing steady booth traffic,
the company nabbed a ‘Best in Show’
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nod for its new wireless MIDI guitar tool
jamstik. (For more on “Best in Show”
see page 48.)

“Summer NAMM was an all-around
huge win in our book,” said Chad Koe-
hler, vice president of Zivix. “We met
some very talented people who also loved
our product, so it was great to have ex-
posure with our core audience — pas-
sionate music lovers and so many more
who see how the jamstik is a gateway
to improve learning.

“We think Summer NAMM not only
moved the sales needle, but gave us a
chance to make meaningful connections
with potential partners and get involved
with charitable endeavors.” Mi

Yamaha’s Armando Vega

CruzTOOLS’ Dan
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RETAIL SUMMIT

Thriving in

Summer NAMM started off on a high note with the Retail Summit breakfast session
which focused around prospering in the ever-changing business climate.

“I don’t believe the next phase, this new normal, is going to be about thinking small
or hunkering down,” said Joe Lamond, NAMM president and CEO and moderator of
the session. “Surviving isn't the goal anymore. Now, the goal is growth.”

Lamond spoke with four retailers who have adapted to change and grown their
businesses. Here’s what they had to say:

Brian Reardon, Monster Music, Levittown, New York
“| got 25 spots on a local radio station. Our March sales were up 50 percent,
better than any December we ever had. Our guitar sales doubled. Our used
sales doubled. The point is people took a bit of pride in thinking, ‘Wow, that’s
my store that | shop at on the radio.’

“This June, the station came back to us and said ‘We have a pop station
in this market.” Once a week they let us do a Monster Music Minute where
the DJ interviewed me, and | got to talk about the lesson program and the
importance of music education. Also, once a week they play a version of the
national anthem recorded by a Monster Music student.”

Paul Decker, Music Villa, Bozeman, Montana

“Social [medial is a huge part of business now. It's another avenue of
business besides brick-and-mortar sales, lesson and repairs. We do

a couple music videos and [links to] websites that drive traffic to the
store, as well as community building on our social media. We get 20
percent of our business from social media. We have two full-time Web
guys, and they are basically doing that all day — videos and social
media.”

Tracy Leenman, Musical Innovations, Greenville,
South Carolina

“We don’t necessarily visit all of the elementary schools every week,
but we work with a lot of the elementary school teachers. Because

we are working with them, we are able to go into the schools and do
demos, access those kids and get them hooked onto our company
before the rental money and the time to buy starts. So, we are kind of
involved with them from first grade on and that makes a difference.”

Mike and Andrew Nehra, Vintage King Audio, Detroit
“We facilitate these great events at our [two] showrooms. We really

get to engage with a lot of the people that inspire us and that are
continuing to inspire generations. We hold panels and events all the
time. The community is embedded. It's really more of a lifestyle. Yes,
we have to support the business and earn a living, but it's more about
being entrenched in this passion and bringing artists in and hanging
out and taking it to new levels.”
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& THINGS NABS
DEALER OF THE YEAR

and and Cindy Cook, owners of The Candyman

Strings & Things in Santa Fe, New Mexico,
accepted the Dealer of the Year award on July 18
at Summer NAMM’s Top 100 Dealer Awards.
They also took home the Music Makes a Differ-
ence award.

“We’re just so very lucky to be in the business
we are in,” Rand Cook said. “Every six months
we head to a NAMM Show and get lifted up by
our peers. There’s just nothing like our industry,
and we have a great time doing it.”

'R‘ehtailers Réport
for Boot Camp

Retaﬂers kicked off Summer NAMM a day early
at Retail Bootcamp, NAMM U’s all-day, inter-
active seminar. Nick Failla, founder of Collected
Concepts, broke down how to improve every detail
of day-to-day customer interactions.

Alan Friedman and Daniel Jobe of CPA firm
Friedman, Kannenberg & Co. spoke for the second
half of the day about tools for better inventory
management and the keys to better cash flow.



Together, Blue Microphones and Hal Leonard bring you
hit after hit with the best sounding, most innovative
praducts on the market. From the flagship Bottle to the
best-selling Essential Series, USB and |05 mics, Blue
Microphones offers your customers incredible
sound, cutting-edge design, and amazing
value, Hal Leonard is your gateway to the
exciting world of Blue.

If you're serious about providing the best
products to your customers, call the Hitmakers
at Hal Leonard today at B00-554-0626.
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= 2014 SUMMER BEST IN SHOW >

BEST IN SHOW returned once again to spot- publisher Frank Alkyer moderated a pan-
light the most buzzworthy products, services el of six retail-buying experts who scoured
and companies on display at Summer NAMM the show floor and revealed their top

2014. On the morning of July 19, Music Inc. choices to a packed breakfast session crowd.

® THE PANELISTS

BILLY CUTHRELL SHANE KINNEY TOM MENRATH GABRIEL O’BRIEN MYRNA SISLEN RYAN WEST
PROGRESSIVE MUSIC CENTER DRUM CENTER OF PORTSMOUTH VINTAGE KING LARRY’S MUSIC CENTER MIDDLE C MUSIC WEST MUSIC
Raleigh, North Carolina Portsmouth, New Hampshire Detroit Wooster, Ohio Washington, D.C. Coralville, lowa
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Visit alfred.com/dealer or ask your
Sales Rep for complete details.

#learnteachplay
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Alfred
Phone Email Web [@
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= BEST IN SHOW--

BILLY CUTHRELL

Ultimate Ears In-Ear Monitors

“They’ve got these great UE 900s. They come in real-
ly nice packaging and it’s basically set-up for the re-
tail store, there’s no audiologist involved. Ultimate Ears
has figured out a gateway headphone that would lead
your customer into doing custom in-ear monitors.”

\'%4

SHANE KINNEY

Pearl Crystal Beat Drum Series

“The shell is very strong all the way through and there are
no weak points. | never really liked the sound of acryl-

ic drums, but when | walked by the booth, they actually
sound great. My first instinct was, ‘That’s gonna sell.””

MYRNA SISLEN >
Samson Expedition XP106w
Rechargeable Portable PA

“This is a battery powered
P.A. system that you can
take anywhere. You can
work it with your phone,
you can also plug a guitar
or a mic into the back of
it or you can go wireless.
We sell a lot of these,
they’re so affordable.”

a compan ed out p

10D of thejy go: @ the

Hfterneath

B T s

TOM MENRATH

EarthQuaker Devices Afterneath Guitar Pedal
“It’s got six parameters and it breaks

the parameters of what creates a reverb
effect into the individual delays and other
effects that make the reverb happen.”
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= ADD-ON OR ACCESSORY >
g‘s’_:' ~ 2l - ‘e

that you can assign to any
function on the computer . o

TOM MENRATH >

Griffin PowerMate Wireless

that you want. Whether it
be volume or scrubbing e — — - < MYRNA SisLEN
or changing applications. Tuners hy ,MS
Technologies

They came out this year
with a wireless version. It’'s
a beautiful design. It’s the
only one that’s Bluetooth,
and you can put it to any
function you want on your

computer — with up to six
functions. You can turn, .
click it or hold it down.” guitar, bass, ukulele,

and the price point
Is fabuloys.”

“These are for kids.
They have animal
shapes, ang they’re
SO cute. One button
turns it on ang it
will do Chromatic,

€ b » they tolg it’
like In-ears for yournl;it,ttf

RYAN WEST

Dixon Cajon Pedal Plus
“The pedal itself has phe-
nomenal construction,
the cable is fantastic, but
what it can do besides
just attaching to the
cajon is you can easily
convert it to a secondary
stand or cymbal stand.”
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= GOTTA STOCK

SUMMER NAMM SHOW 2014 |=

SHANE KINNEY

Dixon Bright Key

“It has the key, but what’s really noticeable about this is it
has the light on it. It also has a handy little bottle opener. If
you put this on your counter with the bright light and bottle
opener and tell a drummer that, | think he’s going to buy it.”

\'%4

Teach Your Child
To Play Guitar o=
e et Gt e

[ €D

MYRNA SISLEN

Alfred “Teach Your Child To Play” Series
d

is the script
ide of the page 'S ide is
~on onrt::t‘ czn use. On the gthteor S;gs the
the pal A i1l actually Ao
will ac ~ ose
whar th\?\ Zrc‘jlli?ﬂon, you can use it for th
piano.

i the piano
hin about ¢

Knovg 'E\c:y ha?\le one for gunt\’i\;
n educate them. Theseé boo

as well. lt ca ¢ 3 burming question.

will really answ

A
TOM MENRATH

Blackhird Pedalboards

“These guys have come up with three sizes of pedalboards

QIR

m >

that come with an ATA flight case at an unbelievably shock-
ing price point. They have a little tiny one that will still fit a

power supply underneath, a medium one and a large one.”

GABRIEL O’BRIEN

Earthquaker Devices

“EarthQuaker devices are hand-built
guitar effects pedals, and they’re built
Akron, Ohio. They’re really hot, and |
love companies that put their money
where their mouth is. They’ve been
doing a lot of advertising in guitar
magazines and they’ve been getting a
lot of reviews and write-ups — a lot of
famous guitar players are using them.”

A
RYA’\I\I WEST
“Thgggivremdf! VXL Guitar Strings
. Phe j
gst\;elopmg thie o Nomeng| Job of
put ling_ together as comenas
s eting campaig S it
Goingr - S0 customerg

D€ coming j
Satsrlgl:g for this, T is i: %rgzto ¥
gest strings oyt on theorfnt hei(
arket,”
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= COMPANIES TO WATCH >

< BILLY CUTHRELL
Walden Guitars
“We took a chance on them and brought them into the shop. We gave the gui-
tars to our teachers to start using in lessons and they just loved them. You get a
really nice gig bag, everything’s included and they’re well built at a terrific price

point. The biggest thing about Walden is they’ve got amazing customer service.
Guitars

< RYAN WEST

Hal Leonard
“They do a phenomenal job in print. But they also have additional agreements
. | @] | ¥ i_‘ D) they’re doing in regards to distribution like the addition of QSC and Hamilton
= ol o ey Stands. They’re always there to pick up the phone, and they really are a com-
J pany that continues to grow, evolve and set the pace for the industry.”

< SHANE KINNEY

“Ayotte was a very prominent brand in the 1990’s. It had ups and downs
over the years, but it seems very invigorated. The product looks real-

ly great and they seem to be really aggressive in terms of getting into the
higher-end retailers. Ray Ayotte is back as the founder and I’'m really look-

ing forward to seeing what they’re going to be doing in the future.”

—reate CA Holidny Bowlipue —
WATCH YOUR SALES & PROFITS PEAK!

MUSIC GIFT ACCESSORIES

4 o= - ; W
GRAND PIAND _ . - Y _ B
PENCIL SHARPENER [ ; .

CALLTODAY = ALBERTELOVITZ, INC. ~WWW.AIMGIFTS.COM
gum  weaamee mowersor 1,.800,233.280 ll
NEW CATALOG! 412.683.2900 FAX: 4126833110 3001 PENN AVENUE PITTSBURGH, PA 15201
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<

@ Giannini’

Sugs>

GABRIEL O'BRIEN

Reverend Guitars

“There’s nothing more boring than a music store filled with the same four gui-
tar shapes. Reverend has such a strong presence. They really stand out on
the wall, they have great designs, they’re incredibly well made, and when’s
the last time you picked up a phone and got the CEO on the line?”

MYRNA SISLEN

Giannini USA

“They are putting out some really wonderful and well-priced instruments — for
instance, the Craviola. Also, for the entry-level acoustic customer, there are these
electric acoustics. To be able to put something in their hands that’s affordable for
me and that’s going to work well with them, at this price point, is amazing.”

TOM MENRATH

Supro USA

“Supro USA is reissuing the legendary Supro amp. They sound amaz-
ing, they look completely original and authentic. Much more important-
ly, the signature sound Supro is famous for, that vintage collectors have
been looking for, is now available at a very reasonable price point.”
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AP AMP. AXL.

TAKE YOUR APPS TO THE STAGE

= Our innovative Tone-Link circuitry enables you to pair any app with true
m lﬂk VHT tube tone. Tone-Link circuitry filters and enhances your favorite
apps for more authentic guitar amp character and sensitivity.

CIRCUITRY

INTRODUCING THE i-16. AVAILABLE NOW.
STREET PRICE FROM $239.99.

www.vhtamp.com

soveTovouey THE MUSIC LINK www.hemusichinknet



RISE OF THE SMART AMP

How these babies of the iRevolution translate on the
showroom floor

Page 58

AMPING IT UP

The hottest amps on the market including new
releases from Orange and Fargen

Page 62

Line 6's AMPLIFi



Yamaha ’s THR1 0x
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VHT’s i-16 with IK Multimedia’s AmpliTube app

A handful of manufactures have started connecting
amps with mobile devices that give players
more options than ever before. But how do the
innovations translate on the showroom floor?

If you’ve walked the floor of a recent NAMM show, it’s
hard to miss the increasing influence of i0OS and Android
devices in the development of cutting-edge products. Now,
suppliers are increasingly adding that connectivity to a cat-
egory as important as the instruments themselves: amps.

Manufacturers have introduced a wave of amps that con-
nect with mobile i10S and Android devices along with apps
that let players do everything from download thousands

of tones to slow down backing tracks. They’re functions
consumers might be used to seeing elsewhere, but suppliers
and retailers say selling those innovations in the old-school
amp market takes a shift in thinking and a willingness to

embrace new technology.

Marcus Ryle, co-founder and chief strategy officer of Line
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6, said the inspiration for AMPLIFi, which debuted at last
January’s Winter NAMM, was multi-faceted. But part of
it was driven by seeing fewer and fewer players willing
to hassle with a complicated setup just to jam along to
music. They wanted to create an amp that’s as intuitive as
the mobile devices that have become so pervasive in our
everyday lives.

“When we invented digital modeling amps in 1996, it
led to a wave of record-breaking guitar amp sales because
they did things that were previously impossible. We saw the
market really explode, and now that has started to wane
since so many guitar amps have similar capabilities,” Ryle
said. “We wanted to reinvent the category and give people
a reason to go into a music store and check out something
that’s inspiring and new.”

The result? AMPLIFi, an
i0S-controlled, Bluetooth stream-
ing, full-range guitar amp with five
speakers. The AMPLIFi Remote
app lets players connect to the
cloud and share their tones with
guitarists around the world. Plus,
the “tone matching” technology
automatically matches tones with
any track in player’s music library.

Line 6 made the AMPLIFi Re-
mote app an integral part of its
amp. But at the Summer NAMM
Show, VHT went a different di-
rection with the debut of its brand
new i-16, the first combo and head
from the iSeries.

“The whole point here is to
take your favorite app and bring
it into a live setting,” said Scott
Thompson, vice president of sales
for The Music Link. “There’s not many ways to do that in
an amp, and we’ve made it really simple.”

The iSeries combines real tube tone with connectivity
to any app. Meaning, a player could switch between dozens
of apps, including Apple’s GarageBand, IK Multimedia’s
AmpliTube or Positive Grid’s JamUp.

Both AMPLIFi and the i-16 don’t fall in line easily with
other amps on the floor. Neither does Yamaha’s THR se-
ries, aptly tagged “your third amp.” The line was kicked
off in 2012 and four more lightweight, battery operated
models have been released since. Armando Vega, marketing
manager at Yamaha’s guitar division, said it was designed
“as an audio player first and then designed to play guitar.”
The THR Sessions app slows the tempo of songs up to 50
percent without messing with the pitch.

The THR'’s portability is a major selling point, reflecting
the upsurge in lunchbox amps across the board. Portability
was also key in Roland’s newest release: the CUBE-10GX.

60 | MUSIC INC. | SEPTEMBER 2014

But an even bigger selling point is the amp’s new CUBE
KIT app which lets users upload new amp types into it.

Paul Youngblood, VP of Roland U.S., said that devel-
opment of that capability was driven by the explosion of
electric-acoustic guitars, which now make up about 50
percent of the market, according to Youngblood.

“We thought wouldn’t it be great if you had an amplifi-
er that is sold as an electric guitar amp initially but then,
knowing there are so many acoustics being sold, a user
could say, ‘I’d like to replace one of those amp models in
there,” Youngblood said.

TC Electronic’s BG250 series for basses also uses tech-
nology to give players more flexibility than was possible
before. Their TonePrint technology and app lets players
instantly “beam” tones to amps.

“In the past you could have one or two effects built into
an amp if you were lucky,” said Morten Ehlers, product
manager at TC Electronic. “With the two Toneprint knobs
you’re able to design your own amp with the effects you
want, from the seven categories we provide, whether you
beam them from your phone or get them from our website.”

As i0S and Android connectivity in amps continues
to spin out in all directions, retailers have to wonder how
these innovations will translate to the retail floor.

“So far, the feedback has been very good. But at the same
time, retailers are asking that same question, ‘How am I
gonna pitch this in my store?” Thompson said at Summer
NAMM. “I think it’s a really important question. But what
we’re finding is a lot of people who own the store or who
are a buyer are seeing kids with these apps. Now they just
need to couple them up.”

For Will Evrard, store manager at Easy Music’s Kapolei,
Hawaii location, coupling the two has been part of successful
sales of Yamaha’s THR series.

“It’s not surprising to younger people,” Evrard said.
“Maybe they’ve started playing guitar within the last few
years and they’ve almost come to expect some sort of con-
nectivity to iPhones or computers.”

Pew Research Center puts the number of American
smartphone users ages 25 to 34 at a whopping 81 percent.
So while millennials might carry that expectation, what
about generations of guitar players who might not have the
same love affair with apps and mobile devices?

“I don’t worry about people not buying something for
the technology,” Evrard said. “I show them another reason
they would like it.”

Gregg Lewison, combo sales specialist at Heid Music’s
Appleton, Wisconsin, location, said the company was pro-
pelled to recently purchase iPads to let customers dive into
amps and other i0OS-connected products.

“I think companies have shown there’s definitely more
interest in having more control over tone,” Lewison said.



“There’s always going to be people who just want a straight
tube amp and want a more classic sound, but there’s definitely
a growing segment of guitar players who want to connect to a
computer or have that transition from amp to app.”

Instead of taking away from other amp sales, Ryle suggested
that AMPLIFi creates new business all together by introducing
technology to consumers who might not even know they want a
new guitar amp. Plus, products with Bluetooth streaming could
give music retailers the chance to take a bite out of the rapidly
growing Bluetooth speaker market, which the Consumer Elec-
tronics Association expects to grow 12 percent over last year with
estimated total revenues at $430 million for 2014.

“Smart mobile devices have become such a pervasive part of
our lifestyle that I think they’re just going to continue to grow
in how they influence almost every area of our lives, whether
it’s healthcare or home automation or music making,” Ryle said.

No matter which direction amp connectivity goes, though,
retailers and suppliers agree sound and tone remain paramount
for any amp sale, big or small.

“They have to sound good or nothing else matters,” Young-
blood said. “It’s got to sound great. And then when you lay the
technology on there? Wow, is that a spectacular experience.” Mi

- Make 1t real

“I'll ask them if they have an iPhone and if they do I'll grab
the correct cable and let them hear their own music,” said
Will Evrard from Easy Music. “It makes it more real for them.
| think that’s always the way to go.”
- Switch 1t up

Terry Buddingh, Senior Manager/Designer Electronics at
The Music Link, suggested turning people’s price-checking
habits into a sales tool. “When people pull out their phone
to check prices on Amazon and Ebay, this is where the store
owner can say, ‘Hey, you've got an iPhone? Why don’t you
plug it in here and play some of your apps?’”

- Hit the phone

“| call customers | know really well and say, ‘Hey | have
this great new amp. | want to get your opinion on it,”” said
Evrard. “I’'m genuine when | ask that but what ends up hap-
pening more often than not is | get them directly involved
right away and they end up being the buyer.”

- Set it apart

“As an amp, it does a great job. But if it’s just retailed as an
amp it's in a very crowded category,” said Yamaha’'s Armando
Vega.“The best way is to connect it to a laptop. People can
see not only how well it records but how well it plays back
from your library and its deep level of control.”

Mutec Mutes___¢

Introducing Mutec Mouthpieces

Mutec Mutes are played in orchestras and
band rooms worldwide.

Hear the difference with a Mutec Mute!

Six TrueTone mutes for under $30 List

Available from major retailers.

Quality accessories
for :hrass Instrumenta

rom their first note Orchestra quality with band room sensibility
to first chair

All our mouthpieces are designed and
manufactured with rigid quality standards,
from the student line to the professional series

Mouthpieces for Trumpet (3C, 5C & 7C)
Student Line - $15 List - Black & Clear Plastic
Intermediate Line - 545 List- Silver Plated Brass

Mutec

Learn more al www.mulecmules.com
or email us al infomulecmules.com

Mouthpieces

We believe students should have professional quality tools available at student pricing.



ROLAND I BLUES CUBE

Get the Blues

oland’s new Blues Cube

Artist and Blues Cube Stage
are two 1-by-12 combo ampli-
fiers with a genuine tube tone
and feel. The Blues Cube Artist
features 80 watts of power,
while the Blues Cube Stage is
equipped with 60 watts. De-
signed for performing pro guitar-
ists, both amps have open-back
cabinets built from poplar ply-
wood, which provides an acous-
tically vibrant tone for enhanced
presence on stage. Each amp is
outfitted with a custom 12-inch
speaker that’s specially designed
for maximum tonal response with
Tube Logic. {rolandus.com}
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TRAYNOR | SMALL BLOCK SERIES

Perfectly in Tune

raynor’s new Small Block series under even the most extreme playing

bass amplifier line features a low schedule. The Small Block SB200H Ultra
frequency expander letting the player Compact bass head is less than 7.5
perfectly tune the bottom end response inches wide and weighs under 1.5 Ibs,
of any Small Block series head or while the Traynor Small Block SB200H
combo to suit their playing style. Solid is built using an all-metal chassis with
plywood cabinet construction on the front mounted handles to protect the
Small Block combos ensure reliability knobs and jacks. {traynoramps.com}
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FARGEN | TOWNHOUSE 20 COMBO

Two-in-one Amp
Fargen’s new Townhouse 20 combo amplifi-
ers are hand-built in the United States. The
Townhouse 20 features a new 2 x 6V6 20-watt
power amp in a compact 1- by 12-inch grab-
and-gig compact combo design. The two-way
decade switch features a 1950s setting with
vintage tweed-inspired tones, and a '60s setting
inspired by brownface tones essentially providing
musicians two-amps-in-one with boutique quality
and tone. MSRP: $1,599. {fargenamps.com}

VOX1AC4C1-12

Robust Sound

OX has released the special edition version

of its AC4C1-12. This 4-watt AC4 combo
amplifier provides a simple and convenient
way to enjoy the rich sound of a tube-driven
amp. Previous models were equipped with a
10-inch speaker, but the AC4C1-12 features a
12-inch Celestion speaker that delivers even
more robust sound levels. With diamond grille
cloth and basket-weave vinyl exterior, it also
carries a classic look. {voxamps.com}

SCHECTER I HELLRAISER USA 100 HEAD, HELLRAISER USA 100 2X 12 COMBO

Raise More Hell

Schecter has added the Hellrasier USA 100 Head and Hell-
raiser USA 100 2 x 12 Combo. The Hellraiser 100’s features
include a “focus” control that works as a “global tweak” for
the amp’s input frequency response in order to custom tailor
the low frequency response for different styles of guitars. In
addition, both amps feature “normal” and “active” input config-
uration, unlike many amps which simply reduce the input signal
to compensate for an active pickup. {schecterguitars.com}
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D&A | STARFISH, STARFISH+

True Star

&A has launched the D&A Star-

fish and Starfish+, a five-legged
instrument stands that ensures twice
the stability. Increasing the number of
legs gives the Starfish and Starfish+

twice the stability of traditional stands.

The new stands hold strong at a full
30 degrees of tilt and are designed
with the GRIP Neck System that virtu-
ally eliminates the possibility of in-
strument slippage. {heydna.com}
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CRUZTOOLS | STAGEHAND COMPACT TECH KIT

Lend a Hand

CruzTOOLS has debuted its Stagehand Com-
pact Tech Kit that helps guitar and bass play-
ers keep their instruments in top playing shape.
Central to the Stagehand is a 19-piece magnetic
bit set and screwdriver-style bit holder. The set
includes hex wrenches, screwdrivers and sockets
in both inch and metric sizes to cover virtually all
makes and models of guitars and basses. This pro-
vides a wide range of capability including bridge,
truss rod, tremolo system and jack nut adjustment
while consuming little space. {cruztools.com}



KALA | GUITARLELE

Hylorid Model

ala’s new Guitarlele is ideal

for guitar players looking for
a travel guitar as well as uku- T
lele players learning guitar for '
the first time. The six-stringed
instrument is tuned to A-D-G-
C-E-A and projects a bright full
tone, similar to capoing up on
the fifth fret of a regular guitar.
The intrument features a solid
spruce top and Koa back and
sides. {kalabrand.com}

EASTMAN GUITARS | 00 SERIES MODELS

Decade Darlings

Eastman Guitars continues its 10th anni-
versary celebration with the introduction
of the new 00 series models. The E1000-M
is lightweight and strong with a big sound
emphasizing clear, bright and airy trebles.
The guitar features a solid mahogany top
with hand-carved scalloped-X bracing,
mahogany back and sides, and mahog-
any neck with ebony fingerboard. The
E2000 features a solid Adirondack spruce
top, hand-carved scalloped-X bracing

for a powerful yet balanced and mellow
sound, and solid rosewood back and sides
for resonance. MSRP: E1000-M, $1,375;
E2000, $1,500. {eastmanguitars.com}
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GUITARS, AMPS & ACCESSORIES

BLACKJACK ATI

Overdrive

schecter
mrﬂ?remcﬁ

SCHECTER | BLACKJACK ATX

Blacked Out

Schecter has introduced the Black-
jack ATX. This series is offered in a
mahogany body and a swamp ash body
in two different body shapes: the clas- Ex d d G 1
sic C-Series shape and the new Solo-II pan e aln
shape. The Blackjack ATX is offered as
six-, seven- and eight-string models all
loaded with Seymour Duncan Blackout
pickups and equipped with glow-in-the-
dark side dot inlays. {schecter.com}

SEYMOUR DUNCAN | 805 OVERDRIVE

he Seymour Duncan 805 Over-

drive pedal is designed using
the 808 chip, but with an expanded
gain range and an active 3-band EQ.
Its versatility lets it be used for a
smooth, lyrical bluesy overdrive one
minute and a modern metal crunch
the next. {seymourduncan.com}
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BULLET™
GUITAR JACK
TIGHTENER

Patented Grip - Tip™ holds Jack
wihile tightening, preventing
damage fo wiring and soldar joinfs!

Bandwidth

66

Volume Tone

Wonks ith Mos!
Racassed and Suface Mounfad
Jacks, Effects Pacals & Mivers
Moinc & 5.A.E. Nufx
Enpingansd Plastic

EARTHQUAKER | PALISADES PEDAL

Perfect Palisades

Earthquaker’s new Palisades pedal is a versatile take
on the classic 808 overdrive. It boasts six different
clipping voices, five bandwidth settings, a bright/nor-
mal selector, optional input buffer and two gain chan-

nels. MAP: $249.95. {earthquakerdevices.com} Mmiﬁ_‘f;m www.ailpart:.{u:m.-'bulllz'l:

4
| El.

BEDELL | REVERE SERIES

Highest Honor

Bedell’s new Revere series features
solid adirondack spruce tops, three
piece Brazilian rosewood back and sides,
and a Honduran mahogany neck. The
new models also boast an ebony fret-
board, nickel with ebony button tuners Malt ¥l _Hax

and an “aged” toner gloss nitrocellulose Il‘i_r__' }
b "\"“ Your Uke, Your Choice.
I. |

lacquer finish. {bedellguitars.com}

www kalaukulele . com




1 DS-DAC AUDIOGATE

Gateway to Sound

org’s DS-DAC AudioGate USB Audio
Playback system consists of the recently
upgraded AudioGate 3 software, plus a choice
of the DS-DAC-100 or DS-DAC-100m hard-
ware interfaces. Both are USB digital-to-an-
alog converters that will let any Windows
or Mac user play back their audio with the
highest possible fidelity. These interfaces
are designed to provide enjoyment of high
definition sound, whether on a home comput-
er or on-the-go with a laptop. {korg.com}

(&
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| DUET BREAKOUT BOX

Break Out of the Box

pogee Electronics has released a limited-time

bundle featuring its Duet audio interface and
Breakout Box. The Apogee Duet for iPad & Mac
is the first professional stereo audio interface,
headphone amp and MIDI interface for iOS devic-
es and Mac. The Duet Breakout Box is a durable,
aluminum enclosure with two 1/4-inch inputs, two
XLR inputs and two balanced XLR outputs. The
Duet Breakout Box features studio-quality 1/0
connectors and includes a 2 meter cable letting
users extend their connections and minimize
cable clutter. MSRP: $695. {apogeedigital.com}




LLIRL L AT

XTA | APA SERIES

Intelligent Interaction

TA’s new APA series — short for dio-quality analog-to-digital converters

Adaptive Processing Amplifica- at the outputs as well as the inputs,
tion — features new power and DSP real-time audio currents and voltages
platforms that have been designed presented at the speaker terminals can
to interact intelligently and adapt to be fed back into the DSP in addition to
prevailing conditions, protecting drivers processing the incoming audio, let-
and enhancing performance from all ting the amplifier adapt and correct its
speaker systems. By including stu- performance continuously. {xta.co.uk}

MACKIE | THUMP LOUDSPEAKERS

That Low End Thump

ackie’s Thump powered loudspeakers de-

liver class-leading low end. With 1000-plus
watts of power, users can get the high output
needed in a package that’s tough, but light-
weight and portable. The Thump loudspeakers
feature built-in 3-band EQ. {mackie.com}
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STUDIOMASTER | STARLIGHT ML

Light it Up

CHORD | STACKABLE STANDS he Studiomaster Star-
light ML series integrates

StaCkS On DeCk a lighting and a monitoring

system. The angled cab-

hese recently updated micro- inet has a recessed slot

phone stands are stackable for on one side that contains
up to five pieces, allowing for easy six high-power LEDs with
storage. Each stand is rooted by a dispersion lenses. An
cast iron base, which is detachable inbuilt controller has 13
for ease of transportation. Their ad- programs including seven
justable operating height and rubber static colors, fade to color
sprayed handle also makes them change and sound to color
user friendly. The base also features change. Brightness and

anti-slip rubber feet. {avsl.com} speed are also adjustable.

They are supplied as pairs
so the LEDs and moni-
tors are angled inward to
the performers. They are
available in 12- and 15-
inch 250W active models.
{studiomaster.com}

SHUDBE

—— CAPOS ——

gyt

4 Great for:
After years * Promafions = Premium gifts

+ Privole label - dealers, hove your own brand]  Low minimums!
still the best! » |nstrurnent manufachurers - 8t us maoke something special for youl

A portion of each sobe will go loward helping cancer pakienls
and their fomilies. Learn mare of www.givingshatier net
b e _-'} - = - Y, -
info@shubb.com = www.shubb.com IMS Technologies, LLC IMs
707-B43-4068 www imstachnologies. net i
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PROMARK | DRUMSTICKS

Triple Threat

romark has designed three new drumstick

models with some of the drumming indus-
try’s top players: Anton Fig, Bob Gatzen and
Will Kennedy. Anton Fig’s hickory signature
drumstick has a short taper making it a for-

ward heavy stick that generates a lot of sound.

Meanwhile, the Bob Gatzen Balanced Groove

PINTECH | PDK2000

Naturally Electric

Pintech’s new PDK2000 series drum kit
offers upgrades from the PDK1000,
kit such as dual zone capabilities, larger
drum pads and chokeable cymbals.

The ConcertCast drums feature a mesh
drum head that was engineered to feel
as natural as possible, while being some
of the quietest playing surfaces. Each
cymbal comes with a cymbal spring that
gives players the natural feedback they
would expect from an acoustic cymbal.
The PDK2000 drum rack is also load-
ed with adjustments as each pad and
cymbal can be located anywhere on

the drum rack. {pintechworld.com}
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drumstick features a long taper and has a notch
cut out of the handle which shifts the center

of balance of the stick towards the butt end.
Lastly, Will Kennedy’s signature has a long taper
which excentuates the rebound. It’s made of
hickory and features a wooden teardrop tip.
{promark.com}

e



YAMAHA | DTX LIVE-SOUND SOLUTIONS

Drummer Designed

amaha’s DTX-Live Sound

Solutions take the guesswork
out of what drummers need by
providing simple setups with pro-
fessional sound. DTX-Live Sound
Solutions feature drummer-de-
signed setups for rehearsal moni-

toring and stage drum monitoring
in both stereo and mono config-
urations featuring Yamaha DXR
speakers and DXS subwoofers,
along with the STAGEPAS 400i
and STAGEPAS 600i portable
P.A. systems. {yamaha.com}

SHANE KINNEY

DRUM CENTER OF PORTSMOUTH
PORTSMOUTH, NEW HAMPSHIRE

1"?’?‘ "2 OUR BEST HOLIDAY
A PROMO

n L m 4y | _-. } 1 £ = . We have been running a multi-lev-

= __® ‘-[ Ay 1 ll .1 i J s | . R
R o ? ' 2 l:"i' to - el Black Friday promo that requires
f .&_ﬁic | 3 ) L gk 4t Swia LIl 1 engagement from our customers. We
| = am lE-s by !:" S P2 h i have three different levels of discounts
b N ® 5 e LI based on how willing the customer is

i N " I- 2 I g

R to help promote us. The coup de grace

being the customer wearing all black,
holding turkey drumsticks and singing

# H
| rif Hm{ e @ : 1 ;
4

' - - - . a Johnny Cash song in the store or on

ﬂ' 4'4’ ] = A .n‘l“tl J\,‘i-* | e L ) g
/ < Y N\ ol T N our Facebook page. We’ve done this
4 TR - o { n 4 ot three years in a row and it’s been great.
; | S ].- 4N The standard mark down discount

is a trend we’re trying to avoid, so if
our profitability goes away, we ask our
customers to help us promote the store.
When the customers engage with us, it
increases our visibility to other poten-
tial customers. We try to do something
creative. If the customer sees that we
put some thought into it, it draws them
in and makes them want to be involved.
Of course, there will be customers that
will just go to the price leaders for a
discount, and we can’t avoid that. But
for our little segment of the market, it’s
effective and worthwhile.

PEARL | CRYSTAL BEAT

Crystal Clear

Pearl is bringing back the origi-
nal seamless acrylic drum shell
with the new Crystal Beat Acrylic
drum sets and component drums.
The Crystal Beat’s upgraded 7
mm seamless Acrylic shell comes

standard in four stock configu-
rations. Individual components
are also available from 8 to 22
inches in UltraClear, Ruby Red
and Tangerine Glass transpar-
ent finishes. {pearldrum.com}




BAND & ORCHESTRA

WILLIAM S. HAYNES CO. | JAMES GALWAY EDITION Q SERIES

High-end FHute

he William S. Haynes Co. for superior response, modern

has introduced the new Haynes A=442 scale, .016 inch
James Galway Edition Q series tubing, C# trill key, open hole
line of flutes. The design and to low B and choice of inline
construction features a solid or offset G. There is also an
silver headjoint and tubing, option to upgrade to a 14 karat
left-hand pinless mechanism gold riser. {wmshaynes.com}

PETE ELLMAN

ELLMAN'S MUSIC
NAPERVILLE, ILLINOIS

OUR BEST HOLIDAY
PROMO

We have two Yamaha events per year:
“Graduate to Yamaha” at the end of the
school year and “Step-up to Yamaha” for
Christmas and the holiday season. The

Yamaha events are designed to increase
step up sales. Our sales have been pretty
successful; we have seen an increase
in Yamaha sales each of the last three
years. Yamaha has offered rebates of
$50 on intermediate instruments and
$100 on pro and custom along with
financing through GE Capital for qual-
ified customers.

This year, our promotions will be
basically the same but we’ll be more ag-
gressive with emails, Facebook, Twitter,
and person-to-person phone calls to our
VIP customers. We’ve found that you
need to plan well in advance and start
promoting early enough that customers
can budget time to attend — but not
so early that they forget. The phone
calls have been the most effective for
us because customers can get specific
answers to their questions.

JUPITER | 1100 SAXOPHONES

Classic Sax

he 1100 series saxophones

from Jupiter combine classic,
hand-crafted design and modern
technology. They feature the new
Sona-Pure neck, which under-
goes a special annealing process
that gives the instrument a full,
rich sound with a solid attack.
In addition, a G key adjusting
screw and adjustable rocker key
octave mechanism facilitate quick
adjustments by the performer or
educator. {jupitermusic.com}




RESERVE
Bb Clarinet
Lo it
EX

D’ADDARIO | RESERVE REEDS

Reeds Reinvented

Debuting D’Addario’s new measurement and
cutting technology are the new Reserve Bb
Clarinet reeds, Reserve Classic Bb Clarinet reeds
and Reserve Alto Saxophone reeds. Ideal for the
advancing student and professional, the reeds are
crafted from naturally-grown cane from D’Addario’s
own foreign fields. The Reserve line only uses the
densest, lower-internode cane for greater durability
and consistency. {woodwinds.daddario.com}

THOMASTIK-INFELD | SPIRIT STRINGS

High Spirits

homastik-Infeld’s new Spirit strings for violin and cello em-

body superior quality at a budget-conscious price point.
Made in Vienna and designed to produce a distinguished sound
for every kind of music, Spirit strings boast a warm and vi-
brant sound, easy and stable tuning, easy response to the bow
and are balanced and long lasting. {connollymusic.com}

"u'iolin_' Synthetic Core Splﬂﬂ

-ed COMPLEX
tzoe TIMELESS

viR

verias mamment e eomee VWWWWWLVETItAS-ONline.com

Make Money Renting School
Baml & ﬂrchestra Insnuments

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 or Visit For More Information

877-727-2798 Ext 14
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HAL LEONARD | ‘BIG BOOK OF BACKING TRACKS’ - S

Practice Foundation [H=1e BOOK

With Hal Leonard’s new “The Big Book BACK| NG
of Backing Tracks,” guitarists can ;

back away from their boring routines P

and practice in style. The coIIectipn as- . T Fe /L\C |—’\S

sembled by Chad Johnson contains 200
chord progressions which players can
practice their latest and greatest licks
over. It also includes a USB flash drive of
audio demos for every single track. The
audio tracks range from approximately
one minute for the short progressions, to
four minutes or more for the full-length
“song” progressions. {halleonard.com}

CHRISTIE SMITH

LONG & MCQUADE
VANCOUVER, BRITISH COLUMBIA

OUR BEST HOLIDAY
PROMO

One of the best holiday promotions
we’ve ever done is our Christmas pia-
no music reading session for teachers.
I'm a piano teacher myself and I know
how much we love spending money on
Christmas music. The problem is you
can spend hours looking through all
the books and still not find the gems.
So at the end of October we held a
Christmas reading session for piano
teachers.

The first step is we asked our staff to
try out all the Christmas music and pick
out the best 90 titles. We put together a
balanced program of elementary, inter-
mediate, advanced and duet materials
and instead of hiring a clinician to lead

HUDSON MUSIC | ‘THE GLADSTONE TECHNIQUE’

el (Gladstone Tribute

udson Music has released “The

Gladstone Technique” from Morris
“Arnie” Lang. As one of the few sur-
viving students of Billy Gladstone, the
DVD is an important historical docu-
ment of not only Billy Gladstone and his
important contribution to modern drum
technique, but of the career and legacy
of Mr. Lang himself. Topics include
principles of the Gladstone technique,
parts of the stroke, and body mechan-
y ics. An approach to the rudiments is
e covered in detail, as well as various

[UCADR ML other topics including accents, matched

and traditional grip, and a segment on
applying the Gladstone technique to
the drumset. {hudsonmusic.com}

this session, we wrote to our teachers
and asked for volunteers to demonstrate
the music. We sent several books to
each of the 25 people that agreed to ;
participate and they played one or two I—l | d y C 'td
selections out of each book for all of O I a Oun Ovvn The Thresholid Seviey =
us to hear. The event took three hours Kendor’s ‘Counting The Days Till Christmas’ is Sarstiey Tia Sups
and after we had a Christmas party. a swingin’ medley of songs that includes “O o S

We had 70 participants and sold over Chriitmas Tree,” “O Lit.tle Toxvn Of Bethlehem” =
$7,000 worth of music that day! Tt was and “O Come All Ye Faithful.” It has solid voic-

itv building ) ings, Basie-style figures and written or ad-lib
¢ community bullding expericay solos for all which makes it an ideal option for

KENDOR | ‘COUNTING THE DAYS TILL CHRISTMAS’

for everyone and it became one of the medium-level groups. {kendormusic.com}

best print music sales events we have -

ever had. Not only that, it seeded the ok
w —

market with a whole new fleet of lovely
Christmas music that we would expect
to grow in sales for years to come.




KURZWEIL | ANDANTE

A New Breed

Kurzweil Music Systems has introduced its
new breed of digital home keyboards, An-
dante. The new models include the CUP110,
CUP120 and CUP2A, which all feature 88-note,
fully-weighted hammer action and 128 Note
Polyphony — enough power to accommodate
layering and splitting capabilities of complex
sounds. The CUP110 and 120 both feature a
modern cabinet design and the CUP2A has sleek,
compact upright design with a slow-close fall-
board and prop-up music lid. {kurzweil.com}

IK MULTIMEDIA 1 IRIG MIDI 2

Universal Connectivity

K Multimedia’s iRig MIDI 2 is the first portable

Lightning/USB MIDI interface for iPhone, iPad and
iPod touch as well as Mac and PC. For musical
instruments or other device connection, iRig MIDI 2
comes equipped with three standard-sized female
MIDI DIN sockets: IN, OUT and THRU. These allow
for full MIDI functionality and connectivity with any
MIDI-enabled device and are ideal for keyboards
and hardware synthesizers as well as software
sound modules, drum machines, drum pads, DJ
controllers and pedalboards. {ikmultimedia.com}
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NUMARK I NV

Intelligent Control

umark has released the NV, an in-

telligent controller for Serato DJ. It
features two, 4.3 inch, full-color screens
integrated into its compact chassis.
Using NV, performers experience feed-
back of Serato DJ within Numark hard-
ware. It’s complete with spinning virtual
decks, effects, cue points, waveforms
and more. Supporting four decks of
control, its screens also provide song
library navigation and detailed waveforms
respective to each deck. {numark.com}

ODYSSEY | BLACK KROM

Sleek Twist

dyssey’s Black Krom se-
ries cases are made to
the same standards as the
original Krom series but the
steel corners are uniquely
octagon and, like all the
other hardware including
the aluminum trim, are
color coated a sleek black.
The DJ mixer and CD/me-
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dia player carrying cases
have a fully foamed-lined
interior with a velvet-lined
bottom interior designed
which includes an open
pit under the gear section
that allows for ventilation
and storage space for
cables and other essen-
tials. {odysseygear.com}

AIR MUSIC TECHNOLOGY | ADVANCE MUSIC PRODUCTION SUITE

Mega Suite

IR Music Technology has introduced the Advance Music
Production Suite, a comprehensive collection of virtual
instruments, effects, sample packs and production resources
preloaded on a 500 GB hard drive. Featuring over 25 virtual

instruments, over 15 effect plug-in processors and over 15
sample packs, Advance Music Production Suite lets musi-
cians compose, produce, mix and master music with their
DAW of choice. It includes titles from AIR Music Technology,
Akai Professional and Sonic Academy. {airmusictech.com}
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CHAUVET DJ | GEYSER RGB JR.

Forecast”? Foggy

he Geyser RGB Jr. from Chauvet DJ blends fog
with colored LED lights. Smaller and light-
er than its predecessor, the new junior product
will be easier for DJs and mobile entertainers to
take along with them. The colorized fog reach-
es 15 feet high and the tank flip design lets it be
mounted several different ways. It can be con-
trolled wirelessly or manually. {chauvetdj.com}

AMERICAN DJ | FLASHBACK 4

Old School Meets New School | [}

TUET =2
merican DJ’s Flashback 4 powerful light output. Eleven CHRUVET=
screams retro with its board- built-in programs and two op-

er can effect and panel lighting erational modes make it flexible

look. Each of the versatile 4-bank  depending on users’ needs and GEVSER &
LED fixtures has one green, one XLR sockets let the two fixtures

blue, one amber, and one red be connected, working in sync

cluster of 36 by 10 mm LEDs, to produce atmosphere-captur-

resulting in vibrant colors and ing lighting effects. {adj.com}

PIONEER I PLX-1000 TURNTABLE

Vinyl Fans

ioneer’s new PLX-1000 professional turn-

table was designed for DJs who enjoy the
look, feel and performance of vinyl for music
playback. The model offers a user-friend-
ly control layout, high-torque direct drive
mechanism and exceptional audio playback
quality. To create a stable player and pre-
vent vibration, Pioneer used a heavy-mass
zinc die-cast chassis for the top section of
the player that’s reinforced with a bottom
section made of 8 mm thick resin. The player
also provides a range of tempo adjustments
and users can interchange cables to cus-
tomize sound quality. {pioneerdjusa.com}
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MARKETPLACE

X Rates: Classified display: $25 per column inch. Reading notices: $1.70 per word; $15 minimum charge. All ads are prepaid.

* Payments: Send check or charge it on MasterCard, Visa, American Express or Discover. VISA
x Deadlines: Advertising closes the 15th of the month, six weeks prior to issue date—i.e. the May issue would close March 15.

x Reserve: Call Reserve: Call Pete Fenech at (630) 941-2030, ext 119 or email petef@musicincmag.com Eaa

BUYERS WANTED
Ferree oo ne- | Beautiful Rolltop Desks
wisbaumsnaal | Presentatmn Furniture

World’s Largest Manufacturer of
Quality Band Instrument Repair Tools i, for all your Audio-Video Eqummen

Pads, corks and many other supplies
also available

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

www.ferreestools.com

See our website for our catalog and 1 .. {5?4] 255-61 ﬂﬂ

up to date price lists!!

Conlact us for a
FREE printed
calnlog

CAREER OPPORTUNITY

Gretsch Foundation seeks experienced operations manager with good financial skills. Send
resume & cover letter outlining experience, education, & salary requirements to hr@gretsch.com

Tech Chicstpons
repmripsir aol com

Finad um on

ol Facebook

www.pmwoodwind.com

woodwind

Chicago's Best Store for Saxophones No fees, shipping charges or chargebacks.
& all other Woodwinds. Great Selection. Expert Repair. -.- e
You set the rental rates.

You take the profits on step-up instruments.

WE BUY We pay for all repairs.

» Guitars * We carry only top brands.

* Mandolins - ; - You may quit at any time without penalty.
Banjos * Ukes i
From all known oL =
makers, especially [ We pay our commissions on time, every time,
GIBSON « VEGA |
MARTIN « FENDER
Elderly Instruments
1100 N. Washington
Lansing, M1 48906

(517) 372-7880 x102
swerbin@elderly.com
www.elderly.com

Your area is protected—we don't operate retail stores.

WILL SIMMONDS AT EXT. 105
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RENTAL EMPLOYMENT OPPORTUNITIES

Mﬂkﬂ Mﬂn EH Hﬂnliﬂu Are ‘::: ':;ir:d:; ‘tf‘:yljng ;orflimh
school Band & Orchestra e
Inslrllmems | ken stanton music

ts n mulii-store, family cvwned and operated full-ne
ratailer based in Matra Atlanta, Kon Stanton Music
has cver 60 years' success and customer salistaction

¥ 5 Seeoking:
I t"s ] aqier tl]an ?ﬂ-“ th | n H | Certified Band/Orchestra Rﬁpair T"Cfl‘i‘,

Withi littl ] K Print Music Manager, Store Managers,
ithin as little as one Week, we can Sales Associates in the following

custom-build your highly-competitive departments: Guitars, Pro Audio, Drums
remn I.H I p ro g ram com p |ete W | lh br[:“: h ure E-.I and Percussion, and Band /Orchestra.
inventory and the forms, documentation )
= Looking for Friendly, customer sarvice onented, self-motivated,
d “1.1 ""i.:“ il “'g necassa w tﬂ Q'E"l' E-'H rtE'd proven closers with good bistening skills and 24 years experiance

Auailability for feodble scheduling a must. Biingual a phes

We leature: Competithe non-commission based pay, medical/
dental coverage, 401(k] plan, vacation/holiday./'sick time,
and room for advancement

Your customers will think you've been
doing this for years. Your competition
will never see you coming.

Complete application online at: www. kenstantonmusic.com

By mail Ken Stanton Music

Ea" ETT.?ET.E?QE Ext 4 Attr: Scott Cameron, Ganeral Manager

119 Cobb Parkway North, Suite A

or visit us online at Marietta, GA 30062
vertas iatearart Reria ezopraes. WOWWWLVETTEAZ-ONlINE.COM Vieowal: sooli-Gienstanton com
SERVICE
BUYERS
]
Make Money Renting Band Instruments
Ace Products 24
AIM Gifts 54
* Band and Orchestra Rentals Alfred Publishing 49
— = = New and Like New Educator-Approved Brand Name Instruments Allpart G
Antigua Wind: 51

= Personalized Rent-To-Own Program

AP International 18

— — # Mo Franchise Fee or Inventory Investment Bourgeois GUitars/Pantheon LLC.............cccerrierrieerienssessisnsssenses 70
% = Casio 13

- No Shlppin? C_OSts Cavanaugh Red Label 83

m u S 1 C * High Commissions Paid the 1st of Every Month Classifieds Ads 80-81
= Exceptional Service Connolly & Co. 12

D’Addario 5

2 * . —~ . r e Tived - Earthquaker. 29

Our Business Is Growing Your Business! . p

George L 4

Hal Leonard 6-7

Hammond Organ 17

o, Hunter Musical Product; 19
EH, $ tH.; ﬂH; tﬁ; | .. 7
- Y Y | Jody Jazz 75

- Kala Brand Music 66

* » i Kawai 70
$5%% o :
: Kyser. 35

¥ Legere Reeds 37
% % $ Loud Technology 3
JD AP Mutec 61
NAMM 30-31

. “ OMG Music 4
‘% $ ~ Peterson Tuners 45
L 4 Roland 2

| ) oF amson 84

. y Schilke 55
.ﬁ, _ Shubb Capos 71
String Swing 27

. = . The Music Link 11,56

Start Your Rental Business Out On The Right Note! Theo Wanes 10
For more information call (908)790-0400 yortasa I
www.kandsmusic.com WD Music Products 19

61 Industrial Rd. Berkeley Heights, NJ 07922 Zoom North America il
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ASK THE

RETAILER

>>

Joel Foreacre
Guitars United
Jacksonville, Florida
YouTube. The dollars go towards
promoting a video that’s an ad
for my shop. What you’re going to
see on my channel if you’re not a
subscriber is an ad that has my face
right there describing my shop. |
throw $5 at my channel everyday. I've
been doing it for four months and it’s
been phenomanal. Everyday some-
body comes into my shop and says,
“I saw you on YouTube.” | have about
160 videos, but to be successful on
YouTube it takes 500 to 750 videos.
So I'm still a baby but it’s already
influenced my business big time.

>>
Walter Carter

Carter Vintage Guitars
Nashville, Tennessee

hen we opened we had virtu-

ally no advertising budget, so
we looked for alternate ways to get
the word out. Facebook and You-
Tube are free but we had to have a
hook to attract viewers. We figured a
video of a sunburst Les Paul Stan-
dard or Gibson RB-12 banjo would
draw plenty of views on the merits
of the instruments, but we’d get 10
times as many views if J.D. Simo or
Charlie Cushman were playing them.

When we did look at buying

advertising, we shied away from
conventional print ads, website
banners and even paid placement
in search engine results because
we felt people are conditioned to
mute the commercials, to uncon-
sciously separate ads from content.
Scott Tichenor, the proprietor of the
MandolinCafe.com, set us up with
a choice location for our logo plus a
featured instrument in the classifieds.
We gained a presence at several
levels, and we’ve become ingrained
into experience. That makes the cus-
tomer feel more comfortable with us.
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Amy Ball Braswell
Capo’s Music Store
Abingdon, Virginia

Where's the best
return on your
advertising budget?

We found out early on
that marketing to the
masses was not a great re-
turn on investment; we are
just too specific in what
we carry and who we are
as a store. Since we are a
niche store, we market spe-
cifically to that niche and
we’ve found using online
player communities like the
Hangout Networks (Banjo
Hangout, Mandolin Hang-
out, Fiddle Hangout, etc.)
and Mandolin Cafe are a
great place to reach play-
ers and potential customers
within our focus.

We sell a lot of small
shop instruments and one-
of-a-kind instruments by
builders like Ome Banjos
as well as niche accessories
and support products so we
go where our audience is

and that is online. We sell
online and over the phone
all across the country and
so for us, the best way to
reach our target audience
is on a national level. We
are active within these
communities as well as
advertisers so we have a
presence beyond just a pop
up ad. We’ve seen a great
return on investment and
they’ve driven traffic to our
website and we’ve seen a
significant growth in our
high-end sales and special-
ty accessory sales since we
started being involved in
these online player com-
munities.

The second best driv-
er of business for us both
locally and nationally has
been Google Adwords.
Finding the right phrases

for Adwords is import-
ant. As a niche, it was
also important to find the
anti-words we wanted to
put in to keep from get-
ting clicks and calls for
instruments we don’t sell.
Figuring those out and pro-
gramming them in saved
our sales staff’s time and
money. It also helped our
bounce rate on our web-
site which helps with our
organic ratings in Google.

Most of our local dollars
¢o to the sponsorship of live
music, hosting events and
contests and more public
relations than direct ad-
vertising. We travel to a lot
of bluegrass and old time
music festivals and vend as
well as sponsor them so it
puts us directly in front of
our audience. Ml



VIOLIN

2107

=

- RELIABLE, RESPONSIVE, RECOMMENDED . oo
Ua

Re-engineered for Better Performance
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B EXPEDITION XP1000
1000-watt Portable PA System

« PORTABLE PA SYSTEMS--
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TREMENDOUS POWER, VALUE AND PRISTINE SOUND.
Samsan's Expedition Portable PA Systems offer a variety

of ightweight,
dll-in-one units designed for app

ations where partability is a must and
rmance cannol be compromised. Whether ar 3 Classre

{ a podium or an ouldoor & 's an Expedition PA that's bott
perfect for the task and impeccably priced.
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