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TD'25 KV V-Drums

With the TD-25KV, serious drummers can tap into high-end V-Drums playability in a mid-
lewel kit for home and studio. Equipped with a2 sound engine derived from the flagship
TD-30, the TD-25KV delivers all the acclaimed expressiveness that makes Roland’s top-line
V-Drums the undisputed choice of pro players everywhere. A streamlined interface makes it
easy to create personalized kits, while the built-in audio recording function léts you capture
drum performances for evaluation and sharing. Other premium features include mesh-head
pads for a natural feel, positional snare sensing for enhanced expression, and the VH-11
V-Hi-Hat for playing with authentic hi-hat technigues.

[2Roland

RolandUS.com/TD-25KV Kick pedal & hi-hat stand not included.
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Some things get better
with time!

Our Award-Winning Tuner
Just got Better!

Precision Accuracy
Easy-to-Read Display

For all instruments

Now With An Integrated
Clock - The Industry’'s First!

. the

intellitouch.

TUNER

%.:800.340.8890 B:hello@OnBoardResearch.com
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GO YAMAHA

ching
Percussion

30 years of marching percussion
history and leadership in
design is now coming to life.

Yamaha proudly introduces a new

lineup of marching percussion featuring
maple shells. Years of industry-leading
research with the world's top drum and
bugle corps have led to the development
of marching percussion instruments

with improved hardware perfarmance,
increased tone projection, and
exemplary articulation, demonstrating why
Yamaha is the number one

brand of marching percussion in

the Uinited States.

9300 Series
Marching Snare Drums

Avallable in Blue Forest, Black Forest,
Red Forest and White wrap.

f

Visit 4wrd.ItYMSS3IMI Tor complete detalls




BULLET™

GUITAR JACK
TIGHTENER

Patented Grip - Tip™ holds Jack

wihile tightening, preventing
damage fo wiring and soldar joins!

Wonks With Mos!
Racagsed and Surface Mounted
Jacks, Efects Podals & Mivers
Moinc & 5.A.E. Nufx
Engineared Plastic

MFG. USA T3 1
PAL PEND.© 210 www.allparts.com/bullet

Clean, bright, pos ul sound with effortless
altissimo. Luscious, full low notes in the same

mouthpiece. Impossible? Not anymore.

4 JopvJazz JET

You have te play it
to believe it.
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B PERSPECTIVE

| BY KATIE KAILUS

CREATE A BRAND

ho are you as a business? What do your customers think of

when they see your logo, store or website? Branding is one

of the most important aspects of business — and, when done

right, it can yield great results. Most big box retailers have

it down pat. Target offers a witty and modern feel in both
its store signage and TV advertisments. Urban Outfitters maintains a hip yet
vintage vibe, from its clothing offerings right down to its selection of records,
while Whole Foods boasts a natural and earthy feel which pairs nicely with
its assortment of organic foods.

A few MI retailers have mastered their branding as well, such as Chicago
Music Exchange, which attracts acoustic enthu-
siasts with its vintage vibe and large selection of
new and used instruments. The Music Zoo in
Roslyn, New York, draws current and aspiring
rockers with its corroded metal guitar wall and
cool lighting.

Developing a brand strategy can seem like a
large undertaking, but, as we learn in this month’s
cover story “From Puppets to Profit,” page 40, it
can be as simple as identifying your target audi-
ence. When ABC Music in Northern California
was having trouble getting its target market —
moms — into its store, it reached out into a whole
new product category: educational toys and games.

“Our target audience has always been mom,”
said Stan Houston, who owns the two-location
dealership with his wife, Marianne. “We think that’s
great, but we still have to get her into the store.”

After launching the new product mix, the Houstons decided it was time
for a new look as well, so they remodeled their Livermore, California, loca-
tion, and debuted a new website and a new name — Mozart, Einstein & Me.

“Before the turnaround, we had chairs in the back by the lesson rooms that
not a lot of people sat in,” Stan said. “Now, with the [games and toys available]
we have more moms hanging at the store, sitting here playing a game with one
child, while the other one is taking a lesson. Kids are tugging at their moms
asking, ‘Can we please go into the store?’””

Branding the store as a place to “feed and enhance the right side of the
brain” not only increased Mozart, Einstein & Me’s mom-base, but it also now
draws in grandparents.

“They look in the window and see the educational toys mixed with the
instruments,” Stan said. “They want their grandchildren to be successful.
They grew up in a different era, so their values are inherent there.”

Read over this month’s cover story and ask yourself, “Am I reaching my
target audience?” Could stocking a few leather goods alongside high-end acoustic
offerings draw more traffic? Is it time to redesign my store’s 20-year-old logo
to attract a new wave of aspiring teenage rockers? Even the smallest change
can make a big difference. Ml
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of topics. Written by different authors with specific expertise, each title delves deep into the

subject, getting readers started on the skills they’re most interested in.

HOW TO PLAY
BLUES-FUSION
GUITAR

by Tow Charupakorn

You'll study the key elements of
style what scales, chords, and
arpegpios are most o ommonly used,
and how to use them,

00137813 Book/Online Audio_$19.99

HOW TO
READ MUSIC

by Mark Phillips

How to Read Music will introduce you to
the basics, then provide more advanced
information that will have you playing
music by the end of the book!
cou37E0 Booke e $9.99

HOW TO PLAY |©] HOW TO PLAY

CONTEMPORARY
STRINGS

by lalie Lyonn Licherman
The information and practice
techniguees presented in this book have
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playing. and ensemble expertise while
serving to add dimension

omsi2e9 Book/Online Video . $14.99
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HOW TO
RECORD AT HOME
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Look closely at all aspects involved
in getting quality recordings From
vour modest home studio rig

omzizn Book/Online Audio....517.99
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LETTERS

Shout-outs to Staff

e’re very humbled by the

Music Inc. [October 2015]
cover story. I need to say thanks
to all the people who work so
hard in their career at Ray’s
Midbell Music. Thanks espe-
cially to our leadership team:
Whitney Turner, Tim Barrett,
Josh Tackett, and Jane Merritt
... I'm so excited for the future!
Thanks also to Brenda Smith and
Cory Birch for stepping up in so
many ways, and to Logan Lan-
sink for giving the show floor 110
percent. Last but not least, very
special thanks to Lorna Stamp
for 15-plus wonderful years and
friendship ... we’ll miss you, and
we hope you enjoy your retire-
ment years!

Manager
Ray’s Midbell Music
Sioux City, lowa

Collaborative Spirit
—‘_hank you for providing
your readers with a peek
into Line 6’s innovative cul-
ture and collaborative spirit in
your October 2015 issue. I am
very grateful for the extremely
talented team we have at Line 6
and how their efforts continue
to push forward the boundar-
ies of what is possible in our
industry. Their passion is what
makes it a pleasure for me to
come to work every day!

President & Co-founder
Line 6, Inc.
Calabasas, California

Continued Support
AS we celebrate our 91st an-

niversary in the music indus-
try, we would like to take this
moment [following the Retail
Profile in Music Inc.’s October
2015 issue] to say “thank you”
to our many friends that have
made us South Carolina’s oldest
piano and organ retailer.

At Rice Music House we are
proud of our 80-year history with
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Steinway & Sons. As the oldest
Steinway & Sons dealer in the
Southeastern United States, we
are committed to a tradition of
excellence that has made more
universities and colleges join the
list of All-Steinway Schools. We
look forward to completing that
process soon with Coker College
in Hartsville, South Carolina.
As the oldest Hammond Organ
dealer in the United States (since
1938), our commitment to pro-
vide the most recognizable voice
in gospel music continues to grow
with each passing year. We also
must thank the dedicated team
at Roland for the groundbreaking
work that has brought forth some
of the most amazing instruments
that our industry has seen.
The opportunity to foster
music education, performance
and competition has been a focal
point of our company from the

FOR PROGRESSIVE MUSIC R

very beginning. Working closely
with private, public and collegiate
music educators to encourage the
next generation of pianists is one
we cherish. The opportunity to
promote, sponsor and assist with
major piano events, such as the
Hilton Head International Pia-
no Competition, piano student
scholarships awards with local
piano teacher organizations and
the Southeastern Piano Festival
is part of our ongoing investment
in the future of the piano.

In addition to the organiza-
tions already mentioned, we
would be remiss not to say “thank
you” to the Chamber Music Series
at the Columbia Museum of Art,
Columbia Music Teachers As-
sociation, South Carolina Music
Teachers Association, the South
Carolina Philharmonic, Univer-
sity of South Carolina School of
Music and the many other music

schools across the state.

During the past 91 years, the
strength of this company has
come from a tireless and dedicated
team of men and women who
have helped to build Rice Music
House into the tradition of excel-
lence it has today. Our current
team includes piano technician
Russell Osborne, customer service
specialists Larry Cornish and Fe-
lix Jeter and our Vice President
Robert Schaeffer, together they
have over 80 years of service at
Rice Music House.

We realize that the best part
of our company can be found
in the thousands of pianos and
organs located in the homes,
schools, houses of worship and
performance venues across our
great state. Like all of our fel-
low music merchants, we realize
that the gift of music is both a
lifetime investment and a life-
time gift.

While the methodology used
to attract our next client has
changed many times during our
91-year history, the introduction
of modern social media and cus-
tomer engagement tools prompted
us to join with and launch the
International Make Music Day in
our home market during 2014. We
embrace the change and welcome
the opportunity for continued
growth and success in this in-
dustry that our mutual passions
bring us to.

To everyone who has stepped
inside of any of our many differ-
ent showrooms over the years,
we once again say, “Thanks for
allowing us to be a part of your
musical journey.”

President
Rice Music House
Columbia, South Carolina

Fostering Creativity
hanks for including my com-
ments in your story on the

state of the electric guitar mar-

ket [in the October 2015 issue].



While the current data shows
that acoustic instrument sales
are outpacing sales of electrics,
there is still cause to be opti-
mistic.

Today’s musician has ac-
cess to and is influenced by a
wider variety of input than ever
before. We’ve met skatepunks
who play bluegrass, heavy metal
musicians who love hip hop,
classical players who love EDM,
and limitless other crossovers
and fragmentations. The musi-
cal vision these players seek to
realize is often an amalgam of
numerous different styles and
genres.

It’s our opinion that be-
cause these instrumentalists
live in a world of so many di-
verse interests, they will come
upon the electric guitar in the

course of their musical explora-
tion. We meet their needs by
building electrics with high-
end components that are play-
able and great-sounding — but
are affordable enough to leave
room in their stable for other
instruments that also foster
creativity.

Promoting musical diversity is
essential to the continued growth
of our industry at all levels.
Thanks again for including us
in the story.

Ashley Atz

Director of Marketing
& Artist Relations
The Music Link
Hayward, California

Friendly Advice
'm writing to follow up on a
recent article [“Quality Con-

trol,” in Music Inc.’s October
2015 issue]. I would like to

add that our increase in sales
[at Hot Licks Guitar Shop in
Waldorf, Maryland,] this year
has been due to taking our cus-
tomer service to a whole new
level. I have once-a-week sales
and product training meetings
where we discuss everything
from a customer entering the
shop to when they leave with
their products in hand.

One of my big areas of con-
cern is product knowledge, if you
know the ins and outs of a said
product, you’re more likely to
sell it than a salesperson who
tries to fake his way through a
demo. Every week I highlight
a category for training and let
the resident department manager
lead the training. This has helped
out my shop big time. When em-
ployees have to take time off,

have the freedom to schedule any
one of my employees to work any
department in the store, and we
have a lot of customers that ap-
preciate the level of knowledge
that we offer on a daily basis.

So, my best advice to shops
that want to see increases in sales
is: Start with product knowledge
meetings.

Dan Harsha

Shop Manager

Hot Licks Guitar Shop
Waldorf, Maryland

EDITOR’S NOTE: MUSIC INC.
ENCOURAGES LETTERS AND
RESPONSES TO ITS STORIES.
E-MAIL LETTERS TO
EDITOR@MUSICINCMAG.COM; OR
WRITE TO 102 N. HAVEN RD.
ELMHURST, IL 60126; 630-941-2030;
FAX: 630-941-3210.
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passion for superior
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INTRODUCING D’ADDARIO
ACCESSORIES FOR WOODWINDS

lique colors, and Reed Cases offer sophisticated, stylish,

and state-of the-art care for your reeds and instruments, from piece to piece
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What will you create?

Introducing the new F8 MultiTrack Field Recorder.
With 8 mic-pre’s, 10 tracks, and rock-solid Time Code.

The next iconic sound is closer than you think.

The new Zoom F8

Hollywood sound. Within reach,

=MV, | we're Zoom. And We're For Creators.
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1 BY DAVID BALL

nown for focusing on

education, Contempo-

rary Music Center has

continued to build its

eputation within the

community with the help of its

in-house venue, @4410. Equipped

with a stage that’s all its own, the

Chantilly, Virginia-based retailer

has found ways to partner with

schools and local organizations

to get the word out — and, in

doing so, has increased customer
traffic by 100 percent.

@4410

he last time Music Inc. checked

in with Contemporary Music
Center in 2012, owner Menzie
Pittman’s summer Rock Camp
was growing like gangbusters,
having nearly doubled the size
of its student clientele in the
program’s fifth year.

Following an excursion to
Nashville, Tennessee, in which
a group of Pittman’s students
played a gig at Two Old Hip-
pies, Pittman decided that it
would make sense to create his
own venue — one reminiscent of
his own favorite clubs that he’d
played as a touring musician.
“Not only did we have a good
vision of how it had to work soni-
cally, but we had a really good
vision of how it needed to work
through historical recognitions.”

So, he spoke with the building
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AVENUE OF O

Menzie Pittman

owner of CMC’s Haymarket, Vir-
ginia, location, and soon he had a
venue up and running, complete
with its own unique design.
Pittman said that having a
room with a particular kind of
ambiance, in a way, markets it-
self. “I knew that, if there’s a
benefit to the digitally distract-
ed, it’s that they all have cam-
eras on them,” he said. “If you
make the room look completely
unique, every time somebody’s
in there having fun, they’re go-
ing to snap a picture and put it
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on their social media. So, the
room is a walking advertise-
ment for teen conversations.
And that’s something that’s
created this culture with kids
when they come to play.”

PARTNERING WITH THE COMMUNITY

Achieving a certain vibe was
only part of the equation,
though. Shortly after opening
@4410, Pittman got to talking
with a teacher at the helm of one
of the local schools’ lit maga-
zines. Every year, the teacher

E’S OWN

rented a stage and P.A. system
for their annual open-mic-night
fundraiser, but Pittman was able
to offer the magazine a more
convenient solution.

“I said what would happen if
we did your open-mic night in
@4410, and we have your kids
run the evening? They’re the
MC, they put out the word, they
get it to the school, and they do
the ticket sales. But we give you
the gate. If we exchange some-
thing, perhaps we can exchange
for an ad.”

The event was so success-
ful that, by the following year,
the magazine was well over its
fundraising goals. Other schools’
programs caught on, including
choral groups and youth service
groups in need of fundraising.
This led to more traffic overall at
CMC. “They keep the gate, but
we have a full house of people
that otherwise may not have a
reason to come here. And then
they find out about [the venue],
and come back to see the shows.”

And since people in the local
community have started shar-
ing their positive experiences
in the room on Twitter and In-
stagram, CMC’s venue has gone
viral. “But they’re not talking
about us. They’re talking about
them, and about them having a
great time with us. So as a unit,
everybody is winning.” MI
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SWEETERWATER MAKES PLANS
FOR ADDITIONAL EXPANSION

weetwater has announced plans to expand creating approxi-

mately 285 new jobs by 2018. The expansions and renovations
will be in addition to three expansion projects completed since
June of 2014. Sweetwater expects total full-time employees to
grow to more than 1,000 by the end of 2018.

The company plans to invest $8.8 million to make additions
and renovations to its current 320,000-square-foot Fort Wayne
campus at 5501 US Hwy 30 W.

The first of several expansions in the planning stage is a
16,000-square-foot building to house Sweetwater’s marketing and
merchandising departments, including a state-of-the-art video
studio. Construction will begin this fall and hiring is ongoing.

Sweetwater Founder and President Chuck Surack commented,

REVERB | PARTNERSHIP

“Sweetwater continues to grow at a remarkable pace, both in
sales and in number of employees. In 2014, sales were up by 28
percent over the previous year, and we anticipate similar results
for 2015. New expansion of our campus will build our capacity
to ensure that we remain the country’s most respected dealer
in instruments and high-technology equipment for musicians,
recording studios and broadcasters.”

Through the efforts of Greater Fort Wayne Inc., Sweetwater
will be receiving an incentive package, valued at $3,117,089,
from the Indiana Economic Development Corporation, Northeast
Indiana Works, and the City of Fort Wayne. The package includes
a 10-year abatement from Fort Wayne of real property taxes and
a 10-year abatement of personal property taxes (equipment).

Reverb Integrates With e-Commerce Platforms

everb.com has announced that it has completed integrations

with leading e-commerce platforms Shopify, BigCommerce
and Magento. With this announcement, any dealer whose shop
is built upon one of those platforms can sell more effectively on
the Reverb.com marketplace.

The integrated website plugins instantly sync dealer inventory
to the Reverb.com marketplace so that any changes to product
availability, descriptions or prices are reflected immediately,
eliminating inventory discrepancies and reaching new custom-
ers without any increase in workload.

“Independent musical instrument retailers operate in a very
competitive market with low margins,” said David Kalt, founder
and CEO of Reverb.com. “Reverb.com’s low fees and incredible
user experience are big advantages for them, and now, with our

integrations to leading e-commerce platforms, there’s no reason
for them not to list everything with us. We want to be the only

place anyone would ever want to buy, sell or trade instruments
and gear, and this is a big step in that direction.”

Reverb.com’s marketing and ad-

vertising efforts. E
word of mouth for growth, as they

don’t have the manpower, expertise or budget for an effective
big e-commerce platforms, we can more easily feature our deal-
ers’ inventory in our ad campaigns. In effect, we become their

The new integrations will also help them Ileverage
“Most small shops rely solely on
online marketing effort,” Kalt added. “By connecting to these
marketing team.”

NOVEMBER 2015 | MUSIC INC. | 16
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StringWorks Moves to
Geneva, Illinois

ollowing a 17-year run in Appleton,

Wisconsin, StringWorks, a cello,
violin and viola shop, has relocated to
327 Franklin St., in Geneva, Illinois.

StringWorks sells instruments, cases
and bows, but no accessories or sheet
music, owner Todd French told the
Kane County Chronicle.

French, who lives in California,
said the business in Appleton relied
on family, but combined with retire-

for us to settle,” French told the Chronicle.
He decided that Geneva and St.
Charles fit the bill for their proxim-
ity to Chicago, the area having a high
education level and wide variety of
industry. He ultimately chose Geneva.
“It really seems perfect,” French
said. “It’s tight-knit, separating itself
from Chicago. We are our own vibrant
community, the Fox Valley.”
StringWorks hosted a grand open-

ments and a “scrappy” economy, it ing during the weekend of Sept. 11-13.

was time to relocate. French said he
chose Geneva, because of its beauty
and location, but also because Evan
Lowery would be his on-site manager.

Lowery has a degree in music and
business and was one of French’s schol-
arship recipients at Illinois Wesleyan
University as an undergraduate. Low-
ery’s then-fiancée, now his wife, is a
teacher in the Fox Valley, and if this
was going to work, French said, the
business had to be relocated to Illinois.

“I scoured around for the best place

| PARTNERSHIP
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Main Drag Music
Hosts Blackstar Clinic

Main Drag Music in Brooklyn, New York, re-
cently hosted an intimate Blackstar evening
for local musicians. Joined by Tad Kubler from
The Hold Steady and Loren Molinare, Blackstar’s
product manager, attendees were treated to a clinic
focused on Blackstar’s Series One valve amps
and its Artisan Series hand-wired guitar amps.
“Being able to sit with guitar players at their
hometown, go-to music store and have an art-
ist and brand expert walk them through the tone,
flexibility and versatility of their favorite amps
is so valuable,” Molinare said. “The conversa-
tions we are able to have at these select dealer
events with the players and staff are what con-
tinues to drive the passionate Blackstar team to
provide players with the ultimate tools for self-
expression. We are proud to have dealers such
as Main Drag to host these grassroots events.”

GUITAR CENTER PARTNERS WITH SUZUKI,
OFFERS ONLINE PIANO PURCHASES

Guitar Center has teamed up with Suzuki to offer an online
turnkey purchasing option for two of its popular acoustic piano
models. The Suzuki SZG-53 Acoustic Grand Piano and the SZV-48
Acoustic Vertical Piano are now available through the online retail
hubs of Guitar Center’s family of brands.

In addition to making these pianos available to purchase, they
also come standard with delivery service, set up and tuning, to
anywhere in the continental United States. This lets Guitar Center
brands ship brand-name acoustic pianos direct to the customer.

“Anyone who has bought an acoustic piano knows that it can
be a complicated process,” said Michael Amkreutz, GC’s execu-
tive vice president of merchandising, marketing and e-commerce.
“We have significantly simplified this process with our new Suzuki
online acoustic piano purchasing and delivery program. When a
customer orders a piano through our online channels, the ball is
rolling immediately. In most cases, in a matter of days — their new
piano is set up with white-glove service, tuned and ready to play.
It’s remarkably efficient and simple, and we’re proud to be the first
online brands to make this type of program a reality.”
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Cascio Interstate Music
Sponsors Guitar Competition

ascio Interstate Music of New Berlin,
Wisconsin, provided promotional sup-

First-place winners in each genre
received $3,000 and an opportunity to

port for the third annual Wilson Center perform as part of the Festival headliner

Guitar Competition & Festival, held Aug.
13-15.

Fifty-nine guitarists from 14 countries
competed at the The Sharon Lynne Wil-
son Center for the Arts in Brookfield, a
Milwaukee suburb.

A jury of renowned artists from each
genre selected the semi-finalists from You-
Tube and DVD applications received in the
spring, and these guitarists were invited
to perform in the live semi-final rounds
on Aug. 13-14 at the Wilson Center. Six
competitors in each genre were then se-
lected to advance to the live final rounds
on Aug. 15.

Cascio Interstate Music CEO Michael
Houser said, “We were again proud to team
up with our friends at the Wilson Center
to help present and work to inspire guitar
players and fans from across the globe. The
multi-genre guitar stylings of fingerstyle,
classical, jazz, and rock/blues of this year’s
performers provided an exciting experience
for attendees throughout the three-day event.
We are already working on plans for 2016!”

Leo Kottke performs a sold-out show at the 2015
~ Wilson Center Guitar Competition & Festival.

Photo by Emma Roser

concert featuring fingerstyle legend Leo

Kottke with special guest Antoine Du-
four on Aug. 15. Second-place winners
received $1,500, and third-place winners
received $1,000.

MAHOGANY
THINLINE
GUITAR

TENOR
CUITAR

NOVEMBER 2015 | MUSIC INC. | 17



hefrm'e in musi

[ II
OPPORTUNITY = COMMUNITY = PROFITABILITY

THE NAMM SHOW

JANUARY 21-24, 2016 » ANAHEIM, CALIFORNIA » NAMM.ORG/THENAMMSHOW

ADVERTORIAL » NOVEMBER 2015 » NAMM.ORG
Note From Joe

Discover Tomorrow's Technology at NAMM:
Increase Sales and Improve Your Business in 2016

Technology is intersecting with nearly every aspect of our lives, including our industry, as a wealth of new innovations drive our
businesses forward and influence the ways in which our customers create, record and share music.

With &

At The 2016 NAMM Show, you'll expenence these changes firsth to Make Your Business More Efficient and Profitable
as you explore new product Introduct ced edu MNAMM will help you understand
1| forums designed to make businesses more and make the most of ogy solutions that can help you grow
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epamlessly between our rich tradition of handcrafted to retail, In addition, NAMM U will feature a variet
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From apps that help students leam faster, to products that enable the latest digital marketing techniques. NAMM's new TEC Tracks
musicians {o rru: ite and share music on their smart phones, a (formerly The H.0.T. Zone) will showcase future-forward sessions
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ighting sector, new harc
boundaries of d
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Owver the last five years, The NAMM Show has seen
an increase in the following product categories, offering
attendees hundreds of new products to review: _3151;

TEC

AWARDS

MNAMM presents more education and events designed
to grow your business and celebrate product communities:

. NAMM TEC Awards
m Celebrating the Best in Professional Audio
and Sound Production
SOFTWARE.NAMM
The Music Saoftware Community Presented
SOFTHARE.NARE by MAMM & IMSTA (International Music
Software Trade Association)

Technology Bool Camp

Introducing Technology Boot Camp, basics
retailers need to know to utilize new
technolegy to their advantage

NAMM

Hm.-Tu m,s. tactics and strategies for SEO,
website development and other aspects of
digital marketing

TEC Tracks
Formerly The H.O.T Zone, 70+ advanced
sessions for sound, stage and studio pros Each year, The NAMM TEC Awards rac res the individuals,

companies and technical ir shind today’s sound

recordings, I|-.--_= performances, Nin vision, video games
ledging the companies

. they also honor the creators

and ather media. In addition o aCknc

pushing the boundaries of souwr

behind these game-chang roducts, and celebrate the

We're seeing innovation and change musical powerhouses who bring them to life
evenywhere—especially at this year's NAMM
with the big guys releasing major new products
and the infant industry of brands we'd never

heard of jumping right in the mix with them." TEC AWARDS » JANUARY 23, 2016
HILTON PACIFIC BALLROOM = ANAHEIM, CA

For more information and 1o purchase tickets, visit tecawards.org

Peter Dods
OWNER OF EASY MUSIC CENTER, HAWAII
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THE GRAND BENCHMARK

n Sept. 16 at Lin-

coln Center in

New York, Ca-

sio unveiled its

first foray into
the digital grand piano market
with the release of the Celviano
Grand Hybrid digital pianos. (See
sidebar.)

Although these particular
instruments — the Celviano
GP-500BP and GP-300 — have
been in development for the last
few years, the release marks the
achievement of one of the com-
pany’s longterm goals.

“If you look back, we’re 35
years old,” said Stephen Schmidt,
vice president of Casio’s elec-
tronic musical instrument di-
vision, “and from day one our
main goal has been to develop an
instrument that closely mimics
a grand piano. You could really
say [that this has been in the
works for| 35 years.”

The Celviano Grand Hybrid
digital pianos both feature Ca-
sio’s AiR Grand Sound Source,
which includes the sound profiles
of three historical grand piano
styles: the Berlin grand, the
Hamburg grand and the Vienna
grand. Both models also employ
Casio’s Grand Acoustic System,
which mimics the sound of a
grand piano as it emanates from
above and below the soundboard.

To achieve an authentic

20 | MUSIC INC. | NOVEMBER 2015

From left: Ka.rl Schulze, CEO of C. Bechstein, Stephen o
electronic musical instrument division, and Shigenori ltoh, CEO of Casio America, Inc.

Berlin grand piano sound, Ca-
sio partnered with C. Bechstein
Company. Schmidt said that’s
when the Grand Hybrid design
really started to take off.

“We developed a proprietary
mechanism using the same wood-
en keys that Bechstein uses,”
Schmidt said. “They’re full-sized
wooden keys made from Aus-
trian spruce. In effect, our action
mimics an actual grand piano’s
action, with the hammer action;
but instead of striking strings,
it strikes a contact.”

“The ‘Berlin grand’ is mod-
eled after the C. Bechstein grand
piano,” Schmidt continued. “C.
Bechstein’s engineers went to
Tokyo, and then the Tokyo
engineers went to Germany to
perfect that sample. It has all
the nuances, so that everything
is as close as it could be to the
authentic sound, critiqued by
the makers.”

A NEW BENCHMARK

chmidt acknowledged that,
before the introduction of

the Celviano and Privia lines,
Casio’s emphasis had been on
building more portable pianos.

“Everybody thinks we started
out with toy pianos, but we ac-
tually started out with serious
professional pianos, where the
benefit at the time was porta-
bility,” Schmidt said. “There
was a point in our history a
few years later that the com-
pany said, ‘We want to make
pianos that everyone has access
to) So, we went a little bit more
towards the entry-level and mass
[market| pianos.”

Then later, the company’s
Celviano and Privia lines in-
troduced players to professional
level console-style and 88-key
digital pianos. But, “What [the
Celviano Grand Hybrid] does is
it puts [Casio] in another league.
By partnering with C. Bechstein
and utilizing some of their own
technology, it really gives us a
kind of jump ahead that would
have taken us longer to get to.

“I think this sets a new
benchmark,” Schmidt went on.
“There have been products that
have attempted to do something
like this, but not to this extent.

“We’ve put everything we had
into this to get us as a company
to a new level. We’re always
striving to improve our brand,
and the value of our brand, and
the prestige of the brand. I think



that’s what we’ve done. And the good news for the consumer
is it’ll drive more of our competitors to go beyond what they’ve
done — to improve their products.

“I think more and more, you’re going to start to see the ac-
ceptance of this type of piano with better artists because it has
that touch and feel that an acoustic has. You can hold down a
key, and you’ll hear the resonance of that note while you can still
be playing other notes. That’s an acoustic nuance.

“What’ll happen is, some of this technology will makes its
way down to other products in the future. It’s going to be a better
experience for the consumer in the long run.” Mi

RELEASE AT THE LINCOLN CENTER

I By Ken Micallef

Casio introduced the Celviano Grand Hybrid during
an event at Lincoln Center’s Stanley H. Kaplan Penthouse
on Sept. 16. Representatives from Casio Worldwide and
Celviano development partners, C. Bechstein, were present
as well as Sony artist Simone Dinnerstein, who performed
on the new model.

“Casio used to be associated with toy keyboards,” said
Mike Martin, Casio’s general manager of marketing. “But
we have come a long way since then. The company has
transformed, from its higher-end product to the Privia
digital pianos. The Celviano is on a completely different
level. This is a groundbreaking achievement.”

Pianist Simone Dinnerstein closed the event with selec-
tions from Bach’s “Goldberg Variations” and Schubert’s

“Impromptus.”

“It’'s wonderful to play on an electronic instrument
that has incredible subtlety of sound and touch,” Din-
nerstein told the audience. “This piano creates a singing,
sustained sound which is very unusual.” Ml

Simone Dinnerstein playing the Celviano Grand Hybrid GP-500 model at the

LincaffiBenter release party
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ERNIE BALL LAUNCHES
ICONIC CAMPAIGN

hen Dustin Hinz, executive vice president of marketing

at Ernie Ball, joined the company back in February, he
challenged himself to create a new comprehensive advertis-
ing campaign for the iconic brand that capitalized on its rich
history and roster of storied artists. A loyal Ernie Ball string
user since the age of 14, Hinz decided to focus on what in-
spired him, his marketing team, and much of the public at
large to play guitar.

“Music is an influencer-driven culture, where the dreams
of becoming a guitar player are sparked by a hero,” Hinz said.
“Whether a live experience, a song that resonates to our cores
or a poster of a favorite artist pasted on our bedroom wall, every
guitarist can recall the moment his or her dream was born. By
focusing on the reason we all play, and highlighting the icons
and stars who choose Ernie Ball, we’re conveying the purest
testament to the Ernie Ball family’s legacy of quality and tone.”

Hinz approached a few players with the idea, eventually get-
ting everyone from Slash, John Mayer and Jimmy Page to James
Hetfield, Paul McCartney and St. Vincent to join the campaign.
Dubbed “iPlaySlinky,” each ad includes a iconic photo of the
artist along with the year they began using Ernie Ball. Consum-
ers can get in on the action too, by building their own custom
iPlaySlinky ad, in the style of the campaign, on the Ernie Ball
website, which Ernie Ball has been sharing with its social media
audiences.
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“The response to the campaign has been incredible, and speaks
volumes about the strength of our brand,” Hinz said. “A lot of
string companies talk about tone, longevity and tensile strength,
which we knew we could back up with our products. But we
felt that would have been a ‘me-too’ marketing strategy, so we
chose to allow our artists, and their longtime association with
the brand, to speak for us.”

Hinz is confident that this campaign — which officially launched
last month — will capitalize and expand on the brand’s legacy
and show that Ernie Ball is more powerful than ever, driving
demand among musicians, and ultimately purchases.

Hinz offered some advice to retailers that may be work-
ing on advertising campaigns of their own, underscoring the
importance of an engaging story to convey the experience of
playing music.

“The most important question to ask yourself as a retailer
is, ‘How can I best connect with your customer and entangle
them in your experience?’” Hinz said. “Price and selection are
important, but the experience is king — from the guitar selec-
tion process, to the expert staff that helps them navigate the
slew of options, to programs that help further their passions and
inspire the need to pick up and play, as well as environments
where they can meet other like-minded players. Give players a
reason to play, and you’ll see your business grow and generate
invaluable good will.” {ernieball.com}
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From left: La Bella’s Eric Coccp, Olinto’s Mas Hino and Indigo Amp’s Matt McDof

LA BELLA 1 OPENING

La Bella Strings Opens
Showroom in Brooklyn

BY FRANK ALKYER & DAVID BALL

La Bella Strings has opened its new showroom at 225 34th St.
in Brooklyn, New York. The company hosted a grand opening

party at the new location on Oct. 3.

The new showroom will serve as La Bella’s New York City
home base for artists who live, work or are passing through
New York. La Bella’s entire string catalog, from electric guitar
to international folk strings will be available to players involved
in the artist program.

The showroom will also serve as a workshop for master luthier
Mas Hino, who builds all La Bella Olinto basses by hand. The
space is divided into three sections: a boutique section where
select gear will be sold to the public; a repair shop open seven
days a week; and a custom-build workshop where players can
commission instruments built from scratch to exact specifica-
tions. Mas Hino NYC and Carbonetti Guitars will be heading
sales in the boutique, repair department and custom build-shop.

This past September, Music Inc. sat down with Eric Cocco,
general manager of La Bella strings, who gave us the grand tour
of the company’s new digs.

“Here, we’re kind of redefining what a boutique instrument
is, in the sense that Mas is building these [instruments| by hand,
they’re winding the pickups by hand, and I'm winding the strings
by hand,” Cocco said.

The showroom has already served as a creative workshop
where new products have gone through all phases of research
and development.

“We actually developed a whole new line of bass strings here,
with Mas and a couple of really close friends,” Cocco said. “So
this is like ground zero for a lot of the creative ventures that
we embark upon. But we’re not only building, we’re doing the
retail thing too.”

The new showroom will also be home to a few boutique apli-
fier lines, including Indigo Amps, Phil Jones Amplification and
TecAmp.

“This is somewhat of a grand experiment,” Cocco concluded.
“But we hope to be here for awhile.” {labella.com}
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CONQUEST | ARTIST APPROVED

Caffery Chooses
Conquest

onquest Sound has announced that Chris Caffery, guitarist

with the Trans Siberian Orchestra and Savatage, has joined
the Conquest Sound family of endorsers. Caffery uses the
Custom Shop SNI Cables, which feature Conquest custom de-
signed four-conductor wire and Neutrik straight and right angle
gold plugs. The design offers full coverage braid shielded wire
designed for maximum low frequency EMI noise rejection.
{conquestsound.com}

Chris.Caffery

Hear what you've
been missing.

I lowe them! It's like hearing
my favorite music frash, all

Chord & Major T E

ward-winning mcord
producer and bazs guitarst

sedoaudio.com

(Fd1) 444-5144
sales@sedoaudiocom
Dealer inquiries welcame
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The SEN Eventjin New York.

| EDUCATION

SABIAN LAUNCHES EDUCATION
NETWORK WITH NYC ROUNDTABLE

abian recently launched its SABIAN Education Network
(SEN) at The Collective in New York City. Hosted by SEN
director Joe Bergamini, the event was a discussion panel featuring
top educators Jojo Mayer, Mark Guiliana, Dom Famularo, Memo
Acevedo, Anthony Citrinite, John Favicchia, Camille Gainer,
Jim Mola, Rod Morgenstein and SABIAN CEO Andy Zildjian.
“The Sabian Education Network (SEN) is a community
where drum teachers can obtain tools and exchange ideas to
build their education and business skills,” Bergamini said.“We
have a members-only website where drum teachers have a forum
to discuss issues pertaining to their craft and a sizeable library
of videos and articles to assist teachers as well.”

| TECHNOLOGY

Additionally, SEN hosts online and live events to help drum
teachers develop, manage and grow their teaching business.

“Everything from teaching materials to recruiting new stu-
dents to bookkeeping is discussed in our community,” Bergamini
added. “The whole thing has been designed to help drum teach-
ers and give them a voice and a place to make new professional
acquaintances, compare notes and ask questions.”

The next two live events will be held in Nashville, Tennesee,
on Oct. 27 and San Antonio on Nov. 14.

SEN is open to all educators, including private home studio
teachers, music schools and educational institutions.
{sabian.com/joinsen}

Polymaker Creates Guitar Using 3D Technology

D Printing Solutions Australia recently created a fully

functioning 3D-printed electric guitar out of Polymaker’s
PolyMax filament, chosen for its high strength and resistance
to warping.

By printing the body of the guitar in multiple layers of Poly-
Mazx, 3D Printing Solutions designer Michael Tyson built a
durable instrument.

The design incorporates the four suits in a standard deck
of playing cards in which each is individually embossed into
the body. The completed product is a blue “hybrid” wood and
PolyMax guitar featuring a maple neck and mahogany block
fitted in the body to provide a deep tone and consistent sustain.

According to Tyson, 3D Printing offered considerable advan-
tages over conventional woodworking techniques particularly
when it came to the intricacies of the four-suit playing card
motif found in the body. “Typically, musical instruments pro-
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duce prototypes using wood or metal, which is understandable
but can be costly, time
consuming and leave
room for error,” Ty-
son said. “3D print-
ing prototyping allows
for greater control and
the ability to quickly
make miniscule or
significant changes
that are perfectly ac-
curate. This process
can eliminate count-
less hours of trial and error while reducing production costs
and generating a quality model.”
{3dprintingsolutions.com.au}
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PRODUCTION OF OVATION
GUITARS TO RESUME IN
NEW HARTFORD

he New Hartford, Connecticut, factory that pro-

duced Ovation guitars for nearly a half-century
before closing in the summer of 2014 will once again
resume production.

Drum Workshop purchased the brand earlier this
year from Fender Musical Instruments Corp. (FMIC)
along with several other KMC brands. Fender had
shuttered the plant in June 2014 and moved produc-
tion to Asia, leaving only a small crew for repair and
restoration work.

According to the New Haven Register, DW had
plans to move the plant to California — where DW
is headquartered. But after seeing the efforts of the
plant employees in setting up leftover equipment for
future use, the company decided to reopen.

“I'm really happy Chris Lombardi [DW CEQ] was
willing to take a chance on the place,” Darren Wallace,
one of the employees who set up the equipment, told
the Register. “That wasn’t their original intention,
certainly.” {ovationguitars.com}

| WARRANTY

KHS Updates
Hohner Harmonica
Warranty

HS America has updated the Hohner Har-

monica and Melodica warranty to better fit
with the purchasing habits of today’s consumer.
Until now, customers who received a harmon-
ica with a manufacturing defect straight out of
the box had to send it back to the Hohner ser-
vice department for repair or replacement.

The new 90 Day Diatonic Harmonica and
Melodica Warranty, effective now, includes a
14-day grace period for the return of harmoni-
cas and melodicas to the place of purchase for
exchange. Retailers will be able to return these
harmonicas for credit through KHS America.
Chromatic, Tremolo, Octave and Orchestral
Harmonicas are exempt from the return policy,
however the warranty period for this catagory
has extended from 90 days to six months.

“While there were a variety of reasons that this
practice was employed, from sanitary issues to al-
lowing our service techs to correct any user error, it
simply doesn’t fit today’s market,” said Drew Lewis,
harmonica and melodica product manager for KHS
America. “This new customer-centric warranty is a
significant change that will allow dealers the abil-
ity to service their customers immediately with-
out the fear of taking a financial loss.”
{us.playhohner.com}
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APPOINTMENTS

ROLAND EXPANDS U.S. TEAM

s part of its continued expansion,

Roland U.S. has added to its team
with new appointments in sales, man-
agement, support and HR.

Antonio Ferranti has been named
piano strategy manager. He comes with
a rich business background in sales and
marketing, most notably as the recent
vice president of sales at Alfred Music.

Quynh Nguyen has been appointed
senior human resources manager. Mike
McAndrew has been named district sales
manager (DSM) for the Southwest U.S.
territory. Chris Agazaryan has joined the product team as product
manager, Roland/BOSS accessories. Dana Toma has been promoted
to the position of piano sales manager for the Western United States.
Louie Gomez has joined Roland’s Telesales department. Carlos Garcia
has been promoted from contract employee to full-time administrator
in the Roland Corporation U.S. Distribution Center.

Additionally, Roland U.S. made several key changes to its sales team
that, it says, will enable the company to offer more focused dealer
support and new perspectives on product development. Bob Bailey
has been promoted to director of BOSS U.S. sales/marketing. Most
recently, he held the position of key account manager. Denis Andelin
has been named national accounts manager for BOSS and Roland
products, and Brent LaCasce has joined the company as key account
manager, handling all Roland and BOSS products. {rolandus.com}

FENDER ADDS DIGITAL OFFICER

Fender Musical Instruments Corpora-
tion (FMIC) has hired Ethan Kaplan
as its first chief digital products officer.
Kaplan is tasked with building a new
global digital products division to support
the long-term growth and expansion of
the Fender brand and to create deeper
connections with its global community
of players. Kaplan has nearly 20 years
experience building brands and driving
growth across music, technology and
digital product development.

Most recently, Kaplan served as senior
vice president and general manager of music at Gracenote, a Tribune
media company. Prior to Gracenote, Kaplan was head of product,
technology and engineering at Live Nation Entertainment’s Labs
division. {fender.com}

Antonio Ferranti

John Mlynczak has joined Noteflight as director of educational technology.

The Percussion Marketing Council (PMC) Executive Committee has added
Sarah Hagan to its advisory board.
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Grand Hybrid

C.AECHITEIN

* Natural Grand Hammer Action: Authentic piano touch with full-length
wooden piano keys made with the same materials and processes as C. Bechstein,
plus a revolutionary grand hammer action mechanism.

* New AiR Grand Sound Source: Delivers every subtle nuance of three
legendary pianos: Vienna, Hamburg, and Berlin (developed with C. Bechstein),
including mechanical sounds and several types of modeled resonance.

* Grand Acoustic Sound System: Multi-channel, six speaker soudn system
recreates the sound field of an aoustic grand piano.

* Hall Simulator: Recreates world-famous concert halls, opera houes, cathedrals
and other immersive spaces,

Anniversary
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WWW.casiomusicgear.com
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SEASON OF IMPRESSIONS

e forget how

tiny our en-

gaged but

marginal mu-

sic-making
cross section of the population
is compared to other professional
and hobby industries. Our cus-
tomers are players, students and
people purchasing for players
and students. The perpetual
challenge of effectively adver-
tising and promoting the store
can be daunting for such a small
market. The “traditional” media
opportunities of print (newspa-
per, Yellow Pages, billboard, local
magazines) and electronic (T'V
and radio) have been turned on
their ear the last two decades,
and it’s arguably cost prohibitive
to embrace these forms en masse
like we did in the past.

The most cost effective way
to reach out and touch someone
is to dig into our database of fa-
miliar customers and ask them
to return through direct mailing,
blogs and special events aimed
at them and (hopefully) their
friends. Your best foot forward
is a happy customer that tells
friends and family about happy
experiences with you.

The most important way to
open up the “family” is to exploit

cycles of search, seasons that out-
siders might come into our store
and its resources. These seasons
are Christmas and Back-to-School.
The former has musicians buying
more for either their musician
friends or family (or themselves),
and the latter has someone of
influence, a teacher perhaps,
freely promoting your store as a
resource for what they might need
to complete their newfound musi-
cal activity (band or orchestra).

This is a smart time to in-
crease the advertising budget, and
most of us do, but fair warning
— you are about to embark on
what should be called a Season of
First Impressions. This is when
that new person, maybe with
the whole family, will step into
your store for the very first time
and experience your staff, your
store layout and — for better
or worse — your store culture.

Step back and see your
store through newbie eyes.
Your staff “lives” there. Like a
teenager in her bedroom mess,
native clutter and disorganization
are invisible. Boxes on the display
area may always be gone before
day’s end, but strangers assume
the mess is perpetual. Not only
order, you need signage that di-
rects and enlightens. It needs to
educate. Don’t depend on staff
only for these busier times; they
won’t have the chance.

Include everyone in the con-
versation. If a family is renting an
instrument, talk to the kids. If they
feel important during this first
encounter, they will want to come
back next time for their stepup
instrument. They will warmly
remember feeling included.

Be a host. We want to get
people in and out the door and

move on to the next customer,
but you still want everyone feel-
ing complete. If they are new
to the store, this is the perfect
opportunity to point out the
myriad of other activities in
the store, such as lessons and
repairs. Don’t assume folks
already know this! You never
know when mentioning guitars
while renting a clarinet might
make Dad reminisce about the
garage band he once played in.

Keep the “corners” clean.
Did you know health inspectors
never look at the center of the
floor? They check corners where
the wall meets the floor because
the only way these stay pristine
is if cleaning is systematic and
routine. Your restrooms have to
be spotless, carpets stain-free and
counters devoid of scratches. You
can’t afford to ignore this.

Invite them back. Never as-
sume a customer will return. Be
overt in your desire for them to
come back. In the days of point
and click, you need to habitu-
ally register your appreciation
for their presence.

You only make a first impres-
sion once. Don’t blow it! MI

Ted Eschliman is a music industry
veteran and co-owner of Dietze Mu-
sic, based in Lincoln, Nebraska.

NOVEMBER 2015 | MUSIC INC. | 27



28 | MUSIC INC. | NOVEMBER 2015

IDEAS)

LESSONS LEARNED |

Danger of Great

icture this scenario: You go to a NAMM Show and hear

)an amazing demo of the latest, greatest whizbang product.

Based on what you hear, you order lots of them because

you’re sure that your customers are going to be equally

impressed. Then the product arrives and sales are disap-

pointing. What happened? Well, it turns out your sales associates

don’t have quite the same chops as the clinician at NAMM, and
therefore your customers are not motivated to buy.

Or there’s another way that this can play out.
Maybe you have an associate who becomes passionate
about the product and gives demos that are just as
good as what you heard at NAMM. But then, for some
reason, you find that the return rate for this product
is terrible or that the customers aren’t recommending
the product in question to their friends. Does this
sound familiar? After that happened more than a few
times to me at my store, I took it as a lesson learned.
And now I'd like to share the solution with you.

ASK OR YOU DON'T RECEIVE

learned to attach one simple condition to my purchase
orders when buying new products that I suspected
would be difficult to demo. I insisted that I’'d buy
this new, untested product only if the manufacturer
could and would support my team’s selling ef-
forts. This could come in the form of visits by
their clinician, training sessions by their sales rep,
support videos, how-to guides and/or hands-on
training at their facility. My goal was to enable

my staff to make as compelling a presentation as I
had seen when I saw the product introduction at
NAMM. Remarkably, many suppliers were happy

to provide precisely what I wanted. Make a point

to ask suppliers for help in selling their products.
Just as it’s important for manufacturers to

help dealers know how to use their products, it’s imperative for
dealers to offer that same level of service to their customers. If
your associates are superbly effective at selling products, but offer
no support to ensure the successful use of that product, then they
are closely akin to the old snake oil salesmen! When a customer

emaos

gets a product home and can’t
make it work or gets results
nothing like what they heard
at the dealership, they’re going
to be terribly disappointed. At
best, they’ll return the product
to your store. At worst, they’ll
keep it along with a healthy dose
of animosity towards your store,
your sales associate and possibly
even the manufacturer. Custom-
ers like that are highly motivated
to share with others their stories
of disillusionment.

So, how do we keep this from
happening? At the most basic
level, if you sell a beginner’s gui-
tar, for instance, you should be
providing lessons that encourage
them to learn to play.

If you sell high-tech products,
you should offer tutoring in the
use of the product. Many deal-
ers have had great success with
YouTube training videos on the
products they sell. They’re not
hard to produce, and they add
great value beyond the hardware
and software you’ve sold. I used
to even offer playing tips at the
point of demo. (“If you play an
oboe patch as if it were a piano, it
will sound like a terrible piano.”)

Educate your customers and
they’ll reward you with repeat
business and plentiful referrals. Mi

Gerson Rosenbloom is the vice president of
strategic management at Sweetwater Sound,
the former president of Medley Music, and a
past NAMM chairman. Email him at: gerson-
musicinc@gmail.com.
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FROM THE TRENCHES |

Sanking in on the Uke

f you saw the 1994 film “Forrest Gump,” then you’ll remember
Forrest’s army buddy Bubba, and the lecture Bubba gave For-
rest about the endless versatility of shrimp. “Shrimp,” Bubba
said, “is the fruit of the sea. You can barbecue it, boil it, broil
it, bake it, sauté it. Dey’s uh, shrimp kabobs, shrimp creole,
shrimp gumbo. Pan fried, deep fried, stir-fried. There’s pineapple
shrimp, lemon shrimp, coconut shrimp, pepper shrimp, shrimp
soup, shrimp stew, shrimp salad, shrimp and potatoes, shrimp
burger, shrimp sandwich. That — that’s about it.”

As an MI retailer, ukuleles are our version of
shrimp. You have your soprano ukes, concert ukes,
tenor ukes, baritone ukes, banjo ukes, plastic ukes.
There are ukes for donations, uke classes for 3 to
5 year olds, uke circles for all ages, popular music
arranged for uke, classical music arranged for uke,
folk and Hawaiian music for uke, Beatles arrange-
ments for uke, etc. You can even tell customers that
it’s possible to major in ukulele as part of music
therapy programs at universities.

Never, in my experience, has there been an in-
strument so versatile and reasonably priced. With
great margins and little to no buy-ins, ukuleles have
become a mainstay of my business. I have never seen
an instrument that spans so many age groups and
with so much print to back it up. So, this might be

a good time to update the many uses we have
found for ukuleles and the way they are helping
with our bottom line.

MAKING THE MOST OUT OF THE UKE

will assume that you are already stocking ukule-
les and uke print music. The most encouraging
trend we are finding is that customers are mov-
ing towards the more expensive instruments,
and we are selling almost as many stepup ukes
as entry levels. This tells us that playing levels
are going up and, thus, the demand for more
advanced print music is also there.
At my store Middle C Music, we have just finished another
session of ukulele lessons for 3 to 5 year olds. The lessons are

30 minutes long and each six-
week session ends with a little
concert. We started these classes
more than a year ago and they
have become our fastest-growing
lessons. The classes are taught
by one of our piano teachers be-
cause she feels that ukulele is an
excellent gateway to piano. She
also has piano/uke classes for
3 to 4 year olds and 5 to 6 year
olds. On the other end of the age
spectrum, we offer uke circles for
seniors. They meet once a week
on Sunday afternoons, while the
store is open. This brings in more
people who buy more music and
more instruments.

And then there are donations.
All of us are deluged with re-
quests for donations almost on a
daily basis. I have found that the
best “bang for my buck” in the
ever-growing world of donations
are ukuleles and uke lessons. The
cost is minimal; we give an entry-
level uke like the Kala Dolphin
or Shark, or the Amahi Flower
series, and a free lesson by a staff
member — which most impor-
tantly brings a new customer
into the store. The response has
been overwhelmingly positive,
and at the auctions, bids always
go higher than posted. Everyone
wins, and Middle C becomes the
hero of the day. Mi

Myrna Sislen owns and operates Middle C
Music in Washington, D.C.
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NEXT GEN RETAILING |

Secoming the 'One

re you just another employee? Are you the funny one,

the prankster, the hard worker, the one who hides behind

product displays to check your phone? Every business

has all types of employees — some good, some bad. The

uestion is: Who are you? I have always been of the

mindset that if I make myself stand out in all the right ways then

there’s no way it could possibly go unnoticed by my superiors. Your

superiors have a need and that need is to accomplish a goal — which

could be greater output or better quality. Every manager

knows who their best performers are. We managers rely

heavily on those whom we can count on the most and

ideally either improve or remove those who cannot or

will not strive to be better. You see all types of employees

in retail stores, but the ones that always seem to stand

out the most are those who either do the best, the most,

and the fastest work or those that do the worst, the least
and the slowest work.

BECOMING THE ‘ONE’

\/ou as a retail employee should be striving to be “the

one” that your boss comes to when they need some-

thing done above and beyond the normal call of duty.

If your boss needs you to stay late then you should not

only be willing to do it but happy to. This speaks volumes

about one’s character and the willingness to grow and
excel. Every business has employees that have to
be asked to do everything, but it’s the ones who
not only perform their duties but perform them
above and beyond that will be the first asked to
move into an upper-level position. There are a lot
of us managers out here who want to promote
from within, but it’s hard to do so when your
staff is simply unable, or worse, unwilling, to
grow into what managers need.

DRESS TO IMPRESS

Iways maintain a professional appearance. If you come to work
without a fresh shave, you’re hurting yourself. If you come to
work without your hair combed or with your hair wet, you’re hurt-
ing yourself. If you come to work smelling like smoke, you’re hurt-

ing yourself. Portray the perfect
model of professionalism, which
is looking good, smelling good
and maintaining a confident and
professional demeanor.

I’'ve hired and fired numer-
ous people, and the first ones to
be considered for a job opening
100 percent of the time portray
these qualities.

GROW, BABY GROW

N o matter what your current
position is, you always have
room to grow. When I first started
at Blues Angel Music, I had vastly
less product knowledge than many
of the current employees, and it
was my job to lead them. I made
it my own personal goal to learn
everything I could. I was taking
home — and still do to this day —
all the information that I could to
help me do my job better.

Every good employee should
find ways to evolve, whether it’s
reading up on what’s hot or join-
ing a group like NAMM Young
Professionals to meet others who
are trying to advance themselves
and the industry. Never sit idle.
Set yourself apart, and conduct
yourself with professionalism and
you will succeed. MI

Stephen Olsen is the manager of Blues Angel
Music in Pensacola, Florida, and a member of
NAMM YP, a young professionals organization
focusing on the future of the Ml industry by
providing opportunities to connect, learn and
grow. Find out more at nammyp.com.
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MY TURN |

Millennial University

illennials are not to be ignored. According to Pew
Research, 15 to 35 year olds are the largest genera-
tion and in two years will outspend baby boomers.

Business looks bright for those embracing mil-
lennial culture. Guitar gods vanished when glitz and

glamour gave way to authenticity and relatability. Taylor Swift is
the savvy girl next door, and the response to Bieber’s innocent rise,
arrogant fall, and introspective resurgence reflects millennial values.

Drawing comparisons to boomers often evokes nega-
tivity and condescension toward youth — a tendency
that repeats itself with every generation. One must
develop empathy for the customer and that begins
by recognizing the events that shaped their values.

Events, such as 9/11, the collapse of Wall Street,
rising cost of education, and high unemployment
are largely the palette from which millennials paint.
Consequently, they are truth seekers valuing people
and purpose over products and profits.

ATTRACTING THE MILLENNIAL SHOPPER

Mﬂlennials are not technologically savvy, but rather,
technologically transparent — mobile devices
are a seamless means for self-expression to cultivate
social circles. Previous generations made friends lo-
cally by wearing sports team jerseys or rock
band t-shirts. Today, we broadcast “likes” glob-
ally on social media and instantly engage with
respondents. Millennials are the most socially
connected and diverse generation.

To reach them, advertising must be mobile
friendly and channeled through social media,
conveying socially responsible brand messages
over capitalistic promotional jargon. “Personal
development” and “global impact” trumps “life-
style.” Millennials want to know how playing
music empowers them to influence the world.

Playing instruments and writing music remain essential to per-
sonal and cultural development. In-store lessons now compete with
a navigable online video lesson smorgasbord, which local teachers
must recognize as a resource. Posting their own store branded videos

doubles as essential marketing,
and they can also create lesson
plans using available clips from
highly regarded players. Yester-
day’s page numbers are today’s
clickable links.

In-person weekly lessons can
become monthly, adding Skype ses-
sions in between. Baby boomer par-
ents working long hours will also
appreciate the flexibility and time
saved. This way, one can follow
customers into their living rooms
and increase overall engagement.

The most effective way to
attract millennial customers is
to hire millennial employees.
The silent generation worked
hard to support their families.
Baby boomers work long hours
to advance their careers. Mil-
lennials work comfortably and
view going to work as a results-
oriented endeavor rather than
a location-based or punch-clock
activity. They work 24/7 when
motivated by a larger vision and
will constantly promote their ac-
tivities on behalf of your brand
to peers around the corner and
across the globe. While consumers
often use stores to browse and
then close deals with competitors
online, that is less likely if their
“friend” is on the other end of
the transaction. Mi

Ravi Hutheesing is a popular motivational
speaker, pilot and musician helping various
industries as well as the Department of
State prepare for the future. Learn more at
RaviUnites.com.
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FROM THE TOP

FRED GRETSCH | GRETSCH

HOW DO YOU START YOUR DAY2

Because this is my 51st year in the business, my wife —
who works with me every day at the company and has for
36 years — often reminds me of a simple question: how long
do we have? It's already incredible that we've worked in the
business for this long, and | want to continue, so | start the
day by taking care of my health. As I've gotten older, I've
realized that getting litfle sleep wasn't a formula for lasting
much longer, so | work on getting a good night's rest. | exer-
cise six days a week for an hour, including treadmill, weights
and stretching. After a real breakfast, | arrive at the office by
9:30, give or take, and | may be at it, fullilt, until seven in
the evening. | am a practicing Catholic, so | also start the day
by saying my morning prayers.

CAN YOU DESCRIBE YOUR MANAGEMENT STYLE?

| have an owner’s perspective, but I'm a hands-on man-
ager. You can't run a business without being very involved in
it. | tend to be brief and to the point.

TO YOU, WHAT MAKES GRETSCH INSTRUMENTS
UNIQUE?

There are three things — sound, feel and appearance. All
of those contribute to the very nature of the involvement of
these products in the soundtrack of our lives, over so many
generations from the Greatest Generation to the millennial
generation. Their ability to contribute to so many different
genres over such a long period of time makes them unique.

WHAT ARE SOME OF THE CHALLENGES OF
RUNNING A COMPANY WITH SUCH A STRONG
FAMILY LEGACY2

One challenge certainly is maintaining continuity in our
products over a long period of time in a world that is con-
stantly changing. | like looking at our latest guitar catalogs
and seeing the Chet Atkins model guitar, which was first in-
troduced in 1954 and is still in high demand today, as well
as adaptations of earlier Gretsch designs that | personally
made when | was involved in product design in the ‘90s. On
the drum side, maintaining the Gretsch sound is important.
As glues, plastics and metals have changed over the years,
it's required us to work harder to come up with equivalents
that will produce the same tone and feel and have the same
look of what we did 50 or 60 years ago. We still innovate
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with our drums, but a drum is a prefty basic instrument. The
innovations tend to be in the worlds of colors, finishes and
metal parts.

COMPANY-WIDE, HOW DO YOU APPROACH THAT
CHALLENGE OF CONTINUITY2

| started in the summer of 1958 working parttime in the
factory in Brooklyn. Being a student of the industry, I've seen
an incredible amount of change since then, and it's the per-
sonal drive of individual family members that bridges that
gap over time. It's the same drive and continuity that we see
in some refailers over the generations, but it's much more un-
usual on the manufacturing side. It's always a challenge. The
dustbin of the industry is littered with brands that were strong
years ago, but gone today.

BEYOND YOUR GUITARS AND DRUMS, HOW DO
YOUR OTHER BRANDS PLAY INTO YOUR OVERALL
STRATEGY?

We purchased Bigsby from Ted McCarty in 1999. Their
vibrato components are used in so many brands, and we
continue to enjoy running that business. The other brands —
like Leedy drums, Sho-Bud pedal steel guitars — are arrows
in our quiver to be further developed in the future.

IS THERE MUCH SYNERGY BETWEEN THE DRUM
AND GUITAR BRANCHES OF THE BUSINESS?

They're largely independent but, whenever you do get
them together, they're extra cool. There was a picture of the
Rolling Stones on Rolling Stone magazine that went online re-
cently to highlight that this year was the biggest year ever for
sales of tickets to music events. That picture of the Stones had
Gretsch drums with Charlie Watts behind them and Keith
Richards playing a guitar with a Bigsby Vibrato. We looked
at that and said, “That's worldwide distribution in that one
picture.” [Laughs.] It's hard to get any better than that.

HOW WOULD YOU DESCRIBE YOUR CURRENT ROLE
IN THE COMPANY?¢

The Gretsch business today follows a model that | devel-
oped 15 years ago, when we partnered with Kaman in per-
cussion, and 13 years ago with Fender in guitars. At that
point, our goal was — and still remains — to not be the
biggest in the industry, but to partner with the biggest in the
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industry to be the best. Whenever there’s a discussion of the
best drums or guitars, we want the Gretsch name to be on the
tip of the musician’s tongue. So given all of that, my main role
is relationship manager between the Gretsch family and our
partners. That's job number one for me.

CAN YOU ELABORATE ON THOSE PARTNERSHIPS?

It's not @ model where you can look at other companies
in the industry and say, “it's like so-and-so,” because it's a
unique model that I'm pursing on behalf of the Gretsch fam-
ily. We essentially made an agreement with each company
whereby they would do the marketing, manufacturing and
worldwide distribution of our product lines and bring new
product lines forward. It's worked out very well. We have
grown substantially in size, worldwide

wife, and other family members feel in running this business
day in and day out. The music business has been very good
to the music product industry, and very good to the Gretsch
family. We've been given so much that we try o give back
through involvement in Little Kids Rock, my alma mater Elm-
hurst College, Berklee College in Boston, and then the Gretsch
Foundation. It all comes down to enriching lives through par-
ticipation in music.

WHY IS PHILANTHROPY SUCH A BIG PART OF YOUR
COMPANY’S IDENTITY?

When someone gives you something, just as the industry
has given us so much, it's a natural human inclination to give

back.

footprint and depth of product line.

WHEN PARTNERING WITH FENDER
AND KAMAN, WHAT RESPONSIBILI-
TIES DID YOU ABSOLUTELY WANT
TO KEEP UNDER THE GRETSCH
ROOF?

We're all about supporting the partners
and making them as successful as we can.
Obviously, family members that are in-
volved bring a personal family touch that’s

recognized by artists. We couldn’t leave

‘MAINTAINING
FAMILY
INVOLVEMENT IS
A SIGNIFICANT
VALUE FOR THE
BRAND.

WHAT'S ONE OF YOUR LEAST
FAVORITE ASPECTS OF YOUR JOB?
It's gotta be the tendency today for
things to get done silently, by email or
text, without speaking or human interac-
tion in the give and take. Music is not si-
lent. Collaboration is an integral part of
the music composition and performance
process and great work is achieved by
multiple musicians playing in time and in
tune. The same goes for the worldwide

Gretsch team.

that to our partners, nor would we want
to. Maintaining that family involvement is a significant value
for the brand, and it's my personal goal that, 100 years from
now, we'll be doing more of the same.

WITH OTHER COMPANIES HANDLING YOUR
MANUFACTURING WORK, HOW DO YOU INSURE
QUALITY?

We partnered with the best, and quality and customer ser-
vice are stock and trade for the best. You don't stay the best
unless you provide both. The quality of our partners has been
shown over 15 and 30 years, respectively. Of course, we'd
have a bone to pick if the quality slipped — you don't let it
slip in this day and age, especially when you have a growing
business that's doing well, and competitors who will be there
to grab anything that they possibly can.

WHAT'S ONE OF YOUR FAVORITE ASPECTS OF
RUNNING GRETSCH?

The feedback that | get from the worldwide community of
artists who use our instruments, the excitement about the mu-
sic they’re making while playing on Gretsch instruments. It's
amazing fo hear wonderful feedback from artists all around
the world. Another benefit is the personal pride that I, my
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GIVEN YOUR DECADES IN THE INDUSTRY, WHAT
ADVICE COULD YOU OFFER TO UP-AND-COMING
ENTREPRENEURS IN THE MI BUSINESS?

Establish relationships with artists and customers. We're in
a marketplace where consumer contact goes very deep, and
it's networking and building relationships over time that's ab-
solutely going to help you achieve success.

IF YOU WERE NOT RUNNING GRETSCH, WOULD
YOU STILL BE INVOLVED WITH MUSIC?

As | mentioned, my family has a goal of enriching lives
through participation in music. If | wasn’t devoting myself
to making music products, I'd be out there facilitating music
learning programs for all ages, and I'd be working with sup-
portmusic.org, because that's a wonderful connection to so
many music making programs.

IF NOT MUSIC AT ALL, WHAT WOULD YOU BE DOING?

I'm in the fourth generation of an entrepreneurial family in
the United States that's made musical instruments for 132-plus
years. If | was not involved in that, I'd be involved in some
other entrepreneurial endeavor, probably making something
else.
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When Stan and Marianne
Houston saw sales slipping at
their store, Mozart, Einstein &
Me, formerly ABC Music, they
turned to an unusual source for
help —a wooden puppet.

The result? A sales growth of 30
percent and a product mix that
now includes guitars,
ukuleles, greeting cards and
science games




ingerprints on glass windows may annoy some

retailers, but not Stan and Marianne Hous-

ton, owners of Mozart, Einstein & Me. These

fingerprints are left behind by the hundreds

of kids that have stopped and peered in at

the four wooden puppets bouncing up and

down in the windows of the retailer formerly

known as ABC Music. These puppets are called

Wuppers, and believe it or not, they saved

the music retailer when not much else could.

“Only about five percent of the general public is involved in

music of some kind,” said Stan, who operates the two-store

retailer in Benicia and Livermore, California. “So, that meant

that 95 percent of people walking down the street were going,
‘Oh look, a music store, and walking on by.”

By September 2014, Stan and Marianne knew they needed
to make a change. Shortly thereafter, a toy sales rep made a cold
call urging the Houstons to consider stocking the Wuppers. Stan
was open to adding another product category into the music
stores’ mix, especially if it was something that turned on the
right hand side of the brain — the same side music stimulates.
After looking into a few different gifts and games, the Houstons
decided it was time to take a leap of faith.

Today, in addition to guitars, ukuleles, hand percussion, music
lessons and a small band and orchestral rental program, Mozart,
Einstein & Me offers educational games and gifts that promote
science, art and learning, including Newton’s Cradle, boxed sci-
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ence experiments, greeting cards and puzzles.

“The link between music and gifts related to music, the arts and
science is critically important to young families and grandpar-
ents of today,” Marianne said. “It’s a way of growing interest in
music through a ‘back door’ so to speak in an untapped market.”

And while the children and their parents walking by might
not be drawn in by the guitar or ukulele selection at first, once
they see them hanging on the wall, their interest is piqued.

“One of the first things we noticed was moms with strollers
were coming in because they saw the toyishness of it,” Stan said.

“Then they’d look around and see the ukuleles and guitars and

eventually come to the front desk and ask, ‘Do you do lessons?’
And the Wuppers were what drew them in. And that started
the conversation.”

s Stan and Marianne Houston:

CHANGE IS GOOD
Stan said that while the Wuppers nabbed attention right away,
a rise in sales came gradually.

“It took a little time and then all of a sudden, after having the
gifts and games in the store for a while, it started to click,” Stan
said. “We sold 150 of the Wuppers in November and December
[2014] at our Benicia store alone.”

By the end of 2014, the Houstons were seeing 30 percent sales
growth over the previous year.

After witnessing Benicia’s success, the Houstons introduced
the same gifts and games to the Livermore store in January 2015.

“I think we have found a different way to service the customer,”



“WE'VE CAMOUFLAGED THE
RETAIL PART, IN THAT IT IS JUST
A FUN PLACE TO BE AND YOU

JUST MIGHT HAPPEN TO BUY
SOMETHING.”

- Stan Houston

Stan said. “By doing that, we have a different customer, a new
customer. We’ve camouflaged the retail part, in that it is just a
fun place to be and you just might happen to buy something.”

The window display with the moving puppets grabs passerby
attention, which, oftentimes, has converted into residual musicial
instrument sales.

“I would say 20 percent of the time someone [drawn in by the
windows] purchases an instrument,” Stan said. “They were drawn
in by what they saw in the window.”

The stores’ lessson programs have felt a jolt as well.

“What happens even more often is [customers| see that we
sell musical instruments and ask if we do lessons as well,” Stan
added. “We get a lot of retired grandparents coming in asking
about lessons for their grandkids; they want their grandchildren
to be successful. They grew up in a different era, so their values
are inherent there. By the time we finish the conversation they
have their purse on the counter and are looking you square in
the eye and telling you the ages of the kids.”

Today, Mozart, Einstein & Me’s lesson program is flourishing.
The Livermore location alone has about 250 private lesson students
with 12-15 teachers instructing everything from French horn
to voice and piano. As an added bonus, parents and silblings of
lesson students are completely amused with the store’s toys and
games while they wait for a lesson to be over. The retailer even
has an in-store button making machine that kids can use for free.

“They draw on a piece of paper and then put it in the machine
and pull back on the arm and make their own button,” Stan
explained. “Kids love it, parents love it and it’s free.”

EXPANDING THE CUSTOMER BASE

By broadening its product offerings, Mozart, Einstein and Me
has expanded its customer base to include those who are looking
to enhance their brain capacity — be it through the educational

QUALITY BAND
INSTRUMENTS
FROM HUNTER

HUNTER

HNEW YORK

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

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

Fast shipping available from our New York warchouse,

HUNTER MUSICAL INSTRUMENTS

3300 Northern Blvd. Long lsland City, NY 11101
{718)706-0624 W FAX (718)706-0128
www huntermusical.com

WINTER WEAR *:

OF ITEMS FOR EUEP‘:’DNE":‘ HOLIDAY LIS.Tr

100'S

AlMGifts.com
1.800.233.2800
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FROM PUPPETS TO PROFIT

DOING WELL BY DOING GOOD

One of the first things you notice when you walk up to Mozart, Einstein
& Me’s Livermore location is a sign in the window explaining the owners
do not take home any profit from the store. After expenses, all proceeds
go towards a scholarship program for students who can't afford their band
and orchestral instruments as well as school music programs.

“We decided a long time ago that we didn’t really need the money the
store brought in,” Stan said. “We decided to take the money and dump it
back into the school districts or scholarships. So, if you walk into one of
our stores and are interested in one of the scholarships, all you have to
do is show us the front sheet of your 1040, and if there’s not a lot there,
we'll help you out”

Stan said helping the community is payment enough.

“I've had dads sit at the front desk in September when they want to
rent something and just sit there and cry and say, T need to get my son
or daughter into a band class, and I just lost my job. This happened a lot
during the height of the recession. We'll take the charge part of the con-
tract and zero it out.” Ml

games or music.

“Three to four percent of our clientele
are either cancer patients or people that
have some kind of dementia to where they
want to keep some part of their brain active,”
Stan said, adding that recently a woman
recovering from cancer stopped in to donate
her cello because radiation treatments had
made it too difficult for her to play.

“She had had a lot of radiation, and she
said her nerves just weren’t there,” Stan
explained. “She told us, ‘I can bow, but I

just can’t articulate my fingers and feel the
strings. I sold her a trumpet hand exerciser.
Four months later, she came back, threw her
arms around us and said she was playing
the cello again — not great, but her fingers
were there — and she was so glad that she
got that exerciser and that Marianne had
talked her into keeping the cello.”

TAKE THE LEAP
For any retailers that might be thinking
about expanding their product selection,

Pre-Paid Fright

Lighting-Audio-&-Accessory Cases
Become A Dealer Today!

Check Out Our Show Specials!

at only a $125 order!

Make More Profits
With Arriba Cases!

Everything
Needs A Case!

626 330 6100
info@arribacase.com
www.arribacases.com
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Stan advises to go for it.

“Try it. Roll the dice. I think anyone
who is saying to themselves, ‘I’ve got to
do something different, has already made
a leap of faith,” he said. “If some music
store came to me and said, ‘'m thinking
about putting in a small ice cream counter’
I’d say, ‘do it The whole key was to bring
more people into the store.”

Due to the changing landscape of modern-
day retail, Stan said he believes consumers
are used to seeing unusal products next to
each other in a retail environment.

“Macy’s just announced that they are
going to be putting in little Best Buys in
their stores,” he said. “Ace Hardware, you’ll
notice, 10 years ago didn’t sell reading glasses
or jerky and candy. They sell all that stuff
now. So retail is changing.

“I think the mistake that we make as
retailers is we say to ourselves, ‘Damn it,
I went into this business wanting to be the
best guitar shop or the best piano merchant
in my area, and I’'m not going to lose my
focus and that’s what I am going to be’ And
what’s happening is the world has changed.
You’ve got to et out of bed every morning
and actually embrace change. We look at
innovation as the fun part of business.”

While innovation is good, Stan main-
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tains that you should keep your target audience in mind when
adding new products.

“For us, our target is mom,” Stan said. “It will always be mom. Eighty
percent or more of any purchase in retail is done by mom. And we
love that. We think that’s great, but we still have to get her in the store.

“Our strategy is that when mom walks in she won’t see a guy
my age with a Rod Stewart hairdo and leather pants. That’s over.
That train has left the station. So, I wanted this really friendly
atmosphere where she can come and shop.”

MOZART’S FUTURE

In addition to the product turnaround, the Houstons changed
the name of their store to Mozart, Einstein & Me from ABC
Music — the original name of the business which is celebrating Protect What Matters Most.

its 50th anniversary this year. (The Houstons have owned it for You've spent a lifetime perfecting your sound and

the past eight years.) acquiring your most treasured instruments. So why trust
Along with the name change came a new logo and a new website. your prized instruments and gear to inferior stands?
“We wanted to give eve?ythlflg. a I.IGW feel,” Stan said. “The For over 65 years, our premium, German engineered

new store name fell out while driving in the car one day. We were stands have protected musical instruments. No matter

driving along and it just clicked, I said, ‘How about Mozart, Ein- how demanding the environment, our stands deliver,

stein & Me?’ It feels really good, and the customers really like it.”
After seeing the success of the gifts and games mix, Stan would

Premium Quality « Eco-Friendly - 5-Year Warranty
like to continue to branch out by mixing musicial instruments
2\

with other markets, including possibly leather goods.
“I like the idea of taking a store and doing strictly handmade
acoustic instruments and pairing them with handmade leather

K&M KONIG & MEYER
N  Stands For Music

goods — some.thing. like a men’s store,” Stan said. “Really nice km-america.com
cigars, really nice wines, leather goods and then these handmade S :

. Th d fferi h h .. LIS Distribution by Connolly Music
guitars. [ e product o erlngs] ave to have some continuity. (800) 644-5268 | connollymusic.com

They have to have chemistry.” Ml
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Mozart, Einstein & Me’s Livermore, California, showroom was remodeled at the beginning of the 2015
coinciding with that location’s product turnaround. The 2,000-square-foot store features a wide variety
of stringed instruments, amps and B&O, alongside greeting cards, music boxes, and educational toys,
games, and puzzles. Here’s a glance at the showroom:

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

ACOUSTIC WALL

The store’s guitar selection is located on the main

The centrally located
toy and game table
features a lot of the

products Mozart, Ein-
stein & Me sells, open
and ready for children
to play with. “Now,
we have more moms
hanging at the store,

sitting here playing a

game with one child,

while the other one is
taking a lesson. Kids
are tugging at their
moms asking, ‘Can
we please go into the
store?””

o

| wall to the right of the front door. The retailer stocks
Yamaha, Cordoba, Ventura and LAG guitars along
with Blackstar amps and a wide selection of ukuleles

| and guitar straps.
vVew

The Livermore
location features 10
lesson rooms for
instruction on everth-
ing from guitar to
French horn to voice.
“When we remodeled
we created more
lesson rooms and
shrunk the retail floor
a little bit, but it cre-
ated a more intimate
setting,” Stan said.

-

oA A

THE WUPPERS

These small, wooden puppets designed in Germany,
bounce up and down in the window grabbing passer-by
attention. They are connected to a motor that keeps them
continually moving.
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GET A
OM6 FROM AUDIX
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Retail value; $239

Ihe most versatile miking solution for choirs,

orchestras, drama and speaker presentations

« Scalable system features a selection of pick-up patterns,
output levels and frequency responses ensuring exceptional
soung guality

+ Carbon fiber boom arms available in 24, 50 and 84 inch lengths

« Low profile design so your chair is sean, not the mics

« Attaches to any standard microphone stand

. Considered by many to be the finest dynamic vacal mic ever made

. night and uniformly controlled hypercardioid polar pattern effectively
iIsolates vocals

. Dynamic vocal microphone used for live performances, studio and

broadcast applications

. Broad freguency response, full-bodied and articulate sound reproduction

The MicroBoom™ and OM6 from Audix—

ound your best with the mics that make it happen
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LAST-MINUTE STOCKING GUIDE

%\ Yamaha GCT1 Guitar Tuner

ANTHONY MANTOVA, OWNER

Mantova’s Two Street Music
Eureka, California

“The number one, most important product BN
in our store is the Yamaha GCT1 tuner. | actu-
ally told Yamaha, ‘If you guys ever stop making
this, let me know because I'll buy every single
one. People love them. There’s plenty of options at the
$30 price point, but the GCT1 tuner just cuts through and *
presents a better, easier to use product than the others. | pay
half the year’s rent with this Yamaha tuner. It’s the most important
product they make. Whenever | sell it, if | had the flexibility, I'd do
somersaults. | sell at least 1-3 a day.”

ROBERT CHRISTIE, PRESIDENT
A&G Central Music
Madison Heights, Michigan

“Pro Mark’s Cool Rods are a great gift for any drummer. When
it comes to creating a different sound, or a quieter practice option,
Cool Rods are perfect. And, you can never have enough pairs.

“Capos — we like Kyser and Shubb. Every holiday sing- .
along means quick key changes, and what’s quicker than Z
acapo? It's an essential accessory in every guitar case.

“Mollard Conducting Batons and baton
cases are fast movers at holiday time. Par-
ents and students buy them for their
band directors, choir directors and
each other. Stock some unusual
looking ones, they seem to
sell the fastest!”

)

Promark C-RODS




RETAILERS SHARE THEIR MUST-STOCK
GEAR FOR THE HOLIDAY SEASON

KEVIN CROSSETT, OWNER

Guitar Sam Vermont
Montpelier, Vermont

“Effect pedals are a great item that literally fit in stockings. The new lines of
mini pedals - a lot of them being in the $100 range - are really exciting. As far as
minis go, TC Electronics has a great series of those, as well as the full-sized effect
pedals. Many of their mini pedals are right around the $99 range. They're great quality.
They are a must have, must-stock type of item. [The] Ditto Looper hasn't even come
close to slowing down in popularity.

“One brand that we stock as much as we can is Legacy Straps. They're based in
Pennsylvania, and the straps are all U.S. made. They do a lot of 2-inch cotton straps :’
that are tie-dyed. They also do a lot of the solid colored straps. Nice quality strap, X
nice quality end. They also have some with metal studs on them, plus a number ﬂ_‘
of different designer types of straps, including cowboy and the religious themes.
They options are endlesss. They do a great job. [They have] a wide catalog of
different design options and pretty reasonably priced considering that they are
made in the United States.”

o
&
7 5
¥

i

TC Electronjc Ditto Looper

LESLIE FALTIN, CO-OWNER
Instrumental Music Center
Tuscon, Arizona

“We just picked up TC Electronic’s PolyTune Clip-on
Tuner. It’s really cool. It's just like the Poly Tune Pedal,
but it is a clip-on tuner now. You can strum all of your
strings, and it will tell you which strings are flat and sharp.
Then you can focus on just one string, and it knows to
focus on that string and give you a normal, chromatic
tuner read out. It’s really smart.

“We've been getting some of the pTrumpets in from
Conn-Selmer. They're really great. It's a fun thing to get
a band kid. They have white, blue, red, black — all kinds
of colors available and they’re pretty awesome.

“Probably our best selling amp this year is the ID
Core 10 series from Blackstar. They street for like $99.
The series has innovative features and big tone. It has
big speaker separation sound even though it’s this little
practice amp. It’s really cool — we've sold tons of them.”

Blackstar ID Core
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LAST-MINUTE
STOCKING

A GREAT GIFT
FORFOURTH DUARTER SALES

HAL LEONARD MANDOLIN umnm K

This pack includes
everything you
need to play the
mandolin todayl
A high-guality
mandalin
Padded case
Mandolin
Mathod Book 1
book/CD
Mandolin
Scale Fnder
Mandolin
Chord Finder

Play Mandalin
Today DVD

Call the Hal Leonard E-Z Order Ling
at 800-554-0626 o1
visit halleunard [:umfdealers
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Every cable is hand made in the USA and
comes with a lifetime warranty.
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“If you want quality, refiab:hlyand tone,
checkout Conquest Cables.”
Bryan Basseti - Foghal

“An undeniable audible improvement.”
Matt Malley, Counting Crows,
Mnlieyable Records

KEVIN DAMM, OWNER

Damm Music Center
Wichita, Kansas.

“We are still riding the
uke wave, and the Amahi
UK120S Soprano Ukulele
has the bang for your buck
my customers are looking
for. It's what | call a win/win/
win. Awin for my customers,
my store and the supplier.”

IMUSAIC

Join the Cunquest family and
become a dealer today!

BOD-323-T6T
www.conguestsound.com
Facebook - Conguest Sound Cables
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CGP-700

COMPACT GRAND PIANO"

m@,ﬁng_sﬁtem
: <—’ = jl 1';-"'~_:
\" .‘.'_-_._.: '

6 SPEAKER
SOUND SYSTEM

COLOR TOUCH

“A Rock Solid Setup Leads To INTERFACE

A Rock Solid Performance”

are the adhesive &
Velcro free effect pedal mounting
system. Setup once with
and always be ready to play.

Show Up,Plug In, Play

PEDALBOARDSUPPLIES. COM

ﬂ?ﬁ!ﬁgﬁ jot

ewtytﬁfng musical

Fits over
virtually all
drumset and
concert sticks!

viC FIRT

THE PERFEC AlR"

S WING

www.stringswing.com

BLACK

M50x

Professional Monitar Headphones

audio-technica

Toureoy Prewe

NEW in BREEZY RIDGE

in 3 NEW SHAPES!

DESIGNED BY PLAYERS
EOR PLAYERS!

...5lip from one string to another
with an increase in speed and ease
I could only previously get with
tortoise. It also seems to make the
guitar sound warmer.” LR.

BREEZY RIDGE Instruments Lid.
John Pearse Strings

610.691.3302 info@jpstrings.com
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GEAREE
GUITARS, AMPS 8 ACCESSOR.

WALRUS AUDIO

\..

= Walrus has unveiled the Bellwether analog
delay, a bucket brigade delay pedal with
tap tempo. Featuring analog circuitry
and up to 1,000 milliseconds of lush
delays, the Bellwether can achieve
the warm saturated sounds found in
delays like the Maxon AD999 and the
BOSS DM-2, plus an analog chorus
engine lets players manipulate the
depth and rate of the chorus effect.
{walrusaudio.com}

SCHECTER

Schecter’s Sultan features a Candy
Red Alder body, four-bolt Birdseye
Maple neck and fingerboard, 21 Jes-
car premium german silver frets, dual
graphite neck reinforcement rods, a
Schecter vintage bridge and vintage
staggered tuners. The Sultan also
comes loaded with Schecter’s hand-
made Monstertone or Sultan pickups
and is equipped with a three-way
mini toggle pickup switching system
providing over 30 tonal options.
{schecterguitars.com}
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ROLAND

Roland’s JC-40 Jazz Chorus guitar amplifier is
a 40-watt stereo amp featuring Roland’s “JC
clean” tone and signature Dimensional Space
Chorus effect. The JC-40 also includes evolved
features for modern players, such as enhanced
onboard effects and a front-panel stereo

input for stereo pedals, multi-effects and amp
modelers. First introduced in 1975, the Jazz
Chorus series has earned iconic status among pro
players as the benchmark in clean guitar tone, and the JC-
40’s release commemorates the series’ 40th anniversary.
{roland.com}
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YAMAHA
ECO-FRIENDLY CASES

Yamaha has debuted its first line of
100-percent certified eco-friendly

guitar and bass cases and gig
bags, specifically designed
to fit all Yamaha guitars and
basses. Suppliers and facto-
ries are required to submit
certification that these new
accessories comply with

the strictest global stan-
dards regarding materials
and glues. {yamaha.com}

VINTAGE

Vintage guitars has released
its first 7-string model, the
V7HTBB. The V7HTBB fea-
tures an Eastern Poplar body,
Maple triple-laminate neck and
through-body stringing for en-
hanced sustain, plus a Wilkin-
son Tune-O-Matic bridge and
Wilkinson PHS7 double-coil
pickups calibrated to capture
powerful riffs, pinch harmonics
and everything in between.
{ihs.co.uk}
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GEAR P2
GUITARS, AMPS & ACCESSORIES
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WEBER

Weber’s Octar is an
octave mandolin on an arch
top guitar body. Featuring
eight strings tuned in octave
pairs, a 23 V2-inch scale, a
15-inch bottom bout and a
4-inch deep body, the Octar
delivers a big body sound
that’s rounder and throatier
than any mandolin fam-

ily instruments, making it a
fitting choice for any genre,
from folky ballads to Celtic
music, and even bluegrass.
{webermandolins.com}
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WARWICK

Warwick has introduced the LWA 500 “Little
Big Amp.” The LWA 500 combines versatile
tone-shaping with state-of-the-art lightweight
design. Weighing in at just under 2%z pounds
with 500 clean watts at 4 Ohms (250 watts

at 8 Ohms), the LWA 500 is a relatively light
500-watt amp, packaged in a half-rack sized

rugged aluminum chassis that fits comfortably
in just about any gig bag pocket or backpack.

{warwick.de}
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FHONES

IT'S TUNING
CATS & DOGS!

o

After “ ‘ O years

still the best! o he latest Charactune® tuners

rom each sale will go o a fund
v feniks and their familas
info@shubb.com = www.shubb.com M -::“, IMS TECHNOLOGIES, LLC

707-843-4068 L UviS) www.imstechnologies.net
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TED WEBER SPEAKERS

Ted Weber’s Ceramic Gray Wolf is a 12-inch
speaker designed for aggressive playing. Whether
clean, overdriven or heavily distorted, the Gray
Wolf has plenty of bite and edge without sound-

ing harsh. This speaker was originally categorized
in Ted Weber’s British Series, but its aggressive
nature spawned an entirely new series designed
for metalheads: Ted Weber’s TONECVLT Series.

{tedweber.com}
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ALFRED

Alfred Music has debuted
the official album-matching
guitar TAB songbook to
coincide with the release
of Hansard’s second solo
effort, Didn’t He Ramble.
Expanding on Hansard’s
brand of rootsy, vulnerable,
but incisive songwriting,
Didn’t He Ramble includes
sheet music for all 10
songs on the record, in gui-
tar TAB transcriptions, plus
a lyric-only bonus section.
{alfred.com}

LOOKING FOR
AMERICAN-MADE ADD-ONS?
DON'T FRET.

The Kyser® Quick-Change
is 100% made in the USA.

‘Cuaranteed for life.
www. kysermusical.com

0000

KYSER® MUSICAL PRODUCTS

L=

MUADHE TH LA

KYSER HANDLES IT" —
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GEAR

YAMAHA

Yamaha’s DXS18 powered subwoofer delivers
the highest output level of the DXS series as
well as the lowest frequency range capability.
The DXS18 offers improved cabinet construc-
tion, DSP processing, protection functions
and crossover control. Powered by a 1020
Watt Class-D amplifier, the DXS18 houses

an 18-inch woofer with a durable 4-inch

voice coil in a sturdy plywood enclosure.
{yamaha.com}
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AUDIO-TECHNICA

Audio-Technica has released the AT2020USBi
cardioid condenser USB microphone featuring
iOS compatibility. Modeled after the AT2020, this
digital output mic features an A/D converter to
deliver high-resolution articulation and intel-
ligibility that’s ideal for home studio recording,
field recording, podcasting and voiceover use.
{audio-technica.com}
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ADD-ON SPOTLIGHT

HERCULES STANDS
DG400BB LAPTOP STAND
Hercules Stands’ DG400BB laptop
stand features extra rear legs to
provide worry-free support for
a laptop up to 22 pounds, ad-
justable height and angle set-
tings for precise positioning,
and a one-piece design for
quick and easy set up. The
DG400BB folds flat and
comes with a carry bag for
easy transportation with a
laptop and other equip-
ment. {herculesstands.com}

NADY

Nady Systems has introduced two 100-chan-
nel UHF wireless systems, the U-1100 for
use with a single transmitter, and the U-2100
for use with two transmitters simultaneously.
These high-performance systems offer easy
set up and operation with either automatic
AutoScan or manual open-frequency selec-
tion. The U-1100/2100 systems offer PLL
UHF performance with 120 decibel dy-
namic range and operation up to 500 feet.
{nady.com}
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GEAR

AUDIO & RECORDING

BAE AUDIO

1073 ‘ANNIVERSARY EDITION’

BAE Audio is offering a special 1073 microphone
preamplifier “Anniversary Edition” of both 1073
modules and rack mounts, featuring a com-
memorative badge on the faceplate recognizing
15 years of the 1073. Known for its glisten-

ing, lush sonic character, BAE Audio initiated
the “rebirth” of the 1073 in 2000 by sourcing
authentic components and rebuilding it ac-
cording to the original 1073’s specifications.
{baeaudio.com}
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CAD AUDIO
STAGEPASS IEM SYSTEM

CAD Audio has debuted its
StagePass IEM Stereo wireless
in-ear monitor system. The Stage-
Pass IEM Series features stereo
operation, which enables discrete
signals to be transmitted to the
right or left channels for enhanced
monitoring capability, plus CAD
MEB?2 TruPitch balanced arma-
ture monitor earbuds with EasyFit
silicon molds for a custom fit.
{cadaudio.com}
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UNIVERSAL AUDIO

Universal Audio has released the Apollo
Twin USB high-resolution desktop interface
with real-time UAD processing for Windows-
based recording systems using USB 3. With
its ergonomic desktop design, rugged
aluminum construction and front panel
headphone and instrument connec-

tions, Apollo Twin USB lets Win-
dows 8.1 and Windows 7 users
record in real time (at near-zero
latency) through the full range

of UAD powered plug-ins.
{uaudio.com}
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TIBO Electronics has unveiled the
Plus series of Bluetooth speakers.
These active speaker systems use
the latest Bluetooth 4.0 technology alongside
the aptX codec, combining quality audio

with reliable connectivity. The Plus range can
also be connected to other sound sources
via digital optical (Toslink), AUX (RCA) and
analog 3.5-millimeter inputs, as well as
offering a USB port allowing smartphones
and tablets to be charged during use.
{tibo-electronics.com}
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GEARPL

DRUMS & PERCUSSION [

TAMA
SUPERSTAR CLASSIC
Tama has added a new finish to
its Superstar Classic line, along
with a limited edition version of

a new “classic rock” configura-
tion. All Superstar Classic sets
feature thin maple shells, along
with low-mass single lugs and
the Star-Mount tom mounting
system. The limited edition “Clas-
sic Rock” configuration offers a
thunderous low-end, courtesy

of a 26-inch bass drum and is
available exclusively in a Bright
Orange Sparkle finish.
{tama.com}
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A SABIAN

T RL, Sabian has remastered
x - o its HH line of cymbals,

’ J i ,’h L applying more hand ham-
- A mering with a renewed

= focus on HH cymbal pro-

f files. The renewed focus

N means HH crashes sound
3 thinner and more musical,
rides are more traditional

and complex, and hats

deliver faster responses

and warmer tone. And as a

bonus, Sabian has added O-

Zone crashes and X-Celerator

hats to the HH line as well.

{sabian.com}

.
e0ecccccccccccce

ADD-ON SPOTLIGHT

ZILDJIAN
HD HEARING PROTECTION
Zildjian has introduced HD
Hearing Protection by Ear-
Peace. Zildjian HD Hearing
Protection is a versatile
universal fit earplug that
turns down the volume
without distorting the
sound. Each pair is virtu-
ally invisible in your ear
and was built to pro-
vide clear and crisp
sound clarity while
protecting your

ears with maximum
comfort. {zildjian.com}

BASS PLATE

Bass Plate’s bass drum pedal dock is designed
to quickly, easily and securely improve bass drum
sound and performance. The device attaches
to any bass drum and restores the balance and
fullness of the drum’s sound by removing the
bass drum pedal from the bass drum hoop,
distributing the weight of the drum more evenly
and suspending it slightly off the ground.
{bass-plate.com}
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GEAR

DRUMS & PERCUSSION

OVERTONE LABS

Overtone Labs has introduced the Tune-Bot Gig,
a fast and easy way to tune acoustic drums. A
simplified version of the original Tune-Bot, the
Tune-Bot Gig features a single button that lets
players toggle through the modes while matching
lug pitch or tuning a note. The Gig features a large
LCD display and is optimized for ease of use.
{pearldrum.com}
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VIC FIRTH

To celebrate Steve Gadd’s 70th birthday, Vic
Firth has released the limited edition Gadd Padd.
The Gadd Padd features a 3/16-inch thick black
silicone rubber pad, mounted to a round 8-inch
sturdy wooden base. This single-sided pad fea-
tures a non-skid rubber base and is decorated
with the special commemorative 70th birthday
logo. Built to Steve’s desired specifications, this
pad travels easily for the player on the go.
{vicfirth.com}
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AIRTURN

AirTurn’s TAP BT-1 pairs AirTurn’s
TAP Bluetooth wireless transceiver
with the Roland BT-1 Bar Trig-

ger Pad for a reliable interface to
tablets and computers. With the
tap of a drumstick, drummers

and other active percussionists
can manage drum tabs, lyrics and
set lists, queue a metronome, or
start and stop backing tracks.
{airturn.com}
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GEAR

P. MAURIAT

LE BRAVO 200S

P. Mauriat has debuted the Le Bravo 200S
Soprano saxophone, which completes the
Le Bravo range of intermediate saxophones.
The Le Bravo 200S comes with both a
straight neck and a curved neck and fea-
tures a yellow brass body with yellow brass
keys to produce a consistently warm and
centered tone. The 200S also features pearl
key touches and leather pads with metal
resonators for an ideal playing experience.
{pmauriatmusic.com}

KING

LEGEND SERIES

King has updated its professional
trombone Legend series with ornate
vintage-style engraving, plus the re-
turn of its classic three-piece engraved
counterweight. Available in 2B, 3B and
4B models, with bore sizes ranging
from .481 inches to .547, players can
choose between a standard or light-
weight slide, as well as a yellow brass,
Sterling silver or gold/bronze bell.
{conn-selmer.com}

s MANHASSET
CLEAR DESK
SYMPHONY STAND
Manhasset’s Clear
Desk Symphony
music stand is
designed for maximum
visibility of both the
musician and the music
director. The desk is con-
structed of polycarbon-
ate sheet plastic, which
is as clear as glass and

is 250 times more resis-
tant to breakage than
glass. The shaft features
Manhasset’s Magic Fin-
ger clutch and Symphony
base for dependable

use and performance.
{manhasset-specialty.com}
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STRAVARI

MINI ROSINS

Stravari has launched its Mini Rosin line,
which use the same premium quality rosins
and functional packaging as Stravari’s
traditional size, now in a smaller package.
Stravari’s Old Master and Artista rosins are
handmade with premium ingredients, but
the Mini Rosins now make these top-shelf
products available at a more affordable
price point than that of the traditional size.
{stravari.com}

.
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GEAR

KORG

Korg’s Pa4X Professional Arranger
features Korg’s advanced EDS-X
sound engine and comes complete
with over 1,800 ready-to-
play sounds. This collection
offers classic and contem-
porary keyboards, band
and orchestral instruments,
plus electronic and acoustic
instruments. Both the Pa4X
76 and Pa4X 61 feature a
naturally-responsive and
semi-weighted keyboard
that provides velocity and
aftertouch sensitivity.
{korg.com}

ROLAND

Roland has introduced the E-A7
Expandable Arranger, a full-featured,
versatile arranger keyboard packed
with over 1,500 sounds spanning a
variety of musical genres. Weighing in
at just under 18 pounds, this power-
ful yet compact 61-note keyboard
reduces the amount of equipment
needed to play a successful gig.
{roland.com}
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. ' AIM GIFTS
_ 1 \ HOLIDAY ORNAMENTS
3\ : e - ’ Enjoy a cup of eggnog with AIM Gifts’ new
gh‘ﬁ;- ) — L . ; Mason Jar Mug while looking at its new line
? f} d \ - J{'P, of acrylic ornaments that say “Happy Holi-
_ - ‘. - ‘ \5 days” to any music lover. AIM has hundreds
T 3 of music designed holiday ornaments and

A

gifts, and thousands of music gift acces-
sories that are sure to make your cash reg-
ister ring this holiday season. {aimgifts.com}
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Piano Manufacturers
Association International
& the National Piano
Foundation

- www.PianoNet.com is your comprehensive guide to
everything about pianos - their history, noted artists,
pianos in the news and more. The piano may be 300
years young, but there’s always more to learn about
everyone’s favorite instrument!

- Join PMAI as a manufacturer and participate in all this
plus an industry statistics program.

- Join PMAI as a retailer and join the NPF/PMAI dedler network!

- National Piano Foundation - promoting the benefits of « s
music education through the piano and RMM!

- Shipment statistics

- Major market statistics

- Partnership with Music Teachers National Association
and RMM Outreach

- Retailer & Manufacturer Code of Ethics M

P I A N O
MANUFACTURERS

ASSOCIATION

INTERNATIONAL

__j@ww.pianonet.cqm; f




GEAR

MARQ LIGHTING

Marg’s GestureBeam 400 projects a
crisp, tight beam for precise aerial
effects and also offers a search-
light feature with stand alone sky-
scanning mode. Four slave modes
create complex auto programs
without a DMX controller and the full
color menu conveys all the essential
information quickly and clearly.
{marqlighting.com}
Numark’s TT250USB is a profes-
sececes sional direct-drive turntable suited to
heavy-duty DJ and music playback duties.
Its quartz-controlled direct-drive motor deliv-
ers speed accuracy and its high torque mo-
tor provides the ideal amount of resistance
and feel. The TT250USB also converts analog
records to digital files via the USB connection.
{numark.com}

NUMARK

eccccce
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PIONEER DJ
HDJ-1500
Pioneer DJ has added a gold model
to its HDJ-1500 series headphones.
The HDJ-1500 series headphones’
50-millimeter drivers deliver deep
bass notes and clear mid to

low frequencies. The HDJ-1500
series also feature low-resilience
urethane memory foam ear pads
and a replaceable cable, plus

a lightweight magnesium alloy
headband and hinges. {pioneeredj.com}
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MARKETPLACE

X To reserve or for rates call Pete Fenech at (630) 941-2030, ext 119 or email petef@musicincmag.com. We accept checks and all major credit cards.

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

World’s Largest Manufacturer of
Quality Band Instrument Repair Tools

Pads, corks and many other supplies
also available

Contact us today to place an order
Ph:B00-253-2261/269-965-0511
Fax:269-965-7719
E:ferreestools(aaol.com

www.ferreestools.com
See our website for our catalog and
up to date price lists!!

¥

Conlact us for a
FREE printed
calnlog

Tech (hicstons
repmripsiE aol com

Findd s on

Facebook
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WE BUY

 Guitars
» Mandolins -
Banjos * Ukes
From all known
makers, especially
GIBSON « VEGA
MARTIN « FENDER
Elderly Instruments
1100 N. Washington
Lansing, M1 48906
(517) 372-7880 x102
swerbin@elderly.com
www.elderly.com
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Beautiful Rolltop Desks
& Presentation Furniture

for all your Audio-Video Eqmpmen
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www.pmwoodwind.com

m 847-869-7049

woodw:nd

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

Make Money Renting Band Instruments

* Band and Orchestra Rentals

e = New and Like New Educator-Approved Brand Name Instruments
* Personalized Rent-To-Own Program

* No Franchise Fee or Inventory Investment

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

Our Business Is Growing Your Business!

$
Start Your Rental Business Out On The Right Note!
For more information call (908)790-0400

www.kandsmusic.com
61 Industrial Rd. Berkeley Heights, NJ 07922




Meisel

ACCESSORIES LLC

No fees, shipping charges or chargebacks.
You set the rental rates,
You take the profits on step-up instruments.
We pay for all repairs.
We carry only top brands. . .
You may quit at any time without penalty. 1.800.531.6123
Your area is protected—we don’t operate retail stores. S £ o
We pay our commissions on time, every time.

Meisel

BEEEUROHIET LLE

MagMount” MM-10

WILL 5SIMMONDS AT EXT. 105 UIHFHSIHIII]'TIIII'

1.800.531.6123
; :

Make Money Renting
School Band & Orchestra
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Bob Saied

Saied Music
Tulsa, Oklahoma
host dinner at my home for the
employees and their spouses. I'll
host anywhere from 40 to 50 people.
We sometimes have part of it catered,
and sometimes | fix part of it. There’s
a tradition that we have cabbage
rolls because I’'m Lebanese, but |
don’t make those. We have them
brought in from a local restaurant, and
we’ve done that for 20-plus years.
That’s always one of our specials
that we have every Christmas.

Then we have a talent show and
are always amazed to hear one of
our fellow employees sing or play the
piano or saxophone. Sometimes we
have people singing, and sometimes
we have people play piano and guitar.
Some of them are good, some are
funny, and some are surprising. It’'s
always amazing what we see. We
rarely get to witness that during busy
time at the store, so it’s fun to see
it in a relaxed casual atmosphere.

We also started a personalized
Christmas tree in our headquarters
store. Each year each employee signs
their name and dates an ornament. It
is fun to look back over the years by
reading the different ornaments.

>>

Pete Ellman
Ellman’s Music
Naperville, Illinois

amaha does a “Step Up To Ya-

maha Sale,” and we’ll participate
in that. We’ve done similar things with
Conn-Selmer. And that’s a seasonal
sale that happens to be around the
holidays. We also get a bunch of
Christmas stuff from Hal Leonard.

As far as in-store stuff, we have
a bunch of posters that are musi-
cal in them, but we wrap them
with paper for the holidays.

There’s a Grinch promotion we do
that’s through IndieBound-Naperville
[a local organization of independent
merchants in Naperville, Illinois].
We’ll have a little cardboard im-
age of the Grinch, and kids have to
come find him in our store. Usually
they have to find 12, and they get a
certificate saying that they found the
Grinch at such-and-such store. And
then they turn them in at [the local
bookstore] and qualify for a grand
prize. It’s a cross-promotion with
other independent stores in the area.
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How does your
store celebrate the
holiday season?

My mom, who was the

previous owner, she
loved Christmas. It was
her absolute favortite. She
passed away on Christmas
morning. So, now we kind
of make it more of a big deal
to not just honor Christmas,
but honor her as well.

We decorate the store
to the nines, and also we
have done a giving tree. We
work with a couple differ-
ent local non-profits and
charities that have music
programs for the children
with families in less-fortu-
nate financial situations.
We have a giving tree where
folks can donate, or they
take an ornament off of
it, which might be a vio-
lin rental for a month, or
a pair of maracas.

Sometimes when I go to
Target, they’ll say, “Would
you like to donate a dollar
to St. Jude?” This is kind of
our version of that. One is an
El Sistema program, which
is worldwide, and the other
one is the city mission, which
started a string program sev-
eral years ago that we were
an integral part of. So, when
people are checking out, we
ask, “Would you like to do-
nate anything to the city mis-
sion music program; Or, do
you want to grab an item off
of the tree?”

There were eight orna-
ments we made, and on
each one it will say, “$5
buys them a metronome,”
and “$20 buys them a pri-
vate lesson,” and “$100
buys them a violin.” People

are able to choose based on
different price points. And
some people will just say,
“Oh yeah, round up my
purchase,” so it’s $0.97, but
other people have donated
up to $250. It’s really neat
because they’re already in
the store, and they’re buying
something for a musician in
their family or a friend, but
they’re also sharing that gift
with another musician who’s
less fortunate than them.

That’s what the holi-
days are all about. And I
think we’re all very blessed,
and we have more than we
could ever need, but not
everybody does. And if we
can give that joy through
music somehow, that’s what
I want us to do at Christ-
mastime. Ml
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