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Survey 
Customer Service Required: Savvy 
Salespeople Drive Purchases of 
Drums & Percussion Cases 10
It stands to reason that products 
related to live performance – such 
as protective cases and bags – have 
taken a hit in the past many months, 
but as venues reopen, dealers are 
optimistic for a return to form in this 
market segment. Moreover, we are 
reminded that certain types of gear 
require assertive and creative sales 
tactics.

Market Profile 
Metro NYC: Chasing Dreams in the 
City that Never Sleeps 14
We touch base with a number of 
suppliers and retailers based in the 
New York City area to learn of the 
upsides and challenges inherent in 
operating in the Big Apple.

Then & Now 
MMR and Partners Look Back on a 
Half Century 20
A handful of MMR advertisers take a 
lighthearted look back half a century 
and brie�y comment on their own 
companies’ evolution, as well as their 
longstanding partnership with this 
publication.
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headlines

Universal Audio  (UA) has an-
nounced an asset purchase agree-
ment with Townsend Labs Inc., the 
company behind the TEC award-win-
ning Sphere L22 
Microphone  Sys-
tem.

As part of the 
agreement, the 
Sphere L22 mi-
crophone will 
join UA’s indus-
try-leading line of 
audio recording 
products, includ-
ing Apollo inter-
faces and UAD 
Powered PlugIns.

Powered by 
proprietary microphone modeling 
technology, the Sphere L22 mic sys-
tem provides a wide range of highly 
sought-after studio mic sounds with 
amazing accuracy, allowing for audi-
tioning and selection of various mic 
types and polar patterns, even after 
audio has been recorded.

UA has partnered with Townsend 
Labs since 2017, most notably on the 
Ocean Way and Bill Putnam Micro-
phone Model Collections for Sphere 
L22 on the awardwinning UAD and 
Apollo platforms. UA will contin-
ue to support all of the Sphere L22 
system’s current audio platforms, in-
cluding UAD, AAX DSP, AAX Native, 
VST, and AU.

With this agreement, Townsend 
Labs founders Chris Townsend and 
Erik Papp will join the UA team, work-
ing to develop future microphone 
products under the UA brand.

C.F. Martin & Co. Appoints 
Ripsam as New CEO

UA Announces Asset 
Purchase Agreement 
with Townsend Labs

PRS Guitars Announces Virtual ‘Experience PRS 2021’

C.F. Martin & Co. has announced that Thomas Ripsam has been 
appointed the company’s new chief executive offi  cer. Eff ective June 
14, 2021, Ripsam succeeds longtime chairman and CEO, Christian 
Frederick Martin IV, who assumes the role of executive chairman.

An experienced growth strategist and leader, Ripsam has a deep 
passion for companies with a strong heritage and legacy. He is a 
trusted advisor and business partner, having guided numerous 
boards of directors and leadership teams to shape strategies and deliver results. His exper-
tise in strategy development, digital/technology deployment, and continuous improve-
ment will ensure the continued growth of the 188-year-old company.

After 35 years as C.F. Martin & Co. CEO, Chris Martin is stepping into his new leader-
ship role of executive chairman. During his time as CEO,   Martin has guided the company 
through booms and crises, leaving a legacy of growth and manufacturing excellence. This 
transition comes as the company is experiencing unprecedented demand for its products.

“First, I want to thank everyone in the music products business for their support during 
my 35-year career as CEO of my family’s business. What a ride!” said   Martin. “I complete my 
term as NAMM chairman this July at the show in Nashville, and I have been thinking about 
retiring for several years, so this felt like the right time. I look forward to transitioning to the 
role of executive chairman of Martin Guitar where I will continue to be a cheerleader for 
the Martin brand. I am excited to work with Thomas as he gets to know all of us and shares 
the love we all have for the guitar.”

Chris Martin hands the reins to   Ripsam, who, over the course of his 25+ year career, 
fi rst at Booz Allen & Hamilton, and most recently as a partner at PricewaterhouseCoopers, 
took on leadership responsibilities for growing the business, developing service off erings 
and managing teams. He has worked with consumer goods companies, specialty retail-
ers, technology solutions providers, Fortune 50 companies, and family-owned businesses, 
helping to drive pro� table growth, enhancing digital capabilities, improving customer 
experience and engagement, and generating hundreds of millions in incremental value 
for his clients.

An avid guitar player, Ripsam collects fretted instruments and even took a sabbatical in 
2019 to work with a luthier to learn about the process of building acoustic guitars – in the 
style of Martin. He holds an MBA in Strategy & Finance from Columbia Business School and 
a BA in Business Administration and Management from Reutlingen University in Germany 
and Middlesex University in London.

“I have admired Martin guitars since I was a teenager,” said Ripsam. “My fi rst real acous-
tic was a Martin guitar and it has been a close companion to me since. Martin has always 
been an iconic fretted instrument builder and I have a deep appreciation for the com-
pany’s continued focus on quality, craftsmanship, and innovation, as well as its unique 
culture and history. I am honored and humbled to join the Martin family and to carry on 
the legacy of Chris Martin and his predecessors.”

PRS Guitars  will again being hosting 
their  Experience PRS  event virtually for 2021. 
The Experience event, heralded as the Ultimate 
Guitar Festival for Guitarists and Music Lovers, 
will stream live on PRS Guitars YouTube channel 
Thursday, July 8th, 2021 at 7:00 PM EST.

For the 2021 event, PRS is planning several familiar elements, including artist clinics, 
inside looks from the factory fl oor, messages from Paul Reed Smith and PRS employees, 
and the YouTube will be live and staff ed with PRS representatives answering questions 
and joining in the fun.

“Our Experience PRS events are a way to open our doors, throw a great party, and say 
a big thank you to everyone for their support in believing in our products and craftman-
ship,” said Paul Reed Smith. “While we’ll miss seeing everyone in person, this will be a great 
event.”

While the event will premier live on PRS Guitars YouTube channel on Thursday, July 8th, 
it will be available in perpetuity, so fans can watch them anytime.

Sphere L22 microphone
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As President of NASMD, the Board and I are really looking 

forward to hosting our NASMD 2021 Convention 

in conjunction with Summer NAMM in Nashville. 

While so much has changed in the past year, the desire 

to gather as an industry, sharing best ideas and  

practices, has not. Budgets are tight, but connecting 

with NAMM, NASMD members will get a double bang 

for their buck. We’ll still have the wonderful  

opening gala and a full day of sessions with  

special guest speakers. 

Plus, attendees will then have the opportunity 

to explore Nashville and experience

Summer NAMM!

Whitney Brown Grisaffi
President

Ted Brown Music

namm.org/attend

I Believe in Collaboration...
And the people who bring music to the world.



At the time of this writing, the U.S. Fish 
and Wildlife services has advised that on 
July 1, 2021, a wide range of imported 
musical instruments, including drums, 
clarinets, �utes and piccolos, and others 
will be required to �le a Lacey Act import 
declaration. While the industry awaits ad-
ditional information and the �nal e�ective 
date from Animal and Plant Inspection 
Service (APHIS) of the U.S. Department of 
Agriculture (USDA), NAMM Members are 
encouraged to review the latest impact 

and requirements to commercial import-
ers.

Watch the webinar here: www.namm.
org/issues-and-advocacy/public-policy/
namm-compliance-update-expand-
ed-lacey-import

Participants include Jim Goldberg, 
Goldberg & Associates, PLLC, Joe O’Don-
nell, International Wood Products Associ-
ation and Mary Luehrsen, NAMM.

The addition of these instruments fol-
lows the 2008 expansion of the Lacey Act, 
which was expanded to include all plants 
and plant products (including wood), and 
later, the 2010 import declaration require-
ment was made applicable to pianos (in-
cluding player pianos, harpsichords, and 
other stringed keyboard instruments) de-
�ned in Harmonized Tari� Schedule 9201 
and “other stringed instruments” (includ-
ing acoustic guitars, violins, and harps) in 
HTS 9202.

Now, the import declaration require-
ment will be applicable to imported 
products falling within the following HTS 
codes:
• 9205.90.20.00 — wind musical in-

struments, bagpipes
• 9205.90.40.20 — clarinets
• 9205.90.40.60 — �utes and piccolos
• 9205.90.40.80 — other woodwind 

instruments
• 9206.00.20.00 — drums
• 9207.90.00.40 — fretted stringed 

instruments, the sound of which is 
produced or must be ampli�ed elec-
trically.

• 9209.92 — parts and accessories 
for musical instruments (e.g., instru-
ment stands, tuning pins, bows)

• 9209.92.80.80 — parts and accesso-
ries for musical instruments, other

• 9209.99.20.00 — parts and accesso-
ries for bagpipes

• 9209.99.40.40 — parts and accesso-
ries for other woodwind instruments

• 9209.99.80.00 — parts and accesso-
ries for musical instruments, other

Further information on HTS code de-
scriptions can be found at  https://hts.
usitc.gov/current. Musical Instruments 
are found in Chapter 92.

The import declaration form must be 
�led electronically or in paper format by 
the importer, although as a practical mat-
ter, the information required by the form 
must be obtained from the product man-
ufacturer or exporter.

More detailed information on Lacey 
Act requirements can be found at www.
aphis.usda.gov/plant_health/lacey_act
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…THE BEST CAPO MONEY CAN BUY
MUSICRADAR, OCTOBER 2019

...THE PERFORMANCE 3 IS ONE 
OF THE RARE CAPOS THAT MAKES 

ME FORGET I’M EVEN USING A CAPO
WHICH IS KINDA THE POINT, RIGHT?

PREMIER GUITAR MAGAZINE, AUGUST 2019

“

www.G7th.com
KMC Music.  A Division of JAM Industries USA, LLC

Tel: 855-417-8677   E: sales@kmcmusic.com

Davitt & Hanser.  A Division of JAM Industries USA, LLC

Tel: 866-817-3822   E: info@davitthanser.com

For US dealer enquiries:

The Capo Company

Webinar – New Lacey Act Requirements to Impact Wind Instruments, Drums, More
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Dean Guitars Honors Leslie West with 50 Signature Model Guitars
Dean Guitars’ Leslie West Signature 

Model was represented with an incorrect 
image in our June 2021 issue. The correct 
entry, including image, is below:

Dean Guitars is proud to honor friend 
and legend, Leslie West, by handcrafting 
50 Dean USA Leslie West Tattered N Torn 
Thoroughbred TBZ limited edition sig-
nature guitars. Each guitar is masterfully 
distressed by legendary master builder 
John Cruz.

Dean worked directly with West 
throughout the project before his pass-
ing on Dec. 23, 2020. Fifteen guitars were 
hand-signed by West on the back of the 
headstock; the remaining 35 guitars 
have the “LW” insignia on the back of the 
headstock. West said of his new signature 
model, “If I can get excited about a guitar 
when I’m 75 years old, that’s sayin’ some-
thing!”

The Dean USA Leslie West Tattered N 
Torn Thoroughbred TBZ limited edition 
signature guitar features a two-piece ma-
hogany body with a �ame maple arched 
top, an aged Trans Brazilia nitrocellulose 
lacquer �nish with aged brown mahog-

any back and sides, and a classic black 
headstock. The “C”- shape three-piece 
mahogany neck has an ebony fretboard 
with a 12” radius, 22 jumbo frets, a bone 
nut, pearl block fret markers and Grover 
18:1 ratio tuning machines. The body and 
neck have single-ply cream binding. In 
addition, the signature model features a 
USA DMT Leslie West Signature Mountain 
of Tone Distressed Humbucker bridge 
pickup, a USA DMT Nostalgia Distressed 
neck pickup, master volume and tone 
controls with gold speed knobs, a three-
way toggle switch, Tune-o-Matic bridge 
and hardtail tailpiece.

“I remember the �rst time he saw it,” 
said West’s widow, Jenni West. “I opened 
the box and pulled it out, (and) laid it 
on the island of the kitchen. He lit up 
like a fat kid at a chocolate factory. He 
laughed out loud in that big booming 
voice, ‘That’s fucking perfect! Looks torn 
and tattered like me!’ He plugged it into 
his practice amp, cranked up the vol-
ume and played a few bars of ‘Blood of 
the Sun’. That guitar made him smile! He 
said it made his balls rattle. That’s how 

he judged a guitar; if 
the bottom end didn’t 
boom, it just didn’t 
make the cut. He was 
so proud of this model. 
I am too!”

“We are honored 
and humbled to have 
called Leslie ‘friend’” 
said Dean Guitars vice 
president of Products, 
Eric Stewart. “While ‘la-
bor of love’ is overused, 
I can’t think of a better 
phrase to describe how 
everyone at Dean feels about this proj-
ect.”

Hand-signed Dean USA Leslie West 
Tattered N Torn Thoroughbred TBZ gui-
tars include a custom stenciled “Leslie 
West” hard shell case and Certi�cate of 
Authenticity (C.O.A.), and are available for 
$9,999.00; non hand-signed models also 
include the hard-shell case and C.O.A., 
and are available for $5,460.00 at autho-
rized Dean Guitars dealers.

www.deanguitars.com

CORRECTION
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peopleonthemove
DPA Microphones has 

announced the appoint-
ment of Søren Høgsberg 
as executive vice presi-
dent of sales and market-
ing, e�ective immediate-
ly. As a former executive with many of 
Denmark’s leading corporations, Høgs-
berg will call on his global experiences to 
lead DPA in strengthening the coordina-
tion of its sales and marketing initiatives.

A graduate and post-graduate of the 
Aarhus School of Business, Høgsberg 
most recently served as Vice President 
of International Sales at Demant A/S, a 
leading international health care compa-
ny focused on hearing aids, audiological 
equipment and personal communication. 
Høgsberg also previously held senior po-
sitions at Vestas Wind System A/S and GN 
Store Nord A/S, which is among the top 
20 traded companies in Denmark. With 
DPA’s background also rooted in the hear-
ing aid industry, Høgsberg’s knowledge of 
miniature audio devices will prove useful 
in managing DPA’s sales and marketing 
teams in supporting the brand’s valued 
customers.

Høgsberg o�cially joined DPA Micro-
phones on June 1, 2021.

Hal Leonard  has pro-
moted Asa Doyle to chief 
technology o�cer. He will 
oversee the company’s 
wide range of technolo-
gy products and teams. 
These products cover e-commerce, mu-
sic technology, media delivery, internal 
systems, and integrations for existing 
and future initiatives.

In 2018, Hal Leonard acquired Doyle’s 
company Groove3 which produces a 
popular website that includes online tu-
torials for music technology products. In 
addition to overseeing the general oper-
ations of Groove3, Doyle started leading 
several new development initiatives for 
Hal Leonard such as Essential Elements 
Music Class and the expansion of the 
digital books technology that was built 
by Groove3 and powers Hal Leonard Dig-
ital Books.

Before the Hal Leonard acquisition, 
Doyle had experience as an entrepreneur 
being a co-founder and CEO of Groove3, 
with almost 20 years of leveraging tech-
nology to solve problems and deliver 
valuable technology-driven solutions 
supporting musicians. Groove3 began 
delivering online tutorials for musicians, 

producers, and audio engineers as a sub-
scription service years before Net�ix had 
an online streaming service. Based out of 
Austin, TX, Doyle also creates sonically 
responsive and performance-driven vi-
suals for electronic music artists and DJs 
and writes electronic music.

Yamaha  has an-
nounced that it has pro-
moted John Shalhoup to 
the role of vice president 
of sales enablement.

A 23 year veteran of 
Yamaha, Shalhoup was 
previously senior director of sales en-
ablement, where he played a key role 
in creating the sales enablement de-
partment as well as developing training, 
re�ning inbound sales services and im-
proving content e�ectiveness. Addition-
al roles Shalhoup has held during his ten-
ure at Yamaha include chief marketing 
director, director of national accounts 
and director of national sales, among 
others.

In his new role, Shalhoup will devel-
op innovative business practices that 
demonstrate the Yamaha commitment 
to its customers and channel partners.
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Zildjian: 43.3%

SKB: 40%

Ahead Armor Cases: 23.3%

Protection Racket: 23.3%

Gibraltar: 20%

SABIAN: 20%

Promark: 16.7%

Yamaha: 16.7%

Dixon: 14.2%

LP: 13.3%

Meinl: 13.3%

Toca: 12.9%

Stick & Mallet Cases: 53.3%

Drum Cases: 46.7%

Cymbal Cases: 30%

Drum Gig Bags & Covers: 28%

Hardware & Trap Cases: 16.4%

Specialty Drum & Percussion Cases: 15.8%

Gong Cases: 3.3%

survey

Level
29%

Up
19.4%

Down
51.6%

For your operation, the bulk of sales for these types of products are…?

What brands of drums & percussion cases, bags, and covers are 
generating the most profi t for your store?

Compared to this time last year, 
sales of drums & percussion 
cases for your store are…?

26-50%
6.5%

25% or less
93.5%

Drums & percussion cases 
and bags account for what 
percentage of overall sales for 
your business?

It stands to reason that products geared towards the gigging musi-
cian – such as protective cases and bags – took a hit during the pan-
demic. While a slim majority of retailers participating in this month’s 

survey (51.6%) reported a downwards trend in sales of drums & per-
cussion cases during the past year, many also noted that as stores, 
venues, and the overall economy open up, there are hopeful signs of 
a rebound on the horizon.

Putting aside lockdown-related issues, though, many argue – and 
have argued in the past – that cases & bags are exactly the type of 
category that require some actual, skilled work to make the sale. “Con-

sumers are willing to protect the drum and percussion instruments 
they purchase if the salespeople in the store are willing to talk to the 
buyer about the importance of protecting their gear – especially cym-
bal cases and bags,” asserts John Nasshan of Parowan, Utah’s Vesely 
Music Co. “It is more important than ever that we stress customer ser-
vice.”

Of course, for every individual who believes that creativity and per-
suasion are keys to success, there are those, such as one participant 
in this month’s poll who opted to respond anonymously, who simply 
say, “This is such a weak category that I’m not aware of current issues.”

Vic Firth: 26.7%

Kaces: 16.7%

Humes & Berg: 40%

Savvy Salespeople Drive  Purchases of Drums & Percussion Cases
Customer Service Required

Gator: 46.7%

DW: 10%

Grover Pro: 10%

Innovative Percussion: 10%

Pearl: 10%

Protec: 10%

Protechtor: 9.7%

Stagg: 9.7%

Gruv Gear: 6.7%

HARDCASE: 6.7%

Nomad: 6.7%

Road Runner: 6.7%

Black Swamp Percussion: 3.3%

ddrum: 3.3%

MONO: 3.3%

ROC-N-SOC: 3.3%

TAMA: 3.3%

WolfPak: 3.3%

By ChristianWissmuller



NATURAL BEAUTY
HEMP GUITAR STRAPS

PLAY ONwww.levysleathers.com

CONTACT OUR SALES TEAM AT
sales@levysleathers.com OR 

800-565-0203 
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New York City – it’s legacy is undeniable, allure hypnotic, and it 
remains an unmatched force in popular culture on a global 
scale. The setting for some of the most storied clubs, shows, 

conservatories, and musical performances in history, “The City” used 
to also lay claim to the most legendary names in MI retail. One block 
on 48th street, in particular, was one famous for stores catering to mu-
sicians of all varieties – “Music Row.”  

The same pattern of closure due to increased rents and gentrifica-
tion that doomed Music Row has played out throughout the metro 
NYC area at an alarming rate lately. However, with nearly 19 million 
residents in the region, including and outside of the five boroughs 
– many of whom are musicians and other creative types looking to 
make their mark – somebody local has to figure out how make and 
sell instruments and gear without migrating too terribly far away.

We spoke with a handful of metro NYC MI suppliers and retailers to 
get the scoop on what it takes to make it in 2021.

Brenden Cohen
D’Angelico Guitars of America
Manhattan, NYC
What are the upsides to running an MI supplier 
operation out of NYC?

Well first, New York is the greatest city in the world. But in particular 
for our industry, it’s a central location for live music, a guaranteed tour/
press stop for the world’s greatest musicians, and the city offers end-
less creative inspiration. D’Angelico product design has been heavily 
influenced by iconic NYC architecture, history, art and culture. And Su-
pro, though originally a Chicago-based brand, also makes use of the 
Art Deco aesthetic found across NYC. We’re also lucky to be neighbors 
with incredibly talented session musicians who endorse our products 
and help us make educational content, and we’re able to host custom-
ers from around the world in our Manhattan showroom. In New York, 
we feel like we’re plugged into the center of it all – our finger always on 
the pulse. We don’t take that position for granted.

 
Downsides?

There are no downsides. There are always logistical challenges in 
New York due to its congestion and cost. But we’re very lucky to have 
taken shape as a modern company, where our staff and operations 
locations can be spread across the country (and the world), which has 
allowed us to significantly offset the burden of having our headquar-
ters in NYC. 

How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years?

NYC is bursting with energy – always has been. Even when the 
world shifted to an unprecedented focus on online presence, it still 
felt like there was a tangible reason to be physically present in New 

York. There are fewer guitar shops here than there were decades ago, 
but music culture is as strong as ever. And with the pandemic, a lot of 
people had the audacity to say New York was dead. But what can’t be 
described unless you’re here to see it is the level of enthusiasm with 
which people want to participate in this place. As New York has start-
ed re-opening, people have been storming the doors to get involved 
again. Shows are sold out, artists are making tons of new material, 
and people are relieved just to be able to collaborate again. In the 
coming years, the city will ebb and flow as it always does, but I believe 
it will always be a cultural center and an incredible place to make, see, 
and be involved in music. 

Howie Statland
Rivington Guitars
Manhattan, NYC
What are the upsides to running an MI 
retail operation out of NYC?

NYC is the greatest city in the world. It is full of interesting, smart, 
eccentric people and you never know who you are gonna meet or 
what is gonna happen. Also people come here from all over the world 
so that is great for business!  The excitement of the city is contagious.

Downsides?
Downsides are mainly the expense of rent and all the other ex-

penses that go along with running a business in NYC. Also I’d like to 
see more birds and bees and trees sometimes.

How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years? 

NYC has changed greatly. Rents have increased.  The neighbor-
hoods have gentrified. The same area where we opened up in 1998, 
where there were drug dealers and I got held up at gunpoint back in 
the 1990s is now some of the hottest in real estate in the city.  It’s like 
what happened to SOHO in the 1980s.  Up until COVID happened, it 
was gentrification overdrive.  I think COVID slowed that down now.

John D’Addario III
D’Addario & Co.
Long Island, N.Y. 
(Satellite office in Brooklyn, NYC)
What are the upsides to running an MI supplier 
operation out of NYC?

First, I should point out that the majority of our manufacturing, 
distribution and offices are East of NYC, on Long Island. That being 
said, there are a number of advantages in terms of our proximity to 
NYC. Considering the fact that the NYC region is considered a melting 
pot of different cultures, it enables us to staff a highly diverse work-
force with incredibly different backgrounds and perspectives. This 
is particularly important for the global business we maintain. Addi-
tionally, our proximity to NYC and all the ad agencies in Manhattan 

marketprofile

By ChristianWissmuller

Chasing Dreams in the City that Never Sleeps
MI Suppliers and Retailers on the State of MI in Metro NYC
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marketprofi le
and Brooklyn, enables us to recruit highly creative, marketing talent. 
Finally, running an operation near NYC also provides us with amazing 
opportunities to engage highly infl uential artists that either live in 
the area or regularly travel through NY. 

Downsides?
One of the more signifi cant downsides to our location, just out-

side of NYC, is that there are very few manufacturing businesses in 
the area, making for a very shallow technical talent pool for positions 
such as mechanical, electrical, chemical, industrial and acoustical en-
gineers. Additionally, with the NYC region being one of the most ex-
pensive in the country, we face a very daunting challenge to remain 
a globally competitive manufacturer. So much so, we have a team of 
dozens of Lean/Continuous Improvement employees that relentless-
ly pursue quality, process and cost improvements, coupled with our 
commitment to reinvest between $5-10M in our factories annually.  

How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years?

Among the many changes in the NYC region we have experi-
enced has been the migration of NY residents to less costly areas 
of the country, considering the mounting taxes and cost of living in 
general. That being said, since the onset of the pandemic, we have 
and continue to see a noticeable migration of individuals and families 
outside of NYC and to Long Island, increasing the talent pool we can 
pull from. And fi nally, putting aside the Pandemic related disruptions, 
we have seen an incredible transformation of Brooklyn, with many 
young professionals and ad agencies setting themselves up there. So 
much so, we now maintain a creative offi  ce in Brooklyn which houses 
the majority of our Marketing team. 

Sammy Ash
Sam Ash Music
Manhattan, NYC (other Metro NYC loca-
tions)
What are the upsides to running an MI 
retail operation out of NYC?

The upsides? The traffi  c and tourism, it’s 
a bit off , but coming back. Sales of high-end 

instruments have returned with a vengeance. Its New York – every-
one shops here at least once in their life. GC closing its 44th St. loca-
tion has had a positive impact as well. 

 
Downsides?

Staff  has to come from outside the City since the average apart-
ment is now well over $1,000,000. There’s no parking on the streets 
and paid parking is an average of $45 a day. Every language is spo-
ken, but not necessarily by my staff . They do a great job, but certain 
languages [present challenges].

 
How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years?

Since we did a similar interview last, we were still on 48th Street – 
six stores on one block, on two diff erent sides of the street: a man-
ager’s (and the head of security’s) nightmare. Our new Flagship on 
33rd Street has it all, including having Macy’s and the Empire State 
Building only a block or two away. Right now we have been fi ghting 
with the city to remove the storage of materials that are in front of 
the store. Because of that, we are now invisible to drive-by traffi  c in 
both directions. That has been the biggest business killer and started 
pre-COVID.

Matt Umanov
Matt Umanov Guitars
Manhattan, NYC
What are the upsides to running an MI retail 
operation out of NYC?

If you’re in Manhattan, which my store was for 48 years, you’ve got 
many residents who can aff ord leisure-time products such as musical 
instruments, plus you’ve got the 60 million “visitors” annually to NYC 
(offi  cial estimate  from the Mayor’s offi  ce), and they’re all out  there 
shopping. This also holds true for certain areas of the outer boroughs 
that have become destinations for tourists. All of this, of course, has 
been greatly aff ected by the pandemic, but we are very noticeably 
well on our way back.

Downsides?
You never have a free minute, no matter how good and how big 

your staff  is. Unless, of course, you force yourself to have a little down-
time every so often – highly recommended.

How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years?

NYC has never stopped growing and evolving in its scope for 
the 412 years since the Dutch fi rst settled here. No idea how things 
might change in upcoming years; If I did,  I’d have played the stock 
market instead of running a guitar store, which for me was a heck of a 
lot more fun and far less nerve-wracking.

Phil Unger 
Flute Center of New York 
Manhattan, NY
What are the upsides to running an MI retail 
operation out of NYC?

We love to say that you never know who you are going to run 
into at the Flute Center, and it’s true! Flutists from all over the world 
visit NYC, whether to perform or just for fun. Our steady stream of 
international visitors allows us to host recitals, masterclasses, and an 
interview series featuring the most esteemed fl utists of our time. Not 
to mention the local fl utists of NYC! We are lucky to have a team of 
resident fl utists who are talented performers and teachers in their 
own regard – I don’t think we could assemble this team anywhere 
else in the world. 

Downsides?
Rent and labor expenses are always a concern for businesses 

based in NYC, and we are no exception. The costs are enormous. We 
started with about 100 square feet and have gradually increased our 
offi  ce space until now; our current offi  ce in Chelsea is 2,600 square 
feet, and we could easily grow into larger quarters. Even with limit-
ed space, we are proud to have one of the largest fl ute collections in 
North America. 

How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years?

NYC has steadily become busier and busier over the course of our 
time here, excepting, of course, when everything came to a sudden 
halt in 2020. Since reopening for in-person appointments in May, 
we have seen a steady infl ux of clients in the shop. While our strong 
online and remote sales helped us continue to grow throughout the 
pandemic, it feels great to have fl utists in the shop again! We have 
seen steady growth every year, and are expecting to continue that 
trend.

Streetside storage of 
construction materials cur-
rently blocking the Sam Ash 
storefront in Manhattan
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Daniel Shatzkes
Gig Gear LLC
Brooklyn, NYC
What are the upsides to running an MI supplier 
operation out of NYC?

It’s no secret that New York City is home to an 
innumerable amount of musicians, DJs, audio pros and other pro-
duction professionals. Gig Gear manufactures accessories speci�cal-
ly geared towards this demographic, so being in NYC gives us direct 
access to a very large amount of customers. We can get our products 
into the hands of people and get direct feedback from real-world use 
incredibly quickly. 

The fast-paced business environment of New York and the peo-
ple that work here also creates a sense of urgency and people are 
very much used to wanting to get things done ASAP. It makes for a 
business environment that can be exhilarating, competitive and fun 
to be a part of. 

Downsides?
Without addressing COVID yet, New York is also known to be 

quite a high tax state and NYC is most de�nitely a high tax and ex-
pensive city to live and be located in. We de�nitely have to deal with 
the higher expenses of doing business in New York. By the same 
token, my personal opinion is that New York is also not always the 
most business friendly state or city, although this can �uctuate with 
the turnover of elected o�cials, both in the city and at the state 
level. 

Additionally, when sourcing products from overseas in Asia, hav-
ing to transport product to the East Coast most de�nitely costs more 
and takes longer than importing and being able to situate product 

on the West Coast. There are obviously solutions that can be incorpo-
rated by warehousing on the West Coast, but that, too, just becomes 
an added expense.

How has the NYC region changed during your time based in 
the city, and how do you expect things to evolve in the coming 
years?

The live entertainment industry was always one of the big ad-
vantages of being located in NYC. When the pandemic shut ev-
erything down (not only in NYC, obviously, but everywhere), our 
customers’ need for our products dropped precipitously. Broadway 
went dark and venues and stages all around the city have been 
empty for over a year. It’s put a real chill on our ability to sell to and 
interact with our customers that are here, especially when quaran-
tining also limited people’s ability to interact on any physical level. 
It was pretty crazy to see how empty the streets in Manhattan were 
for so long. 

At this point, I have faith that the New York entertainment scene 
will come back, although it’s unclear how long it will take. Even when 
Broadway opens back up, there’s no indication yet of how all of the 
smaller venues – which were part of the fabric of New York City (not 
just in Manhattan but in all of the boroughs and surrounding areas 
like Long Island) – fared and if they were able to stay a�oat and sur-
vive the pandemic lockdowns. Who knows how many are no longer 
in business and will remain closed inde�nitely? 

That being said, New York has had to weather many di�erent cri-
ses throughout her history. New York has always come back before 
and I don’t doubt that there is a comeback already underway. Just 
how long that will take though, still remains to be seen. Either way, 
Gig Gear will be here for the ups and downs, better or worse. 
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Andrew Barta
Tech 21 USA, Inc.
Clifton, New Jersey
What are the upsides to running an MI supplier 
operation out of the Metro NYC area?

I purposely chose to have Tech 21 in midtown to be close to the ma-
jor retailers on 48th Street, like Manny’s, Sam Ash, and Rudy’s. It was 
great to be able to just pop over there to deliver product and meet with 
the sales people. There were also several recording studios, so many 
major artists would be in the neighborhood and it was easy for them to 
stop by our offi  ce. Building relationships has always been very import-
ant to us, so being right in the hub of the retail music scene made sense 
at the time. In the ‘80s and ‘90s, people used to just hang out along on 
48th Street hoping to meet or catch a glimpse of their idols. 

Downsides?
Space limitations due to high rent, as well as having to unload 

18-wheelers on Broadway! We eventually had to move to Jersey (just 
13 miles away), because we really needed a loading dock. We were 
able to get three times the space for one-third the rent.

How has the NYC region changed during your time based in the 
city and how do you expect things to evolve in the coming years?

Aside from COVID, there’s been a  steady  decline  of individual 
retailers,  an infl ux  of big box stores, and growth of the internet. 
There’s been a big change in the landscape. Sadly, 48th Street doesn’t 
have a single music store left.  We’ve all shifted gears according-
ly and business carries on. The biggest loss, to me, is that there’s so 
little  personal interaction. While the internet was already steadily 
impacting  retail  stores, COVID really turned the tables. Location, 
across the board, is now less important than ever. People have be-
come way more comfortable with online shopping  and Zooming, 
which is good and bad. There will be a gradual rebirth, but unlikely it 
will ever be like it was. 

Jeff Williams 
The Guitar Center Company  
Manhattan, NYC (other Metro NYC locations)
What are the upsides to running an MI retail 
operation out of NYC?

I think one of the upsides of running a business in New York City 
is that you’re in one of the world’s artistic hubs, so you have this com-
munity of all these diff erent diverse, musicians that you get to service. 
And you’re obviously a hotspot for travel, outside of COVID of course, 
to where people travel from all over the world that want to visit here. 
And so many of them want to come here to buy instruments because 
we have such a great selection. We get to help service those people 
and get them what they’re looking for.

Downsides?
There can be some feasibility issues. For instance, much of the U.S. 

is built around the use of cars, and that includes retail operations. But 
NYC is more of a pedestrian place. You don’t have parking lots, and 
you need to kind of plan your visit. If you’re planning on buying an 
instrument, what are you going to do once you pick up your item, 
and how do you get it back to either your apartment or your hotel 
room or get it back to your home base? We try to pick up some of that 
slack on our end, using a courier service or UPS or other solutions, just 
so we can get the right piece delivered correctly. We try to go the ex-
tra mile when necessary to serve our customers, but sometimes that 
takes some creative logistics.

How has the NYC region changed during your time based in the 
city and how do you expect things to evolve in the coming years?

COVID-19 was the biggest change and challenge we’ve faced, and 
I think it impacted life in NYC, in particular. We had to really pivot and 
rely on new technologies in order to help service our customers. For 
example, we had to migrate our students from our in-person lessons 
program over to online lessons and teach them remotely. And we 
also relied on our curbside pickup service, where customers could 
stay socially distanced and pick up their purchase without coming in 
the store. These were issues dealt with everywhere, but the logistics 
of social distancing in a place as densely populated as NYC – and as 
reliant on foot traffi  c – required some very particular problem solv-
ing. As we come out of COVID and the restrictions start lifting and 
opening up, we are starting to see more traffi  c in the stores, including 
international travelers and so on. But our use of technology evolved 
in a big way last year, and I can see a hybrid of that and the older ap-
proach moving forward. 

Paul Chu
Hunter Music
Long Island City, New York
What are the upsides to running an MI supplier 
operation out of the Metro NYC area?

In 1996 we formed Hunter Musical and opened a warehouse in 
Long Island City. Being outside of Manhattan has allowed us to grow 
from a small facility 25 years ago to a 9,500 square-foot warehouse, 
including a 500 square-foot repair facility to ensure that each of our 
instruments arrives at the dealer in perfect working order.

Downsides?
The rental space is very expensive. Most of our employees come to 

work using public transportation. 

How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years?

Things have changed a lot, with fewer MI retailers in the city and 
many moving further away. We really hope that the city will off er pol-
icies and capital to help small businesses in the near future.

David Caldwell
The Caldwell Connection
Queens, NYC
What are the upsides to run-

ning an MI retail operation out of NYC?
Where I am, I’m now one of the last independent music stores left 

in Queens.  I’m in Whitestone, so it’s Flushing, basically, and it is prob-
ably the most diverse community or population in the world, which 
brings with it a lot of upsides. I get a lot of interesting people. I’m re-
ally good with people and I try to treat each person as an individual.

Downsides?
Well, you know, New York is in a decline. A lot of stores have gone 

out of business because, even though a lot of people are leaving New 
York, real estate costs have remained high. Luckily, I had a good land-
lord 30 years ago. He took a shine to me, so he guaranteed me that I 
could buy the building – which I did. Unless you own your building, 
in Queens especially, it’s problematic. Then, on top of the high costs 
of doing business, you have crime.

How has the NYC region changed during your time based in 
the city and how do you expect things to evolve in the coming 
years?

As I was saying, there are fewer independent storefronts these 
days, due to high real estate costs and taxes. But I still get musicians 
and students from all walks of life. 
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In 1971, Intel released the world’s first microprocessor 
(the 4004), Charles Manson and three of his “family” 
received the death penalty, Disney World opened in 

Florida, the voting age in the U.S. was lowered to 18, NPR 
broadcast for the very first time, and the most popular 
song in the country by year’s end (per Billboard magazine) 
had been Three Dog Night’s “Joy to the World.”

You may well wonder where I’m going with this.
In this issue of MMR we celebrate some of the relation-

ships we’ve had with prominent MI suppliers for at least 
the past 50 years with a handful of “then and now” adver-
tising spreads. In truth, we could have gone even further 

down the “then” rabbit-hole. When I first came on board at MMR in early Jan-
uary of 2002, I was almost immediately drawn to the leather-bound volumes 
of issues dating back to 1879 
that used to be housed in the 
then-office’s conference room. 
The articles and ads within 
were visually compelling and 
offered a unique and fasci-
nating glimpse into what had 
been – often leading to the re-
alization that, while much had 
changed between the past and 
the present, quite a few truths 
remained consistent (see my 
Editorial, “Evergreen,” from our 
June 2021 issue). 

Very early on, it struck me 
that it might be a cool project to contrast some of these vintage ad spots 
with current promotional materials from companies that had continued to 
advertise with MMR. Ok, in the interest of full disclosure, during an early 
2000s episode of “That ‘70s Show” the program had run 1970s ads opposite 
current iterations during commercial breaks (I recall an early ‘70s VW Beetle 
ad preceding one for a “New Beetle,” in particular), so… it’s not an entirely 
original thought, but – hey, we all borrow from the best. What’s the famous 
Elvis Costello line? “Every pop musician is a thief and a magpie.” Well, let’s just 
apply that maxim to trade publication journalists, also, shall we? Regardless, 
it may have taken nearly two decades to bring this fun little idea to fruition, 
but I’m glad it finally happened and I hope readers enjoy taking a trip down 
memory lane as they flip through this issue.

Earlier this spring, Intel released its 10th Gen. Comet Lake-S processors 
(over 4,000x the speed of their 1971 predecessors), Manson died in 2017 of 
natural causes, Disney World has expanded from its 1971 size of 30,500 acres 
to 43 square miles, NPR has grown exponentially, and the top track in the U.S. 
(so far) has been Olivia Rodrigo’s “Driver’s License.”

The voting age in America hasn’t changed since 1971, though, and nor 
has MMR’s strong relationship with the companies and brands represented 
throughout this special “Then and Now” presentation in this issue. Thanks to 
these companies and here’s to many, many more years of strong collaboration 
with our partners within the industry.
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A Martin isn’t just a guitar. It’s playable history; part 
of a long line of legendary instruments stretching 
back to the company’s beginnings in 1833. Our gui-

tars were strummed by Civil War soldiers around campfires, 
helped shape the sound of modern music at the turn of the 
20th century, and were played by music’s first superstars 
like Jimmie Rodgers and Gene Autry. Decades later, Martins 
floored the crowd at Woodstock, then took center stage on 
MTV Unplugged, and can be heard on countless classic and 
contemporary songs across all genres of music. Artists like 
Hank Williams, Elvis Presley, Bob Dylan, John Lennon, Neil 
Young, Ed Sheeran, John Mayer, Seth Avett, and many oth-

ers all played Martins, creating much of the soundtrack of 
the last century. And who knows? With one of our instru-
ments in your hand, you could help write the soundtrack 
for the next century.

Two Centuries of History, and We’re Just Getting Started

What’s going on in ‘71?What’s going on in ‘71?

 January 3
George Harrison’s “My Sweet Lord” 
tops the charts.

 January 12
“All in the Family” debuts on CBS 
Television.

 January 19
The Beatles’ “Helter Skelter” single is 
played during the Charles Manson 
trial. Manson had been obsessed with 
the song, believing it to be a political 
message.

 February 10
Carole King releases Tapestry.

 February 14
At the direction of President Richard 
Nixon, a secret taping system is 
installed in the White House.



STILL HANDMADE
BY COURTNEY.

0 0 0 - 2 8 

Courtney has been using her hands to expertly craft and assemble our guitars for over 5 years, 
because we believe it’s the only way to create the perfect tone. And it’s that legendary tone 
that has inspired music icons and passionate guitar players for generations. 

Hear Courtney’s story and find your handcrafted 000-28 at www.martinguitar.com/handmade.
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What’s going on in ‘71?

 May 30
The � rst satellite to orbit Mars, the US Mariner 
9, is launched.

 August 26
Bobby Orr signs the fi rst million dollar 
contract in history with the Boston Bruins.

 September 18
The � rst “Cup Noodle” in waterproof 
polystyrene containers is marketed by 
Momofuku Ando.

 September 24
90 Russian diplomats are expelled from Britain 
for spying.

 October 1
Walt Disney World opens in Orlando, Florida.

 October 25
The UN agrees to admit the People’s Republic 
of China. The following day, the vote is cast to 
replace Taiwan with China.

 November 24
A man going by the name “Dan Cooper” on 
his fl ight ticket hijacks a Boeing 707 between 
Portland and Seattle. He successfully receives, 
and parachutes o�  of the plane with, a 
$200,000 ransom.

 December 19
“A Clockwork Orange” has its premiere

There were many 
changes at our 
company through 

the years. We closed our 
wholesale division, Gross-
man Music, and concen-
trated on manufacturing 
and distributing proprietary items under the Grover, Trophy, Duplex, and 1st Note 
brands. Sales expanded to several countries, as did the product line. Grover’s use as 
original equipment on several domestic guitar brands expanded and Grover became 
used as original equipment by guitar manufacturers throughout the world. 

As our company grew, so did our advertising and relationship with MMR. Aside 
from Grover and Trophy, we did extensive advertising of Rogers drums through the 
years before selling to CBS in the mid-’60s. MMR has always been great to work with 
and the staff  is very knowledgeable. Advertising in MMR has been extremely benefi -
cial to the growth of our company.

Richard Berger, president, Grover Musical Products, Inc.

GROVER®

MUSICAL PRODUCTS, INC.



THE ORIGINAL
GROVER®

ROTOMATICS®

GROVER®

MUSICAL PRODUCTS, INC.

Chrome-plated with
Pearloid Buttons. Set of 6

Nickel-plated with
Metal Buttons. Set of 6

103C 102N

www.grotro.com

LIFETIME GUARANTEE

Past meets present

Still a cut above, these guitar machines are a 

triumph in engineering and styling.  The housing 

provides a maximum bearing for worm, gear and 

string post. Worm and gear are precision-cut for 

perfect meshing, eliminating backlash and 

slippage. Countersunk tension screw permits 

player to regulate turning tension to any degree. 

Gear box has a special lubricant for l ifetime, 

trouble-free service.

102N103C
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It’s fascinating how our core strat-
egy has stayed the same: to help 
people learn to play music by 

giving them useful tools to do so. 
In 1971, Hal Leonard was creating a 
whole new market with the concept 
of off ering physical audio and video 
tracks bundled with physical music 
books. These were the industry’s fi rst 
commercial play-along book-au-
dio titles for music instruction. Fast 
forward to today and Hal Leonard 
continues to pioneer new ways to 
bundle physical music books with 
digital content on our Hal Leonard 
website, MyLibrary. The goal is the 
same as in 1971, but the technol-
ogy and the tools have greatly ex-
panded. Of course, the other really 
big change from 1971 is that we 
are now able to off er thousands of 
titles covering every possible way to 
learn and play music, using today’s 
online content technologies and so-
cial media to reach the target audi-
ence for each product.  

MMR is far more than an industry 
trade magazine. It’s truly an invalu-
able resource of insights, data, and 
analysis that help all music products 
companies understand what’s hap-
pening in the market. As a supplier 
and advertiser, we view MMR has 
a trusted and respected partner in 
helping us communicate Hal Leon-
ard’s vision for the music products 
industry. The MMR staff  is made up 
of professional journalists who ask 
the right questions, but they always 
give you a fair opportunity to pres-
ent your story. We are grateful for 
MMR’s service to our industry and 
for their support of Hal Leonard!

we’ve put it all together ...

Larry Morton, CEO

What’s going on in ‘71?
 June 1

Ed Sullivan hosts his fi nal television show
on CBS.

 June 17
Richard Nixon declares “The War on Drugs.”

 June 26-29
The NAMM Convention/Music Expo takes 
place in Chicago.

 June 30
The 26th Amendment gives 18 year-olds
the right to vote.



Let us show you how easy it is to profit with print!

HALLEONARD.COM | 1-800-554-0626

uke placeholderuke placeholder

Ask us about our Rack n Roll merchandising program!
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When MMR � rst approached us about contributing 
to their commemorative 50-year, “Then & Now” is-
sue, we knew we wanted to participate in this im-

portant milestone. In fact, Hoshino USA’s 50th Anniversary is 
just next year, so the timing couldn’t have been better. Look-
ing back at our own half-century in the industry, we refl ected 
on what it takes for any venture to last fi fty years, and we 
believe the answer is twofold. You need great ideas carried 
out by great people. This idea visited us a little while back 
while clearing out some storage space in our building. We 
ended up uncovering a trove of old photography, print ads, 
and rolls of fi lm, YES, FILM, the impact of which was rather 
cathartic. Looking at the many artists and employees  who 
helped build the Hoshino brands and the media upon which 
we were seeing them, off ered a clear and striking contrast 
between the industry then, to the fast-paced, continual-
ly-evolving environment we see today. 

Relating this concept of “great ideas and great people” to 
our long partnership with MMR, it’s easy to recognize why 
the magazine and the team behind it has enjoyed such a 
long run of success. It’s easy, often expected in fact, for a 
trade publication to focus on the latest gear, shifting pur-
chasing trends, and dollar fi gures; it’s straightforward and 
easily digestible, but scan the pages of of MMR and you’ll see 
something more, you’ll see people. Whether it’s an interview 
with a small, family-owned shop, or a full-length editorial on 
one of the biggest manufacturers in the industry, you’ll al-
ways notice a clear focus and interest on people. They are 
the people who breathe life into the brands, products, and 
companies that make our industry thrive. It’s an editorial ap-
proach we greatly admire and hope remains at the core of 
MMR’s editorial philosophy over their next 50 years.

And the 50-year Mission of MMR

What’s going on in ‘71?What’s going on in ‘71?
 March 6-7

NAMM’s “Western Market” 
convention is held in Los 
Angeles.

 March 8
“The Fight of the Century” in 
NYC fi nds Joe Frazier ending 
Muhammad Ali’s 31-fi ght 
winning streak.

 March 25
“She’s a Lady” by Tom Jones 
goes gold.

Celebrating
The People Who 
Make Music Happen



1726 Winchester Road, Bensalem, PA 19020 • www.hoshinousa.com

Historically, very few ventures achieve the rarified air of a 50 year run. It is a momentous accomplishment and one 
that Hoshino (U.S.A.) Inc. will also be celebraang next year, so we have a special appreciaaon for the gravity of this 
occasion. Therefore, it is with great enthusiasm and from a very unique perspecave, we offer our sincere congratulaaons 
to MMR, who over the past 50 years has served as an indispensable partner in our ever-conanuing mission in music.

AS WE LOOK FORWARD
THINKING BACK
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Hohner has connected cultures & celebrated diversity 
around the world for over 160 years. It has been at the 
forefront of providing musical instruments that have had 

a huge impact on 
the lives of people 
around the world. 
Introducing accor-
dions that would be 
cherished for gen-
erations starting in 
1903, Hohner was 

ever-present in popular music styles brought to the U.S. by 
European immigrants for decades. For so many Americans, the 

thought of accordion music calls to mind festive celebrations of 
a lifetime’s most signifi cant milestones. 

Today, the accordion is as important as ever to sharing culture, 
celebrating community, and integrating music into the fabric of 
life. The sound and visual elegance that only Hohner accordions 
can supply is requisite to vastly popular Latino music styles and 
is also beginning to re-emerge in Americana and country music.

With consistent attention to quality, persistent innovation, 
and investment in our factories and craftsmanship, the Hohner 
accordion lineup continues to evolve and expand. What has 
never changed is the regard for the brand. Musicians know that 
they can count on Hohner instruments to perform. MMR has 
long been a part of sharing that story.

Gilbert Reyes, Hohner Brand Manager

What’s going on in ‘71?What’s going on in ‘71?

 February 14
At the direction of President Richard 
Nixon, a secret taping system is 
installed in the White House.

 May 21
What’s Going On by Marvin Gaye is 
released.

 October 8
Imagine by John Lennon is released.

 December 4
The Montreux Casino burns to the 
ground during a Frank Zappa concert 
– memorialized in Deep Purple’s 
“Smoke on the Water.”

 December 25
The longest game in NFL history – 82 
minutes and 40 seconds – takes place 
between the Miami Dolphins and the 
Kansas City Chiefs, with the Chiefs 
losing 27-24.



LOS TIGRES DEL NORTE
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While much has changed 
over the previous � ve de-
cades, people’s love of mu-

sic remains steady. Over time, music 
genres change and evolve while re-
maining cyclical. What is old is new 
again. Hohner has been creating 
instruments for professionals, enthu-
siasts, and students since 1857. 2021 
celebrates the 125th birthday of our 
most iconic instrument, one that may 
be the longest running serial produc-
tion instruments in history, the Ma-
rine Band 1896 Harmonica. The name 
of this harmonica is derived from the 
endorsement of John Philip Souza, 
who at the time was the band leader 
of the renowned United States Ma-
rine Band. This timeless instrument 
has stood the test of time and remains 
today as one of the most popular with 
professional harmonica players.     

For the past 50 years, MMR has 
been an important partner for 
Hohner. Their eff orts to promote our 
new products, programs and display 
options to our retail partners is es-
sential to our continued success.

Drew Lewis,  Brand Manager
Hohner Harmonicas and Melodicas

What’s going on in ‘71?

 September 11
Soviet premier Nikita Khruschev dies at the 
age of 77 from a heart attack.

 October 17
The Pittsburgh Pirates defeat the Baltimore 
Orioles 4 games to 3, winning the 68th 
World Series.

 December 2
The United Arab Emirates announce full 
independence from the UK

 July 31
Astronauts on Apollo 15 enjoy a 6.5-hour 
electric car ride on the surface of the moon.

 August 1
40,000 attend The Concert for Bangladesh, 
a pair of performances organized by 
George Harrison and Ravi Shankar.

 September 3
John Lennon leaves the UK for NYC. He will 
never again return.



The legend turns 125!
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It is amazing how much has changed in the world in 50 years 
with technology and culture speeding the pace on how peo-
ple live life at a more rapidly than ever before in history. Yet 

some fundamentals never leave the picture. 1971 was a year 
in the middle of a 10-
year period of growth 
for SONOR as factory 

and production expansion plans beginning in 1965 culminat-
ed with a completely new look in celebration of the 100th an-
niversary of the brand in 1975. Stepping into the present, the 
fundamentals of sound and response, functional setup and 
beautiful looking drums mentioned by the featured artists in 

1971 remain at the center of the Sonor legacy. Sonor is a sound 
that is more than the sum of our knowledge, commitment, and 
expertise; every SONOR instrument is a masterpiece made to 
express what no other voice can say. 

SONOR produces instruments for musicians following 
dreams, many of which started with seeing or hearing some-
thing in a music store. Reaching players through music retail 
is essential to keeping our community connected. MMR and 
SONOR have been working together to keep this connection 
strong for more than 50 years, regardless of what else has 
changed or stayed the same in the lives of people living in a 
rapidly changing world. 

Jeff Mulvihill, Sonor brand Manager USA

What’s going on in ‘71?What’s going on in ‘71?

 February 5
Apollo 14 lands on the moon, the 
third crewed mission to do so.

 February 28
Evel Knievel jumps 19 cars in Ontario, 
Canada, setting a new world record..

 April 24
Roughly 500,000 march on 
Washington D.C. to protest America’s 
involvement in the Vietnam War – the 
largest demonstration against a U.S. 
war in history.

 May 30
The fi rst satellite to orbit Mars, the US 
Mariner 9, is launched.

 December 20
Gloria Steinham’s Ms magazine has its 
fi rst preview issue published.



ANALOG SOUND IN A DIGITAL WORLDANALOG SOUND IN A DIGITAL WORLDANALOG SOUND IN A DIGITAL WORLD

NIR Z PLAYS THE VINTAGE SERIES IN CALIFORNIA BLUE.

SCAN FOR MORE
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“I founded Electro-Harmonix 
in 1968 so in ’71 we were 
barely out of our infancy 

with just a handful of analog effects 
like the LPB-1 Linear Power Booster 
and the Big Muff Pi. It’s incredible 
that 50 years later, with a product 
line packed with over 150 pedals, 
that those two are still as hot as 
ever with consistently strong sales!  

“When I reflect on the past 50 
years it’s obvious that competition 
has become much more intense. 
Both the range of different effect 
types and the number of compa-
nies creating them has exploded. 
Technology has advanced at an un-
precedented rate and running our 
company has also become more 
complex because, in addition to ef-
fects pedals, we are now the largest 
manufacturer and supplier of vacu-
um tubes in the world!  

“From faithful recreations of 
iconic pedals like the Ram’s Head 
Big Muff all the way to products no 
one has been able to duplicate like 
our original 9 Series which includes 
the B9 Organ Machine, SYNTH9 
Synthesizer Machine, MEL9 Tape 
Replay Machine and more, our goal 
in 2021 hasn’t changed. We still 
work hard to deliver game-chang-
ing products at the most compel-
ling prices!”

Mike Matthews, founder & CEO

What’s going on in ‘71?
 July 1

Jim Morrison dies at the age of 27 in Paris, 
France.

 July 6
Louis Armstrong su� ers a heart attack and 
passes away at age 69.

 July 10
The Address to the Women of America is 
made by Gloria Steinem.

 July 21
Master of Reality is released by Black Sabbath.



Eddy
No one does bucket-
brigade e�ects with an 
all-analog signal path 
like Electro-Harmonix. 
With the Eddy you get 
our unmistakably lush, 
signature vibrato and 
chorus in a compact 
pedal packed with unique 
control options. Classic 
sounds. Modern control. 

Nano 
Metal Muff
A combination of weaponized distortion, an extremely 
powerful EQ section and a built-in noise gate provide 
the flexibility, control and tone-shaping needed to 
dial in an array of ultra-heavy sounds. Hard hitting, 
aggressive, intense.

Mainframe
Features bit reduction from 
48kHz to 110Hz, bit crushing 
from 24-bit to 1-bit, a selectable 
High/Low/Band-pass  �lter,  
a Sample Rate Tuning Mode  
and expression  pedal control. 
Warp  and mangle your  guitar  
to the lo-�  sounds of the  
early  computer age.

Demos and more www.ehx.com

Reasons  
To Redo Your  
Pedalboard.  
Again.

Ripped  
Speaker
From the low-� fuzz sounds of  
yesteryear to modern, searing, 
fully-saturated fuzz tone, the 
multi-talented Ripped Speaker 
does it all. Includes a bias  
control, true bypass and an  
active tone control. Modern  
fuzz with old school roots,  
and the best of both!



Grover Professional Model Mandolin Machine Heads (409 Series)
Adding to the company’s line of qual-

ity Mandolin accessories, Grover Musical 
Products has announced Grover professional 
model mandolin machine heads (409 Series).

The newest addition to the Grover family, 
these new, professional model mandolin 
machine heads, are the latest in technolo-
gy. A specially designed, adjustable worm 
gear along with the die cast base maintains 
the center lines of the gear and worm to 
insure correct alignment for the �nest tuning 
possible. Now featuring a “rounded washer 
head” button screw for a more vintage look. The worm to gear 
ratio is 18:1. Available in “A”, “F”, and “F Vintage” styles with either 
pearloid, black or white buttons. Screws and bushing provided. 
Available Finishes: nickel, gold.

www.grotro.com

Ukulele VT Virtual Tone Series from Black Diamond
Black Diamond‘s V-Fluorocarbon 

strings have a brighter tone than their 
counterpart Nylon. Longer life which will 
result in staying in tune. Materials of the 
highest quality imported from Argentina,
N54 Black Diamond Soprano Ukulele 

21 inches. 12 to 14 frets on the �nger-
board. GCEA
 N58 Black Diamond Concert Ukulele

23 inches. Tuning is GCEA. 14 to 17 frets
N56 Black Diamond Tenor Ukulele

26 inches. This tuning is also GCEA but some tuned to GCEA 
that the 4th string is ‘low G’. 17 to 19 frets.
N52 Black Diamond Baritone Ukulele

30 inches. 19 to 21 frets. The baritone tuning is DGBE. Tunes 
the same as top four strings of standard guitar DGBE tuning.

www.blackdiamondstrings.com

String Change Kit from GrooveTech
GrooveTech Tools has announced its 

new String Change Kit for guitar and 
other stringed instruments.

Changing strings isn’t a guitar player’s 
favorite thing to do, despite being a nec-
essary and recurring task. GrooveTech’s 
new String Change Kit combines the 
two most important string changing tools – 
string cutters and winder – while taking little 
space in the gig bag.

GrooveTech’s string cutters are compact and capable, with 
blades bene�ting from a special heat treatment process for quick 
and easy string cuts. A protective cap keeps cutting blades out of 
harm’s way during transit and storage. The traditional-style string 
winder is easy to use and o�ers precise winding action, with a pin 
puller for acoustic guitars.

The GrooveTech String Change Kit has a street price of $14.95, 
and is available now. Part number is GTSCKIT1.

www.groovetechtools.com • Booth #: 33

GluBoost’s Fill n’ Finish
GluBoost Fill n’ Finish is a perfect option for pore �lling.  With 

far less odor than any of those messy brown pore �llers, Fill n’ 

Finish is easy to use and can be applied sim-
ply with just a squeegee. No more 24 hour 
wait period to spray. Your piece can go to the 
booth and be sprayed within 30 minutes of 
application.

Fill n’ �nish stays �exible and breathes 
with the wood.  Fill n’ �nish, like all GluBoost 
products are designed for professionals and 
will save you time and always provide superior 
lasting results.

www.gluboost.com

Floyd Rose Releases New CNC Saddles for 
their Original Tremolo System

Floyd Rose is pleased to unveil new-
ly-designed saddles for the German-made 
Original Tremolo System, the �rst major 
design change of the Floyd Rose Original 
in its 40-year history.  The modern CNC (Computer Numbering 
Control) machining method replaces the former saddle design 
allowing for more consistent production tolerances, precise func-
tionality, and a cleaner overall appearance.

Some small changes due to this technique will be visually 
noticeable and should be noted for easy identi�cation:

A slightly rounded inner saddle area (due to the CNC produc-
tion) will require a new modi�ed beveled-edge insert block. The 
new inserts will also work with older saddle sets and will replace 
the existing squared-edge aftermarket insert blocks.

The bottom �oor of the saddles will be solid. The saddles will 
no longer have a pressed-in brass �oor like the previous version 
as this has been prone to falling out and unnecessary for opera-
tion.

All Original Tremolo Systems manufactured beginning in May 
2021 will feature the new saddle design, while all replacement 
parts purchases will begin using these entirely once the current 
production inventory is out of stock.  Please note that the new 
beveled string lock insert blocks must be used with all new sad-
dle sets to ensure proper locking of the strings.
www.�oydrose.com

PRO AUDIO

The JackTrip Virtual Studio
The JackTrip Virtual Studio is the perfect 

solution for musicians who want to make 
collaborate remotely. This cutting-edge 
technology is leveraging the latest devel-
opments in cloud computing to connect 
musicians via their home internet, support-
ing groups from two to 200 in real time! 
Visit www.jacktrip.org to learn more.

www.jacktrip.org • Booth # 1645

ddrum Releases Studio Class Isolation Headphones
ddrum has released its Studio Class Iso-

lation Headphones. Engineered speci�cally 
for drummers, the closed-back design has 
superior Db attenuation and studio quality 
�delity, all in a comfortable design.

While other isolation headphones 
provide protection from harmful sound 
levels and the ability for audio playback, 
ddrum Studio Class Isolation Headphones 

36      Musical Merchandise Review  •  July 2021

newproducts
ACCESSORIES



take performance to a new level. These 
professional headphones (available in 
Black or White) utilize comfortable ear 
cushions that house 40mm drivers, pro-
ducing high precision audio. They also 
provide an incredible 36.7 dB of passive 
attenuation.

Speci� cations:
• Dynamic headphone with closed 

back speakers
• 36.7 Db of Passive Attenuation
• 20-20,000 Hz Frequency Re-

sponse
• High Precision Audio (HPA)
• 40 mm, closed back Drivers
• 32 ohm Impedance
• Premium detachable 8’ Cable
• Weighs 11.5 oz.
• Foldable design
• Made in the U.S.
• One Year Warranty
“After playing drums for more than 35 

years, I have always focused on making 
sure I used hearing protection while in 
loud environments,” said ddrum brand di-
rector, Gary Ingra�  a. “These headphones 
provide as much isolation as foam 
earplugs while providing an amazing 
audio experience. These are also great for 
mixing.”

ddrum Studio Class Isolation Head-
phones include a soft carrying case and 
adapter with holder (3.5 mm, 6.3 mm), 
and sell for $129 at authorized ddrum 
dealers. 

www.ddrum.com

FRETTED
Breedlove Guitars’ 30th 
Anniversary Phoenix

Following in the 
footsteps of the 
30th Anniversary North-
west Classic – released 
in January – Breedlove 
now announces the 
release of the 30th An-
niversary Phoenix.

The Phoenix has 
always been a symbol-
ic instrument, but it 
means more now than 
ever before. The original model, � rst 
introduced back in 2004, featured a large 
and detailed fretboard inlay of a Phoenix 
rising from the ashes. Revisiting this 
instrument in 2021, the symbolism of the 
rising Phoenix has taken on a renewed 
meaning. The 30th Anniversary Phoenix 
represents our way of looking toward the 
future with hope and optimism.

The 30th Anniversary Phoenix’s 
nuanced sinker redwood top and � gured 

ziricote back and sides continue the rich 
and gorgeous look of the classic Phoenix 
model’s tonewood selection. Updates 
such as Breedlove’s Wave headstock 
design and Delta bridge bring the 
company’s modern visual aesthetic to 
this instrument. Ziricote o� cuts from the 
guitar’s back have been � ttingly chosen 
to create a simple rosette that not only 
makes a strong visual statement, but 
represents Breedlove’s ongoing commit-
ment to the environment and sustain-
ability.

A shallow concert body style is com-
fortable to hold and play, o� ering ringing 
sustain and volume that will reward even 
the lightest � ngerstyle playing. Featuring 
Breedlove’s signature Sound Optimiza-
tion, this is the best sounding Phoenix 
yet.

A dazzling display of American guitar 
artistry, the Made in Bend 30th Anniver-
sary Phoenix comes equipped with LR 
Baggs Anthem electronics and comes in 
a custom Ameritage case.

$7,999.00 MSRP | $5,999.00 MAP
www.breedlovemusic.com

Dhani Harrison Signature Ukulele from 
Fender

Fender 
Musical 
Instruments 
Corpora-
tion (FMIC) 
has released the Dhani Harrison Ukulele, 
marking the artist’s � rst collaboration 
with the iconic musical instrument 
brand. Designed for live performance, 
the Dhani Harrison Ukulele is built with 
eye-catching aesthetics from custom 
inlay work and unique stained � nishes, 
to Fender electronics with a tone knob 
allowing players to EQ their sound.

Harrison grew up playing the ukulele, 
which quickly became an integral tool in 
his songwriting. A � rm believer that be-
ing a great player is about how raw the 
right hand is and its gusto and rhythm, 
Harrison was in� uenced musically by 
the likes of Gabby Pahinui, Bennie 
Nawahi, and George Formby.

The Dhani Harrison Ukulele is 
available in two di� erent � nishes, each 
with its own unique fretboard inlays 
and engraved designs on the back 
of the instrument. Designed for live 
performance, the tenor-sized ukulele 
features a solid ovangkol wood top, 
with ovangkol back and sides, providing 
a warm sound – as well as a ¾ depth, 
upgraded Fender electronics, distinc-
tive build and eye-catching aesthetics. 
With a choice of daytime and nighttime 

� nishes, the stains were developed to 
maintain the visual grain of the wood. 
Extremely lightweight yet durable, the 
Dhani Harrison Ukulele is built to stand 
the test of time.

www.fender.com

Godin Guitars’ Summit Classic HT Havana 
Brown/Trans White

Godin Gui-
tars is proud 
to announce 
the launch of 
the Summit 
Classic HT as 
part of its high-quality electric lineup.  

The guitar has a chambered Canadian 
Laurentian Basswood body that is not 
only vibrant and responsive, but ex-
tremely lightweight as well. In addition, 
the body has a Carved Maple top for 
added bite to your tone and joined by a 
comfortable Silver Leaf Maple set-neck 
with Rosewood fretboard. 

Get ready for some scorching tones 
with the paired direct-mounted Godin 
Custom Humbuckers and push the limits 
even further with the included Godin 
High De� nition Revoicer system (H.D.R). 
Control your sound with ease via the pre-
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See the 
difference

Stop 
Blushing!
With The #1
GluDry

The Non Blushing 
GluDry
Totally unique! No 
bubbling, no pitting, no 
hazing, or yellowing 
ever!
Consistently clear and 
fast cure every time 
with far less dust and 
sanding! 

GluDry

the Others

www.gluboost.com
GluBoost Loves Wood

See the 

bubbling, no pitting, no 
hazing, or yellowing 
ever!
Consistently clear and Consistently clear and Consistently clear
fast cure every time 
with far less dust and 
sanding! 

GluDry

the Others

www.gluboost.com
GluBoost Loves Wood

See the 
difference

GluDry

the Others
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cisely recessed volume and tone knobs and 3-way toggle switch. 

The guitar is available in a rich Havana Brown or Trans White 
semi-gloss finish. The Summit Classic HT.    

Godin’s long-standing reputation of quality and vision is put 
on display with this new model – built entirely in Canada. 

Godin Summit Classic HT Havana Brown or Trans 
White ($1,095 USD MAP price)

www.godinguitars.com

DRUMS & PERCUSSION

Luna Percussion adds Cajon to Popular Henna Dragon Series
Luna Percussion, the percussion arm of Luna Guitars, has an-

nounced the latest addition to its popular Henna Dragon series, 
the Luna Henna Dragon Cajon featuring birch construction, a 
built-in snare and Luna’s own signature laser-etchings – show-
casing a spectacular Henna Dragon design on its sides.

Historically, the symbol of the dragon is deeply rooted in 
cultures throughout the world for its spiritual meaning of offer-
ing courage to those who need it most. Much like Luna’s Henna 
Dragon acoustic/electric guitar and ukuleles, the Henna Dragon 
cajon is a powerful ally to percussionists of all skill levels.

The cajon’s birch construction provides a wide tonal range 
with exceptional projection. The delicately laser-etched dragon 
design is on full display all around the 12 x 12 x 19 (inch) body. 
Its built-in snares can be engaged with a quick switch of a steel 
knob allowing percussionists to provide 
the backbeat to go along with the deep 
rich percussive tones of the instrument.

“The Henna Series has been a staple in 
the Luna line since the brand’s inception 
and the Henna Dragon Cajon is a testa-
ment to the series’ continued success,” 
said Adam Gomes, Brand Director & Artist 
Relations at Luna Guitars. 

The Luna Henna Dragon Cajon includes 
a branded gig bag and sells for $149 at authorized Luna Percus-
sion dealers. Soft pad included for comfort after long hours of 
playing.

www.lunaguitars.com/cajon

SD9 24” Handpan Drum from Amahi
With the overwhelming success 

of the steel tongue drum line, 
Amahi introduces a new handpan 
drum to their percussion line.  The 
SD9 24” handpan drum is constructed of 
high quality nitrogen steel material and 
tuned in D minor with 9 notes.  With a 
highly unique and meditative sound, the handpan drum can be 
played with the hands and fingers to produce soft and warm 
tones.  Backpack style carrying bag is included.  MAP: $999.

www.amatisonline.com
BOOTH # 1400

PRINT & DIGITAL
Alfred Music Announces the Highly Anticipated 
Release of Suzuki Trumpet

The International Suzuki Association’s Brass Committee 
and Alfred Music have announced a new Suzuki instrument 
series. The first volume of Suzuki Trumpet is now available for 
purchase. The recordings are available for teaching and practice 
purposes on SmartMusic. They are also available for download 

on media.alfred.com and will soon be avail-
able via iTunes and Amazon. Hudson, from 
the Canadian Brass, is the recording artist 
for this first volume, and he is accompanied 
by Michael Schneider. The International 
Suzuki Association’s brass committee has 
worked diligently over the last several years, 
and we are incredibly grateful for their hard 
work.

Trumpet Volume 1 features engravings in a 
9” x 12” format • Introduction and general in-
formation regarding the trumpet • Preparatory 
Exercises • Tonalizations • Pieces • Musical Terms and Signs • Music 
Notation Guide • Fingering Chart • First exercises on the Trumpet 
• Pieces and tonalizations • Glossary of terms and signs • Musical 
notation guide • Fingering chart • Photos • CD with recordings 
by Caleb Hudson accompanied by Michael Schneider, as well as 
piano accompaniments recorded without the trumpet part.

Trumpet Volume 1 Titles: Let’s Begin (Traditional) • French Tune 
(Traditional) • Stroll Along (Traditional) • Come and Play (Traditional) 
• Mary Had a Little Lamb (Traditional) • Twinkle, Twinkle, Little Star 
(Folk Song/Suzuki) • Lightly Row (Folk Song) • Old MacDonald (Tra-
ditional) • Go Tell Aunt Rhody (Folk Song) • Are You Sleeping, Brother 
John? (Traditional) • Long, Long, Ago (Bayly) • May Song (Folk Song) 
• French Folk Song (Folk Song) • Ode to Joy (Beethoven) • Amazing 
Grace (Traditional) • Allegretto (Diabelli) • It Jingles So Softly (Mozart) 
• Minuet (Roman) • O Come, Little Children (Folk Song) • Perpetual 
Motion (Suzuki) • Prelude (Charpentier) • Clog Dance (Traditional) • 
Song of the Wind (Folk Song) • Allegro (Suzuki).

Suzuki Trumpet Volume 1 is available in multiple formats and 
prices at music retail stores, online retailers, and alfred.com/
suzukitrumpet. Book & CD (00-47778) $19.99 | Book (00-47779) 
$8.99 | Accompaniment Book (00-47783) $8.99 | Performance/
Accompaniment CD (00-47780) $15.99.

www.alfred.com

CASES & STANDS

Hosa Introduces New Desktop Microphone Stands
Hosa Technology, Inc. has 

introduced two new microphone 
stands, ideal for the streamer, 
creator, and podcaster. Both offer 
familiar designs to complement any 
space requirement or setup, wheth-
er stationary or on the move. 

The Hosa Desktop Microphone 
Stand features a light, foldable 
die-cast steel tripod base for quick setup 
and teardown wherever needed. The 
stand is height-adjustable from 4 to 6.75 inches (110-168 mm) 
and can hold up to 0.75 lbs (0.34 kilos). The non-slip rubber feet 
add increased stability, ensuring the stand won’t slip on even the 
most slick surfaces. 

The Hosa Desktop Microphone Boom Arm features an easy 
C-clamp and scissor-style design for maximum adjustment 
on any table or desk. With an adjustable angle from 0 to 160 
degrees, any position is possible to maximize even the most 
compact spaces. The all-metal construction creates a solid base, 
holding up to 4 lbs (1 kg) for stationary, multi-purpose setups. 

The New Hosa Desktop Microphone Stand is available at an 
MSRP of $14.95, and the Hosa Desktop Microphone Boom Arm is 
available at an MSRP of $71.95. 

www.hosatech.com
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My wife enjoys watching movies with 
fast action scenes where people 
inevitably get hurt. As the decibel 

level in the movie’s soundtrack increases, so 
does my heart rate.

I, on the other hand, enjoy tuning to the 
Disney channel for one simple reason: I know 
how Disney movies end. While I may cry in 
the middle, as I did when I fi rst watched “The 
Sound of Music,” I knew Disney wouldn’t dis-
appoint me. I knew there would always be a 
discovery of purpose with a happy resolution.

Here’s my universal equation to maximize happiness and 
harmony in our life: H= Quality of Time

You’ll notice that money is missing from this equation. Of 
course, money is important and touches every part of our lives. 
Still, money only matters when the things you do are worthy 
of your time. In fact, the value of every transaction includes a 
measurement of time. 

“Time is what we want most, but what we use worst.” – William 
Penn.

Einstein was quoted as saying that the distinction between 
past, present, and future is merely an illusion. How often do we 
say, “Where did the time go?” Time is fl eeting. Like a current in a 
river, you can never dip your foot into the same exact location 
twice. Time can be your friend or hold you hostage. When you are 
in the state of fl ow, time feels like life is timeless. When you love 
what you are doing, in that moment, time is your friend. On the 
other hand, if you are stressed and surrounded by more takers 
than givers, the quality of your life suff ers.

Musicians and music lovers are no strangers to this concept of 
the impact of time. After all, music is organized sound connected 
in time. And since art mirrors life, why not orchestrate your life 
where the theme is happiness? Cut out all the noise by focusing 
on the quality of your time.

And, just like the music orchestrator gets to decide when the 
score is performed pianissimo and when it’s scored forte, you, 
too, can decide how you want your life timeline to be performed.

It’s not unusual for a composer to have a clear idea of the 
instrumental sounds before the actual notes are written. So no 
need to get into a state of paralysis through over-analysis. Simply 
think about how you want your life’s soundtrack to sound. What 

is it that you value?
Whatever the answer is, value inexorably lives in the present 

moment of time. Not in the past. Not in the future. The moment 
of time that’s happening right now.

If you believe the quality of your time could use a tune-up, 
start exploring the quality of your relationships. For example, 
are there some people in your life that leave you with a feeling 
of heaviness, resistance, or a reluctance to continue the con-
versation? Is it your repair guy? Is it one of your music teachers? 
Are there some people in your life that fully drain your peace 
and harmony? How do you know? The time quality is agonizing. 
Maybe it’s time to make the necessary changes.

Shortly before my dad died, I asked him if he had any regrets. 
He thought for a moment and then looked me straight in the 
eyes as if my question hit him at his core. He said, “Jaimie, my one 
regret was that I didn’t spend more time with my children. I could 
have made changes, but I didn’t, and for that I’m sorry.” I believe 
my dad did pass away with a bit of regret. It’s almost like he 
had an unwritten commitment and agreement he made which 
he wasn’t able to keep. That’s why it’s so important not to get 
wrapped up in a picture of what others expect of you. Perhaps 
my dad felt undue fi nancial pressure to keep up with others. 
Perhaps it was his disappointment that he couldn’t fi nish college 
and pursue a career in journalism that he often spoke about. 
Everyone has a unique soundtrack to follow. We know from our 
own core when our life is aligned with our higher self.

Dr. Jacob  Needleman, the author of Money and the Meaning of 
Life writes:

The great sociologist Max Weber used the phrase “worldly 
asceticism” to characterize the devotedness and self-denial with 
which modern people, especially Americans, perused the making of 
money. To what extent have we made worldly success the justi� ca-
tion for our lives, and is belief in this equation beginning to crumble 
in our culture, even as the role of money increases in its power and 
in� uence over our lives?

You get to decide when to increase your score to high dB to 
amplify the action scenes and when to decrease dB to support 
the peace and harmony scenes. Now start orchestrating your life 
for the Disney ending. 

Jaimie Blackman – a former music educator & retailer – is co-found-
er of BH Wealth Management. The organization o� ers 401(k), 
insurance, and succession planning services. Download your compli-
mentary copy of End Your War With Money at www.bhwealth.com/
moneycapsules. Registered Representative, First Allied Securities, Inc. 
Member FINRA/SIPC

By
Jaimie
Blackman

Orchestrating Your Own Disney Ending

“ Money only matters when the things you do are worthy of your time.  

soundofmoney
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Before we delve into Jimi Hendrix, 
let’s start with our own question.

As business entrepreneurs, has 
there ever been a better time than now 
to ask ourselves, “What is the vision 
and purpose of our business?” Over the 
years, your original vision has most likely 
morphed and matured. Undoubtedly, 
you have enjoyed many successes and 
faced multiple setbacks. So, as owners 
and stewards, we are always making 
changes and tweaks to our business 

models because the business landscape is always changing. 
Most of our retail business models are entrenched in some 
form of retail, and some of our businesses may be focused on 
services such as education, instrument repair, rentals, perfor-
mance, et cetera. It is safe to say that they are likely a blend 
of all the above. No matter the model, we need to stay fresh 
and relevant, and we must continually review our vision and 
remember our purpose. 

So, when was the last time you truly reviewed your vision 
and purpose?

In many cases, business owners open their shops, play it 
safe, and stay with their original vision. They follow the old 
mentality of, “If it ain’t broke, don’t fix it.” However, the pace 
of technology and the fast-paced creativity of today’s youth 
aren’t kind to that philosophy. That approach will come back 
to haunt you. 

Successful leaders know that vision must mature though 
the years or you run the risk of becoming a dinosaur. Just like 
your cell phone, your “business vision” needs regular updates. 
Vision is the idea of the “what and how” in a business model. 
We are well-served to stop and think, “Maybe there is room to 
introduce some fresh thinking.”

Purpose, on the other hand, is akin to a mission state-
ment. Your purpose is based in core principles. It’s not a 
spreadsheet; it’s a values system. Purpose is the “why,” both 
in business and life. That is something we shouldn’t take 
for granted. After all, reviewing our original purpose takes 
courage. If, for any reason, we find ourselves adrift, we either 
correct course or suffer the loss of integrity. That’s a heavy 
price to pay. Many times, purpose gets hijacked by quotas 
and sales reports, or (worse yet) by an inflexible corporate 
culture. When that happens, you can say goodbye to creative 
ideas. Why, you ask? because “original” and “creative ideas” 
have no data to support them. You are projecting success 
of an idea based on an intuition. You are driven by purpose, 
not data. Big business says that’s too risky, and if you base 
success solely on numbers, that may be right. However, if you 
base success on purpose, that model may compete with your 
principles. Personally, I can’t think of any business model 
post-2020 that wouldn’t benefit from a refreshed sense of 
purpose. 

This is where Jimi comes in with his important question, 
“Are you experienced?”

Throughout 2020 I heard statements reflecting the idea 
that the world of traditional education will never be the 
same. “Virtual” has changed everything, and to some degree 
that’s true. Perhaps that’s a good thing. I am very thankful 
that clients could embrace a video-based approach to study-
ing music. That one detail probably saved large portions of 
the music industry. But if you believe for a second there is 
no hangover effect from the “virtual lesson model,” you will 
overlook the next important opportunity we have in front of 
us: the rekindling of appreciation for a musical experience! 

Yes, It’s true – metaphorically, it’s 1967 all over again. 
The number-one question I am asked when people inquire 

about music lessons is, “Are the lessons in-person?” This doesn’t 
occur just some of the time; it is every time! Think about the 
schools and what the music students just went through, or 
should I say, what they didn’t go through. Students want an 
experience now more than ever because they were robbed of 
that experience last year. Musicians want to interact in-per-
son with other musicians. Musicians want to hear the other 
musicians when they play, and with no time lag, or frozen 
screens. They want to feel the vibrations of all the instruments, 
and they want conversations. People want to laugh together 
without canceling out the other person. People want to enjoy 
the subtleties of an in-person conversation.

We all know some form of virtual music interactions will 
remain. Who can argue that YouTube is king? Zoom and Goo-
gle Duo are here to stay, and there will be scads of others; we 
should be very excited about that. Let’s not forget that vinyl 
has a new respect as well, and restaurants and home cooking 
remain  more exciting than Hello Fresh. Hendrix was on to 
something when he asked, “Are You Experienced?”  

How does this tie into Vision and Purpose?
Vision is the guide to where we can go. Purpose is the 

reason we should go. The music business has been stuck in a 
quasi-rut for a long time; we have gotten a touch lazy. We have 
been lulled into a false sense of security that the bottom line 
is automatic – the old “click and ship” mentality. In front of us 
is a new chance to refresh our purpose, a chance to tweak our 
vision. If you do this, you will be able to answer, “Yes!” the next 
time Jimi asks you, “Are You Experienced?”  

Menzie Pittman is the owner and director of education at Contem-
porary Music Center in Virginia (CMC). Following a performance 
and teaching career spanning more than 32 years, he founded 
CMC in 1989 and continues to perform, teach, and oversee daily 
operations. He has 50 years of musical experience as a drummer 
and drum instructor. Menzie is a frequent speaker at NAMM’s Idea 
Center, and a freelance writer for MMR’s “Small Business Matters”.
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Jimi Asked the Right Question: 
‘Are You Experienced?’

Vision & Purpose!

“ No matter the model, we need to 
stay fresh and relevant, and we must 
continually review our vision and 
remember our purpose.  
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