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« Exquisite basket weave tooling.
« Tannery-run top-grain veg leath

* Super-soft garment leather back.

* Saddle stitch reinforce
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Yamaha Synth 40th Anniversary

40 Years of Yamaha Synthesizers!

From the coveted analog sounds of the
CS-80, the revolutionary DX7 and the
incredibly realistic-sounding VL1 to
today’s industry-standard Motif Music
Production Synthesizer, Yamaha has
always been an innovator of technology
for inspired music-making.

To celebrate our 40th year of making
synths, Yamaha is offering the

Motif XF in a new, limited quantity,
spotlight-white finish.

Keyboardists, producers and songwriters
know the Motif for its incredible sound,
flexible expandability and deep
computer integration.

Now, make sure everyone knows with
an instrument that catches your eye
as much as your ear.

e

When customers buy the Motif XF white, Yamaha will send tii'em the special
40th Anniversary Collection valued at over $1000. This collection includes:

* FL512M Flash Memory * 3rd-party 40% coupons from Arturia, FXpansion,
 40th Anniversary sticker John Melas, Sonic Reality, Stephen Kay and Synthogy
* 4GB USB flash drive * 40% discount on Motif content at Yamahamusicsoft.com
* Special 40th Anniversary content including samples ¢ Free Film & TV song submission membership to

and Voices of Yamaha GX-1, CS80 and CS01, Broadjam.com

a special Acoustic Piano collection and more! * Rebates on Yamaha products

MO TIF XF B

Visit 4wrd.it/40thMMR for more details.

©2014 Yamaha Corporation of America. All rights reserved. E
-
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Despite all the odds against it, road
reps continue to be the lifeblood for
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The blazingly fast bus-powered Zoom TAC-2 interface uses the latest Thunderbolt™ technology for
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Sentiment & Reality

t was announced on July 24th — and reported by MMRin this issue
I (see page 6) — that 16 guitar brands have filed for extensions in

order to oppose Gibson Brands’ trademark application regarding
the double-cutaway “335 [guitar] body shape.”

This may ring a bell for many, as back in November of 2000, Gibson
brought suit against Paul Reed Smith over PRS' line of single-cut gui-
tars, claiming the shape was too similar to Gibson’s iconic Les Paul and
would cause “market confusion.”

The case was much discussed within the industry, as well as amongst guitar players, many
of whom took to the blogosphere and Internet bulletin boards to add their two cents — most
of them clearly siding with whichever company produced “their guitar”

Without rehashing the full details likely familiar to a good chunk of MMR readers, a federal
district court sided with Gibson in 2004, a decision which was later reversed by the Sixth
Circuit Court of Appeals. PRS once again began producing their single-cutaway guitars.

While the outcome of this current trademark dispute is yet to be determined, one ele-
ment of the whole affair is consistent with events of a decade-plus ago. The interwebs are
once again alive with the passionate reactions of six-stringers.

On Seymour Duncan’s User Group Forum, where Evan Skopp began the discussion by
linking to MMR’s initial report, results ranged from “They [Gibson] probably just want that
comfort of owning the patent [sic] and then charging the crap out of everyone to use it” to
“Wow! It only took them 50+ years!”to responses explaining (to varying degrees of accuracy)
the distinction between patents and trademarks.

| reached out to Ronald Bienstock, whose firm is representing 15 of the 17 brands in-
volved in the current case, to get his take on what's really at stake here.

“What is often misunderstood in terms of intellectual property (IP) law and the music
instrument business, usually as to guitars, is that sentiment and reality are often two very
different things,” he explains.“Guitar players, and to some extent bassists, often are loyal to a
guitar body shape or style that they started with early in their lives.

“For example, over 50 years ago, a company initiates, or claims to initiate, a design, but
within a year of the introduction of that design, other companies begin to use and adver-
tise that same, or a very similar, design. The number of companies using that design then
grows exponentially over the next 50 years and that design is seen everywhere. Still, a few
fans of that original company may think, ‘Well, they came up with it. Isn't it theirs?’ That is
sentiment, but it is not IP law.

“In order for these types of designs to be trademarks, and for one company to retain ex-
clusive rights to use such designs, companies must treat these designs as trademarks.

“Since we are discussing IP law, we, as an industry, already have the leading case on this
very issue: Stuart Spector et. al. vs. FMIC has clearly established what the law is, as it applies
to a trademark application for a guitar body shape that has been in existence for over 50
years and has been copied directly or substantially: it is generic and cannot serve as an indi-
cator of source. Many guitar body shapes can become ubiquitous throughout the Ml indus-
try, like that of a double cutaway body guitar or bass first designed in 1958. This is why 17
companies have reacted to Gibson's attempt to claim ownership of a generic guitar shape.”

As this is an ongoing legal matter in which Bienstock is actively involved (Gibson has not
yet responded to inquiries from MMR), it would be natural for those who side with Gibson
to dismiss his arguments — and that’s fine. What's worth remembering, though - and this is
as true for Ml dealers as it is end-users — is that just because you're a “fan” of a brand, doesn’t
mean that the organization behind that logo is always in the right.

It's MMR's — and my own - job to remain agnostic on all matters such as this trademark
dispute (I am happy to own, or to have formerly owned, guitars from nearly all suppliers
involved, so | can, personally, truly claim not be on anyone’s “side”), but we'll certainly be
watching this case and reporting on developments as things evolve. mmr
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It's All About Community

| am writing having just arrived back home from Nashville and the
Summer NAMM Show. If you attended, | believe you will know what
the headline above is about. Our industry felt more like a community
the past few days down in Nashville. Of course there was plenty of
time for business on the Show floor. However, Joe Lamond and his
staff have to be commended for bringing a gathering together that
provided inspiration, innovation, and opportunity to
the attendees and exhibitors.

Of course NAMM always brings out optimism
whether in Nashville or Anaheim. The difference is that
in Anaheim everyone is hoping for a good year. By the
time Nashville rolls around, everyone knows whether or not they are
having a good year. From my conversations, everyone is pretty hap-
py with what 2014 has delivered. I'm sure if the job reports remain
steady, 2014 will be the rebound year we have all been looking for.

Winter NAMM takes the shape of its surroundings in the hustle
and bustle of Southern California. It is a four-day sprint for attendees
trying to reach as many booths as possible to see the latest offerings,
while every exhibitor is on edge not wanting to miss the next most
important customer that comes into their booth.

Summer NAMM, on the other hand, reflects the pace of a genteel
southern city (well, maybe not that genteel around midnight walk-
ing along Broadway). The pace allows everyone to feel like they are
developing relationships with their customers and vendors. There's
time to have real conversations with all. Everyone can maintain eye

Summer

NAMM

contact without looking to see who or what
they may be missing, or having that aggres-
sive someone come up and interrupt your
conversation. ]

Beyond the tradeshow floor, there were so ]
many opportunities to step back and remem- By Terry Lowe
ber why our industry is a community. There was no bet-
ter example of this than the opening night reception.
For those of you who missed it, it was an exceptional
evening of music highlighted by Vince Gill's 40-minute
chat reflecting on his career. He noted the thrill he had
as child getting his first guitar and going to a music store. It was in a
small city in Oklahoma where the local music store was the center of
the area’s music community.

That music store was one of his key inspirations. Like so many of
you, your store is this beacon of music for your own community. Your
livelihood is an inspiration for generations of aspiring players in your
community, as well. These players/customers that walk through your
door may never reach the level of a Vince Gill, but they do grow into
having a lifelong appreciation for the arts which they will pass along
to the next generation. Your store is one of the keys that keeps our
society one worth living in. It is a very important role that you play.

Not everyone chooses to go to Nashville. Everyone should be
grateful for this. It is nice to see the Show grow and attendance in-
crease, but we hope it continues to keep its boutique charm. mmRr
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COMING THIS SUMMER!
KYSER® GUITAR STRAPS
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Seventeen Brands Oppose Gibson's
Quest to Trademark ‘335 Shape’

On July 24, seventeen companies filed for extensions to oppose the trademark
application by Gibson Brands Inc. for the (two dimensional outline) of the 335 body
shape. Peavey, Dean ( Armadillo), JHS, Suhr (JS Tech), Collings, Schecter, Westheimer,
ESP, Washburn (U.S. Music), Roman Guitars, Trussart Guitars, Sadowsky, Warwick, Cor-
doba, Premier Builders, and Guild have filed together represented by Bienstock and
Michael, P.C. Fender (FMIC) and Fred W. Gretsch Enterprises have filed separately.

Trade Regrets

People on the Move

Hal Leonard is the exclusive U.S. dis-
tributor for Notion 5 which was launched
at the NAMM show in Nashville. They will
also exclusively represent the full array of
Notion products beyond Notion 5, includ-
ing the Notion Conducting Pack, Notion
Site Licenses, and the Progression Guitar
Notation program.

PreSonus acquired Notion in 2013 to
expand its growing product line and add
to its total solution ecosystem, especial-
ly in the education market. Designed to
offer the finest playback quality of any
music notation product, Notion features

Hal Leonard to Exclusively Distribute
Notion from PreSonus

orchestral samples recorded by the Lon-
don Symphony Orchestra plus guitar,
bass, and drum samples by Neil Zaza, Vic-
tor Wooten, and Roy“Futureman”Wooten.

Notion allows musicians to create a
score on their Mac or Windows computer
and transfer it to their iPad, where they
can continue to edit. Notion offers tools
for scoring to video and comes with three
Native Effects™ plug-insfrom PreSonus’
award-winning Studio One® DAW for Mac
and Windows. This will be the first edition
of Notion that includes the notation pro-
gram in five languages.

PreSonus
products are
used today by
artists  rang-
ing from Steve
Morse and
Flying Colors
to Derek Sher-
inian, Imogen
Heap, Lincoln
Brewster, and Victor Wooten; institu-
tions such as SAE and Berklee College
of Music; and a who's who of produc-
ers and engineers.

The Music People to Distribute Denon and Marantz

TMP Pro has announced a distribution
agreement with Denon Professional and
Marantz Professional to be their exclu-
sive national distributor in the U.S. TMP
Pro Distribution has built an expansive
line of 170 pro-audio brands and con-
tinues to grow. Since pro audio distribu-
tion was added to the business model in
1985, TMP Pro has consistently followed
a formula of establishing strong partner
relationships with vendors. The TMP
Pro Team is recognized by manufactur-
ers and customers alike for its in-depth
knowledge of the products that they sell.
Accordingly, the TMP Pro national sales
team offers years of first-hand experi-
ence in the full line of products offered

||

PRO DISTRIBUTION

A Division of The Music People, Inc.

by Denon Professional and Marantz Pro-
fessional.

For over three decades, Denon Pro-
fessional and Marantz Professional audio
source and acquisition products have
faithfully served the professional audio
and video markets with forward-thinking,
reliable solutions. With a longstanding

reputation for innovation and quality, Ma-
rantz Professional portable solutions ac-
curately capture the sounds of our world
- from mission-critical meetings, inter-
views, and court proceedings to the pres-
ervation of our rich historical languages.
While audio on-the-go is a Marantz Pro
hallmark, Denon Professional enables
the communication of audio and video
content with robust, full-featured media
distribution solutions. From solid-state
audio players and recorders to high-per-
formance signal management devices,
Denon Pro’s technology has performed
in every installed-venue imaginable, all
while improving workflow and reliability
in those environments.



Vinnie Colaiuta
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Vinnie and the Vic design team worked together to create a stick that.lets
Vinnie_do what he does best. Everything.-As one-of.the most honored and
celebrated drummers of all time, Vinnie Colaiuta’s drumming vocabulary
is extraordinary. Pick up a pair of his new signature sticks and you’ll discover
how perfectly balanced and transparent they feel—like they’re an extension
of you—enabling your purest musical expression. So whether you play
aggressively, or with a light touch, prepare to transcend.

&
R o N vig® 1IN
Check out the precise design features of Vinnie’s stick, and all of Vic’s Signature Serigs 4 k
collaborations with the world’s top players at VICFIRTH.COM A

THE PERFECT PAIR"

Photo: Michael Corral



UpFront

8 AUGUST 2014 -

mmrmagazine‘com

Fender Does Away with MSRP

As of July 7, FMIC has ceased the
use of “Manufacturer Suggested Retail
Prices” (MSRP) on any Fender-branded
products in North America. A represen-
tative for the company stated, “In an
effort to reduce confusion in the mar-
ketplace, FMIC has decided to eliminate
the MSRP and use solely the advertised

price!” Fender’s stance is that MSRP has
evolved to now exist in a “secondary
role” to MAP and, as such, is “extrane-
ous.”

Though the company, itself, stopped
referencing MSRP in July, Fender is
working with its retailers to phase out
MSRP references by the end of the year.

A POWERFUL BACK T0 SCHOOL TRIO

Performance ¢ Price ¢ Profitability

* Three-reed cards for every instrument provide an
instant add-on opportunity during rental season

* A humidity controlled reed case that will help
students manage their reeds better

* The new affordable, indestructible M| O lite
ligature for clarinet. Better performance - great

price.

AXOPONE

888-707-4455 ¢ information@dansr.com

“Fender

Young Changto
Distribute Fridolin
in North America

¢
YOUNG CHANG

The Schimmel Piano Company
has selected Young Chang North
America to manufacture the Frido-
lin piano exclusively for Schimmel
dealers. The Fridolin is described
as “an exceptional piano that main-
tains the fine tradition of the Schim-
mel Piano Company [that] will now
replace the price point of the previ-
ous May Berlin piano.”

The new Fridolin line will consist
of a 48" and 52" vertical and a 52"
and 6'1” Grand at very competi-
tive price points. “At Young Chang
we are proud that Schimmel has
selected our company to produce
this great addition to the Schim-
mel family of pianos,” states Larry
Fresch, COO Young Chang North
America. The pianos feature AAA
Solid Spruce Soundboards, German
Roslau Wire, All Maple Action Parts,
and Cold Pressed Hammers.

Brother to Wilhelm, the founder
of Schimmel Piano in Germany, Fri-
dolin Schimmel came to the United
States and founded his own piano
company in 1893. Fridolin’s new
home in Minnesota was ideal for
piano manufacturing with its tradi-
tion of high-grade lumber. With the
combination of piano designs and
materials, the Fridolin piano devel-
oped an excellent reputation, as did
his brother in Germany.

<
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the brand.

s performed dependably on
rehearsal halls, at home and on
road for decades, setting the standard

ith innovative products for musicians.

So, why worry?

StagePRO offers a fret-free, full-line, combo
stand opportunity that will differentiate
your store, enhance profits and bring

you more customers.

It’s a Hamilton - a sure bet!

INNOVATION & SUPPORT, ABOVE ALL

Become a sTAGEPRO

The Stage PRO Line of Stands
Dynamic Music, Hal Leon

ler today!

s is available from these distributors:
ion, Harris Teller, Saint Louis Music

HAMILTONSTANDS.COM
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Steinway & Sons to Bring Signature Gallery to Charlotte

Steinway & Sons has announced the upcoming opening of
Steinway Piano Gallery — Charlotte, the North Carolina Piedmont
region’s only exclusive Steinway showroom. The new gallery
becomes one of a limited number of hand-selected dealerships
offering The Family of Steinway-Designed Pianos to artists,
students, retail consumers

universities in their goal of attaining All-Steinway School status,
including Rowan University, Moravian College, Immaculata Uni-
versity, Cairn University, and Chestnut Hill College. In addition,
with many years of experience on the sales floor, Mark has pro-
vided consistent education and advice for customers, enabling
them to make an informed

and institutions around the
globe.

Steinway Piano Gallery
- Charlotte is owned and
operated by Mark and Kath-
erine Love. The Loves are no
strangers to the Steinway
brand. As Senior Vice Pres-
ident of Development and
Institutional Relationships
for Steinway in the Philadel-
phia region, Mark worked
closely with colleges and
universities to ensure that
Steinway pianos graced
their recital halls and prac-
tice rooms, and he assist-
ed many area colleges and

Mutec Mutes

decision in their acquisition
of a Steinway piano.

“Mark’s long experience
with Steinway gives him
special knowledge of our
brand that will be invalu-
able in launching this new
presence in Charlotte,” said
Todd Sanders, vice president
of Sales and Marketing for
Steinway & Sons. “In partner-
ship with his wife, Katherine,
Mark is providing Steinway
with an exciting entré into
a region with a vibrant com-
munity of pianists and music
lovers. We wish them every
success.”

i Increase your profits
with the ultimate add-on sale!

From their first note

! \ ‘1

Mutec

True Tone
I
¥

Your new standard in student mutes.
Orchestra Quality, Band Room Price.
Better than a cardboard mute!
Straight, Cup, Practice for under $30 List
Dealer price 1/2 of list. Fast movers.

to first chair

Quality accessories
for brass instruments

Our student line of plastic mouthpieces
compare to professional mouthpieces at a
fraction of the price without a loss of quality.

Perfect for cold weather playing, playing
with braces, rentals, and replacements.

Mouthpieces for Trumpet (3C, 5C & 7C)
$15 List / $7.5 Dealer Cost
Available in black & clear plastic only

=

Made in USA

Mutec

Made from durable plastic.
Learn more at www.mutecmutes.com
or email us at info@mutecmutes.com

Y Mouthpieces



HAL LEONARD INVITES YOU TO EXPLORE THE
MOBILE MUSIC MAKING MARKET

MOBILE CONNECTIONS

ACCESSORIES FOR PHONES,

TABLETS & LAPTOPS
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The mobile music making market

is exploding and Hal Leonard is
your source for what musicians need.
Contactyour salesrep to learn about

everything we offer:

* MERCHANDISING

kiosk options and signage support

* TECH SUPPORT

and recommended apps to tie into product sales

* FLEXIBLE DEALER TERMS HALeLEONARD
details on a

* THE BEST MIX OF PRODUCTS display!

ssssssssssss

JameHub @
GRIFFIN L rae e ALEIS.
S 1‘ AIRTURN M-AuDIO SAMSON

M] Cl'()ph()] 1eS Hands Free Page Turns

GET STARTED TODAY!

Ask for details on a recommended starter pack.

CALL TODAY!1-800-554-0626

!‘: HALeLEONARD®
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Ventura Guitars

Tired of Matching Internet prices...
competing with the local GC?

We are proud that for the past 12 years Ventura
Guitars have only been sold to brick and mortar
independent music stores.

NO Internet web sites! NO national music
chains! NO big box stores or other retail!

We understand your business and make it
easy and desirable for you to do business
with us: NO buy-ins! NO annual require-
ments to keep the line! NO minimum
orders! Just buy only what you need, when
you need it! And, a LIFETIME WARRANTY!

The Ventura Guitar Line is designed mostly for
retail price points of $100-$300. We usually
y have most everything in stock, and ship the
same or next day. All products have a
lifetime warranty, without exclusions,
and it is your call!

AND NO APPLICATION PROCESS:
if | know you are a brick and mortar
independent store, that is all | need!
Our only requirement is that you

not sell any of the Ventura product

on the internet. That's all...that
simple!

Tom & Lily Oliphant, Owners Ventura Guitars

Many of you may have seen us in your store already. We
spend several weeks a year out in the field and from that
perspective we understand the independent store operation,
your problems, concerns and needs. You have told us what
your customer wants and what they are willing to pay and
Ventura Guitars are designed with the features and value to
meet these requirements and allow you the reasonable profit

your store needs to stay in business. atThe Music Shop, Rockwall, TX

Let’s get started,
Tom Oliphant (817) 689-7732 or venturaguitars@gmail.com.
Check out our catalog at www.venturasoundideas.com

Warehouse: Austin, Texas

Office: 4925 S. Meadow Ridge Cir., McKinney, Texas 75070
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Yorkville Sound’s Jack
Long Appointed to the
Order of Canada

On June 30th, his
Excellency the Right
Honourable  David
Johnston, Governor
General of Canada,
announced the 2014
appointments to the
Order of Canada. In- v
cluded on this list of JackLong
recipients is Yorkville Sound founder and
chairman, Jack Long.

The Order of Canada, one of that nation’s
highest civilian honors, was established in
1967, during Canada’s centennial year, to
recognize outstanding achievement, dedi-
cation to the community and service to the
nation.

Jack Long is being recognized for his en-
gagement as a pioneer in Canada’s music
retail and manufacturing industries who is
committed to musicians, customers, and
employees across the country.

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

Long and McQuade was founded in
1956 when Jack had the idea of selling in-
struments to friends in the industry. Now, 58
years later, the chain has 65 Canadian loca-
tions serving musicians from coast to coast.

In addition to building Long & Mc-
Quade, Jack also established Yorkville
Sound as a separate manufacturing and
distribution company in 1963. Yorkville
Sound continues to manufacture Yorkville
Pro Audio, VTC ProAudio, and the Traynor
guitar and bass amp brands at its facility
in Pickering Ontario.

FAGEBOOK
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The Advantages of Becoming
a Celviano Dealer

~ Feature Rich Products

~  Controlled Distribution

~ Higher profit margins

~ Favorable Terms and Freight Programs
~ In Store Displays, Training and Support

~ 5 -Year Warranty CASI °®

For more information contact:
www.casiomusicgear.com musicgear@casio.com
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MMR Launches Online Supplier Directory

The recently launched online MMR
Supplier Directory is a comprehensive
database of companies and organizations
within the MI industry. Every category
of products and services relevant to the
successful operation of an Ml retail busi-
ness is represented within the Directory.
Dealers can use the site, free of charge, to

match service providers to whatever your
needs may be.

Suppliers can register and add their
company’s basic info for free, with the op-
tion to run an enhanced listing at a mini-
mal charge. From now on, the only way to
ensure that your business will be listed in
the annual print version of the MMR Sup-

plier Directory is to register and add your
information online.

Visit mmrmagazine.com/directory to-
day!

Alfred Receives Paul
Revere Award for ‘Joni
Mitchell: Complete So
Far’

Alfred Music re-
ceived the Paul Re-
vere Award for Graph-
ic Excellence in the
category of “Book De-
sign in Popular Folios”
for the recently re-
leased songbook Joni
Mitchell: Complete So
Far. This ceremony is held annually during
the yearly meeting of the Music Publishers
Association in New York City, New York.

“It is such an honor for this songbook to
be recognized by our respected friends and
colleagues,” said Aaron Stang, the book’s
longtime editor. “This was such a special
project for our team and we are so pleased
with the finished product. | need to give
credit to the book’s graphic designer, Dana
D’Elia, who designed the cover and interior
art layouts for this songbook - | am thrilled
that her hard work has been recognized
by her peers. And, of course, this award is
dedicated to the artist who spent a lifetime
creating music that will be enjoyed for gen-
erations, Joni Mitchell”

Joni Mitchell: Complete So Far features
a cover image from Jack Robinson and
includes over 40 classic images from the
legendary classic rock-era photographer
Henry Diltz. The book also incorporates
an incisive foreword on her unique gui-
tar style and a one-of-a-kind extensively
cross-referenced Tuning Index for those in
search of a deeper understanding of her
approach to guitar.
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Berklee Teams with Avid for Groundbreaking Studio Complex

Berklee College of Music, the world’s largest independent in many professional project workflows. For example, musicians
contemporary music college, has deployed Avid professional playing on one campus can be recorded and mixed by students
audio production solutions to enable real-time, hlgh -definition at the other campus.
collaborative workflows be- G N i {m ¥ W For both  campuses,
tween its newly unveiled i Berklee has chosen audio

solutions that are integrat-
ed with the new Avid Me-
diaCentral Platform, giving
students access to an even
wider range of tools and ex-
perts, from music creation
to distribution. These in-
clude Pro Tools® | Software,
Pro Tools|HD systems with
Avid analog and digital HD
interfaces, Sibelius® music
notation software, and two
System 5 digital audio mix-
ing consoles. Berklee has
also selected ProTools as the
official digital audio work-
station (DAW) on all laptops

16-story tower in Boston
and its campus in Valencia,
Spain. Showcasing the Avid
Everywhere™ vision for con-
necting audio professionals
more powerfully, collab-
oratively, and efficiently,
the new workflow delivers
seamless, faster global team
working capabilities along
with the strength of Avid’s
industry-standard audio
production technologies.
An ultra-high speed in-
ternet connection links
Berklee’s new state-of-the-
art 10-studio audio produc-

A
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The new Berklee Complex in Boston.

tion complex in Boston, which is among the largest of its kind in distributed to every incoming student as part of its Berklee Bun-
the United States, to its campus in Valencia, Spain, enabling re- dle Licensing Program (BBLP), fulfilling its commitment to giving
al-time collaboration on a global level - now a standard practice students unlimited access to industry-standard tools.

TR
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Cordoba & FMIC Finalize
Sale of Guild Guitars

mmrmagazine‘com

CORDOBA

M U S | GROUP

Cordoba Music Group (CMG), the manufacturer of Cordoba
acoustic guitars, ukuleles, and accessories, has announced that
it has finalized the sale of the Guild® guitar brand and related
assets from Fender Musical Instruments Corporation (FMIC).

“We are thrilled to carry the torch for the Guild brand,” said
Cordoba Music Group’s CEO, Tim Miklaucic. “Guild guitars have
landed in the hands of so many legendary musicians through-
out the course of history. Their unmistakable voices have led to
some amazing songs and moments in music, and we can’t wait
to write the next chapter” CMG is expected to begin produc-
tion in Oxnard, California, led by Guild alum Ren Ferguson as
the VP of manufacturing and R&D.

ooy Letters

In reference to the “Step Up to the Plate” article in June 2014 MMR:

Thank you for your focus on step-up and performance lev-
el instruments. We find, however, that this market has far from
leveled off. We are experiencing enormous success, perhaps
more than ever, in selling step-up, “performance,” and pro in-
struments. The gentlemen interviewed all make great points,
but there are several things that come to mind that might help
us (retailers) even more in our common goal of increasing sales
of these instruments:

1. The terms “step-up,” “performance” and “pro” are just
words. Be honest about that. If anything, those terms make our
job more difficult. What one company calls “pro” another might
consider merely a “step-up,” even if the price point and materi-
als/specs are identical. What matters most in choosing an in-
strument are the specs. What features will benefit the player
most, and why. This is information that potentially means a lot
to us, but can be hard to find. We make FAB cards for each step-
up instrument (at Musical Innovations, we consider everything
above student level a“step-up”and then go from there, to avoid
the customer confusion that Roger Eaton mentions), indicating
the instrument’s specs, features, advantages, and benefits to
the player, so that parents and students can easily differentiate.
It also helps them to see the value behind the price. We believe

©
FLY ¥ 30495

MINI PEDALS

$69-79 STREET PRICES

A+ DEALER MARGINS

QUANTITY DISCOUNT INCENTIVES
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in “selling through education,” that by giving customers the in-
formation they need to make an educated buying decision, they
will choose an instrument that they will be happier with. Help
us differentiate your instruments from others’ and help us give
customers the information they truly need. What features give
the player what benefits, and why. Where an instrument is made
is not nearly as important as how it is made. Help your DMs help
us by having this information at hand, in
ready-to-use formats.

2. Giving customers a choice is para-
mount. While each of our wonderful manu-
facturing friends would like to be the suppli-
er of 99.9 percent of what we stock, the truth
is that — especially for higher-end instru-
ments — people want a choice. Band direc-
tors have varying brand/model preferences,
and we want to honor those preferences.
Parents, too, like to see their students have
a choice. We like to keep a good amount of
step-up instruments in stock, from a num-
ber of suppliers, and when suppliers help us
by allowing us terms, consignment, approv-
al and so on, that means a lot. So, for exam-
ple, when a student comes in for a step-up
flute, we don't simply hand them ONE flute,
we hand them 6-8 and give them the abil-
ity to choose the one that suits them best.
Please don't fret if you see many different
brands in our store, dear supplier friends; if
your instruments are truly high quality, the
variety will help them stand out even more.

3. Give us “little guys” a break. We are
the ones that spend hours with the cus-
tomer going over features, allowing
them to try instruments, talking pricing
with parents, working out financing,
writing school bids and so on. When the
customer then can turn around and get
the very same instrument online for less
than we pay for it, that hurts. It hurts us,
and it hurts the customer as he may not
have the availability of repair or warran-
ty service if needed, or the availability of
lessons to help the student play the new
instrument to its fullest potential.

4. For those of you who do customer
rebates (and salesperson spiffs), a HUGE
“thank you!” This helps us more than you
know. Customers feel they are getting
more value without us having to play the
“race to the bottom” (lowest price) game.
Also to those who have allowed us to tour
your factories and meet your craftsmen:
kudos. This type of openness and sharing
also means more than you know.

Overall, Musical Innovations is grate-
ful for our suppliers, who work hard to

help us meet the needs of our customers. And we're grateful for
our DMs, who work hard to understand the unique needs of our
company, our region of the country, and our customers. Thank
you for all you do for us!!
Tracy E. Leenman
Musical Innovations
Greenville, S.C.

“After playing the Sk1, it is now my number one instrument for
everything keyboard |/ do. From the Hall & Oates tours to the
award-winning Live From Daryl’s House show the Hammond
Sk1 covers it all for me.”

Eliot Lewis, Hammond Artist

Live from Daryl’s House/Hall & Oates

HAMMOND

THE SOUND THE SOUL THEONE
www.hammondorganco.com
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Calvin R. Grafton, age 83, passed away
onJuly 11.

Born in Frackville, Pennsylvania, Grafton
opened Calvin Grafton Electronics Sales &
Service in 1963, later incorporated as Graf-
ton Piano & Organ Co. Inc. It grew under his
leadership from a small shop in Hatfield,
Pennsylvania to at its present location in
Souderton carrying a complete range of
pianos, organs, and keyboards. The com-
pany has installed and services hundreds
of Allen church organs in the tri-state area.

While at the Summer NAMM Show,
we learned that much
beloved industry vet-
eran Danny Rocks had
passed away. Danny
was a tireless advocate
for both music educa-
tion and the music in- A
dustry and he was a frequent contributor
to MMR and our sister publication SBO.

On July 24", Danny’s wife Mary Grace
sent MMR the following:

Danny Rocks, An Unusual Kind of Con-
ductor

It would surprise me if Danny had any
idea of the magnitude of influence he had on
so many in their lives in the music industry.
In Danny’s early years after leaving Temple
University he played music on Broadway and
worked as an assistant conductor. He told so
many stories of his relationship with Zero
Mostel and the power and command he had
of his audience. | can say now that watching
Danny in his career in the music industry he
learned quite well from Zero. Danny had a
most unusual impact on people. Looking at
Dannys’s life, the song “If | Were A Rich Man”
sings in my head. His fullness of life, his love
of people, and desire to help others showed
through the hundreds of warm, loving, and
appreciative comments that his friends
shared on Facebook about him.

Filled with his robust laugh, Danny loved
sharing stories of his well travelled life, which
was centered around the music business
and of course some wonderful travels with
me. With a list of accomplishments, from
as early as eight years old, Danny was a TV
personality playing accordion, the youngest
person in the city of Philadelphia to have a

mmrmagazine‘com
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permit to work playing pianos in bars in his
teens and of course having a paper route. He
told many stories of his father sitting in the
bar, having a beer and being very proud of
his son. Danny was the older brother to two
sisters and a brother.

Having worked for a company from the
bottom up, as he always said, “doing every
function that one could do in a company,”
groomed him for launching his business, The
Company Rocks, in 2008. The company be-
came his passion, a place to put his creative
juice to serve others. He loved, researching,
writing, and, most of all, teaching and mento-
ring others. No matter what the industry was,
Danny was committed to helping others. For
Danny, a check was nowhere near as import-
ant as knowing that he had served someone
well, taught someone something, or just held
someone up. | cannot tell you his excitement
at hitting over a half million hits on one of his
YouTube videos. He gave freely and abun-
dantly. Looking back, | see that many times he
did this with great self-sacrifice and at a high
payback to him in self-satisfaction.

Slow to anger, always looking from the
positive angle were traits the he perfected.
Very few people saw Danny angry, as he
was careful of that. When something affect-
ed him he would mull it over and come to
some reconciliation. It's probably surprising
to many that he was a very solitary man. He
looked at the people he interacted with in
his business as his friends. Truly that was the
case as evidenced by all the comments over
the past few days.

As a shock to all who knew him, he mar-
ried later in his life. We shared many won-
derful years travelling, laughing, eating, and
many times with taking care of sadder things
in life like caring for elderly and helping me
with burials. Although Danny had no chil-
dren of his own he was so dearly loved by
his nieces and nephews and his stepson. He
loved both his blood family and his married
family. Our life was rich and full in all those
ways.

In 2012 Danny relocated to Palm Desert,
a place we always thought of for retirement.
He took a sooner option on that move, as
clearly he was nowhere near retirement. It
became very dangerous when he began
thinking that he could be a “do it yourself”
contender. Finally he promised he would

leave all handyman and construction work
to the professionals and better enjoy his time
swimming in the pool and soaking in the ja-
cuzzi or doing some light gardening.

He worked hard and was very commit-
ted to his business. Danny was well loved
and respected in business and continued to
grow his company and work with his clients
to the day he died. On his way to the Sum-
mer NAMM show, both tired and excited to
see all his friends and colleagues and share
a few more gems at the show, | am sure he
checked his bank account in richness in life’s
relationships and experiences and closed
the account thinking... Yes, | am a rich man.
That huge heart of his gave until it gave out.

Danny died too early at 64 when there
were still so many scores to conduct in his
life. Rest in peace Danny Rocks. | love you, as
do so many others.

On July 14th, MMR was contacted by
Chris Syllaba of Jordan Kitt's Music who
shared the sad news of the passing of the

company'’s former pres-
ident, Clem D’Avella.
The following is a trib-
ute that Chris wrote in
memory of Clem:

A Tribute to Clement
DAvella 1931-2014 ==

Today we celebrate the life of Clem D’Avel-
la, a man who had a great impact on so
many of us in the music industry.

Clem was born in Italy but spent most of
his years in the Washington, D.C. area. He
lived in Washington, D.C., Silver Spring, and
eventually settled in Potomac, Maryland.

In 1956, Clem began his life-long career
in the music industry at the original Arthur
Jordan Piano Company store on 13th and G
Streets in NW Washington, D.C. He was as-
signed to the piano department and quick-
ly became a store manager, moving to the
Silver Spring store. Moving steadily up the
ranks, he eventually became executive vice
president and ultimately, in 1988, president
of Jordan Kitt's Music.

Clem remained in that position until his
retirement in 1991. Even after retirement,
however, Clem’s dedication to the company
and its employees remained as he was called
back in 1993 to again lead the sales organi-




zation. Even after his second retirement Clem
was senior advisor to Jordan Kitt’s until own-
er Bill McCormick’s passing in 2007.

Clem was instrumental in so many ways
to the company, including the period of ex-
pansion into the Baltimore and Richmond
markets. He was akey figure in the acqui-
sitions of Wells Music (Denver market) in
1981, Wilmington Piano Company (Phila-
delphia market) in 1988, and Temple of Mu-
sic (Virginia Beach market) also in 1988.

Clem quickly became Mr. McCormick’s
right hand man, both in motivating the Jor-
dan Kitt’s sales force and during his vendor
trips to Italy with Mr. McCormick’s company,
Georgetown Leather Design.

Giving back to the community and the
industry was also a big part of Clem’s life
through his years of service on the NAMM
Board. But his true contribution was his huge
impact on so many lives within and outside
of the industry. He worked very hard to en-
sure that his mother and father were well
taken care of, participating in their care to-
gether with his sister. He was devoted to his
family, including his wife Mary, both admir-
ing what she accomplished in her career
and cherishing their many years together,
and his children, Mike and Frank.

According to friend and former Jordan
Kitt's executive Dennis Houlihan, Clem was
“a man with a huge heart - filled with love
and compassion.”

Clem. You were a truly great man. | will
never forget the influence you had on my life
and your unwavering guidance in my career.
Thank you for the person you were and your
invaluable contribution to this world.

Chris Syllaba, President & CEO, Jordan
Kitts Music

Capital Music Center
(Austin, Texas) co-own-
er and co-founder Ron
Edelman died on June
1 when his heart failed
unexpectedly after win-
ning a six-month fight L
with cancer. He was 61. “Ron was an in-
credible man who forever enriched count-
less lives with the gift of music,” offered
James Harding of Gist piano, a friend and
music business peer.

Making piano lessons more fun and ac-
ceptable was paramount to Edelman, and
he believed that Capital Music could make
this possible by becoming an education
center with technology and group piano
as its core. Longtime manager Britt Caw-
thon, education director Catherine Davis,
and co-founder Cherrie Droutz are proud
to carry on Edelman’s musical vision and
the Capital Music Center mantra, “People
Making Music for Life”

Ron Edelman and Cherrie Droutz
co-founded Capital Music Center (CMC)
in 1988, initially concentrating on organ,
keyboard, digital piano, and lessons. CMC
became an authorized Roland piano dealer
in 1989, a choice that forever changed the
core focus of their business. Roland devel-
oped an easy way for students and teachers
to utilize MIDI files to help students learn to
play the piano called “Interactive Music Tu-
toring System It was also the first system to
focus on the specific challenges that caused
students to give up. Edelman embraced the
system wholeheartedly and grew CMC stu-
dent enrollment exponentially.

In honor of Edelman’s life and contribu-
tion to music education in Austin, his fam-
ily created the Ron Edelman Scholarship
for Piano Education at the University of
Texas, a permanent endowment benefit-
ting students attending the Sarah and Er-
nest Butler School of Music in the College
of Fine Arts. Funds distributed from the
endowment will support non-piano major
freshmen participating in Butler School of
Music’s Group Piano program, and prefer-
ence will be given to students with finan-
cial need.

Donations for The Ron Edelman Schol-
arship for Piano Education may be sent to:

The Ron Edelman Scholarship for Pia-
no Education, University of Texas, Butler
School of Music, 2406 Robert Dedman
Drive, Stop E3100, Austin, TX 78712-1555.
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pleted his apprenticeship and earned a
degree as a master craftsman of string in-
struments. He moved to the United States
at the age of 21 and pursued his career in
Philadelphia working for the Philadelphia
Music Co.

He met his wife Jeanette at the Canstat-
ter German Club, and they married in 1963.

Fritscher then worked for Kappa Gui-
tar Co., in Maryland, before accepting a
position as plant manager at Guild Music
in Westerly in 1971. He held this position
until his retirement. He took great pride in
growing the company and considered his
employees family. He was well known in
our industry as an expert at his craft and
made custom guitars for many famous
musicians over the years.

In lieu of flowers, donations may be
made to the American Cancer Society,
PO Box 22718, Oklahoma City, OK 73123-
1718, in William’s memory.

The family invites interested parties to
leave an online condolence at www.gaffn-
eydolanfuneralhome.com

William  Fritscher,
75, passed away on July
5,2014.

Born in Germany in
1939, son of the late
Anna and Friedrich
Fritscher, William com-

Alfredo Flores Sr. was born in Mexi-
co on August 10, 1908 and moved to San
Antonio, Texas with his mother and grand-
mother when he was a small boy. Flores
would eventually work at the Thomas
Goggan piano company. His experience
with the piano company provided Mr.
Flores with the idea and contacts to open
his own business.

Alamo Music Exchange was formed in
1929, just months before the stock mar-
ket crash. The store was able to withstand
the Great Depression due to Mr. Flores’
dedication to customer service. Over the
years the store grew in size and reputation,
leading to expansion and a new building
in the 1960s. That decade also saw his son,
Alfredo Flores Jr.,, and his daughter join the
business.

During his 2009 NAMM Oral History in-
terview, when Mr. Flores was 100 years old,
he remarked on how proud he was to have
been in the music business and how proud
he was of his family for keeping the family
business running.

Alfredo Flores Sr. passed away on June
30th.
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Supplier
Scene

CAD Presents
Headphonesto

CAD Audio recently donated a num-
ber of MH510 studio headphones to
music students in Cincinnati, Ohio. Aar-
on O’Keefe, a private music instructor
and owner/co-owner of the Loveland,
Maineville, and Lebanon music acade-
mies, says his students typically range
from age six to 16 and he personally
teaches piano, guitar, voice, drums,
bass, double bass, vibraphone, mando-
lin and ukulele, to name a few.

“These CAD headphones are going
to be used in countless studio record-
ings,” Aaron continues. “The Sessions
MH510s are perfect for the studio be-
cause they have a closed-back design
and there isn't any bleed through into
the microphones.”

Knowing that his students’ version
of Tool's “46 and 2" on YouTube has had
nearly six and a half million views to
this point, appearing in their videos has
added significance for supporting man-
ufacturers such as Zildjian, Jackson,
ESP, Dunlop, Kramer and CAD Audio.

cadaudio.com

Ernie Ball Runs ‘All Access with Slash’ Contest

As part of Ernie Ball's new “All Access with
Slash” contest, starting August 1, customers will
find unique codes inside their purchased Ernie
Ball string packages. These codes represent a
chance to win an all-expense paid trip to Holly-
wood to attend a private rehearsal with iconic
guitarist Slash and two tickets to Slash’s World on
Fire tour. Codes can be entered at ernieball.com/
slash to enter the drawing for the grand prize.

Additionally, Red, Blue, and White guitar picks
will be placed inside string packages, giving Er-
nie Ball fans the opportunity to win even more
prizes, including Ernie Ball guitar strings, a Dun-
lop Slash Signature Wah pedal, and a Music Man
Guitar.

ernieball.com

Print publisher and product distrib-
utor Hal Leonard unveiled its new “M4”
campaign at Summer NAMM. It's a pro-
gram designed to encourage dealers to
get started in the Mobile Music Making
Market. The company’s campaign will in-
volve a bundle with the bestselling prod-
ucts from industry heavy hitters such
as IK Multimedia, Griffin, Alesis, Line 6,
M-Audio, Samson, JamHub, and others.
The campaign is designed to take the
guesswork out of ordering while also
provides eye-catching, space-saving
merchandising.

Hal Leonard sales reps will offer tech
support and recommend must-have
apps for musicians that tie in to prod-
uct sales. The M4 Campaign offers these
perks and what they say are very flexible
dealer terms.

Brad Smith, senior sales and market-
ing manager for Hal Leonard, comments,

Hal Leonard Announces ‘M4’
Campaign at Summer NAMM

MOBILE CONNECTIONS
Ac Es

=
HALSLEONARD

“Our new M4 Campaign was created to
encourage dealers to treat iOS devices as
a bona fide product category — not just as
an afterthought accessory.”
halleonard.com

Vandoren Breaks Sales Records

DANSR, Inc.,, the U.S.importer for Vandoren
woodwind products, has tied its all-time Van-
doren sales record by month in the month
of May 2014. “We are thrilled with this per-
formance,” remarks Andy Blanco, Vandoren
Brand Manager. “Our products are the best
on the market, and we have a sales staff that

Oy“ @
PARIS

represents it very well. We have a strong commitment to serving music and music dealers
and one of the ways we do that by supplying the community with world-class products and

efficient and accurate fulfillment”

dansr.com
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Asterope Eyes Increasing Momentum for Audio Cables

Over the last 12 months, Aster-
ope has reported increasing mo-
mentum among both dealers and
online retailers for its premium in-
strument and XLR cable products.
Dealers across the U.S., as well as
online retailers, including Musi-
cian’s Friend, Amazon, Sweetwater
and SamAsh.com, have added As-

terope to their product portfolios
over the last year.

The momentum is the result
of a variety of initiatives the com-
pany has undertaken to broaden
its distribution base, including
the rollout of its worldwide retail
distribution agreement with Fish-
man, a 70-city promotional deal-

er tour, and the initiation of the
next phase of its global branding
campaign featuring a host of re-
nowned artists, engineers, and
producers, designed to support
its existing products as well as its
expansion into the professional
audio market.

asterope.com | -

D'Addario
Foundation and
Harmony Program
Celebrate First
Season Together

The D’Addario Foundation and
The Harmony Program united this
year to provide underserved Long
Island, New York third-graders of
Deauville Gardens with free musical
instruments and a uniquely intensive
after-school music program.

The in-depth, after-school pro-
gram is based on the renowned
El Sistema model and provides 23
third-graders from Deauville Gar-
dens East and West public elementa-
ry schools in Copiague, Long Island,
with the stringed instrument of their
choice and music instruction for two
hours a day, three days a week. The
Deauville elementary schools were
selected as they have not had a
stringed music program for 30 years.

The partnering  foundations
co-hosted an end-of-year recital on
Monday, June 16, 2014 at the D’Add-
ario headquarters, where the chil-
dren demonstrated the skills that
they learned this year.

daddariofoundation.org and
harmonyprogram.org

DENIS WICK
IBER MUTE

Uperiormance
at theibestprice

DENIS WICK

LONDON

A

DENIS WICK

LONDON

Sign up today for a free set!
http://eepurl.com/MoOOL
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Sony Creative 's
DoStudio Software
Authors CSNY Blu-Ray

Reunion Blues Welcomes The Crimson
ProjeKCt Guitarist Markus Reuter

Gig bag and instrument case manufacturer
Reunion Blues has officially welcomed Touch
Guitars® founder, virtuoso guitarist, composer,
and record producer Markus Reuter to their art-
ist roster. Markus’ work has included collabora-
tions with lan Boddy, Robert Rich, King Crimson
members Tony Levin, Pat Mastelotto, Adrian
Belew, and producer Lee Fletcher, among nu-

TUDIO AUTHORING

merous others. He is currently a member of the
band Stick Men, as well as King Crimson off-

shoot The Crimson ProjeKCt.

reunionblues.com

Sabian Celebrates 20 Years of AAX

In 1993, an innovative Sabian design
and technology propelled AAX cymbals to
what the company says is the widest dy-
namic range ever achieved. Twenty years
later AAX remains one of the top-selling
cymbal series from any brand.

The Modern Bright tone of AAX cym-

12
GENUINE HA RMD Ll MUTE

Look-alikes
don’t sound alike.

bals is designed to stay clean, clear, and
accurate at any volume. AAX offers an
wide range of models with sounds for
a variety of styles and tastes —X-Plosion
Crashes, Fast Crashes, X-Celerator Hats,
and Air Splashes.

sabian.com

Sony Creative Software played a key role
in the production of CSNY 1974, a high-pro-
file Blu-ray Disc™ Pure Audio release of
Crosby, Stills, Nash and Young’s most pop-
ular concerts across the country. DoStudio
was selected by Duplitech for providing
authoring technology that provides the
best physical product for the fans.

Produced by Graham Nash and Joel
Bernstein, the box set mirrors the electric/
acoustic/electric format that the band
followed on stage. CSNY 1974 includes
40 previously-unreleased tracks recorded
forty years ago in 192kHz/24-bit sound.

sonycreativesoftware.com

GET DOWN WITH

SOME NEW SOUNDS

The C Mute
Symphonic
Wow - Wow

Poppa’s not the only one with a new bag. Harmon
is proud to introduce a new series of mutes with
updated eye catching packaging. Spice up your
sales with these new amazing sounds from an
iconic brand. Available from major distributors.
Learn more at www.harmonmutecompany.com

The G2 Mute The J2 Mute
Lyrical Adjustable
Straight Cup

8 new products to delight your customers!
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DPA Microphones on Rising Star

When Daniel S. McCoy, CAS, scored the
sound supervisor role for ABC's new live re-
sults singing show, Rising Star, he knew he
would need an innovative miking solution
to support the performances. In addition to
his tried-and-trusted d:dicate™ 4017 Shot-
gun Mic from DPA Microphones, McCoy
also relies on his new DPA d:screet™ 4061
Omnidirectional Miniature Mics with Wisy-
com wideband transmitters and receivers.

Tommy Lee
Debuts New

Pearl Drum Set

With the kickoff of Motley Crue’s
monumental “All Bad Things Must
Come to an End” final tour, Pearl
endorser Tommy Lee unveiled his
new Pearl E-Pro Live drum kit and
rollercoaster rig — “The Cruecifly.
The E-Pro Live electronic drums of-
fer Tommy the feel of an acoustic
drum set — courtesy of Pearl’s Tru
Trac Drumheads - but with a surplus
of options when it comes to sound.

Tommy'’s latest E-Pro Live drum
set went through a rigorous se-
ries of tests before finally hitting
the stage. Originally assembled at
Pearl’s headquarters in Nashville,
Tenn., then shipped out to Pearl’s
West Coast Artist Relations Office
in Los Angeles, “The Cruecifly Kit”
went through an exhausting series
of tests and configurations in order
to determine several necessary fac-
tors including width and length of
the drums in proportion to the riser,
weight distribution, playability and
the reaction of the drums while up-
side down and traveling, and, Tom-
my'’s comfortably behind the kit.

pearldrum.com

Rising Star incorporates significant
moments of dialogue in addition to the
performances. In order to account for the
show’s various ENG and reality needs,
McCoy simultaneously uses the d:dicate
4017 and d:screet 4061s to give the post
production team the ultimate choice in
audio dynamics.

dpamicrophones.com

The Player’s
Choice

Designed specifically for
the Player looking for a
COOL, THICK, WARM,
DARK, SWEET SOUND!
G by Meyer is the
mouthpiece for you.

G by Meyer is available
for both Alto and Tenor.

JJ Bt
Visit jjbabbitt.com jjbabbitt.com

MOUTHPIECES FOR ALL CLARINETS AND SAXOPHONES
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Altus Flutes Launches New Consumer Website

The Altus team at KHS America has
launched a new home for the Altus enthusi-
ast. The site has been renovated, revamped,
and updated with the primary focus on pro-
viding a simpler user experience.

The new home page gives the consumer
a quick glance of all things Altus, showcas-
ing the company’s latest products, history,
news, artists, and events. Altus has also

simplified their product navigation to be /7/// .
more intuitive and responsive to the way &~ s
today’s internet users prefer to search for
information. Consumers will now be able > e
to easily navigate through the site to find %xi i
the available flutes, headjoints, tubings, ) /
and metallurgy, as well as other Altus 0\ /

events and offerings. i
—

altusflutes.com

JodyJazz's Espina Presents at TEDx

Jody Espina, President of JodyJazz Inc, was one of the featured speakers at
the recent TEDx event in Savannah, Georgia. TED (Technology, Entertainment,
Design) is a global set of conferences owned by the private nonprofit Sapling
Foundation, under the slogan “ideas worth spreading.” Past presenters include
Bill Clinton, Bill Gates, Jane Goodall, Malcolm Gladwell, and many Nobel Prize
winners.

Combining elements of both his personal and business philosophies, Espina
described his journey from musician and teacher to founder and President of
JodyJazz Inc. Also a world-class Saxophone player, Espina began and closed his
presentation with impressive demonstrations of his instrumental prowess.

After years

still the best!

info@shubb.com ¢ www.shubb.com

707-843-4068

jodyjazz.com
That Your
School and Hg}v\l EER
Students

Can Afford

We are one of the leading suppliers of
band and orchestra instruments to schools
and music dealers throughout the United States.
We offer a full line of brass, woodwind, orchestra
and percussion instruments designed and
crafted to educational standards.
For a list of dealers
in your area, or a catalog contact:
schools@huntermusical.com by email or call.
We respond to all school bids through local dealers.
Samples are available for evaluation.

Hunter Music Instruments
3300 Northern Boulevard, Long Island City, NY 11101
(718) 706-0828 Fax: (718) 706-0128
www.huntermusical.com
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Orange Amplifi-
cation has promoted
Antony Gunter to sales
director with immedi-
ate effect. This new role
includes global sales re-
sponsibilities and day-to-day manage-
ment of U.K. and U.S.A. sales teams.

Antony joined Orange Amplification
in June 2004 as U.K. sales manager. In the
last ten years he has seen his role change
and expand from European sales man-
ager to International sales manager and
now sales director. During this period he
has played a significant part in the mas-
sive growth in international sales that
has earned Orange Amplification three
Queens Awards for Enterprise: Interna-
tional Trade in six years.

Shure Incorporated
has announced the pro-
motions of four senior ex-
ecutives: Ray Crawford,
Mark Humrichouser,
Meg Madison, and Tom
Kundmann.

Ray Crawford has been
promoted to vice pres-
ident of Strategic Plan-
ning and Integration.
He will continue to lead
the Corporate Strategy,
Global Business Develop-
ment, and Global Prod-
uct Management func-
tions. Ray has been with
Shure since 2005, before
which he was director
of Strategy and Business
Development at U.S. Ro-
botics Corporation.

Mark  Humrichouser
has been named vice president of the
Americas Business Unit. He will continue
to lead the Sales, Marketing, and Cus-
tomer Training and Support functions
for North and South America. Before
joining Shure in 2006, Mark worked for
Sennheiser U.S. as Industry team manag-
er, regional sales manager, and regional
market development manager.

Meg Madison has been promoted to
vice president of Human Resources. She
will continue to lead the Global Human
Resources function. Before Meg joined
Shure in 2005, she worked for United Air-
lines, as a director at Destination Hotels
and Resorts and Radisson/Hyatt hotel
organizations, and as a manager at Auto-
matic Data Processing (ADP).

Tom Kundmann has been named as-
sistant vice president of Product Develop-
ment and in this role he will continue to
lead Digital Wireless Product Development.
He has a Bachelor’s Degree (BSEE) and a
Master’s Degree from the University of Illi-
nois-Champaign and holds six U.S. patents
in wireless technology.

Additionally, Shure
has hired two new asso-
ciates to the sales team of
the Company’s Americas
Business Unit. Tim Valley
has been named regional
sales manager for the Pro Systems Group
for the Western U.S. and Christos De-
salernos has been named senior regional
sales manager for the Retail Group for the
Western U.S.

Tim Valley joins Shure from Anew CT,
where he served as executive vice presi-
dent for the last eight years and as a sales
director for two years before that. As a re-
gional sales manager for the Pro Systems
Group, he will manage the installed AV,
conferencing, and broadcast customers
in the Western U.S.

Christos Desalernos
has worked for the last 15
years at Furman Sound as
an engineer technician, an
account executive, and, for
the past nine years, as di-
rector of Division Sales. In his new position
as senior regional sales manager for the Re-
tail Group, Christos will manage the retail
business for Shure, including relationships
with Guitar Center and Musician’s Friend.

People
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Dan Philips, who was previously a
product manager, will become the divi-
sion’s manager of Product Development.
In this new role, he will develop new
products and research plans, and work
with Korg’s engineering teams to imple-
ment these innovative designs.

Korg USA Inc. congratulates Char-
lie Bright on his retirement from its Re-
search and Development Division after
thirty years of service. For the past twenty
years, Bright has served as vice president
and general manager of the Korg U.S.A.
Research and Development Division at
its facility in Milpitas, California, where he
contributed to some of Korg’s most well-
known products such as the M1, T-Series,
and the Wavestation.

With the retirement of Charlie Bright,
Korg US.A. announces two promotions
within the management of the Korg Re-
search and Development division. Andy
Leary will become the general manager
of Operations, and will be responsible for
the project management and overall oper-
ations of Korg Research and Development.
Leary, who was previously Sr. DSP Engineer
and Algorithm Designer, will also continue
his engineering role within the company.

Guitar Center has announced the ar-
rival of two new executives to the com-
pany leadership team. Ron Japinga will
join the executive leadership team as the
new executive vice president of Inventory
Management and Supply Chain. Japinga
joins the Guitar Center organization af-
ter an eight-year career at West Marine,
where he was executive vice president
of Merchandising, Planning and Logis-
tics. Prior to that, Ron was a VP-level ex-
ecutive with Kohl's Department Stores.
Joining Ron as part of the team is Susan
Starnes, the new vice president of Ser-
vices. Starnes joins Guitar Center after a
10-year career history with Lowe’s, where
she was responsible for Repair Services,
Sales and Development. Prior to her work
with Lowe’s, Susan was a top consultant
with Bain Capital in Boston.

GC has also confirmed the departure
of John Bagan, executive vice president of
Merchandising, effective August 1. Bagan
was a member of the executive leadership
team for more than six years at Guitar Cen-
ter. Further, 25-year Guitar Center veteran
Grant Sheffield was announced as the new
vice president of Retail Transformation. In
this role, Sheffield will oversee a host of new
structural changes being implemented in
stores across the country.

Matthew Pennington
brings more than 20 years
of marketing and business
experience to the Galaxy
Audio team. For the last 13
years Pennington served
as an advisor, sales and marketing leader in
a financial company and has an extensive
background in business services.

In his role with Galaxy Audio, Pennington
will be involved with sales support, commu-
nication, and account management with an
emphasis on Independent Dealer Growth,
as well as provide dealer resources through
innovative campaigns and initiatives.
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Larry Fishman

of Fishman Transducers

by Christian Wissmuller

or over thirty years, Fishman Transducers has been perhaps the go-to company in the realm of acoustic ampli-

fication. From pickups to preamps, cables to effects to pedals and beyond, Fishman has made a name for itself

through constant innovation and commitment to the evolution of the acoustic experience. Brands that have in-

corporated Fishman technology into their own production instruments include the likes of C.F. Martin, Fender, Compos-

ite Acoustics,and Schecter, to name just a few.

In the past year or so, Fishman Transducers has introduced product that is widely considered to be amongst its most

groundbreaking ever —the Fluence line of pickups and the TriplePlay MIDI guitar controller. Company president Larry

Fishman, who holds over 30 patents in transducer and musical instrument engineering, recently took time out of his

busy schedule (we snagged him just after Summer NAMM and just before a multi-week trip to China) to speak with

MMR about his company’s newly developed gear.

MMR: One of the new products to make a big splash back at Win-
ter NAMM was Fishman’s Fluence pickup. Can you talk about the
origins of the project - what was the process, what was the goal?

Larry Fishman: Well, we've been in the acoustic instrument appli-
cation business for, | guess, 33 years now. | hadn’t gone in the direction
of electric guitar pickups because | felt that the existing companies out
there — you know, the DiMarzios, and [Seymour] Duncans, and EMGs
and so forth — were doing a really good job and I didn't have a lot to
add. So rather than going in there to have some market share without
offering anything new, we just totally avoided it. But two years ago, |
was made aware of a patent that a colleague had applied for involv-
ing stacked printed coils, based on printed circuit boards. It was his
thought, because he was a guitar player as well, that maybe somebody
could take this and turn it into something useful for electric guitar. |
immediately saw tremendous benefits to consistency if you could use
optical and modern printed circuit board techniques to print. | figured
“Well, these solid stacks of very precise coils are going to make very,
very matched coils and be very, very quiet.”

What happened next?

We went ahead and invested some money in building prototype
coils, and started playing around with the different magnetic field cir-
cuits and, lo and behold, we got something that worked pretty well
right out of the gate.

What had been your opinion of “traditional” electric guitar pick-
ups prior to this whole project?

We loved the sounds of the traditional pickups. That's what's behind
the music I've listened to my whole life. But | knew that there were a lot
of issues in consistency, noise, interactions with cable lengths, and so
forth for the traditional approach. And | suspected that we could, more
or less, reproduce the sounds of the classic pickups in a very consistent
manner that didn't have all the baggage of the traditional pickups.

To what extent did you and your team analyze existing pickups
and pickup technology before going forward with the Fluence
project?

The big part of the picture or the puzzle that was sort of missing
for us, and that we didn't have the 20 years of experience with, was

understanding and manipulating that magnetic field. So taking our
analysis tools and things of that nature, we basically started measur-
ing these really great sounding vintage pickups. We actually ended
up building a three-dimensional magnetic field mapping machine.
We calculated three-dimensional, colored graphical representations
of the magnetic fields set or the magnetic circuit, that were present
in those classic pickups that we really loved. That was an eye-open-
er.| am not going to name names, but one of the best-selling hum-
buckers in the marketplace today - | bought two of them, decided
to measure them, and my God, | thought one was broken because it
measured so differently than the other one. Then | went and bought
another 10 and suddenly realized that out of that 10, three of them
were reasonably close to one another and the others were just all
over the map. These are good companies making these pickups.
They're not doing shoddy work, but the difficulty of maintaining ac-
curacy in a wire-wound coil with thousands of turns on it was really
evident to me at that point. That just will not do, as far as I'm con-
cerned. If you can’t count on the pickup doing what it's supposed to
do... it must drive guitarists crazy!

That must’'ve validated the notion that Fluence was worth pur-
suing.

At that point I said, “All right — we are going for this” and we
started building prototypes, and the product just started getting
better and better and better. The results were really coming out just
as we predicted. We could steer the response around, and at that
point I made a critical decision for us to go with active pickups, and
I did it for some really, really good engineering reasons. | knew that
I would get some kickback from the market because active pickups
seem to have been pigeonholed into a certain genre of music. But
there was just too much benefit there to ignore.

We built a very powerful real-time, digital filtering prototyping
setup that allowed us to take a pickup, get the magnetic field right,
the electrical circuit correct, which for us starts off as a dead flat
response, and then with our electronics we introduce the filtering
characteristics that you find in a classic pickup which are high-pass,
low-pass, and resonant type filters. Since our development system
operates in real-time, we would target a response, put it on a guitar,
do a lot of listening, and you can actually turn dials and hit the ab-
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solute sweet-spot in real time. It allowed us to do maybe 15 years
worth of development work in a matter of two years.

Going back to the fact that these are active pickups - active pick-
ups are a turnoff to some because they often require some modifi-
cation to the guitar. How did you manage to have the Fluence line
be active, but still fit into standard pickup cavities?

We knew that we needed to come up with a retrofit-able power
pack that could integrate into a standard guitar without having to drill
a hole or put a cavity in the guitar. We came up with what | think are
some pretty innovative approaches to that. We used very, very thin lith-
ium-ion battery that, in the case of a Strat, is built into a thin, rectangu-
lar cover that's identical in size to the spring-cover on a Strat. In the case
of Les Pauls and other guitars, theyre control-cavity based modules.
These are rechargeable with any standard cell phone, mini-USB type
charger, which everyone has today, so it's very, very convenient and
with each full charge you in the neighborhood of 200 hours of playing.

The TriplePlay
Guitar Controller.

Assingle-coil configuration
Fluence pickup.

A Fluence humbucker

in nickel finish.

Electric guitarists are notoriously “traditionalist” and often reluc-
tant to embrace new technologies. What's been the early reaction
to Fluence from players?

It's been universally positive. We've got pickups that reproduce the
best sounds on the planet and we have taken all the negatives away.
We can hand these to a player and we get instant, instant positive reac-
tion on how they play, feel, how they articulate, and how they perform,
and then they are astonished by the low-noise performance, and the
dynamic range and so forth. They don't even ask about a battery. We
bring it up afterwards, that Fluence pickups are active and that'’s how
we got there, and players say, “Oh... That's cool. Why didn’t someone
do this before?”

When will Fluence pickups be shipping to retailers?
We are shipping single-coils already, and the humbucker sets are
going to ship in mid-September.

Both the ease of use and installation, as well as the relatively
low price point has made the TriplePlay controller another signifi-
cant release for Fishman - can you talk about that unit’s develop-
ment?

We've worked with many companies that make MIDI converters. So
I've seen or been involved in MIDI guitar for a long, long time and I've
always seen the promise and also I've seen the broken hearts when the
systems didn't deliver. | always knew if we could get the damn thing
to work, there was excitement there. A lot of things have happened
over the past 20 years and with the advancement of modern digital
signal processing, we decided to take on this challenge. The proces-
sor on TriplePlay is really in the same family as the processors that we
used when we did our Aura digital acoustic imaging, so we were very
well versed in the use of that particular DSP chip, we knew that it high
performance enough that we could do an onboard mounted pitch
detection system that could run off of a rechargeable battery, so the
fundamentals of that system were there. We developed the on-board
processing and it was working really well, but I still didn’t want to go to
market. There’s always the problem with all of the systems out there
they're primarily used to trigger sounds that were in a separate piece
of hardware and guitarists don't have the ability to add sounds or
change sounds and they'd get bored. So when we sat around and tried
to refine this product, we suddenly hit on the notion of being able to
stream MIDI wirelessly off of the guitar and we did the math and we
knew that we absolutely could do it without any hint of latency. Then
the idea for the product really came alive. The cost reduction, by go-
ing wireless and going without a companion hardware-based module
with limited sounds, along with the ability to process onboard with-
out all types of expensive cables really lit it up. The original idea was to
transmit these signals to a receiver that would plug into a keyboard or
a hardware-based, rack-mounted synth module.

But that’s not what ultimately happened.

These things take a long time to develop and during the two-year
period that we were actually refining this into a product, we realized
that the rack-mount MIDI synth module market was dying. It virtually
fell off the planet. We realized that everybody in the keyboard world
had gone to soft sounds in computers because they're more afford-
able, more flexible, and you can do more artistic things with shaping
the sounds and the samples. With that realization we said, “Ok, we're
now in the software business, as well” So we spent a year developing
a software interface that resides in a computer or a tablet that runs on
iOS or Windows that would manage the MIDI information and signals
and allow it to drive any VST sound on the planet in your computer.
That was the thing that got us and the world really excited. The pitch
detection is just killer; it's the fastest MIDI system that I've seen to date.
It allows guitarists to dive into that digital world in a much deeper way
than ever before.

What's been the reaction from dealers and players to TriplePlay
since its introduction last year?

We have been very, very successful. We really hit our targets and
forecasts. We have actually exceeded them for the first year. Right now,
our challenge is getting it into the hands of more of the independents.
We are making it much, easier for them to have a demo set up in the
store, and we've got specialists all over the country and they are doing
training and so forth.

Sounds great. Thanks for taking the time to chat, Larry.
Thanks for your interest!
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Handheld Reéord
Get a Grip.
Market

How a generation of pal'm%l'zeél audio device
democratize the pro audio andrecording

by Matt Parish

n the old days, peering into the world of film and

audio production could be an intimidating, exot-

ic experience. There were big shoulder-strapped
tape machines, strange-looking microphones, and
audio techs following around with military-looking
monitoring devices. Ambitious musicians, on the oth-
er hand, bought tabletop multi-track machines and
scrounged together microphones to record practices.
Most of them would simply find an old tape recorder
like the ones their high school band director used for
auditions. Even with the emergence of laptops and Dig-
ital Audio Workstation (DAW) software, users have of-
ten gravitated toward product downloads and online
purchasing for products like audio interfaces.

The room for an MI dealer’s influence wasn't great.



Handhelds are leading the MI market into welcome new territory.

Nowadays, a new generation of recording devices that boast
unprecedented levels of portability, features, and ease of use
has opened up a range of consumers to both Ml retailers and
suppliers. Led by manufacturers like Zoom, Roland, and Tas-
cam, these handheld digital recorders (or field recorders) have
helped grow the Pro Audio market and solidified a healthy MI
presence for groups of amateur filmmakers, podcasters, and
music educators. Markets that used to seem worlds apart are
now converging on the same shelf for dependable equipment.

The numbers look good. Sweetwater Sound’s VP of mer-
chandising, Phil Rich, says that growth in handheld recorders is
outpacing growth in Sweetwater’s overall pro audio market by
nearly 30 percent. The reason is simple. “I'd look at that figure
and say that people are making a choice,” says Rich. “The qual-
ity is so good now. That'’s being recognized by customers and
that accounts for its popularity.”

Industry analysts Ml SalesTrak concur. “When we look at the
handheld market, we see growth in unit sales up 2.6 percent
YTD over 2013, says SalesTrak president Jim Hirschberg.

That's all great news for MI, and retailers would be wise
to look into the audience-expanding powers of this quick-
ly-evolving product.
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THE LITTLE ENGINE THAT COULD

Giving the masses the ability to record isn’t a new thing,
of course. Students once actually dragged reel-to-reels to
college lectures, and budding engineers pack up laptops
and interfaces in their car trunks to this day. But a few major
technological leaps enabled handheld recorders to genuinely
compete in the market.

Roland VP Paul Youngblood says that his company’s R-09
product was able to take advantage of a leap forward in bat-
tery technology, an in-house approach to circuit design, and
a good deal of institutional knowledge gained from their suc-
cess with early hard disk units like the VS-880 and BR-8 mul-
titrack recorders.

“Since we have custom VLSI and LSI circuits (which cost
us a fortune to develop), we could contour our products to
those,” says Youngblood. “That’s one of the reasons we were
able to take that original VS technology and put it into a basi-
cally 2-inch by 5-inch format with a stereo recorder.”

Youngblood notes that battery improvements were also
important — what good was a portable device that you could
only use for 30 minutes?

Zoom North America CEO Scott Goodman, points out a few
other important changes in the evolution of Zoom’s “Handy”
series, which have come to dominate the market. “Improving
noise floor, sound pressure level, our mic elements, and mic
preamps — it’s the integration of these improvements that de-
fine our latest recorders,” he says. “We also have had a few ‘eu-
reka moments,” such as the idea of designing interchangeable
mic capsules [beginning with last year’s H6].”

But the one pivotal advance that everyone agrees on is the
emergence of the SD card. Tascam, who had been making pro-
fessional grade recorders that utilized tape media for years,
jumped at the chance to use SD cards.

Marketing manager Jeff Laity describes it as a revelation.
“The SD card made it possible to make a recorder that was
possible to just keep in a backpack all the time in case you
come across something that you want to record. They're
small, they're reusable far beyond the ability of tape, and
they're affordable.”

UNINTENDED CONSEQUENCES

Yet still, the type of success these diminutive products
would enjoy was hard to foresee without paying close at-
tention to another market — namely, digital video. At the
same time as MI sector companies were perfecting their
pocket-sized digital recording tech, camera manufacturers
like Canon and Nikon were breaking new ground in quality
consumer video technology with new DSLR cameras, which
were allowing amateurs to record video with unprecedented
resolution.

“Audio for video has been the number one factor,” says
Goodman. “Creators are demanding much better audio to de-
fine their video work.”

Before manufacturers had caught on, inventive users had
realized they could couple their new field recorders with
those videos for remarkably good results.

“Some things are intentional, and others happen by acci-
dent,” says Goodman. “But when good accidents happen,
hopefully you recognize them quickly and you begin seeing op-
portunities. We introduced the original H4 about eight years
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believe in music

During the last NAMM Show, the Member Center hosted a
ukulele circle where people of all skill levels could play and
learn together. | was fascinated by how this little instrument
brought together so many different people from all over the
world and | instantly wanted to join in the fun. | wondered
whether | could really do it and, to my surprise, | actually
learned something! | even played a song.

| was immediately hooked and began visiting a variety of
Member stores and websites in search of ukuleles. As a
consumer, | was overwhelmed by my own lack of knowledge
and the multitude of sales experiences | encountered. Some
offered too many choices, others not enough. Some had

the time to speak with me, while others didn’t. This got me
thinking about how | could use my experience to help people
get more from their Membership, knowing there are many
untapped resources our Members aren’t currently using or
may not even know exist. Finding that right mix of sales
training, inventory knowledge and customer service is crucial to
retaining customers, and showing Members how to dial in that
mix is even more important.

Members tell us that our trade shows are the number one
benefit of belonging. Yet NAMM doesn’t just work for its
Members seven days a year—we're here to serve you year
round. Are you taking advantage of your Membership the other
358 days?

If you're a retailer, have you ordered the new bilingual Sesame
Street brochures to display in your store or lesson room?
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visit us online at www.namm.o

Note From Causby

NAMM Membership:
Customized to Your Success

They’re an excellent way to drive young music makers and their
parents into your store. NAMM has this and more brochures

to help you grow your customer base and expand the market

of potential music makers. Have you read NAMM U’s monthly
newsletter? It features a variety of articles and videos on

sales, social media, customer service, inventory management
and more as your industry peers share what works in their
businesses. NAMM U Online is also a great way to provide your
employees with quick, convenient industry training anytime.

If you're @ manufacturer, are you participating in NAMM’s
Intellectual Property forums, reviewing the latest industry
statistics in the Global Report or making your business more
technology-efficient through NAMM Standards? These valuable
benefits are included in your Membership. The association also
pushes out industry news and content each day through its
Facebook and Twitter pages—a great opportunity for suppliers
and retailers alike to repurpose this content on their own social
media accounts.

Ukuleles are not one-size-fits-all and, ultimately, | had to find
the one that worked for me. NAMM Membership is also unique
and can be customized to fit your company’s individual needs
and challenges. Whether you're a Member, a former Member or
have never joined NAMM, we want to hear from you so we can
set your business up with the tools and resources that will give
you the best chance for continued success and sustainability.

Sincerely,

Causby Challacombe
DIRECTOR OF MEMBERSHIP, NAMM
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ago and we started seeing people use it in so many ways we
never thought about. We said there’s something here and this
deserves laser focus.”

Sweetwater’s Rich agrees that the rise in the segments’
popularity was, in a sense, crowdsourced. “People have re-
ally figured out that this recorder, which most people ten
years ago thought were for meetings or recording someone’s
speech, now has changed to be all about high quality audio,
period, really quickly and easily.”

Chances are pretty good
that not even your high
school band director uses
these anymore.

Machines like the Zoom H5, H6, and the Roland R-26 can
attach to a DSLR via hot-shoe mount (or can be attached to a
tripod). Tascam has similar functionality in its DR-40 unit, but
also makes a more dedicated audio unit designed specifically
with a DSLR’s Line-In jack in mind: the DR-60D includes an at-
tenuation control to adjust output levels, ensuring audio nev-
er overloads a camera’s circuit, as well as “Slate” button that
effectively marks both audio and video files, making syncing
a snap in post-production.

A MARKET OF CONTENT CREATORS

The underlying driver here is that more people than ever are
picking up tech gadgets and eagerly exploring media. Even for
filmmakers who've never picked up a guitar, a selection of easy-
to-use recording tools now makes the Ml world an attractive des-
tination.

“It's an all-in-one solution,” says Laity. “There are no cables or
jacks that you need to plug in and nothing you can do wrong.
You just hit the record button twice and it starts recording with
built-in mics. It's made to be simple for anyone to use whether it's
a music teacher recording auditions, rehearsals, whatever”

The SD card, along with the adaptable file formatting options
available, means that the tools are workable for pros and hobby-
ists of a variety of backgrounds. “It used to be that [the recorded
audio] was on tape or some kind of removable drive and you had
to somehow get it into the computer via some slow mechanism,’
says Rich. “Now you just pull out the SD card, put it in your Mac,
and import it into Pro Tools and then, bam - you're working with
it instantly. That side of it has gotten so much better”

At the same time, Laity notes that traditional Ml consumers
are finding this stuff essential, as well. Since videos aren't out
of reach for bands anymore and YouTube emerges as the pri-
mary source for new music, they're becoming more import-
ant again. “l think that for the younger generation, it's gone
from videos being really important in the ‘80s to nonexistent
for awhile and back to where you really need a video to go
with your song,” he says. “Otherwise, how are you going to
share it? Not on YouTube? Video is a big way of how bands
interact with fans.”

Camera companies have noticed the trend toward simplic-
ity as well - on top of scads of lens accessories popping up for
iPhones, everyone in most markets has noticed the success
of GoPro cameras, which have infiltrated everything from Ml
and electronics shops to sporting goods. It’s no coincidence
that Zoom released a more feature-heavy version of the Go-
Pro formula - the Q4 - last winter.

FIELD RECORDER ALL-STARS

Zoom H5

Building on the massive success of
Zoom'’s “Handy Recorder” series that
began with 2007’s H2 model (“studio
on a stick”), the H5 can employ a se-
ries of advanced interchangeable mi-
crophone capsules, from stereo pairs
to a shotgun mic.

WWWw.Zzoom-na.com

Roland R-26

Roland’s handheld work-
horse, the R-26 allows up to
six tracks to record simulta-
neously, bi-directional stereo
mics, and phantom power.

www.rolandus.com
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THE PRICE WAR

However, some worry about the growing momentum to-
ward not just smaller devices but smaller price tags, too. The
competition might be a little too steep. Although unit sales
rose this year, SalesTrak notes a decrease in actual revenue.
“The average price per unit is falling,” says Hirschberg. “Which
depresses dollar sales, which is actually lower YTD."

So while chasing lower price tags and beginner customers
may provide growth in volume, some believe the smart mon-
ey is on maintaining high audio standards.

“Creators are demanding

much better audio to define
their video work.”

- Scott Goodman,

Zoom North America

“Our strength is in audio and that’s where our unique tal-
ents are,” says Laity. “So that's really what we're concentrating
on - better audio products.”

Roland also boasts a corporate culture focused on inno-
vation, which explains in a way their loyalty to the R-26. “It's
unfortunately become very price-conscious in the low-end
of the market,” says Youngblood. “You can buy handheld re-
corders for $99 and up. That's very competitive. That’s one of
the reasons we came out with the R-26. We do fight the price
fight with the R-05, but we talked and decided to come out
with more of a professional recorder.”

NEW DIRECTIONS

In any case, the merging of the audio and video markets
(as well as the introduction of accessible, high quality audio
to markets like education and podcasters) has resulted in

some genuinely new business. As the market for dedicated
multitrack machines fades away, that's something both man-
ufacturers and retailers can applaud.

“It does feel like new business,” says Laity. Though the DAT
market technically covered the same functional ground, Laity
points out that it was never as accessible as the digital hand-
helds of today. “l think a lot of filmmakers who are doing the
DSLR thing are coming into it for the first time. And there was
never really a small, simple recorder like this for schools and
musicians before.”

Rich adds that “the field recorder stuff just merges so well
with DAWs nowadays. The full DAW with hardware is becom-
ing very rare now.”

Goodman says he looks to Ml retailers as well as his R&D
departments for new innovations.” Our dealers have played
a huge role in these products’ success,” he says. “B&H Music
[Escondido, California] were the first to discover the poten-
tial with video users. Without them it would have taken much
longer for that trend to develop. Many others have also rec-
ognized unique applications.”

So while manufacturers introduce new features to this
thriving market, customers and retailers are still pushing the
limits of what can be done with less hardware. Just 15 years
ago, it would have been tough to imagine a machine with
multitrack capability, built-in guitar effects, and XLR inputs
that fit in your hand. Today, that’s old news, as even newer
tech begins to sprout up that turns phones and tablets into
a stereo recorder with one simple attachment. IK Multimedia,
Rode, Apogee, Zoom, and even Tascam are on that already.

In short, the recording world is shifting fast, and retailers
should expect to see an increased mixing of pro audio, film,
and software markets in the future. The handheld market al-
ready seems positioned for that evolution, though. “I think
handhelds are adding very nicely to the current DAW market
and the tablet market already,” says Rich. “You can drop any
audio into anywhere these days, so | think field recorders are
making all of those devices more fun to use” MmR

GoPro Hero 3+

GoPro exploded onto the MI scene at this year's Winter
NAMM Show. The Hero 3+ includes the camera’s popular “Su-
per View” wideangle lens and takes video at resolution up to
4K. A quality audio recorder is essential to compliment this
camera’s utilitarian built-in mic.

WWW.gopro.com

Tascam 60D

Tascam makes more standard field recorders (the DR-40)
and even iOS hardware (the iM2), but for DSLR integration,
it's hard to beat the 60D. A true tank, the 60D includes high-
grade HDDA preamps, AD converters, three outputs, and fits
underneath the camera.

www.tascam.com
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Making the Grade

Back to School Sales

y the time you receive this issue of MMR, your store like-
Bly already has in place plans to attract student and parent

customers as kids return to school in September. Each new
academic season brings with it first-time musicians, as well as
student players looking to advance to that next-level instrument
and children needing to stock up on sheet music, reeds, strings,
mouthpieces, and so on. Sales of PA/sound reinforcement gear,

Does your store run an annual “Back to School”
sale or promotion?

Yes: 60%

If “yes,” how does this type of pro

It’s by far my most successful annual
promotion:

It's one of our most profitable

e

annual sales:

“Back to School” sales are worth-
while, but not significant to my
overall business:

These types of promotions have not

been successful for my business:

“Rental business is so intense [at this time], creating the highest
traffic of all seasons, therefore it’s not considered [to be] the ap-
propriate time to spend our marketing dollars.”

Tony Leonard
Playground Music Center
Ft. Walton Beach, Fla.

L

By Christian Wissmuller

instructional and recording software, and other related products
to instructors and administrators also commonly see a spike in the
weeks and months leading up to the fall semester.

This month, MMR reached out to over 1,000 Ml retailers to see
what sorts of “Back to School” events are working for them, what
types of product move the most during this season, and what
trends are currently defining the season.

If “yes,” what types of instruments do you focus on?

90%
35%
15%
11%
6%
2% 2% 4%

P [ o [ - rem
Band & Keyboard Pro Audio Print Music
Orchestra  gitar DJ Equipment PA/Sound Other: **

Reinforcement
**(Responses in this category were mainly divided between: rentals, violins, and ukulele)

affect your total annual sales?

“Parents and students
support our store because
they say we make them feel
like family when they come
in.”

24%

38%

Sherrill Bull
Olive Branch Pickers

28% Olive Branch, Miss.

10%

“Christmas is more profitable, but ‘Back to School’ is a close
second.”

Mark Johnson

Welch Music

Burley, Idaho
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“It's good to have positive relationships with schools, as teach-
erstryto influence students to buy from the Internet if it's cheaper.”
Rod Lindner

Lindner Music

Watertown, S.D.

“We hope to keep the schools aware we are here, rather than
[having] them going online. Our after-sales service is extremely
important.”

Keith Broomfield
Magpie Music
Bega, NSW Australia

Do you work with local schools to help with your “Back to

Do you run an instrument try-out or “petting zoo"” during

School” sales? this season?

“We work very closely with schools in our
trade area. It is this cooperation that makes
our ‘Back to School’ event so successful!”

Robert Christie
A&G Central Music
Madison Heights, Mich.

77%

“We have been shut out of the majority
of school districts in our area due to a larg-
er chain store having exclusive rights to the
students and their contact information.”

23% Dick Ward
Music Unlimited
Richland, Wash.

“We give teachers quantities of contract

forms to pass [out] to students. Contracts

are for a starter plan - for example, buy a

small violin, $195 used/ $255 new, trade

| up with 50 percent credit. [It’s] more conve-
nient, overall, than low monthly payments.”
Henry Strobel

Henry Strobel & Son Violin Shop

Aumsville (Salem), Ore.

Yes No

“We send emails to our band director list
and the Bandmasters convention falls at the
end of July, so we are able to get flyers into
everyone’s hands.”

Adam York
The Music Store, Inc.
Tulsa, Okla.

“l always try to keep communications open and invite teachers
to come in, look, and advise me.” .
Rod Lindner

Lindner Music
Watertown, S.C.

“Personal contact with our local band and orchestra directors
has proven much more powerful than running Back to School ads.”
Jim Nardi

Uptown Music

Keizer, Ore.

“Our rentals and Summer Pre-Band Kick offs precede any Fall
‘Back to School’ event, so there is no need to boost sales (It’s al-
ready the busiest time of the year for beginner band/marching
band/summer lessons, et cetera).” Candice Girt-Stojkov

Music 101 Ohio
Fowler-Cortland, Ohio

“We sponsor a website, where
customers (parents/students) can
see the instruments and hear the
instruments being played. Our
in-store horns are sealed and san-
itized, so we actually discourage

‘petting.”
54% Candice Girt-Stojkov
Music 101 Ohio

46%

e Fowler-Cortland, Ohio
“No, but thanks for a great idea to
use next year during the local fair!”
Eric Hanson
Hanson Pro Music
Port Huron, Mich.
“We have a petting zoo that goes
out regularly during the year to lo-
cal festivals and charitable events.”
Yes No Stephanie Wilds

Acoustic Corner
Black Mountain, N.C.

“Aauuggghh!!! Germ city!”
Rudy Tichy
Twin Village Music
Lancaster, N.Y.

“We have several afternoons set aside for various schools

where we work with students from that school, decorate
with school colors and mascot, et cetera.”

Tracy Leenman

Musical Innovations

Greenville, S.C.

“We offer it during the second quarter to pique their in-
terest then, so that they think of our store in the third quar-
ter when its time to rent or buy an instrument,”

Lauren Haas Amanfoh
Royalton Music Center
North Royalton, Ohio

“The ‘Dog and Pony show’ usually takes place at the end
of the school year for us.”
Adam York
The Music Store, Inc.
Tulsa, Okla.
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America’s Premier Guitar & Bass Parts Supplier

De lta Seri e S Please describe your most successful “Back to School” sale.

by GOT OH “We invite all young and advancing musicians to spend time in the shop in

1:21 ratio the summertime to try out instruments and accessories, basically to just ex-

plore. It always translates to increased sales during September. In addition,

we offer a significant discount to students who attend the city performing arts
high schools. We mostly rely on word of mouth, which is fairly effective.”

Jay McMahon

Jon Baltimore Music Company

New York, N.Y.

“Our Back to School Bash - an evening which the Chamber of Commerce
co-sponsors, Sonic brings a hot dog bar, a local marching band plays in the
parking lot, and families are encouraged to come in and get their instruments
for fall.”

Tracy Leenman
Musical Innovations
Greenville, S.C.

“We offer a tiered intro special for rentals, as well as 50 percent off stands
and 25 percent off care kits, so they can get everything they need for school -

AVAILABLE IN A VARIETY OF FINISHES & STYLES and on sale!”
Send $4 US for COLOR CATALOG 13027 Brittmoore Park Drive, Houston, Texas 77041 Lauren Haas Amanfoh

Royalton Music Center

34 YeGrS Of North Royalton, Ohio

“We are big believers in ‘bundling.” We work closely with the band directors
in our trade area and build ‘back to school’ packages containing all the items
directors require/desire for their students. By doing this, we become the ‘easy
button’ for parents. Parents know that when they come to us they will receive
exactly what they need, in one package, at a great price. The Directors know
that by sending students our way they will have a classroom full of kids who
are fully prepared to participate in class. The combination of the teachers
driving in the traffic and the parents’ trust in us makes for a very successful
fall selling season!”

Robert Christie
A&G Central Music
Madison Heights, Mich.

“We do a lot of band displays in the local schools. We also attach store cou-
pons to our band flyers. This helps us track sales and know that our ads are
working.”

Karen Hatter
Chords & Keys Music
Colonial Heights, Va.

“Our ‘Back to School’ promotions are store wide. We also have lesson stu-
dios and promote ‘back to lessons’ as well.”
Mike Guillot

Mississippi Music, Inc.
2 R ST o
www.jpstrings.com
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“We don’t do a ‘Back to
School’ sale, as 99.9 percent
of the customers want to rent
and there’s no point in putting
rentals on sale. Recruiting and
petting zoo events need to be
done well in advance of back to
school season as teachers and
our staff are too busy with rent-
al meetings and filling contracts
to try to do effective student
demos.”

Peter Sides

Robert M. Sides Family
Music Centers
Williamsport, Pa.

“Probably six or seven years
ago when the handheld digital
recorders were starting to come
on strong, we put those on the
back to school flyer saying, ‘This
is atool no band director should
be without!” We probably sold
40 units.”

Adam York
The Music Store, Inc.
Tulsa, Okla.

“Summer tent sale in July
before back to school season
really begins. [We have] lots of
used instruments sold from our
rental pool.”

Mick Faulhaber
Ward-Brodt Music Company
Madison, Wis.
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with Smith Bass & Guitar Strings

Ask for them at your favorite music store!

KEN SMITH BASSES, LTD.
P.O. BOX 199, PERKASIE, PA 18944
TEL 215-453-8887 * FAX 215-453-8084

800-347-6484

§ !‘ WWW. KENSMITHBASSES.COM

©2013 - Ken Smith Basses, Ltd. AllRights Reserved
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sales@widigitalsystems.com Wi) DIGlTAL SYSTEMS www.widigitalsystems.com

The Revolutionary
WV i’AudioStreamPro EL/SL

Changing Your View of Digital
Wireless Audio Systems Forever!

The Wi AudioStream Pro 2.4GHz pocket portable
stereo digital wireless microphone and audio
monitoring system redefines the wireless
experience for professionals who demand
high quality audio for live performance,
extreme portability and uncompromised
universal audio connectivity to match
today’s digital gear. Equipped with
premium cardioid and omnidirectional
microphones, this wearable system
quickly interchanges from an Ear-worn

to Lavalier MIC or audio monitoring
system with a simple swap of accessories.

The amazing Wi AudioStream Pro enables users
to wirelessly connect a microphone and In-ear
monitors to iPad®, Windows Surface®, MAC or
PC for untethered 2-way simultaneous digital
wireless studio audio quality connectivity.
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WI Digital Emerges as a
Wireless Pioneer

A high-quality wireless system that worked across all tech platforms seemed
like an impossible mission, which is why WI Digital was so eager to take it on.
By Matt Parish

on set-up time.

hen Wi Digital first introduced their breakthrough
Wproduct, the AudioLink, they ran into a peculiar prob-
lem — customers didn't believe that the tiny units could
actually work. The product, which was designed to reinvent the

way musicians and engineers could approach wireless connectivity
across platforms, was several factors smaller than the typical VHF/

“The cables were just too much,” he said.”We wanted the conve-
nience of not having cables to deal with as well as being complete-
ly compatible with all the different devices onstage - instruments,
computers, tablets, and other digital devices”

They filed papers for the company in 2007 and used that to hold

UHF products that dominated the market for years.

“Those older systems would come as basically a belt pack;’ says
COO Pierre Abboud. “And that was just the transponders. There
was also a big clunky receiver that you'd have to place somewhere
onstage!” Users had been trained to expect bulk with their wireless
products.

Abboud and co-founder (and president/CEO) Dr. John Gibson
founded Wi Digital as a personal challenge to themselves. They'd
gotten to know each other while playing music together, setting up
charity events and performing for fundraisers for organizations like
hospitals and the British American Business Council. Abboud says
a problem they discovered quickly was that, even for gigs they'd
only be playing for an hour, they were having to spend two hours

&& I realized that the time would
come when I would need to
get those sounds that I had
achieved at home onto a stage
for performance that delivered
the same quality. Inevitably,that
would be true of anyone in MI. 99

themselves to their goals, which were ambitious. “We were to make
no compromise when it came to the sound quality — clean, digital,
pure. Yet it's eco-friendly. It's extremely portable and the whole
system can fitin the palm of your hand. I mean this was serious list
of challenges that had been impossible for other manufacturers”’
Abboud and Gibson were uniquely suited to the project, both
coming from strong computer engineering backgrounds. Ab-
boud has 25 years of experience in the tech sector, helping
develop portable USB mass storage peripherals, home
digital media servers, and more. He's also served as a
consultant for companies like Apple, Roland, Sony, Ya-
maha, and TEAC. Gibson ended an accomplished ca-
reer in pharmacology to found Wi Digital — by 2007,
he'd worked in international product development
with Allergan, Bristol-Myers Squibb, and Wellcome,
getting product approvals across several fields. He
helped develop Botox for therapeutic and cosmetic

use.

All of which is to say both founders shared a his-
tory of innovation and effectiveness in bringing new
products to market.

“We knew back then that the lines between the Ml
industry and the consumer electronics industry were
getting blurred very quickly,” says Abboud. “I love to
use technology in my studio for recording — | was using
Apple already to get my sounds to record and write music.
| realized that the time would come when | would need to
get those sounds that | had achieved at home onto a stage for
performance that delivered the same quality.
“Inevitably, that would be true of anyone in M1

An unexpected but suc-
cessful market for the
AudioLink was DSLR
users, who found the
product to be a step for-
ward in connecting audio
devices to their cameras.
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for instance, weren't anywhere near the compa-
ny’s target market, but the connectivity between
digital devices is becoming popular among
that segment, untangling remote connections
between cameras and audio recorders. The
company also counts television connections
and personal in-ear monitors as areas where

Wi Digital has proven successful. At the same

time, digital wireless is slowly becoming the

norm.“In the beginning, we were one of may-
be two who were doing anything significant
with digital wireless,” says Abboud. “Today,
you're seeing companies like AKG and Senn-
heiser coming into that field and validating that
technology”
But now that the company seems to have
found its moment, Abboud says that they only
have plans to grow. They've just introduced a set of
their own new in-ear monitors — the Micro In-Ear Mon-
itors — that they hope will revolutionize the segment with
their unique in-ear driver technology and high-end appoint-
ments. If they're anything like the AudioLink, other companies
will eventually follow.
The main thing they want users and retailers to remember is that
they're leading the way.
“Everything we do and everything we introduce, | can guarantee

Enter the AudioLink. The new technology gave users, for the first that it will be a completely different approach;’ says Abboud. “We
time, the ability to convert from analog to digital and back again to don't do any‘’me-too’ products’MmmR
analog in a way that provided nearly lossless quality of sound. Ab-
boud says that, along with achieving the conversion in stereo, was
major.

Almost at the same time, the company was able to cleanly trans-
late getting USB to analog wireless, which allowed musicians to
integrate computers onstage wirelessly. The combination of
these two breakthroughs meant that Wi Digital had offi-
cially arrived.

Acceptance wasn't immediate, of course. The qual-
ity of a new audio system is a tough thing to convey
without demonstrating it right there in front of
customers, so that’s eventually what Abboud and
Gordon did.

“That took some time;" says Abboud. “A lot
of it was trade shows, though we also did a
tremendous amount of traveling and visiting
with dealers, potential distributors, artists.” The
approach has finally caught on, though, to the
point where musicians of all genres are actively
seeking out new ways to connect devices from
previously disparate worlds. “The idea of a per-
sonal wireless system that can be transported eas-
ily and integrated across any setup they may find
themselves in is a must”’

Abboud says that the company’s volume has in-
creased dramatically, as Wi Digital products are now
distributed across the U.S. as well as in the UK., Germany,
Spain, and South Africa. It's also showing the signs of any
good tech product - it's wandering into other markets as us-
ers discover new uses for it. Camera users and DSLR filmmakers,

Next up for Wi Digital — a new way of
building quality in-ear monitors.

Wi Digital’s breakthrough AudioLink Pro system.
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Marks 10 Years in the Business

The U.S. distributor forthe venerable Vandoren reeds brand has
takensgiant steps in its first decade

———

By Matt Parish

or a couple of decades now, one of the hottest spots for
reed players to visit in New York City isn't a nightclub, bar,
studio, or even university. It's Vandoren’s Advisory Studio.
Located on 54th Street just around the corner from the Ed Sulli-
van Theater, the studio provides a unique environment for mu-
sicians to meet up with each other, participate in masterclasses,
relax with a fresh cup of espresso, and to try out new Vandoren
products, which are always on hand.

“It's become a mecca in New York,” says Michael Skinner, pres-
ident of DANSR, which handles all of Vandoren’s U.S. operations.
“It's where we meet thousands of musicians on a yearly basis.”

The studio is a prime example of a mission that DANSR has
picked up from Vandoren president Bernard Van Doren - “Stay
close to the musicians” Whether it's through the Advisory Studio,
in-depth work scouting emerging talent through the “Generation
Vandoren” program, or hosting the most freewheeling jazz jams
of the year at various “Vando Jams," the industry-leading company
always makes it a point to work directly with musicians.

“Be close to these musicians of all calibers — professionals,
teachers, and students,” says Skinner. “Understand them. That'’s a
phrase I've never really forgotten. We try to communicate on that
level and we try to problem solve on that level and it’s really been
a great model for us.”

Skinner and the rest of DANSR - the company was co-found-
ed by Skinner with colleagues Greg Grieme, and Bill Gray — are
celebrating their tenth anniversary this year, while Vandoren cele-
brates its 110th. The company has battled through a tough econ-
omy - the 2008 recession was hardly on their radar when forming

]

DANSR partners Bill Gray, Michael Skinner, Gary Winder, and Greg Grieme at the Vandoren office in Paris.

in 2004 - and hits the 10-year-mark right on schedule for its origi-

nal growth projections. In the process, they've picked up distribu-

tion for Denis Wick brass products and Jones double reeds as well

as solidified a partnership with BGE Financial, while helping Van-

doren expand into its two-year-old Juno student lines of reeds.
“All'in all, we're in a great position,” says Skinner.

ROOTS

Vandoren’s relationship with Skinner goes back well beyond
the founding of DANSR. In the ‘80s, Skinner was working as a pro-
fessional saxophonist in New York, eventually connecting with
D’Addario and, through them, began picking up gigs as a clinician
at Vandoren events. As he transitioned into a role as marketing
manager for Vandoren products, he met Bernard Van Doren.

Skinner went on to work with Yamaha for ten years, during
which he met newest partner, Gary Winder, as well as Grieme and
Gray, who were working closely with Yamaha for financing instru-
ment sales. He returned to D'’Addario in 2001, where he served as
educational director until forming DANSR as the sole conduit to
the U.S. for Vandoren.

Since then, the partnership has been grounded in a unique
trust.

“There are cultural differences between what sells in Europe
and what sells in the U.S. says Skinner.“Vandoren has been very
open to suggestions and they’ve acted on many more of them
than | would have anticipated”

Recent product developments with American spins on them
are many, including sample packs of reeds (the Vandoren blue box
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The V16 Tenor
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Five Innovations of the DANSR Era

The AL3 Clarinet Mouthpiece

Saxophone Mouthpiece

and traditional three-cards, as well as the newer Jazz Mix Card,
which presents four different reeds), the free-blowing AL3 clas-
sical saxophone mouthpiece, and the equally popular V16 jazz
mouthpieces designed to capture the open, round styles of ‘40s
and ‘50s players.

But perhaps the most important and long-term adjustment
has been the company’s evolutionary steps toward the student
market.

EMERGENCE OF JUNO REEDS

From the early days in his partnership with Van Doren, Skinner
says he made it a point to advocate for more attention to begin-
ners.”l drew a pyramid and said, ‘Here’s your market at the top of
the pyramid, and the largest market is down here at the bottom
in the United States. We have to get you to the bottom of the pyr-
amid.”

Van Doren was receptive but pragmatic. In jumping into a larg-
er market, he wanted to make sure the company had the resourc-
es and research necessary to do it gracefully.”Vandoren competes
in this market only on performance and quality,” says Skinner.
Nearly 20 years after Skinner first made the suggestion, Van Doren
was finally satisfied enough with his access to Southern France
cane and a fine-tuned reed-cutting process that he felt ready to
begin student reed operations.

“Something | learned at Yamaha a long time ago is that they
design their lines in what for me was a unique way," says Skinner.
“They designed their professional instruments first. That called
for vertical integration. The features that they developed for their

professional lines ultimately trickled down to some degree to the
student line. That’s basically what we did with going from Van-
doren to Juno

“The Vandoren reed provides a high level of performance in
every aspect. What you learn in that whole process — how you cut
areed, how many nuanced angles you can cut with, using state of
the art equipment, and tremendous design work from your staff
- you can use on a student reed. You do that in a way that allows
you to cut at an efficient rate so that the price point is good but
still working with high quality reeds and good cuts that vibrate
and sound beautiful”

FURTHER ADVANCES

Beyond the Juno line, which in its second year is poised for
significant growth, the DANSR family has ushered in a variety of
new changes. Denis Wick took control of its own factory two years
ago, controlling all aspects of the production of its mouthpieces,
mutes, and accessories. Skinner says the consolidated production
means the company is enjoying unprecedented control over its
precision, efficiency, and deliverability. “I think we're on the front
end of a really nice growth spurt for Denis Wick, he notes. Mean-
while, the company sees its 2012 acquisition of Jones as complet-
ing its reed offerings for professional and student markets.

At the same time, outreach efforts of Vandoren continue to ex-
pand, constantly uncovering new talent and working to develop
anew culture of music throughout the country. While a number of
world-famous artists already call Vandoren home (Branford Marsa-
lis, David Sanborn, Stanley Drucker, and Paquito D'Rivera, among



Anniversary

42 AUGUST 2014 -

many others), developing artists are high-
ly sought after. The company’s Vandoren
Emerging Artists program receives audio
auditions from across the country, involv-
ing a diverse group of judges to choose

mmrmagazine‘com

the most promising jazz and classical tal-
ent between 18 and 23 years old.

“The whole idea is for us to identify
emerging, young, strong performers that
we'd like the opportunity to work with to

“USED BY THE ‘FASTEST’
BRASSMEN IN THE WORLD”

Sold Only To Distributors And Manufacturers
Direct Only From

AL Gass » D.O. Box (112 o Milford, MA 01757
S08-473-3572 * FAX 509-473-0769

Emil Kudeyev, winner of
the first VEW competition,
performing at the Music
for All National Festival.

push their career forward,” says Skinner.
In that process, Vandoren commissions
works that they perform at the Music For
All Chamber Music National Festival in
Indianapolis. “We commission a number
of works a year to extend the repertoire,
Skinner notes. “This year, Vandoren art-
ist Jon Manasseis premiering a piece we
commissioned and is composed by Van-
doren artist Gordon Goodwin from the
Big Phat Band. We've also done a couple
with Paquito D'Rivera. We think expand-
ing the literature is part of our responsi-
bility to the music community.”

The previously mentioned Generation
Vandoren involves the brand’s younger
artist endorsees (those under 30) leading
clinics and camps for high school stu-
dents. The goal here is to give students
face time with professionals they can re-
late to (“I'm just an old guy - | don't even
tweet that much!” says Skinner, who be-
lieves exposure to young, high level per-
formers is the most effective form of out-
reach there is).

It's all in line with Skinner’s adherence
to Van Doren’s original dictate - “Stay
close to the musicians!” Whether it's lis-
tening closely to players’ and retailers’
suggestions and requests or continuing
to grow the repertoire, DANSR has main-
tained a culture guided by its relationship
to artists. mmR



With 9 finely-tuned presets emulating
the legendary organs of the ‘60s and
beyond, the B9 Organ Machine will
transform your guitar or keyboard.
Control the organ’s signature percus-
sive click and sweet modulation. Blend
your dry and wet signals independent-
ly to create lush layers. The B9 packs
enough tonewheel and combo organ
inspiration to light your fire and fry up
some green onions!
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Feature: Amahi Ukuleles

2o M Amahi Ukuleles Chart
New Ground with
oy it Prish Exotic Woods

The uke wing of Amati’'s Fine Instruments has
ventured into new pricing territory with a new
low-price series of instruments.

tinct advantage in the market. Koa, Rosewood, Zebrawood, and Mahogany - the
names and the rich grains that they lend instruments are instant attractions. But
with those luxuries often come a jump in cost.

Amahi Ukuleles has recently introduced a way around that jump. The new “Exotic Wood”
line of ukuleles now offer dealers a handsome series of instruments (with Aquila strings and
a padded gig bag) with MAP prices starting under $80. Amahi president Michael Schear
says the instruments establish a new standard in what consumers can find with double digit
price tags.

“We've hit a new price point here,” he says.“We've got a Koa ukulele that’s affordable for a
child” In an increasingly crowded uke marketplace, that could prove to be a real advantage.

It's no secret that ukuleles have been the darling product of the Ml world for several
years now, combining portability, accessibility, and a relatively low price compared to most
other instruments. Recently, though, customers have begun favoring more sophisticated
lines and step-up models (for more, see MMR's recent March survey and July industry round-
table).

That’s good news for dealers — not only has the uke fostered a boom in first-time musi-
cians and an affordable product to maintain sales during the down economy, but it's now
proving to inspire customer loyalty.

They’re coming back for more.

As with most fretted instruments, ukuleles sporting beautiful tone woods carry a dis-

& & "1f you can improve your
product incremental-
ly and then add up all
of those improvements,
you might raise your cost
by $5 but increase the
value by 300 percent.” 99

Products from the new Amahi Exotic Woods Series




Amahi is a branch of Amati’s Fine Instruments, a 25-year-old Cin-
cinnati-based strings supplier with diverse offerings of violins, violas,
cellos, and basses (and accessories). Schear, who presides over both
brands, says it was his wife who inspired the company’s first ukulele
prototype.

“My wife is a public school teacher whose school had begun using
ukuleles instead of recorders as an entry-level instrument,” he said.
“She asked me if | thought | could source a model, so | checked in on
it Soon after, the company introduced its first beginner models - the
UK-120, 140, and 150. These carried a MAP price under $60.

After a bit more research, though (and a couple high-end, $1,500
uke models), Schear came to the realization that demand was strong
for more quality instruments. Amahi intro-
duced the “Snail” line of intermediate uku-
leles in 2013. They were a hit. Schear says,
“There isn't a day in the week that we don't
receive an order for our Snail Ebony uku-
leles!” A similar line of more conservatively
designed “Classic” ukuleles followed.

But for this year, Schear decided to
pursue a more aggressive price point. The
work began with his manufacturing team
in China, who were able to combine econ-
omies of scale with Schear’s own expertise
in manufacturing orchestral instruments
to produce the Exotic Wood series of in-
struments.

“The process took over a year, says
Schear, who describes a detailed collabo-
ration in which everything from binding,
tuning machines, veneers, laser designed
soundholes, and the specially selected Ag-
uila strings were all improved.

“We showed them how you'd install a
violin neck, which are always dead center.
So now they’re done exactly the same we
do the violins. That’s one of the efficiencies
we implemented with this new line”

“I'm a strong believer in incremental im-
provements,” he says. “If you can improve
your product incrementally and then add
up all of those improvements, you might
raise your cost by $5 but increase the value
by 300 percent” That was exactly his goal
with the Exotic Woods series, which should
bolster not only the Amahi uke brand, but
boost the Amati’s brand school string pro-
gram sales.

To bring an old retail comparison,
Schear compares ukes to eggs, bread, and
milk of the Amabhi’s operation. “You come
into the supermarket for eggs, bread, and
milk and, while you're there, you might
buy some ground beef, some steak, some
chocolate chip cookies, some chips, some
pop. In our case, we're selling ukuleles at
a small margin so that dealers will give us
a call and then maybe realize they need a
violin or some bows.”

Meanwhile, the development of Amahi
ukuleles is helping to build Amati’s Fine In-
struments into a more complete supplier.

45

“In this economy, which is not ideal, we have to find more products
that our customers can use and be profitable — we have to find things
that can help them make a profit”

In the last decade, there’s been no other in-
strument that'’s personified that approach better
than the ukulele, which Schear points out hardly
had a presence in the market not long ago.“Ukes
allow so many people to get involved rather eas-
ily and it allows retailers chances to set up these
great classes and everything,” Schear says.

“Isn't it all about making music?”MmMR
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How to Start Making Online Videos

Work for You

The Internet is on the verge of being dominated by video

media — it leads off online news and sports articles, it's
shared on everyone’s Facebook feeds, and it's searched by
the millions daily on YouTube. Video content is everywhere.

Which means it should be a significant part of your business's
website and online outreach.

“It's really an exciting era,” says Shane Kinney, who owns the
Drum Center of Ports-
mouth, one of the best ex-
amples of a retailer going
all-out with promotional
videos. “We are witness-
ing the most potent ad-
vance in retailing since the
launch of the Web, and
it's clear that the leaders of this
movement are watching and
learning from each other.”

The Drum Center’s YouTube
page has well over six million
views and over 6,000 sub-
scribers thanks to hundreds of
smartly produced promotional
and demonstration videos. “It
exposes the personality and
culture of the staff which helps
create brand identity,” says Kin-
ney. “It allows us to connect
with the customer. The cus-
tomer is able to see that we are
actual drummers with a pas-
sion for the instruments as op-
posed to a’‘store that sells items.” By Ml retail standards, online vid-
eo is a superpower — something anyone with a cash register and
an inventory of instruments should aspire to. But where to begin?

The first part is easy — a few basic pieces of equipment are es-
sential. Any beginner or “pro-sumer” DSLR camera —a Cannon T5i
or Nikon d5200 - would cover your bases, but you can also cre-
ate video on equipment like a GoPro, a Zoom Q4, or simply your
laptop or smartphone camera. Video software can be simple like
iMovie or Movie Maker (or scores of other free software), or it can
be more in-depth like Adobe Premiere or Final Cut. The key is to
find something that works for you and your available time and
budget, and start creating.

The aspiring retail filmmaker needs to keep a few things in
mind. What are your goals? Larry DeMarco is the director of mar-
keting at Electro-Harmonix, which has one of the most robust
video programs in the business (a big help for a product lineup
with as diverse features as their effects pedals). He says a good vid-
eo can establish your store as a center of expertise. “If you have a
website —and why wouldn't you? - it provides that most precious
of currencies: good content. Include some ‘B roll’ of your store, per-
haps an exterior shot, as well as some gear lust-inducing displays.”

advance

& We are witnessing the most potent
in retailing since the
launch of the Web.

—Shane Kinney, Drum Center of Portsmouth

By MattParish

DeMarco says that a little preparation goes a long way. The
EHX team always creates a tight script for its product demos, en-
suring that every scene’s benefit is weighed and outlined before
anything is recorded and that any voiceover material is polished
ahead of time. Staying on message is always important. “Attention
spans seem to be getting shorter all the time,” says DeMarco. “Dis-
tilling your presentation to its essential ingredients may make the

difference between your

video getting watched

in its entirety or zapped

somewhere along the
’ ’ way.”

Another heavy hitter
in Ml video creation is Vic
Firth, which was pioneer-

ing in its efforts to create com-
prehensive videos for its drum
products. Marketing manager
Andy Tamulynas recommends
that retailers even bring in out-
side testimonials when pos-
sible. “The customer already
knows you think the product is
great,” he says. “What do other
drummers think?”

Kinney says that it's import-
ant to demonstrate products
in ways that make sense. “Do it
in a manner that is congruent
with the instrument,” he says.
“In other words, don't do blast
beats when demonstrating a
jazz drum set!”

The Drum Center Portsmouth uses other subtle tricks to make
their mark — they fly the store logo at the beginning and end of
the video and maintain a similar backdrop and the same camera
angles on all videos to create a consistent experience. “Another
thing we like to do is bring in all of the drums in one particular
line. The Mapex Black Panther line is an example. We brought in all
of the drums, allowing the viewer to compare our videos against
the Mapex ones, which gave the viewer more options to form an
opinion.”

In fact, an in-depth product and brand review can change your
business’s entire perception. Tamulynas points to MyCymbal.com,
the cymbal specialty site created by the Memphis Drum Shop.
“Today, people flock to Mycymbal.com to do product research,’
he says.“Not all of them purchase a cymbal from Memphis Drum
Shop, but they've created a resource that the consumer seeks out,
spends time with, and returns to!”

In any case, whether you're trying to establish yourself as a go-
to industry authority on a product segment or simply trying to as-
sert your identity and create some personable, sharable content,
it's never been easier. MR
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Brushmen & Bobbleheads

by George Quinlan, Jr., Quinlan & Fabish Music Co., NASMD president

of Norman Hall, the last remaining Fuller Brush salesman -
on Earth. At age 75, Norman routinely transverses the halls
of modern office buildings in San Francisco, selling his wares to
his longtime customers. An echo of days gone by. He is... The.
Last. One.
There were once 8,300

Daniel Pink begins his book, To Sell is Human, with the story

“Fuller Brush-men” mak- #adl Despite all the odds against it, road reps
continuetobethelifeblood for companies
like ours dotted around the United States. 99

ing fifty million house calls
annually selling cleaning
supplies and housewares
from a suitcase. | remem-
ber many house calls made by these door-to-door salesmen to
my mother in the 1960-'70s. Who would believe in 2014 that an
antiquated and inefficient distribution model that blossomed in
the 1950s would still be in existence?

Believe it or not, there were once salesmen who, each morn-
ing, would load up their vehicles with musical supplies and travel
from school to school offering repair services, free delivery (“I think
| have one of those in my van”), and a helping hand to music ed-
ucators in their area. Surely, this model has been rendered obso-
lete, replaced by the wonders of online ordering and free next day
shipping! To survive, companies today must embrace the power
of the Internet and vacate all the old, rustic rules of door-to-door
salesmanship, right?

In chapter three, Daniel Pink also shares a“word cloud,’a graph-
ic representation of the most frequent responses to the word

S R

necessary . dishonest h
hard

“salesman.” The most frequent responses are the largest in the
cloud (pushy, yuck, ugh, difficult, et cetera), while the smallest are
those least common responses (the least derogatory being im-
portant and essential).

Today’s school music dealer realizes that we must embrace
the “new world” of technology. We also realize there is still a
need for some “old world,” time-tested methods.

Our company has run a contest on Facebook each spring for
the last four years. Contestants simply complete the following
phrase: “I Like My QF Rep because...” Our customers, notably
band & orchestra directors, take time from their busy lives to
write poems, tributes, songs, and create clever videos to ex-

press their gratitude for their school rep to win a unique

prize — a tandem bobblehead of themselves WITH their QF Rep!!

Time is the most precious commodity we all have. Why would
today’s young B&O directors choose to allocate this valuable re-
source to express their appreciation for... a SALESMAN? After all,
salesmen are to be loathed, not celebrated - right? Maybe, there’s
more to it. Maybe good salesmen go unnoticed. Bad salesmen are
remembered. Maybe the
relationship between a
band or orchestra director
and a road rep transcends
the typical buyer/seller
relationship. Maybe it's an
opportunlty to celebrate the work of that very special person..

That person, much like Norman Hall, who provides much
more than simple goods & services for them

- That person who is willing to offer help, move equipment,
fix instruments on the spot, or maybe just listen when the
“customer”has had a bad day

- That person who“shows up”at local concerts, festivals, and
performances... often with the latest solution to an emer-
gency

- That person willing to seek and share solutions learned
from others to help solve a problem

- That person who cares more about them as a person than
as a customer

- That person who loves his/her career and “suits-up” every
day for the love of the game

- That person who knows the race they run is not a sprint,
but a marathon

- That person who values the relationship knowing it is more
important any transaction

This old, outdated, antiquated road rep distribution model
continues to be the most effective model for the B&O sector of
the music industry. Despite all the odds against it, road reps con-
tinue to be the lifeblood for companies like ours dotted around
the United States.

Each year, the National Association of School Music Dealers
(NASMD) meets for three days of educational opportunities sprin-
kled with some fun social events. Many of us are, deep down, road
reps looking to share ideas, search for solutions, and improve our
“game.” We love to “talk shop” for three days and have some fun
together too. “Road Rep Olympics” celebrates the mundane, yet
important activities road reps encounter day-to-day. What better
way to embrace this “new” art form of salesmanship?

Like the Fuller Brush Company, the school music sector has
seen dramatic changes over the decades. Unlike the “brush-
men,” there are still hundreds of us still on the job - ready, will-
ing, and able to learn more ways to better serve our customers.
We urge you to join us in March 2015 in New Orleans by visiting
www.nasmd.com.

(Note: “Salesman” is used throughout this article as an hom-
age to those people — both men and women — who serve others
through the art of sales.) mmR
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Products

Zivix JamStik

The Zivix JamStik digital
guitar connects wirelessly
to Apple devices, introduc-
ing a number of industry
firsts in this compact instru-
ment. The JamStik's first-
to-market technology uses
an infrared light-sensing
fretboard that “sees” finger
placement and provides
real-time feedback on an
iPad, iPhone, or Mac. The
ultra-portable design fea-
tures real strings and frets,
but never needs tuning.
With MIDI capabilities, us-
ers can generate the sound
of virtually any instrument in addition
to the guitar. Additionally, an assign-
able “D-Pad” provides real-time perfor-
mance controls, including virtual capo,
enhanced MIDI functions, and more.
Custom apps include JamTutor, Arcade
Mode, and JamMix. Retail: $299.

Taylor Guitars 150e

Taylor’s newest
addition to the 100
Series is the 150e, a
12-string Dreadnought
guitar. The 150e is Tay-
lor's most affordable
12-string guitar to date.
Crafted from a layered
sapele back and
sides, and topped
with solid Sitka
spruce, the guitar
features a 1 7/8"
sapele neck,
black binding
and pickguard,
a matte finish,
and the compa-
ny’s award-winning
Expression System® electronics for a
great-sounding plug-and-play expe-
rience.

taylorguitars.com

FRETTED

New PRS S2 Series Models

On the first anniversary of the S2 Series, PRS is adding three new mod-
els to the lineup: the S2 Mira Semi-Hollow, S2 Custom 22 Semi-Hollow, and
the S2 Singlecut Semi-Hollow. The S2 Mira Semi-Hollow boasts a chambered
all-mahogany body and low output pickups that create a smoky harmon-
ic richness that can overdrive to classic rock tones. The S2 Custom 22
Semi-Hollow has been updated here with a chambered mahogany/ma-
ple body and f-hole. Appointments include the patented PRS tremolo
system, #7 treble and bass pickups, and a push/pull coil tap on the tone
control. The S2 Singlecut Semi-Hollow includes a classic control layout
and added versatility of a push/pull coil tap on the tone controls.

prsguitars.com

Kala Guitarlele

Kala Brand Music’s new hybrid instrument, the Guitarlele, is a six-
stringed instrument tuned to A-D-G-C-E-A, that projects a bright and
full tone similar to capoing up on the fifth fret of a regular guitar. Fea-
tures include a select solid spruce top, Koa back and sides, mahogany ‘
binding and rosette, slotted headstock with Koa cap, Grover Tuners, |
rosewood fingerboard, and satin finish. Retail: $429.99. i

kalabrand.com

Recording King Torrefied Top RP1-16C Guitars

Recording King’s new line of guitars feature torrefied Adirondack
spruce tops, which undergo a specialized heating process in which the
wood is heated at a low temperature in an oxygen-free environment.
The end result is a lightweight, extra resonant top that produces similar
tone to a vintage instrument.

The RP1-16C is a 12-fret single 0 cutaway with a dreadnought scale.
The RP1-16C works well for fingerstyle players thanks to the cutaway
and 1-3/4” nut, delivering even, vintage-style tone everywhere on the
fretboard. Includes lifetime warranty. MAP: $499.99.

recordingking.com

Eastman Guitars Thinline T486-RB

Ray Benson

Eastman Guitars collaborated with guitarist Ray Benson on
his signature Thinline T486-RB. The T486-RB is a double cutaway
featuring deluxe laminate top, back and sides, with ivoroid bind-
ing throughout the body, neck, and headstock. The guitar is a 24”
scale length between the 1" bone nut and nickel Gotoh tunomatic
bridge. Handwound Lollar pickups include an El Rayo at the neck
with a Low Wound Imperial at the bridge. D'Addario strings and
hardshell case included.

eastmanmusiccompany.com
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Boss Waza Craft Pedals

The Waza Craft series is a new line of special edition compact pedals
that include the SD-1W Super Overdrive, BD-2W Blues Driver, and DM-
2W Delay. All three pedals provide the classic sounds of the Boss pedals
they're based on plus switchable modes for customized tones.

The Waza Craft SD-1W hot rods the original with a revised circuit design,
all-discrete analog components, and switchable Standard and Custom sound
modes. The BD-2W takes the original Blue Driver’s grit to a new level. The DM-

2W, based on the discontinued DM-2 Delay’s warm, Bucket Brigade-style delays, uses all-an-
alog circuitry and an authentic BBD delay line for a 20-300 ms delay range, while its custom
mode changes the sound to a cleaner analog tone with over twice the delay time.

MC Systems Dynamic Response Effects Pedals

MC Systems introduces a unique and personlized ap- . _ . e
proach to pedal control. Each of the eight models in the & .
range feature the patent pending “V-Switch” dynamic true ™=

Korg SDD-3000 Delay
Pedal

The original
KORG SDD-3000
rack-mount
digital delay
from 1982 has
been meticulously reproduced and is
now available as the SDD-3000 Ped-
al. The pedal features eight distinct
delay types (SSD-3000, Analog, Tape,
Modern, Kosmic, Reverse, Pitch and
Panning), with delay times ranging
from 1 to 4,000 milliseconds, 80 pro-
grammable preset options, stereo in/
out, MIDI operation, and interactive
controls. Also included is an interactive
modulation section with five different

Waveforms, intensity and frequency
controls, and the ability to create cus-
tom sounds. Street: $399.99.

| ogeom |
CONTROL YOUR MIX LIKE A PRO
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bypass V-switching, which lets users vary the amount of

effect dependent on how hard the switch is stomped. A second footswitch allows for alter-
nation between two preferred settings for a particular parameter.

mcsystemsmusic.com

Introducing the New

hear back PRO

16-Channel Personal Mixer System

from Hear Technologies

hear

® TECHNOLOGIES

®

www. hearback.com

MODULAR CARD-BASED HUB UP TO 192kHz SAMPLING RATE < 0.25ms SYSTEM LATENCY

VOLUME + PAN ALL CHANNELS FOUR RECALLABLE PRESETS GIGABIT ETHERNET FRAMEWORK

DIRECT VISUAL MIX FEEDBACK UNLIMITED PRESET OVERLAYS SUPPORTS 32 MIXERS PER 1 RU

THIS IS IT - THE SIMPLEST, MOST AFFORDABLE SOLUTION FOR YOUR MIX
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Kaces Redesigned Percussion Line

Kaces percussion line includes a broad selection of everyday
“bread and butter” profit-building items such as marching drum
stick quivers, snare drum porters, bell kit porters, snare and bell kit
duo porters, snare drum backpacks, and bell kit bags. All porters
feature durable heavy-duty wheels, convenient telescoping dou-
ble-handles, and either padded shoulder straps or built-in backpack
straps. Kaces also offers a full line of graphic printed practice pads,
and all Kaces percussion bags come with a 1 year limited warranty.

Electro-Harmonix B9 Organ Machine

With nine finely-tuned presets emulating the legendary or-
gans of the ‘60s and beyond, the B9 Organ Machine delivers
definitive tonewheel and combo organ sounds. A nine-posi-
tion switch allows the player to select among different organ
types. The Organ volume knob controls the overall volume of
the Organ preset while Dry volume controls the volume of the
untreated instrument level at the Organ Output jack. A Mod
control adjusts the modulation speed. A Click control was
designed to simulate the harmonic percussion effect that is a
sonic signature of many classic organs. List: $293.73.

Leslie ‘G’ Pedal for Guitar

Based on the Digital Leslie circuitry pioneered on Hammond
“Sk” Stage Keyboards, the “G” features three classic hot-rodded
cabinet styles Models 122, 147, and 18v (the Leslie model des-
ignation of the original vibratone single rotary speaker). New to
the “G” Leslie Pedal, are “Dry” and “Wet” controls. Adjustment of
the “Wet” determines the volume of the effected sound sent to
the output, while the “Dry” permits the straight or unaffected
sound of the guitar or instrument attached and blended with
the effected tone. MAP: $299.00.

hammondorganco.com

On-Stage Stands U-Mount Accessories

The TCA1066 Accessory Kit includes a Presentation Grip,
two additional Mounting Posts, and a Mounting Post End
Cap. The Presentation Grip is a comfortable hard foam
sleeve that slides over any u-mount post. The Mounting Post
End Cap protects the threading and adds a finishing touch
to the post, providing a non-slip contact point. The two ad-
ditional mounting posts provide extra length with the 5”
UM-42 or a lower profile with the 2-3/4” UM-41. Compatible
with the Snap-On cover variants of the Quick Disconnect
u-mount Tablet Mounting System. List: $19.99. MAP: $11.95.

onstagestands.com

JazzDeck for NorCal
Jazz

0 oo

The JazzDeck™ “textbook in a
box” is designed to help players
of all levels build confidence and
sharpen their chops as jazz soloists.
Comprised of 54 high-grade playing
cards color-coded by chord type, the
JazzDeck systematically illustrates
the ways to excel as a soloist. With its
presentation and multi-dimensional,
non-notation platform, the JazzDeck
is especially suited to players of any
stage. Retail: $19.95

Seymour Duncan NYC
Bass Pickups

The NYC pickups use a dual coil
J-type pickup design with a double
row of exposed Alnico pole piec-
es. The four-conductor cable al-
lows for three wiring modes which
provide a variety of tonal options:
Wire the pickup in parallel mode
for a slightly thickened, hum-can-
celing single coil sound. Wire it in
series mode for high output with
maximum punch and fullness. Or
wire it in single coil mode for true
vintage Jazz Bass® sound. This pick-
up is a direct retrofit replacement
for either the 4-string EMG® 35 or
5-string EMG® 40.

seymourduncan.com
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Serious BluesSeries from Alfred Music

Alfred Music’s Serious Blues series features book and DVD packs for as-
piring blues guitarists in search of an authentic sound. Each title features
lessons from blues masters with licks and examples in both standard
notation and TAB. For experienced beginners, Scott A. Smith’s Serious
Blues: Essential Phrasing teaches phrasing techniques and tricks like solo
construction, phrasing over a 12-bar blues, the blues scale, pentatonic
box patterns, and playing multiple scales over a single chord. Mark Dziuba’s Serious Blues: LOV l )
Expanding Grooves helps intermediate guitarists expand their groove palette. Dziuba breaks
down and explains shuffle and straight rhythms, 12/8 feel, triplets, blues forms, minor blues,
and various blues rhythm tricks. Intended for late-intermediate players, Eric Slone’s Serious OF M US I C
Blues: Expanding Lead & Rhythm covers essential lead and rhythm topics like transposition, ‘
call-and-response, targeting chord tones, arpeggios, and more. Retail: $16.99.

alfred.com/guitar

Guitar Recorded Versions: Slash and Keith Urban
from Hal Leonard

The Slash Guitar Anthology (HL00691114 / $24.99) presents 23
tunes by the Guns'n’Roses and Velvet Revolver superstar in notes and
tab from throughout his career. Includes: “Anastasia,’ “Beggars and
Hangers On,"“November Rain,"“Sweet Child O’ Mine,"and more.

Keith Urban went from Down Under to the top of the country
charts, propelled by his playing on both electric and acoustic gui-
tar. The Keith Urban Guitar Anthology (HL00124461 / $19.99) brings
together a baker’s dozen from this multi-Grammy-winning hitmaker,

|1
o

L"G |
o f

FORRERA. A
l
THE / /;//

£y,
Ik

” e

liiizEiARRRRE S

STANDY ,‘%‘p
MODEES OR

COMPLEZE

including “Better Life,"“Long Hot Summer,”“Put You in a Song,”and more. ¢ ¥ S

halleonard.com

Intermediate Studies for Developing Artists for
Woodwinds from Meredith Music

Meredith Music’s new Intermediate Studies for Developing Artists
on the Flute, Intermediate Studies for Developing Artists on the Oboe
and Intermediate Studies for Developing Artists on the Bassoon (by
Shelley Jagow) cover all styles appropriate to intermediate methods
for woodwinds. They include music from the Baroque, Classical, Ro-
mantic, and Twentieth Century eras while representing more than a
dozen countries. Original compositions are included to strengthen
young artist skills in developing both facility and tone.

meredithmusic.com

Backdraft by Jeff Jarvis from Kendor

J
sackdraf!

‘ ff!‘ I,
B 5

Alternating between 3/4 and 4/4 feels, this catchy funk tune
for advancing groups features clever piano comping, punchy bass
lines, and fun single-note guitar comping. Solos with accessible
chord changes are provided for alto, tenor, bari, trumpet and trom-
bone. Guitar or piano can also take solos if desired. A guitar chord
chart by Jim Greeson is included in each set. Duration 4:50. Kendor
Jazz Journey Series #61040. Retail: $52.

kendormusic.com
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RECORDING AND PRO AUDIO

PreSonus AudioBox iTwo Studio Recording Kit Audio-Technica
SonicFuel AX Over-Ear

This special all-PreSonus

system combines a USB Headphones

bus-powered interface for

Mac, Windows, and iPad with Audio-Tech-

Studio One® Artist DAW soft- nica’s SonicFu-

ware (Mac and Windows), el AX over-ear

Capture™ Duo recording soft- headphones

ware (iPad), monitoring head- offer three

phones, a large-diaphragm models with smartphone and iP-

condenser microphone, Nimbit® Free account, and all necessary cables. hone® compatibility. The ATH-AX-
5iS, ATH-AX3iS and ATH-AX1iS have

universl smartphone compaiblty,

These models have a built-in micro-
phone and a cord-mounted remote,

Keatona PD1Interface ——— enabling users to answer calls and

control music/video playback on
compatible devices. All the head-

The Keatona PD1 is a pro audio interface
with a built-in universal power supply, 4" un-
balancd output and level control, and XLR-M phones feature swiveling earcups and
transformer balanced output and level con- ! the ATH-AX5iS/ATH-AX5 and ATH-AX-
trol. It's designed for stage and studio use by 3iS/ATH-AX3 models have a padded
pro musicians and DJs. headband.

Pearl Crystal Beat
Acrylic

Pearl celebrates the return of the
original seamless Acrylic drum shell
with new Crystal Beat Acrylic drum
sets and component drums. Their
upgraded 7mm seamless Acrylic
shell comes standard in four stock
configurations starting at under
$900 MAP. Individual components
Trevor James Flutes are also available from 8” to 22" in
UltraClear, Ruby Red, and Tangerine
Glass transparent finishes for custom
configuration.

Crystal Beat drums will begin
shipping to USA dealers starting in
early Q4, 2014.

www.iflutes.com | info@tjflutes.com | (877) 88 FLUTE
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LIGHTING &D] BAND & ORCHESTRA

Chauvet FlareCON Air Interface Vandoren M/O Lite
Alto Sax Ligature

The palm-sized FlareCON Air Interface device
gives DJs, clubs, designers and other end-users
the ability to control any of the company’s bat-
tery-operated Freedom series fixtures directly
from their smartphone or tablet. The FlareCON
Air is compatible with both iOS® and Android™
operating systems. End-users simply have to
download the FlareCON Air app to their phone
or tablet. Then when they give a command on
the mobile device, FlareCON Air will send the
signal wirelessly to the fixtures, working reliably
over unobstructed distances up to 600 feet (183 m). The FlareCON Air will work with
all D-Fi™-ready lighting fixtures from CHAUVET DJ.

The M|O LITE is made out of a syn-

. . thetic material and offers the quick
Stanton scs'ltD] USB Mixstation response and resonance of the stan-
i The SCS4DJ USB Mixstation provides DJ dard line of M|O inverted ligatures at

and performer functionality and performance a lower price point.

without the need for a laptop. The model now

includes Version 5.0 software, which means a DJ
can plug n a storage | damsreom

device and start mixing
using the built-in decks,

mixer, and high-resolu- 800.449.9348
tion color display. @ A
V5's new features include enhanced analysis, time-rift ' sales dmus1c.com

mode, new effects, FLAC support, and a host of improve-
L u s o N®

ments, from an increased library size, which can now support
up to 50,000 tracks loaded via an attached USB drive, and im-
proved response times for large collections when navigating,
browsing, searching, and sorting.

stantondj.com

Mackie CR4 Monitors

Mackie's new Cre-
ative Reference™
Multimedia Monitor
Series includes two
models — the CR3 and
CR4 - with 3" or 4”
woofers and 34" silk-
dome tweeters. CR

Upgraded “F” Style Tuning Machines
monitors also feature AS Seen At w
a curved high-fre-

quency waveguide for wide dispersion of sound and stereo NAMM 20 1 4
image. Also included are all-wood cabinets, custom-tuned

rear ports, a left/right speaker placement switch allows users
to locate the volume control on the left or right of their work-

station, and a front-panel aux input for simple connection of
a media device. Retail: $129.99 (CR3); $199.99 (CR4).

cr.mackie.com
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BUSINESS OPPORTUNITIES

SEEKING AFFILIATE LOCATIONS

o TURN KEY PROGRAM - OFFER RENTALS IMMEDIATELY
o PROTECTED TERRITORY/ NO RETAIL COMPETITION
oNAME BRAND INVENTORY PROVIDED
o EXPERT CORPORATE SUPPORT TEAM
* NO HASSLE REPAIR SERVICES PROVIDED
© PROFIT SHARING COMMISSIONS PAID MONTHLY
o CANCEL AT ANY TIME WITH NO PENALTY
o NO START UP COSTS OR FRANCHISE FEE

o National advertising for internet rentals.

RENT MY INSTRUMENT

3124 Gillham Plaza

Kansas City, MO 64109

877-569-0240
AFFILIATE@RENTMYINSTRUMENT.COM

RENTIVIY INSTRUMENT com

INQUIRIES: affiliate@rentmyinstrument.com

are USED GUITARS

¢ AGGRESSIVE WHOLESALE PRICING
10,000 USED Guitars in Stock

40 Major Name Brands
All Instruments “Retail Ready”
Online Inventory and Daily Specials

(800) 573-9865
WWW. Mircweb.com

@ PREMIUM RATES:
Available for extended ad placements.
Just give Erin a call at the number listed
below!

@ PAYMENTS: ALL ADS ARE PREPAID.
Charge on Mastercard, Visa
or American Express.

@ SEND YOUR ADVERTISEMENT TO:
6000 South Eastern Ave., #14-)
Las Vegas, NV 89119
erin@timelesscom.com.

@ QUESTIONS?
(all Erin Schroeder
at702-479-1879 ext. 100
erin@timelesscom.com

Are You Tired of Trying to Climb
the Corporate Ladder?

ken stanton music

is a multi-store, family owned and operated full-line
retailer based in Metro Atlanta. Ken Stanton Music
has over 60 years'success and customer satisfaction.

Seeking:

Certified Band/Orchestra Repair Techs,
Print Music Manager, Store Managers,
Woodwind Repair Technician,
and Sales Associates in the following
departments: Guitars, Pro Audio,
Drums and Percussion, and
Band/Orchestra.

Looking for friendly, customer service oriented, self-motivated, proven
closers with good listening skills and 2+ years experience. Availability for|
flexible scheduling a must. Bi-lingual a plus.

We feature: Competitive non-commission based pay, medical/
dental coverage, 401(k) plan, vacation/holiday/sick time,
and room for advancement.

Complete application online at: www.kenstantonmusic.com

By mail: Ken Stanton Music
Attn: Scott Cameron, General Manager
119 Cobb Parkway North, Suite A
Marietta, GA 30062

Via email: scottc@kenstanton.com

[(Nal[nal[e=]
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BUSINESS OPPORTUNITIES

\ 5

Your Band Rental Business
\. Start or Expand with our Flexible Plan

No fees, shipping charges or chargebacks. You set the rental rates.

~ You take the profits on step-up instruments. We pay for all repairs.
N L We carry only top brands. You may quit at any time without penalty.
, Your area is protected - we don’t operate retail stores.

We pay our commissions on time, every time.

H 1.800.356.2826

WILL SIMMONDS AT EXT. 105

17725 NE 65th, Suite B235
HARMONY Retl:lmond, Washingjcon 98052
M U § I C wsimmonds8@gmail.com

2 B THE ORIGINAL AIR-POWERER
Visit the MMR Classifieds SPEAKER STANB

mmc:r;\:h:\l‘\:}eebéom dealers welcome
gazine. www.frankenstand.com

SUPPLIER DIRECTORY

ATTENTION MANUFACTURERS
Update your FREE listing in our NEW MMR Supplier Directory!
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BUSINESS OPPORTUNITIES

Affiliate Rental Program

Affiliate
PARTNERS

we help grow
your business.

Join the most successful,
fastest growing
instrument affiliate
network in the country!

Everything you need to run a
successful rental program:

¢ A dedicated affiliate
management team providing
sales and online support

¢ Proven Sales and Marketing
support with collateral

b Expert repair and refurbishment

Exclusive student and upgrade
lines from top manufacturers

» Educator-approved name
brand instruments

At Music & Arts
we are your partner:

Enjoy special partnership rates for
many of your business expenses

The rental is just the beginning;
we help you grow your lesson,
retail and repair business

Let our retail experience help you
capitalize on every dollar

For More Information, Contact:

Dale Thompson

V.P. Affiliate Sales
1-800-759-2221
dthompson@musicarts.com

VINTAGE INSTRUMENTS

r

Banjos ¢ Ukuleles
From all known
& makers, especially

** GIBSON * VEGA
MARTIN * FENDER

Toll-Free 888-473-5810
or 517-372-7880 x102 outside USA
swerbin@elderly.com ¢ elderly.com y

SELL IT! ADVERTISE IT!

Call Erin Schroeder at
(702) 479-1879 ext 100
or email erin@timelesscom.com

MUSICAL MERCHANDISE REVIEW

mmrmagazine.com

Hunter Music Instrument Inc
adds in an accordion line.

From button accordion
to Piano accordion, from
Kid's to adult, from entry
level to professional, from
solid color to combo,
we have a wide
selection for the
accordion player.

718-706-0828
www.huntermusical.com

Freedom B:
Adjustable Clarinetld C

“‘The Freedom to Tune in Any Situation”
Available at RS Berkeley Retailers Everywhere

- QLRS)

Berkeley,
1-800-974-3909 RSBerkeley.com
‘It gives me the opportunity
to play in fune in any situation
The tone Is beautiful and its

durable construction seems
like it will last a lifetime.

-

Ta
“- v

Jozz ot lincoln Cenier Orchesisa

MUSICAL MERCHANDISE REVIEW

twitter.com/mmrmagazine
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Make Money Renting School

Band & Orchestra Instruments

Shopping rental programs? Do your homework & compare!

No startup costs, inventory outlay, shipping expenses or franchise fees

Name brands such as Conn-Selmer, Jupiter, Gemeinhardt, Buffet, Ludwig & more

No collections headaches: We handle all billing & collections

No recourse to you if your customers become delinquent with rental payments
High-percentage commissions PLUS a per-contract bonus paid monthly

Offer rentals in-store or online through your own branded microsite
Complimentary school music service training & instrument repair certification
Never a conflict of interest: WE DO NOT OPERATE OUR OWN RETAIL STORES
No part of our company competes with your combo business (unlike other programs)

For more info, scan the QR code, visit www.veritas-online.com or call 877-727-2798

Veritas Instrument Rental Incorporated

Proud Member of NAMM mm NAPBIRT

Easy Access to the NEWS
You Want To Read

Introducing
the/NEW
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REPAIR TOOLS

School Service Representatives,
Are You...

¢ Looking to jumpstart your career and advancement opportunities?
e Value the security of working with the industry leader?

* Eager to use new technology tools to increase customer satisfaction
and personal productivity?

¢ Hungry for earning potential not limited by the number of school
calls made in a week?

e Tired of hand delivering every item your customers purchase?

¢ Ready to become more than a sales person and be a true
consultant, advocate and partner to your educators?

Then it's time you considered what many of your colleagues have done

in recent years and join the Music & Arts team. Music & Arts educational
representatives sell from a stock of over 30,000 of the most popular products
from the best brands, including sound reinforcement and recording, music
software, percussion and of course band and orchestral instruments and
accessories from every major supplier.

The Music & Arts rental fleet is the largest and most diverse in the industry
and can accommodate the needs of the most demanding customers.

All Ed Reps are equipped with a netbook and wireless connectivity allowing
them to do research and place orders electronically right in the band room

that are shipped directly to the school. Use the time saved by not having to
write invoices, pull orders and loading the van to really be a resource to your
customers by promoting music advocacy, developing workshops and clinics and
helping educators recruit and retain students.

Music & Arts school sales representatives are supplied a company van, earn
competitive salary plus commission and enjoy excellent benefits.
Territories are available throughout the country.

| MUSICEARTS) Lot

If all this sounds too good to be
true, contact me personally.

[ promise all inquiries will be
kept strictly confidential.

4626 Wedgewood Blvd
Frederick, MD 21703

301.620.4040 ext. 1047
kobrien@musicarts.com

Kenny O'Brien
President, Music & Arts

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

World’s Largest Manufacturer of
Quality Band Instrument Repair Tools

Pads, corks and many other supplies
also available

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

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

Contact us for a
FREE printed
catalog

Tech Questions:
! repairtips@aol.com

Find us on
Facebook

BOW REHAIRING

Expert Bow Service

order forms, pricing and shipping label at:
www.bowrehairing.com
“An industry leader since 1967”
IRA B. KRAEMER & CO.
Wholesale Services Division
467 Grant Avenue
Scotch Plains, New Jersey 07076
(908) 322-4469

Lmked
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MUSICAL MERCHANDISE REVIEW
MMR’s Musical Merchandise Professionals

CLASSIFIED
ADVERTISING

To place an ad, please call Erin
(702) 479-1879 x100
or email erin@timelesscom.com
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The eyes of the industry are watching...
Advertise in the MMR today!

Company/Brands Search: (N (-

SUPPLIER DIRECTORY

The Directory For/Musical Instrument Products

Classifieds

Like us on facebook

MUSICAL MERCHANDISE REVIEW

facebook.com/mmrmagazine

Brought to you by
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Update your FREE listing in our NEW MMR Supplier Directory!
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AdvertiserIndex

COMPANY WEB

Al Cass 42 alcassmouthpieces.com

Amati’s Fine Instruments 14 amatis.org

Audix Corp. 17 audixusa.com
Breezy Ridge Instruments Ltd. 36 jpstrings.com
Casio America Inc. 13 casiomusicgear.com

Celestion Professional a celestion.com

DANSR Inc. 8,21,45 dansr.com

Godlyke Inc. 16 godlyke.com
Hal Leonard Corp. N halleonard.com
Hamilton Stands Inc. 9 hamiltonstands.com

Hammond USA 17 hammondorganco.com

WEB

kensmithbasses.com

Metalin Guitars 51 metalinguitars.com

Mutec Mutes 10 mutecmutes.com
NAMM namm.org

New Sensor 43 newsensor.com

Sound Ideas Music LLC 12 venturasoundideas.com

TKL Products Corp. 15 tkl.com
Vic Firth Company 7 vicfirth.com

Visual Sound 4 visualsound.net
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The Last Word
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.vv—‘ ack in April, a little-noticed deci-

Bsmn by the Federal Trade Commis-

sion was released. It didn't make

the New York Times, but it does have sig-

nificant implications for Ml retailers who

rely on music education services as part

of their brand and revenue base. It's worth looking at what
happened.

The FTC had been looking into allegations that the Music
Teachers National Association (MTNA) had violated Federal
anti-trust regulations.

These alleged violations came in the form of the MTNA's
Code of Ethics, which the FTC asserted encouraged the or-
ganization’s 22,000 or so members “not to actively recruit
students from another studio” and to “respect the integrity of
other teachers’ studios.” This amounted, the FTC maintained,
to restraint of trade, in the form of reduced competition for
the services that the members provide.

There was more. According to the FTC, MTNA had further
established a process for resolving disputes under its Code
of Ethics that included private
dispute resolution and sanc-
tions for violations. The FTC also
found that a number of MTNA
affiliate organizations had ad-
opted restrictions on advertising,
charging less than the commu-
nity average, or offering scholar-
ships or free lessons.

By DanDaley

A Change of Codes

The settlement between the MTNA and the FTC, reached
last December and formally issued in April in an FTC Decision
and Order document, required the MTNA to change its Code
of Ethics to eliminate the challenged provisions and to noti-
fy members or affiliate organizations of this action, as well as
provide in-person antitrust compliance training for five years.

The MTNA settlement also prohibits it from affiliating with
any organization that restricts student or job solicitations, ad-
vertising, or price competition, and further requires potential
affiliates to certify its compliance.

The MTNA wasn’'t happy about the ruling, and stated that it
agreed to it to avoid spending membership funds defending
itself and compelling local and regional affiliates with far few-
er resources than the national organization to do the same.

“Although MTNA demonstrated to the FTC that its code of
ethics is voluntary and that the Association has never enforced
the solicitation provision, the FTC offered MTNA the unappe-
tizing choice of entering into a settlement or spending hun-
dreds of thousands of membership dues dollars fighting the
federal government,” the organization wrote on its website.

It later posted a revised Code of Ethics there, where it also

& & Music education is under-
standably a cornerstone for
the larger music industry.
It's where the musicians
and the customers of the
next generation come from. PP dents seems quotidian enough,

& A Regulatory Nudge

published an antitrust guide for members, reminding them
of topics that they are prohibited from discussing amongst
themselves, including current prices or hourly rates, plans to
increase or decrease prices or hourly rates, agreements to al-
locate or divide territories or clients, and recommendations to
members to implement unlawful tying arrangements such as
requiring students to purchase sheet music exclusively from
the teacher.

Arguments Both Ways

What the FTC's actions revealed is something we already
knew —that teaching guitar or piano is a huge industry of one-
man bands, each trying to build a reputation and a following
in a crowded field. It can be easy to forget that what looks like
a cottage craft from ground level becomes industrial when
looked at from above, which is the perch from which regula-
tors scrutinize it.

It's of particular importance for retailers to keep this in
mind for their own educational programs, which are largely
made up of those freelance educators. It's a healthy symbiosis:
music teachers using the store’s
premises go a long way towards
building lasting customer re-
lationships for the store while
the retailer lends the instructor
credibility and an inviting envi-
ronment in which to teach.

But while the process of
teaching and scheduling stu-

what goes on between teachers
trying to better leverage their positions, or between teachers
and store owners looking to solidify a territory, could have un-
intended consequences.

Music education is understandably a cornerstone for the
larger music industry. It's where the musicians and the cus-
tomers of the next generation come from. Music teachers,
whether in an academy or the back of the shop, have to main-
tain standards across the board - musically, professionally,
and economically — and store owners need to support them in
that. It's also understandable that there is a view of regulatory
overreach here, of governmental intrusion into an organically
running market doing what comes naturally.

The issue was debated on Pianoworld.com under the rubric
“Music teachers, beware - feds are on to you [!]” The Wall Street
Journal’s editorial, which contexted its comments on the mat-
ter with references to the Department of Justice’s notorious
pursuit of Gibson Guitars for its choice of wood sources, called
the FTC's actions “ludicrous” and judged the consent decree
“an abuse of power.” That’s the balance that is the hardest to
achieve and maintain in a capitalist democracy, and that’s not
going to change anytime soon. MmMR




Subsonic Architecture

Combining serious structural engineering with a series of groundbreaking design innovations,
Celestion CF Series woofers set new standards for power handling, low distortion and linear excursion.
Find out more about Celestion professional loudspeakers and compression drivers at celestion.com.

Celestion CF Series Woofers
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