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A 
good chunk of this current issue of MMR 

turns the spotlight on electronic drums & 

percussion, with significant attention giv-

en to how recent (and ever-continuing) techno-

logical strides have benefitted both top-level pro 

performers who make use of increasingly realistic 

and “tweakable” sounds, as well as entry-level 

players as kits drop in price. Those are absolute-

ly valid selling points for suppliers and retailers, 

to be sure, and it’s a segment of the market I’ve 

watched with great interest over the past few 

years as its grown into new levels of acceptance 

– to the point of being effectively a “must-have” 

for many. As Roland’s Drew Armentrout notes in 

this month’s roundtable, “Contemporary music of 

practically every style requires the modern drum-

mer or percussionist to use some type of elec-

tronic percussion. It is simply an essential tool.”

Nonetheless, some retailers remain uncon-

vinced, as demonstrated in this month’s survey. 

“Even with most high-end sets you can’t get 

a natural cymbal sound,” says Dan Patterson of 

Roger’s Pawn & Music in Fort Payne, Alabama. 

Shane Kinney of New Hampshire’s Drum Center 

of Portsmouth maintains that, “People buy [elec-

tronic drums & percussion] for volume issues. 

They would prefer to buy acoustic. It’s a dimin-

ishing focus for us.” And, of course, there were 

plenty who told us they simply don’t or won’t sell 

electronic percussion instruments.

As a peripheral, but related issue, as we’ve 

been putting together the content for this 

month, I’ve been thinking more and more about 

the venerable drum machines of the ‘80s and 

‘90s. Much like analog synths, which have seen 

a healthy resurgence in popular culture in recent 

years (see Paige Tutt’s feature on KORG’s reissue 

of the ARP Odyssey in our October 2015 issue 

or our in-depth cover story on the larger topic 

in our May 2014 issue), decades’-old drum ma-

chines are getting plenty of play in contempo-

rary music.

The most visible exam-

ple of this phenomenon 

is Roland’s TR-808 – an in-

strument which, interest-

ingly, wasn’t particularly 

embraced by players and producers of the time 

when it was introduced in 1980. Digital sampling 

was all the rage back then and the 808’s ana-

log-generated sounds went against the grain.

Cue to the present day, however, and the TR-

808 is an iconic instrument whose sounds have 

helped define innumerable hip hop, dance, and 

electronic music hits, with no end in sight (and 

one which, by the way, is distinguished by not 

being particularly capable of producing realistic, 

“natural” drum sounds).

When asked in the current issue of SPIN 

what they expect the music of the year 2040 to 

sound like, top producers give shout outs to the 

time-tested machine: “Extensive use of Abelton, 

software synths like massive and nexus, vocal 

chops, 32-triplet hi-hats and 808 drums,” says Tor 

Erik Hermansen (Stargate). While Danja (Britney 

Spears, M.I.A.) offers, “It seems urban music be-

comes the basis for pop as the years go by, so I’ll 

say 808s and sub basses, moody pads and vocal 

samples, urban based hip-hop style production.”

You can’t necessarily predict what instru-

ments or gadgets will take off and wind up hav-

ing lifespans that stretch across generations and 

musical tastes. While hardly alone as an emerg-

ing and evolving instrument category, electronic 

drums & percussion have already proven their 

worth and potential for profit for many, though. 

At the very least, keep an open mind and your 

ear to the ground. Sales very often go to the early 

adopters and quick thinkers.
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KMC Music (www.kmcmusic.com) re-

cently announced that parent company 

JAM Industries (www.jamindustries.com) 

had acquired Rhythm Tech (www.rhythm-

tech.com).The acquisition, completed in 

September, makes KMC Music the sole 

United States distributor of Rhythm Tech 

percussion products and accessories, ac-

cording to KMC Music president Mark Terry. 

“JAM Industries is very excited to add 

Rhythm Tech to its growing portfolio of 

company owned brands,” Terry said. “For 

more than 35 years, this great company 

has helped to set the standard for hand 

percussion, mounted percussion, drums, 

and accessory products that are the choice 

of leading players like Carmine Appice, 

Carter Beauford, Greg Bissonette and Den-

nis Chambers. This tradition of innovation 

is guaranteed to 

continue because 

Richard Tanin-

baum, the founder 

and president of 

Rhythm Tech, will 

continue to con-

sult on future Rhythm Tech product devel-

opment and design.”

According to Taninbaum, the acquisi-

tion of Rhythm Tech by JAM Industries will 

help the brand in many important ways: 

“Rhythm Tech will now have the industry’s 

greatest retail sales force to represent it in 

the marketplace as well as a new and great-

er depth of resources behind it that will 

enable Rhythm Tech to continue its long 

proud tradition of innovation.”

Founded in 1980, Rhythm Tech’s de-

but of the now iconic crescent-shaped 

tambourine redefined the world’s view of 

what a tambourine could be and the role 

it could play in the creation of music. Con-

ceived of during a recording session at the 

Power Station in New York with Bob Clear-

mountain, the crescent tambourine was 

an overnight sensation, evolving into the 

de facto standard tambourine not just for 

percussionists, but for millions of singers, 

keyboardists, horn players, and anyone else 

whose live or recording situation requires 

them to make something jingle.

“It’s hard to believe that the elegantly 

ergonomic, infinitely playable shape of 

Rhythm Tech’s famous crescent-shaped 

tambourine hasn’t always been with us,” 

Taninbaum reflected. “The fact is that 

before we broke the rules and created 

it, tambourines were always round and 

could be about as pleasant to jangle as a 

dumbbell! This commitment to break the 

rules can now continue with the great re-

sources of JAM Industries and KMC Music 

behind it.”

The acquisition of Rhythm Tech by JAM 

Industries is just the latest in a series of 

industry moves by KMC Music in the per-

cussion category. “The addition of Rhythm 

Tech to a line-up that already includes 

Paiste, Gibraltar, Latin Percussion, Remo, 

Toca, Vater, and Vic Firth further strength-

ens our position as the industry’s only one, 

true ‘one-stop’ source for all their percus-

sion needs,” em-

phasized KMC Mu-

sic vice president 

of merchandising 

Roger Hart. 

KMC Music has 

also announced 

that it has been appointed to serve as the 

United States distributor for Monster Ca-

ble’s Prolink® Line of instrument (guitar, 

bass and acoustic) and Pro Audio (micro-

phone, speaker, and premium headphone) 

cables.

The newly redesigned Prolink line of ca-

bles consists of Monster’s signature “Good, 

Better, Best” product offering which in-

cludes their top of the line Studio Pro 2000, 

as well as Monster Rock, Monster Acoustic, 

Monster Bass, Performer 600, and Classic 

series cables. The line currently consists of 

69 individual SKUs, according to KMC mu-

sic merchandising product manager Brian 

Blood. 

“The addition of Monster’s line of Pro-

link cables to our product portfolio signifi-

cantly expands the range of accessories we 

can offer our dealers,” Blood says. “Monster 

is recognized industry-wide as a true in-

novator in every product category. Their 

product quality, coupled with their lifetime 

guarantee, makes them the obvious choice 

for quality-conscious musicians. KMC Mu-

sic could not be more proud to have their 

cables in our all-new One Stop catalog.” 

KMC Music Named U.S. Distributor of 

Rhythm Tech, Monster Cable’s Prolink
NAMM’s New 

Solar Installation

Visitors to NAMM’s Carlsbad, Cal-

ifornia headquarters will notice a 

major new addition, as state-of-the-

art solar panels now cover NAMM’s 

parking lot.

Following a nearly yearlong proj-

ect, NAMM has installed 714 solar 

panels that will provide clean energy, 

shade, and power vehicles. The solar 

installation will cut NAMM’s opera-

tional electricity costs by more than 

98 percent, while providing ample 

shade to visiting NAMM members 

and NAMM Museum of Making Mu-

sic guests.

“Reducing expenses at the indus-

try headquarters allows us to direct 

more resources toward achieving our 

vision, mission, and objectives,” said 

Joe Lamond, president and CEO of 

NAMM. “‘Over the next two decades 

this solar installation will achieve our 

energy reduction goals, while saving 

the association more than a million 

dollars, money that can be reinvest-

ed into promoting music and music 

education around the world.”

The new system is designed to 

produce 359,453-kilowatt hours 

per year including a dual station car 

charger for those arriving at NAMM 

in electric vehicles.

The newly installed solar panels covering the 

parking lot at NAMM’s HQ
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Canada’s Prime 
Minister Visits 
Riversong Guitars

Riversong Guitars recently hosted 
the Prime Minister of Canada, Ste-
phen Harper, at their guitar manu-
facturing facility to show him their 
patent-pending and multi-award 
winning Neck and Body System gui-
tar design.

The company’s founder Mike Mil-
timore gave Mr. Harper a demon-
stration of the guitar’s features and 
showed the PM how Riversong’s sol-
id one-piece neck results in a deeper 
and richer sound. The Prime Minister 
met the luthiers and workers who 
make up the Riversong production 
team and signed a custom guitar 
with the Canadian flag design hand 
painted on the front.

“It was a true honour to have the 
leader of our country, Prime Minister 
Stephen Harper visit us at our guitar 
factory in Kamloops, BC, Canada,” 
said Miltimore. “He, himself, is a mu-
sician and understands the emotion-
al connection one has with a good 
instrument.” 

Riversong’s Mike Miltimore and Canadian Prime 
Minister Stephen Harper

twitter.com/mmrmagazine
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The versatile Zildjian K Custom Dark Crash Cymbals put out a warm, 
rich sound that cuts through and sings out.  It delivers a unique crash 
with slightly dry, trashy overtones and its large bell is designed 
to provide more volume and cut with a quicker attack and decay.   
The new larger 19” and 20” diameters allow for more volume with 
slightly more sustain.   Hear it at zildjian.com/newfor2015.    
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To learn more about Antigua please visit 
www.antiguawinds.com or contact us at 

info@antiguawinds.com
Photo by Prime Cut Creative

“My aim is true. True tone, true pitch, 
true action. You can depend on Antigua.

Tone is everything. The rest follows.” 
#AntiguaProud

- Steve Clarke
Pictured with his Pro One Soprano - SS6200VLQ

After three years of steady growth in 

the U.S., Nuvo has opened the doors of 

its new sales and distribution center in 

Boston.

“It’s been exciting to come to NAMM, 

win awards, and meet new customers 

over the past three years,” said Max Clis-

sold, Nuvo CEO, from his office in Hong 

Kong. “Now that we have a base in Boston 

we can reduce lead times, improve terms, 

and offer our retail customers the back up 

they need to successfully bring our prod-

ucts to local schools.”

Nuvo produces a range of innovative 

instruments designed with the young be-

ginner in mind. By designing instruments 

that are lighter, more durable, and more 

suitable for kids, Nuvo presents an oppor-

tunity to bring real band experience to 

Elementary and Middle Schools without 

blowing too much budget. “The idea is to 

capture the imagination of kids as early 

as possible with real instruments that are 

more suitable for a school environment 

and that don’t cost a lot at the outset or in 

long-term maintenance.”

At NAMM 2015 Nuvo was awarded 

“Best Tools for Schools” by MMR sister 

publication, School Band & Orchestra, in 

recognition of its innovative products and 

its newly launched WindStars program. 

WindStars offers free music downloads 

and an iPad app to support schools in cre-

ating ensembles using Nuvo instruments. 

“One of the great things about Nuvo in-

struments is that they are all tuned in C so 

that music can be easily shared between 

Recorder, DooD, TooT, jFlute, and Clar-

inéo,“ explained Clissold. “We have creat-

ed modern music such as rap, pop, and 

reggae as well as traditional and seasonal 

arrangements that can be easily played 

by young kids in a Nuvo WindStars band.” 

For more information and to download 

free music you can visit www.nuvo-wind-

stars.com. From a retailer’s perspective 

Nuvo offers a whole new market to bring 

kids into Band and Orchestra at an earli-

er age which will result in more sales of 

traditional instruments and more partic-

ipation in high school band as they grow 

older. “We’ve all witnessed children as 

young as 6 struggling to manage a tradi-

tional instrument such as a flute or clari-

net and this can be demoralizing for the 

child as well as the teacher. Now we can 

start them on more suitable instruments 

such as the Nuvo jFlute or the Clarinéo 

and they will be hooked on music for life,” 

explained Clissold. “One of the other great 

things about Nuvo is that the instruments 

are super-durable. We have a KIO (Keep It 

Out) slogan which encourages kids and 

schools to keep the instruments on a 

stand or wall hanger so it’s always there 

for a quick practice.”

For more information about Nuvo, vis-

it www.nuvo-instrumental.com or email 

Max Clissold directly at max@nuvo-in-

strumental.com for a catalog and price 

list.

NUVO Opens U.S. Sales and Distribution Center
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The John Lennon Educational Tour Bus 

hits the road this fall to help keep music ed-

ucation strong in six of NAMM Foundation’s 

Best Communities for Music Education.

The tour includes SupportMusic Forums 

and Lennon Bus residencies. During the 

residencies, students will have the unique 

opportunity to write, record, and produce 

original songs and music videos. The NAMM 

Foundation will host a SupportMusic Com-

munity Forum at each school inviting edu-

cators, NAMM members, and community 

leaders to galvanize local support for music 

education.

The NAMM Foundation invited schools 

named as 2015 Best Communities for Music 

Education, and recipients of the Support-

Music Merit Award, to submit a one-min-

ute video. For a shot at a Lennon Bus resi-

dency, students creatively highlighted the 

strength of their music programs through 

the theme ‘What Makes Music Education 

Great in My School’. The videos featured 

everything from clowns in bands, to a teen 

whose life was comically dependent on a 

small keyboard.

“The passion that students have for mu-

sic resonates so clearly through these vid-

eos,” said Mary Luehrsen, executive direc-

tor of the NAMM Foundation. “The NAMM 

Foundation is honored to put a spotlight on 

these standout music programs and music 

teachers, and lend inspiration to these tal-

ented students as they continue to journey 

down their musical paths.”

Students will spend the first day of the 

residency creating a music video proj-

ect in the  John Lennon Educational Tour 

Bus’  mobile recording studio. On day two, 

the NAMM Foundation will host a  na-

tional SupportMusic Community Forum 

webcast  that  will share the successes and 

challenges of each school’s music educa-

tion program. The forum will also present 

strategies to shore up support for music 

education within a school or district’s core 

curriculum.

Inspiration from the Lennon Bus will 

play on after each stop thanks to generous 

donations by NAMM member companies. 

The instrument and equipment dona-

tions total more than $3,500 per school 

and include gear from Audio-Technica, 

Epiphone, Genelec, Mackie, Other World 

Computing (OWC), Neutrik, Yamaha and, 

ZVEX Effects.

The SupportMusic Community Forums 

and Lennon Bus residencies kicked off 

in October in McKeesport, Pennsylvania, 

with stops in Waxhaw, North Carolina and 

in Miami, Florid. The Spring tour resumes 

in February 2016.

The NAMM Foundation invites NAMM 

members to participate in local forums, to 

tour the Lennon Bus and to share the win-

ning videos.

NAMM Foundation Visits Best Communities for Music Education

Aboard the John Lennon Educational Tour Bus
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PIctured: Florian Alexandru-Zorn with the New Split Brush SB
Photo by Mario Schmitt

Go to VicFirth.com/SoundChoices to get inspired and share your creativity. 



ADJ Lighting announced two 

Open House events at their Los An-

geles and Miami locations where 

dealers and end users can see new 

products releases from over the 

summer, get a chance to see new 

products announced at LDI 2015, 

and sit in on ADJ Live Learning sem-

inars.

The Open House events will take 

place November 10 (10am - 6pm) at 

ADJ Los Angeles and  November 12 

(10am - 6pm)  at ADJ Miami. These 

events will be comprised of two 

parts: the first will include training 

sessions on Advanced DMX, LED Vid-

eo Wall training, as well as a guest 

speaker who will share ideas for 

using the latest ADJ technology to 

great effect during shows and events 

over the holiday season. The sec-

ond part will involve an open house 

session, during which attendees 

can take a tour of ADJ’s showroom 

and check out the wide range of 

new products, including those an-

nounced at LDI 2015. In this, attend-

ees will get the chance to get ahead 

of their competitors with a glimpse 

of what’s new for 2016.

“Theres’s nothing better than see-

ing something in person,” said Alfred 

Gonzales, ADJ USA national sales 

manager. “Our L.A. and Miami Open 

House events will be the perfect 

time to see and feel the build qual-

ity and brightness of our products. 

These type of events are some of my 

favorite because I get a one-on-one 

chance to meet with and give hands-

on demos to our customers.”

The Open House events are free to 

dealers and end users if they sign-up 

before October 31. On November 1, 

the 10am-2pm Live Learn seminars 

are $99.99 at the door. The 2-6pm 

Open House is free to anyone. 
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ADJ Open House 

Events Announced

Hard Rock Goes Full Circle With Chauvet

Drew Carey men-

tioned it in his au-

tobiography. KISS 

mounted their 

comeback by play-

ing on top of its bar. 

Jamie Foxx liked to 

celebrate New Year’s 

Eve there. Ben Af-

fleck was a regular. 

Even by the stan-

dards of Las Vegas 

nightspots, the Cen-

ter Bar at the Hard 

Rock Hotel & Casino 

has been a celebrity 

magnet. Perched under a domed ceiling 

in the middle of the hotel’s 30,000-square-

foot casino, it has long been the place to 

see and be seen.  

However, even icons need updating 

to remain fresh and vibrant, which is why 

this June the Hard Rock Hotel had a “Final 

Call” party for its famous bar, and prom-

ised to reopen the 20-year-old landmark 

with a new design that would make its 

future as glittering as its past. This goal 

was accomplished, thanks to a massive 

and dazzling abstract design by LD Rob-

ert Athey of All Things Integrated that 

drew on the pixel mapping capabilities of 

300 ÉPIX Strip 2.0 LED linear fixtures from 

Chauvet Professional.

The ultra-bright ÉPIX strips form a cir-

cle over the round bar. For 24 hours a day, 

seven days a week, the strips display stun-

ning video images that coordinate with 

the musical performances shown on the 

room’s video monitors, as well as with ar-

chitectural lights around the bar.

 “It creates a very immersive experience 

that really draws you in,” Athey said of the 

new design. “I think its bold high-tech 

looks let everyone know that the Center 

Bar is back and totally ahead of the curve.”

Nord Artist Isamu McGregor Tours with Colbie Caillat

Nord keyboardist, Isamu McGregor, 

toured North America with Grammy 

award-winning artist Colbie Caillat during 

her “Girls Night Out, But Boys Can Come 

Too” tour.

The core of McGregor’s setup is a Nord 

Electro 3 and Electro 4. “These keyboards 

are great. When someone sees that red 

keyboard on stage, they know I must be a 

guy who knows what he’s doing,” he said. 

“Nord is simply the best.”

Both keyboards were used for different 

reasons. “My main board is the Electro 3. 

On this tour it was mainly used for the pi-

ano and occasional Wurlitzer sounds. The 

Electro 4 is on standby for when I want 

another organ,” said McGregor.

McGregor loves the drawbars that 

regulate the B3 Hammond organ on the 

Nord Electro 4. “It feels like you’re involved 

in the creation of sound. The drawbars are 

made into physical things you can pull.” 

he exclaimed. “It’s great to have this flex-

ibility right at my fingertips. The slightest 

shift of tone, thanks to these drawbars, 

can affect the overall sound,” he said.

Not only does McGregor admire his 

handmade keyboards from Sweden, but 

he also appreciates the help from Nord’s 

technical support guru Pablo Mastodon. 

“Pablo is the greatest. I call and he always 

helps me with anything, even the nit-

ty-gritty things,” said McGregor.

“When you buy a Nord, you get me 

with it. People are often surprised when 

they reach someone live on the first call,” 

Mastodon said.

continued on next page
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Hard Rock Goes Full Circle With Chauvet (cont.)
Athey, who has enjoyed a longstanding relationship with the 

Hard Rock Hotel and has been involved in numerous projects 
for the chain, including the design of the iconic video wall at 
the Las Vegas hotel’s registration desk and Vanity Nightclub, was 
called in by management to create a revitalizing design for the 
Center Bar.

 “When it came time to redesign the Center Bar, they called 
on us, and we helped drive several concepts including using 
the iconic dome and video mapping it,” he said. “When all of 
the elements were on the table a committee of owners, oper-
ations people and others met and it was agreed to move in the 
direction of the ‘abstract’ design for the dome. The concept was 
to create something that drew attention to the Center Bar and 
pulled the whole room together with a unifying look. The pixel 
mapped ÉPIX strips did this by tying the music videos with light.” 

Lose used Video Dust from Thundering Jacks to manipulate 
live feed from the room’s music video monitors for display on the 
ÉPIX strips. The ÉPIX strips display alternating images of custom 
content cue and Video Dust content cue. There is a two-hour cue 
list of custom and Video Dust content, which plays throughout 
the day and night.

 “Seeing these images on the ÉPIX strips makes it feel like 
you’re immersed in a concert venue,” said Lose. “As the content 
designer and programmer, I was given a lot of freedom to display 

whatever I felt would represent the Hard Rock Hotel best. I gen-
erated custom content in Adobe After Effects and programmed 
with the Chauvet VIP Media Server and ArKaos.

“The ArKaos Media Master Pro 4 and the Chauvet VIP Media 
Server have been rock solid,” he continued. “We’re using most 
every feature of the ArKaos. One input is used for Video Dust and 
the MIDI pad is used for triggers. We are using ArtNet for the LED 
mapping, and we’re using a handful of the effects to liven up the 
content. Having the ability to create a cue stack in ArKaos made 
it so that I did not even need a console to do any of the program-
ming. I’m especially impressed that the VIP Media Server is able 
to take content in most any format.”

The pixel mapped ÉPIX Strip 2.0 fixtures replaced a large 
globe that had dominated the area over the Center Bar. Al-
though the new abstract design created with the LED strips 
looks like the perfect fit for this area, installing it was not with-
out challenges.

“Like every project that looks this spectacular, a lot of hard 
work and teamwork were required to make it happen,” said Ed-
wards. “A cool thing about this project is that we created and 
installed structural pipe work to attach the ÉPIX strips to, and we 
mounted ÉPIX drives on top of the pipe structure. The bright-
ness of the ÉPIX units has been amazing; we run them at 60% so 
they don’t overshadow the other lights.”
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The all new  

PEARL RIVER 

EU SERIES is ready  

to take the spotlight. 

These five beautiful new 

models, inspired by our 

hugely successful EU122, 

incorporate the craftsmanship and  

exciting technological advances  

that made the EU122 a “staff favorite” 

with Pianobuyer.com. European  

Master Designer Lothar Thomma (former 

designer for renowned European piano  

manufacturers), and our Swiss Quality Control 

Manager Stephen Mohler, continue to  

combine a European aesthetic with cutting-

edge production techniques to create pianos that compete  

admirably with brand names far above their price point. Better  

materials, better design, superior tone and touch and outstanding  

reliability define the all new EU Series. We’re ready to show them off. 

Visit PearlRiverUSA.com. See us at NAMM booth 205A

Guangzhou Pearl River Piano Group Co., Ltd. 
Distributor in North America: GW Distribution, LLC. (845) 429.3712



JODYJAZZ JET
Now in Tenor as well as Alto

Clean, bright, powerful sound 

with effortless altissimo. 

Luscious, full low notes 

in the same mouthpiece. 

Impossible? 

Not anymore.

 

You have to play it to believe it.
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Mapex Mars Series Free Tom Promo: 

Now through December 31

Mapex brings back their “Mars Free 

Tom” consumer promotion in time for the 

4th quarter. Customers who purchase any 

Mars 4, 5, or 6-piece Shell Pack from an 

authorized Mapex dealer during the pro-

motion period will receive at no charge 

an 8” or a 10” matching tom pack. This 

pack includes the matching 8” x 7” or 10” 

x 7” tom, a TH687S adjustable tom clamp, 

and the AC910 mounting clamp. Custom-

ers can claim their free tom at the point of 

purchase. The customer doesn’t need to fill 

out any forms or paperwork.

The Mars Series Shell Packs offer shal-

low depth 100 percent Birch shells com-

plete with the new SONIClear Bearing 

Edge.  The new award-winning SONIClear 

bearing edge increases contact between 

the drumhead and shell and allows the 

head to sit flat on the edge. This produc-

es a stronger and more centered pitch 

and makes the drums remarkably easy to 

tune. The SONIClear Bearing Edge enables 

players to get a great sound even without 

much tuning experience.

Complementing the drums is a line of 

Mars Series all-purpose hardware, avail-

able in packs or as individual pieces, and in 

a choice of chrome or a black-plated finish 

designed to match each player’s drum fin-

ish preference.

The Mapex Mars Series Free Tom Event 

makes it easier for drummers to maximize 

their setup by providing more drums for 

the money. With available payment terms 

of up to 60 months through First Mutual 

Financial, ownership has never been easier.

Fishman has just launched distinctive new retail packaging for its acoustic amplifi-

cation products. Developed in collaboration with White Ink, a NYC-based full service 

branding and design agency, the packaging retains the color and icon identification 

elements of Fishman’s product families and categories as represented in the compa-

ny’s full line catalog.

The black on black box design is complemented with two wraparound decals that 

include product features and specs, as well as easily identifiable family color mark-

ings on four of the six sides. Both the outer slipcase-style sleeve and the inner box 

are marked with a metallic silver foil Fishman logo. The new packaging comes in two 

sizes depending on the product and can be displayed and merchandised in a variety 

of different configurations at dealers.

The interior box has a dual-magnet enclosure that, along with redesigned com-

partment inserts, offers a premium presentation that reflects Fishman’s reputation 

for quality, innovation, and performance. Fishman’s new packaging is being man-

ufactured by Stephen Gould Corporation, whose team was integral in the mechan-

ical design process and offered custom solutions for the company’s unique product 

needs. With over 50 retail SKUs, it was imperative that the interior product trays and 

insert components were modular in or-

der to inventory as few unique parts as 

possible. Fishman’s director of marketing 

Chris DeMaria commented, “What start-

ed out as a design change turned into a 

larger group effort. Our team had to work 

with every individual product not only 

for presentation but also for protection. 

The goal was to have a universal pack-

aging design that had a premium fit and 

finish and used high quality materials in 

order to align with the Fishman brand.”

Fishman Creates New Retail Packaging



Serious reeds. Sound performance.

Focus
on your music, not your reed.

For generations, woodwind students have had to pre-moisten their reeds,

deal with cracking, inconsistent cane strength and performance issues in

various weather conditions.

Légère Premium Woodwind Reeds are manufactured with a patented process

and synthetic material that virtually eliminates the need for pre-moistening.

This means they are ready to play when you are. They are unaffected by

weather and last for months – not days, so you can focus on your

music, not your reed.

Available for saxophone, 

clarinet and bassoon.

www.legere.com



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.  

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

Quality accessories 

for brass instruments

From their first note

to first chair

Increase your profits
with the ultimate add-on sale!

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
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QSC Announces Partnership 

with Dubai’s VIVD AV Media
QSC has expanded its global influence by bringing Dubai-

based AV marketing & sales consultancy VIVID Audiovisual Media 

onto its team. Glen Harris, QSC director of sales EAME (Systems 

Group), said, “I am delighted to be working with VIVID AV Media 

at a very exciting time for QSC Systems. With VIVID’s knowledge 

of the systems business in the Middle East, they are an ideal part-

ner to build a strong sales channel for the company’s recently 

announced Corporate AV solution based around the new Q-SYS 

Core 110f, TSC-7t and SPA amplifiers.

Those corporate solutions made a big splash in the U.S. market 

in 2015, winning several rewards at the InfoComm release, includ-

ing rAVe Best New Audio Product and Sound & Video Contractor 

Best of Show for the Q-SYS Core 110f DSP Appliance.

QSC looks forward to helping corporations improve collabo-

ration experiences in boardrooms, conference rooms, and more 

by allowing users to focus on their meetings rather than worrying 

about the room’s technology.

Chris Hellmuth, managing director at VIVID AV Media, said “It’s 

great having QSC on board. The company has a clear picture of 

where they want to go and how to set up their distribution chan-

nels accordingly. With our connections and experience, we’ll sup-

port QSC Audio to achieve their business objectives for the sys-

tems group portfolio in Saudi Arabia, Kuwait, and Egypt.”

Roland Corporation U.S. 

Welcomes Home a Soldier
The staff at Roland Corporation U.S. participated in a 

special surprise homecoming at their headquarters in Los 

Angeles. Mary Ann Sherman from Roland’s Sales Administra-

tion Department was treated to a memorable day when her 

daughter, U.S. Army Specialist Kim Sherman, completed her 

service a few months early and arrived home ahead of sched-

ule. As far as her mother knew, Kim was not due home until 

later this year.

Roland caught wind 

of the early homecom-

ing and planned some-

thing special to surprise 

Mary Ann. Her co-work-

ers organized a party 

and decorated Roland’s 

video studio to give it a patriotic touch for this special day. 

Roland Corporation U.S. officers, directors and employees 

celebrated and posed in photos with Mary Ann and Kim, for a 

homecoming none of them will ever forget.  

“Our employees are our extended family, so we wanted to 

create a special memory for Mary Ann and give her daughter 

a warm ‘Welcome Home’ from our team,” noted Jay Wana-

maker, president & CEO of Roland Corporation U.S. 



*4:00pm same-day shipping does not apply when the D’Addario facilities closed for holidays or any unforeseen circumstances. Orders of $3,000 or higher may require a 1-day lead-time.

** with the exception of oversized drumheads of 24” and larger.
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UK Dealer Opens 

Third Store

West Country retailer Music Dy-

namics is planning to open its third 

shop in as many years in Chelten-

ham, this December.

The dealer, owned by Andrew 

Griggs, opened its first store in 

Stroud three years ago and anoth-

er in Bath last year. Cheltenham is 

scheduled to open on 1st December 

and may not be the last store open-

ing.

Griggs told MMR: “We’re trying 

to buck the trend a bit, but it seems 

to be going OK. Lots of shops have 

closed but they tend to be of the old 

school who want to sell guitars and 

amps all day and they are not at-

tracting the new type of customers. 

If you look at some of the modern 

retailers, they feel like a cool place to 

be and when people come in they 

feel that there is something there 

for them.

“I put my suit on and go out and 

talk to the local schools and univer-

sities as I feel you’ve got to get out 

and sell the shop and I also plug the 

‘buy local’ thing as well. I think the 

way to make a profit is not in selling, 

it’s in the buying, and the bigger you 

get the better that is.”

He says the new shop will also 

act as a warehouse for stock sold 

online, with plans to roll out a click 

and collect service across all three 

shops soon. 
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Recording software 

specialist, Tracktion Cor-

poration, has acquired 

Seattle-based, audio 

hardware manufactur-

er, 2JW Design. 

The merger is seen 

as the next step toward 

Tracktion’s stated goal 

of creating a new line 

of boutique profession-

al audio hardware. The 

first of these products, 

a high-end computer interface called Cop-

per Reference, is due in 2016.

Prior to the acquisition, 2JW Design had 

specialised in the creation of bespoke pro-

fessional audio gear for customers such as 

Guitar Center and Microsoft. It was essen-

tially a custom design shop coupled with 

the manufacturing capability to quickly 

produce thousands of units.  

“We’ve been relying on 2JW’s engineer-

ing talent throughout the development of 

our hardware program,” explained Track-

tion co-founder, Dave 

Christenson. “Merging 

Tracktion and 2JW into 

a single company is in-

tended to streamline 

operations and speed 

products to market. 

After a couple years 

of close cooperation, 

we’re pleased to final-

ly bring everyone to-

gether under one roof, 

so to speak.”

Tracktion is best known as the devel-

oper of the popular Tracktion digital audio 

workstation (DAW), which is designed for 

use by musicians without a studio engi-

neering background. The company has 

also released Master Mix, a mastering qual-

ity audio processing plugin and plans to re-

lease the virtual instrument, BioTek, shortly. 

The new hardware group will focus on 

the design and manufacture of limited run, 

high value recording products currently in-

tended for manufacture in the US.

Tracktion Buys 2JW

PLASA Confirms Olympia Move
Audio and lighting show PLASA, has ended its three-year stay at London’s ExCeL, prom-

ising a revamped and reinvigorated event at Olympia next year.

The 2016 show will move forward on the calendar, running from September 18-20 to be 

more aligned with the industry’s purchasing cycle and before the touring season begins. 

Christopher Toulmin, director of PLASA Events, said: “We are grateful to Platinum Spon-

sor Robe, Gold Sponsor Clay Paky and Silver Sponsor TMB, as well as all the exhibitors and 

visitors for their help in making PLASA Show 2015 a success.”

“It was good to end our stay at ExCeL on a high and we are excited to be moving back 

to West London in 2016 for a new, refocused PLASA Show at Olympia.”

He continued: “We have listened to a great deal of feedback and are making some sig-

nificant changes to ensure that, next year, we will deliver an event that is better aligned for 

the needs of the market. With the continued success and support of the industry for our 

Focus events, next year’s London Show will build on what we have learned.”

Drum manufacturing start-up, The 

British Drum Company, will be launching 

at November’s London Drum Show.

The firm is a joint venture between 

master drum maker Keith Keough, Kasa-

bian drummer Ian Mathews, top-level 

military marching drummer Stu Warm-

ington, British product designer Alan 

Kitching and comedian and drumming 

enthusiast, Al Murray, better known as 

The Pub Landlord.

It will be bringing hand crafted drum 

kits and marching drums to the show, 

which takes place from 21st-22nd No-

vember at London Olympia, where it will 

hold its official launch.

“I have never felt so positive about a 

team of people or drum brand! The pas-

sion, drive, and commitment for this new 

venture will be apparent throughout our 

new and exciting range of drums,” said 

Keough.

Drum Show Launch for British Drum Co.
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Yamaha Music Europe (UK) is demon-

strating its electronic drum range and 

showcasing new products for 2015 with 

a series of events throughout the UK in 

November and December. Led by Ya-

maha UK’s DTX Demonstrator Simon 

Edgoose, the sessions are aimed at pro-

viding an overview of the full potential 

of Yamaha’s DTX electronic drum range 

including the new DTX582 kit, DTXM-12 

Multi Pad drum machine, and the apps 

for iOS devices. 

Simon has been playing professional-

ly since he moved to London at 18, work-

ing in many different areas of the music 

industry from being a member of various 

signed bands, a first call session player 

or offering technical support for some 

of the biggest drummers around. He is 

highly experienced in electronic percus-

sion and as such has been involved with 

Yamaha’s R&D team in London support-

ing many new product designs and cre-

ating voice content exclusively for Yama-

ha and offering technical support.

During the one-hour sessions he will 

highlight all of the new features with 

performances and advice, then hands 

on sessions are available with personal 

one to one advice from the drummer. 

The sessions are suitable for all levels 

of drummers, those who already play 

Yamaha or those who do not, those 

who are already use electronic drums or 

those who are considering. 

Booking space to this event is essen-

tial, to secure your place call the store 

number attached to the location you 

want to attend.

At the heart of the new DTX502 Se-

ries is the all-new, redesigned, re-en-

gineered, and re-voiced DTX502 Drum 

Trigger Module, which delivers brand 

new rock, jazz and electronic kits and 

include real Yamaha Acoustic Drum 

Samples. USB connectivity allows it to be 

easily interfaced with computers, apps 

and its internal memory can store sam-

ples or songs from Yamaha Music Soft. 

Complementing the DTX502 series are 

the pads themselves either the DTX Pads 

or the newly designed rubber pads both 

designed to provide a soft feel and wider 

dynamic range. 

Dates:

Nov. 3 – Academy of Sound,  

Stoke on Trent (6pm onwards)

Nov. 4 – Manchester Drum, 

Manchester (6pm onwards)

Nov. 5 – Drum Shop, Gateshead, 

Newcastle (6pm onwards)

Nov. 7 – PMT Birmingham  

(10am – 4pm)

Nov. 14 – Wembley Drum, London 

(10am – 6pm)

Nov. 15 – PMT Bristol (11am – 5pm)

Nov. 17 – Bonners, Eastbourne  

(6pm onwards)

Nov. 28 – Absolute Music, Poole  

(10am – 6pm)

Dec. 5 – Yamaha Music London, 

London (10am – 6pm)

Yamaha Rolls Out Electronic Drum Roadshow

New UK Distributor 

for Dean Markley
Blackstar’s distribution arm, 

DIST-X has taken on exclusive UK 

distribution of the Dean Markley 

string brand. It takes over the UK 

and Ireland distribution from Korg, 

which took it on in 2013. 

DIST-X UK sales manager, Drew 

McDonald commented: “Dean Mar-

kley are among the best strings in 

the world and we are proud to have 

them under the Dist-X umbrella. 

We feel the history and the quality 

behind the products and the brand 

will ensure a strong footing in the 

UK market.”

Dean Markley’s CEO John Weaver 

added: “We are very excited about 

our new partnership with DIST-X. 

We believe their market intelligence, 

energetic and modern advertising 

approach and their management 

are among the very best in the in-

dustry and we look forward to Dean 

Markley products being distributed 

by their team.”
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PRO Show Makes Changes
Marked Events has outlined the changes it will be making 

to next year’s PRO audio and technology show, changing the 

days and moving it to a new venue.

Next year PRO will expand into the Genting Arena (former-

ly the LG Arena) and across two NEC halls. The new space will 

allow for improved noise separation and indoor and outdoor 

exhibiting opportunities, additional educational areas and 

new B2B hospitality packages.

“2016 marks a landmark year for PRO, as it moves into an 

expansive, more-flexible space inside the Genting Arena,” 

said show director, Mark Walsh. “We understand that the 

industry is always changing, which is why our vision is for 

a fresh, exciting event that provides an experience-driven 

exhibition floor, an extensive learning programme and the 

opportunity to socialise and do business. The move into the 

Genting Arena will ensure that PRO is even more dynamic 

and feature-rich in 2016, providing a show that gathers the 

industry together and continues to build the future.” 

As well as changing its venue, organiser Marked Events 

will also be adjusting the days for PRO, moving forward by 

one day to run Sunday-Tuesday from 11th-13th September.

Despite its adjustment in days and new location, PRO will 

remain collocated with the annual BPM DJ and Electronic 

Music Production event.

German Trade Bodies Come 

Together
Five of Germany’s musical trade bodies and associations are 

now together under one roof, having moved to a new shared 

building in Berlin.

The German Music Publishers’ Association (DMV), the Society 

Of Music Merchants (SOMM), the General Association of German 

Music Retailers (GDM), the Federal Association of German Private 

Music Schools (BDPM) and the Federation of German piano mak-

ers (BDK) are all now sharing a single address and believe it will 

improving networking between the various associations. 

The DMV, GDM, and BDK moved from Bonn to the capital, while 

SOMM and the BDPM were already located in Berlin.

“I look forward to a good and cooperative partnership under 

one roof. I would also like to see synergies from which all organi-

sations can benefit, “ explained Daniel Knöll, managing director of 

the Society of Music Merchants.

Dr. Heinz Stroh, managing director of DMV, GDM, and BDK, 

added: “ The move from Bonn to Berlin, means we can act more 

quickly to our members when it comes to cooperation with feder-

al institutions. In addition, it will mean we are working more close-

ly together in today’s troubled times.”

Mario Müller, chairman of BDPM, said: “ After only 18 years, the 

BDPM is still a very young organisation, but In the field of music 

education we are gaining momentum. For us the joint office is a 

further step in the professionalisation of our association.”
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Trade Regrets

On October 15th, NAMM’s Dan Del Fiorenti-

no sent the following message:

Don Banks passed away yesterday at the 

age of 86. Don was a band director who felt he 

could have more of an impact on music mak-

ers by providing them with quality instruments. 

In 1967 he opened Don Banks Music in Tampa, 

Florida to serve the local school bands. Over the 

years he expanded the store to include a full line of product offerings 

and repair service for all musicians. Don’s son, Mitchel, joined the 

company right out of school as did Don’s grandson.

J.P. Moats, co-founder of Heritage Guitar, 

Inc. in Kalamazoo, Michigan passed away on 

September 18th – reportedly of complications 

from injuries suffered during a car crash on 

September 14th. He was 79. Moats worked as 

a luthier for Gibson Guitars for 27 years, pri-

or to Gibson’s relocation to outside of Nash-

ville, Tennessee in 1984. He and two former 

co-workers formed Heritage Guitar, eventually moving the oper-

ation to the old Gibson Guitar factory on Parsons Street, where 

Heritage continues to be based. J.P. Moats continued to work at 

Heritage until 2010 when he “semi-retired” and moved back to his 

family home in Alabama.

On October 4th, we received this news 

from NAMM’s Dan Del Fiorentino:

In 1946, just a few years after marrying the 

love of his life, Polly, Dick Ellis opened a small 

retail music store in Vermont. Since that time 

the store has grown to cover hundreds of school 

music programs in and around the state as well 

as transition to a second generation when his 

son took over the store. Dick played saxophone for a number of big 

bands during the great Swing Era. He played in Mal Hallett’s Orchestra 

and was invited to join Gene Krupa’s band but decided to focus on his 

dream of running his own store. When Dick passed away last week at 

the age of 91, the first thing I thought of was, at last he will be reunited 

with his dear Polly, who passed in 2007. His store remains a vital busi-

ness, now run by his three children and the role he played in bringing 

music to countless students over his long career will forever be a part 

of his musical legacy.

Yoshinori Kimbara, a former Yamaha Ja-

pan Corporation executive who worked under 

Genichi Kawakami beginning in the 1950s, 

passed away on September 3rd. Kimbara was 

the first general manager of the Yamaha Music 

Foundation, tasked with strengthening music 

education programs in Japan. 

Trade Regrets
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St. Louis Music 

(SLM) has appoint-

ed Richard Grossman 

to the newly created 

position of national 

sales manager.

“Richard will work closely with our 

outside team to help them manage 

the extraordinary growth St Louis Mu-

sic is experiencing,” says Mark Ragin, 

president and CEO of St Louis Music. 

“His first major task is to help the out-

side team expand the retail footprint 

of our newest strategic partner, SABI-

AN Cymbals.”

Grossman has over 35 years expe-

rience as an outside sales representa-

tive of a major company in the music 

and distribution business. “I am very 

excited to be joining St Louis Mu-

sic,” Grossman comments. “For many 

years, SLM was a major competitor to 

my former company, but I was always 

impressed with how they conducted 

business with their dealers. The new 

team at SLM is a very seasoned and 

dynamic group. I am looking forward 

to being part of that team, and con-

tinuing SLM’s tremendous growth and 

success.”

SLM has also an-

nounced that Rich 

Dumstorff has been 

appointed to the new-

ly created position of 

vice president of the 

SLM Marketplace, St Louis Music’s ex-

tensive catalog of accessories.

“Rich has worked for SLM over the 

past 17 years as an inside sales person 

and as the Call Center manager,” says 

Ragin. “Rich will work closely with all 

of SLM’s current and future accesso-

ry suppliers to ensure SLM offers the 

optimum representation of all our ac-

cessory brands. Rich will also work on 

re-establishing several house brand 

accessory items as well. Rich is return-

ing to SLM after a three-year stint as 

an outside road sales person.”

Dumstorff also commented about 

his new position: “I am very excited to 

be coming back to SLM as the VP SLM 

Marketplace. Most retailers in the USA 

market relied on the accessory offer-

ing within the SLM Marketplace for 

many years. I am proud to be bringing 

the SLM Marketplace brand back to 

the prominence it deserves! The new 

team at SLM is a very seasoned and 

dynamic team. I am looking forward 

to being part of that team, and con-

tinuing the extraordinary growth SLM 

is experiencing.”

Ken Blecher (NSM) with Giovanni Barbieri (sales 

and marketing director of dBTechnologies) in 

dBtechnolgies’ headquarters in Bologna, Italy.

American Music & Sound (AM&S) 

has announced the appointment of 

Ken Blecher as national sales manag-

er for dBTechnologies.

dBTechnologies, headquartered in 

Bologna, Italy, is one of the industry’s 

forerunners in active speaker and dig-

ital amplifier technologies. Blecher’s 

role is to increase sales within the Unit-

ed States by providing essential mar-

keting strategies and product training 

to dealers and representatives.

AM&S president Lynn Martin is 

thrilled to welcome Blecher onboard. 

“Ken is an industry veteran who has 

a knack for the MI, Production, and 

Installation Audio Markets. He also 

has extensive experience developing 

international brands throughout the 

U.S.,” Martin said.

As a pro audio sales profession-

al with over 30 years of experience, 

Blecher’s career has always been 

based around his passion for sound. 

He has watched dBTechnologies grow 

over time and knows what it takes to 

develop and market products around 

the world.

“I’m excited to be apart of dBTech-

nologies’ expansion,” Blecher said. 

“This is a great opportunity for all of us 

to work together as a team to promote 

the brand in North America.”

AM&S and dBTechnologies, an-

nounced their partnership earlier this 

year. The two companies will kick off 

their U.S. distribution arrangement 

with the introduction of the ES 503, 

the first born of dBTechnologies’ ES 

Entertainment System series.

ON  THE   

MOVE

 mmrmagazine.com    •   NOVEMBER 2015          27

People



28 NOVEMBER 2015   •   mmrmagazine.com

Upfront Q&A: Mark Terry

T
o say that the past 12 months or so have seen a lot of 

changes for KMC Music could be safely qualified as an un-

derstatement: In January of 2015, the organization (still at 

the time a subsidiary of FMIC) sold all of its percussion brands, 

as well as Ovation Guitars, to Drum Workshop; Just one month 

later, FMIC completed an asset sale of the KMC Music wholesale 

distribution business and proprietary brands to JAM Industries, 

Ltd.; early June saw the opening of a new KMC headquarters in 

Connecticut and relocation of warehousing and distribution to 

Mississippi; later that same month KMC became the U.S. distrib-

utor for Supro amps; July saw KMC being named sole U.S. distrib-

utor for Paiste America; and this fall, the organization was named 

the American distributor for Rhythm Tech after JAM Industries 

acquired the brand.

And that’s really only scratching the surface.

Like I say – a busy year.

Recently MMR sat down with JAM U.S. Music Group CEO/KMC 

Music president, Mark Terry, to chat about all of the developments 

of the past year, as well as his expectations for the coming months.

2015 has been nothing short of dramatic over at KMC Music. 

Can you discuss what’s been going on?

Mark Terry: We’re rewriting all the rules that need to be 

re-written for us to serve as the 21st Century’s leading full-service 

MI and pro audio distribution company. That’s what’s going on at 

KMC Music in a nutshell – and the effort encompasses just about 

every aspect of what we do. Since being acquired by JAM Indus-

tries, by far North America’s largest MI and pro audio distribution 

company, we now have the resources and commitment needed 

to add more products to our portfolio, more sales professionals to 

our field and call center teams, new MIS and order processing sys-

tems, and a new automated warehouse distribution center that 

is going to greatly accelerate ‘just in time’ delivery of products to 

our customers.  

What’s the primary catalyst for all of these changes?

Technology and the resulting demands and expectations of 

consumers.  Let’s face it, our customers’ customers now have more 

choice in all product categories than ever before – and that’s a 

good thing. It means the industry is succeeding while it chang-

es. However, consumers have been conditioned to get what they 

want when they want it.  They don’t want their choices to be lim-

ited by what is only available in the store. They do their research 

online and then expect to see that product in the store. Since re-

tailers can’t keep every possible SKU in stock they need to rely, 

more than ever, on a large strong wholesale distributor. When a 

customer comes in and has seen something on the Internet, the 

dealer needs to be able to get that item for the customer in 24-48 

hours. It’s a hybrid business model that is emerging in the retail MI 

space and it offers the potential to be a very healthy one for man-

ufacturers, retailers, and customers – but the driver that makes 

this model work is the distributor that can deliver the most num-

ber of solutions in every product category in the fastest amount 

of time. That’s our goal and our promise to dealers – to be the 

biggest, best, and fastest solutions provider in the business.  And 

we’re doing it.

Can you go into more detail?

Sure.  Since March of this year, at KMC we have added at least 

eighteen new brands to our portfolio, including Paiste, Supro, 

Rhythm Tech, Keeley Pedals, Mono Bags, Mooer Pedals, Pigtronix 

Pedals, RCF professional audio products, Suzuki Harmonicas, Latin 

Percussion, Toca, and Gibraltar.  We expanded our field sales force 

by appointing three new regional sales managers in the South-

east, West/Northwest, and Mid-Atlantic regions.  

What’s the long-term vision for the JAM U.S. Music Group?

KMC Music is now the primary distribution company in the 

United States for many of the brands previously distributed by 

U.S. Music. For our dealers, it’s going to mean immediate access 

to a broader range of industry-leading brands that are backed by 

KMC’s legendary customer support.  U.S. Music will serve as a de-

veloper of brands, leaving the sales and distribution to KMC Music 

and Davitt & Hanser.  

KMC’s Mark Terry 
Discusses an Eventful Year
By Christian Wissmuller

“That’s our goal and our promise 

to dealers – to be the biggest, best, 

and fastest solutions provider in 

the business.”





30 NOVEMBER 2015   •   mmrmagazine.com

Roundtable: Electronic Drums

I
nterest in electronic percussion had sort of “ebbed and 

flowed” from the ‘70s through the early 2000s, but in re-

cent years it seems like those types of instruments have 

solidly moved past being considered – by some – to be a 

passing fad and are now embraced by many players. What 

do you think are some of the major drivers behind the evo-

lution to the current level of acceptance and appreciation?

Drew Armentrout: Great question, and frankly, there are a 

few factors that have come into play. With electronic drum sets, 

playability and feel are key. Although there is a clear distinction 

between an acoustic drum set and the electronic counterpart, 

improving the playability and responsiveness has made it easier 

for the acoustic-only player to appreciate today’s instruments 

without having to modify or adapt to something that feels radi-

cally different. The instrument should always be a tool that works 

for the player, not a design that impedes them or feels awkward. 

A more obvious change is in the quality of sound, not just in 

terms of emulation, but also expressiveness. In other words, as 

the components of the kit respond to the player’s playing style 

and technique, so should the sounds in terms of expressiveness 

and dynamic range, whether they are playing a cymbal swell, a 

buzz roll on a snare, articulating the nuances of a hi-hat, or the 

character of a percussion instrument. (Not to mention the ability 

to play virtually silently with headphones in a practice, teaching, 

rehearsal, or recording environment.) Aside from the technolog-

ical advances, contemporary music of practically every style re-

quires the modern drummer or percussionist to use some type 

of electronic percussion. It is simply an essential tool.

Steven Fisher: In the past, electronic percussion systems 

consisted entirely of pads and modules, which hardly consti-

tuted a fully functioning electronic drum set. These systems 

incorporated synth sounds that made it a fad for the music of 

that period, and the player typically had to incorporate their 

acoustic cymbals to make a “complete” drum set. 

The ‘90s marked the debut of the electronic “drum set,” 

which evolved into more advanced and “acoustic” feeling 

sets with quality and expressive acoustic drum samples in the 

2000s. Still, acoustic drummers with their “electric counterpart” 

remained far behind keyboard players and guitar players who 

had these electric/acoustic options for decades. The most im-

portant factor for growth in recent years has been people’s de-

sire to have a “quiet” solution that allowed for more drumming 

opportunities in noise-sensitive locations, as well as a way to 

directly record drum performances in today’s smaller studios, 

much like keyboardists and guitar players do. Just as the elec-

tric guitar market experienced significant growth in the ‘50s 

and ‘60s, we see great potential for the electronic drum market. 

It’s still in its infancy with a lot of room to grow. 

Mark Moralez: I give a great deal of credit to Yamaha and 

especially Roland for their continued development of elec-

tronic e-drum kits and modules. I think the V-Drum kit finally 

broke new ground for drummers looking for an e-kit that could 

really take a beating and have a stylized look and feel of an 

acoustic drum kit. The mesh head allowed for better sensitiv-

ity and response on the pads while keeping the volume fairly 

low. However newer pads like Yamaha’s silicone pad have now 

given drummers another option in feel that still has great play-

Major Players in Electronic 

Drums & Percussion Discuss 

Trends in the Market Segment

By Christian Wissmuller
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ability. When KAT first came on the scene in 1985 with the MalletKat and the DrumKat 

controllers they used FSR pads. That was a huge breakthrough in a trigger surface 

because it was not dependent on vibration like standard piezo pads are. However KAT 

didn’t get into making full size e-kits until just a few years ago. The current KAT e-kits 

are using a piezo trigger design that allows us to keep the kits affordable while still 

maintaining a great response, look, and feel. With KAT e-drum kits we use large rub-

ber pads that are very low in ambient volume but have excellent dynamic response. 

Still, we have not abandoned FSR for our e-kits but are working on perfecting it now. 

Another huge reason for e-drum acceptance has to be the creation of great drum 

software from companies like ToonTrack, XLN, Steven Slate, BFD, and many others. 

These programs contain gigabytes of ultra hi-end samples that can easily be used with 

e-kits. So drummers are no longer tied to using internal sampled sounds. In that sense 

the e-kit is being used as a control surface to play software sounds from your comput-

er. Overall though I think the volume issue of acoustic drums has made it so drummers 

have had to find a way to practice without driving the neighbors and family members 

crazy. Cities are more crowded than ever and the ambient volume of acoustic drums 

is a big issue.

Bob Sabellico: Today’s music demands electronic sounds and the drummer has 

to be able to create them on stage. The drummer is responsible for triggering sounds 

that may have been sampled from the original track to make the live performance a 

true representation of the song. Guitar and keyboard players have been faced with 

this issue for years and now the drummer faces the same type of sonic demands.

Mike Sutton: Some of the major trends for drummers using electronic percussion 

are that they are more affordable, readily available, sound better, and also they are 

easier to use than earlier versions that came to the market in the 1980s/’90s.   There 

are multiple options for today’s drummer to choose from to fit the intended “gig” ap-

plications.    
Mike Robinson: Originally, electronic drums couldn’t mimic the experience of play-

ing an acoustic kit...both in terms of feel and playback quality.   The sounds emitted 

worked well for niche musical genres, but failed to accurately represent the different 

styles of music and the needs of the majority of players.  Electronic drums have come 

much closer to filling those needs, at least for those utilizing the instrument for home 

practice, recording, and within the worship market where volume control is critical.   

Utilization of full electronic kits in most live playing settings has grown within some 

segments, but it’s still the minority application. 

Tim Root: I think there have been a couple major drivers in the acceptance of elec-

tronic drums over the last decade or so. First, electronic drum technology has im-

proved tremendously. the electronic drum products today are so much better than 

ever before. the sound is better, they feel and play better, they’re easy to use, and they 

give you an incredible amount of creative power. The other thing is that technology 

in general has embedded itself in almost every facet of our life. So much technology 

is used in making music nowadays it’s a natural for drummers to use electronic drums 

now.

Hybrid drum kits and other peripherals or accessories that allow players to enjoy 

the benefits of both acoustic and electronic instruments have been becoming 

more and more of a factor in the market. Do you feel this is the “trend of the 

future”?

SF: Driven by the trends in today’s music, hybrid sets represent a logical and excit-

ing evolutionary change from the traditional drum set, which has been continually 

evolving for over 100+ years. For sure, growth slowed at times, marking smaller, incre-

mental improvements, but it has never been at a standstill. Drummers are constant-

ly searching for new sounds to enhance their sets, and electronics provide a great 

way for them to dramatically increase their sound options, and allow them to express 

themselves in new, creative ways.

Yamaha is addressing this trend with DTX Hybrid Packs that are a one-box solution 

with everything the drummers need to start hybrid drumming — sound module, trig-

gers, pads, cables, and mounting hardware. We also have step-by-step videos posted 

on YamahaDTX.com that demonstrate how to set everything up, including files for the 

module so that drummers don’t have to do any programming. It couldn’t be any easier 

for drummers to create a hybrid set.



BS: Absolutely! Many Pearl artists are 

using hybrid kits that incorporate our 

Tru Trac pads with their acoustic kits. 

We have designed kits for Tommy Lee, 

Mike Mangini, and Brian Frasier Moore 

and they are always looking to push the 

envelope with new additions to their 

kit configuration. Pearl is a 70 year-old 

acoustic drum company and we recog-

nize the benefit of electronic percus-

sion. We are fully committed to the de-

velopment of products in the electronic 

percussion market.

MS: The hybrid kit concept really 

comes from professional drummers 

needing to incorporate specific sounds 

from songs into live performance, as 

audiences are demanding exact repro-

ductions of their favorite songs in a 

live show.  Recently the products have 

become more compact so the working 

and club level performers can incorpo-

rate this technology more.   We see this 

trend moving forward as technology 

continues to evolve and be refined. Ev-

eryone from players, manufactures, and 

engineers will be delving deeper into 

the electronic percussion waters as it is 

a future avenue of the instrument. 
MR: Yes, and this trend is only going 

to grow.   Drummers now have options 

to augment their acoustic kit by adding 

multi-pads that give them the ability to 

expand the pallet of sounds and trigger 

backing tracks and samples.   In many 

cases, this is actually changing the role 

of the drummer in bands as they’re able 

to expand their creative contribution to 

the music.   The limiting factor of what’s 

been done to date is in the placement of 

the pads.  Rather than the single location 

of a multi-pad, drummers need the free-

dom to place electronic trigger surfac-

es in and around the kit so they can be 

more accessible in the midst of playing.   

The last thing a drummer wants to do is 

finish a fast fill on the floor tom and then 

immediately have to find a 6” x 6” target 

to the left of their hi-hat to cue a sample.

TR: Yes, I do see the “hybrid” concept 

becoming more and more of a factor 

in the market. Playing a hybrid setup is 

heaven for the drummer. It’s the best of 

both worlds. Whenever I have the op-

portunity to put my dream drum setup 

together it’s always a hybrid setup.

MM: I view hybrid setups as a bridge 

between acoustic drummers and elec-

tronic drummers. Modern music has so 

much production in it now that many 

drummers see a need to add e-pads to 

their setup to have access to various 

trigger samples that will fit into their 

set list. Just about every major touring 

or TV drummer will also have some sort 

of hybrid setup or control pad in their 

setup. I see more and more integration 

of these trigger setups coming in the 

future. The multipad/trigger trend now 

is also including DJ’s who want to be 

more interactive with the music. In the 

future I can see more and more looping 

being included in live gigs to give more 

expression to the music. The interactive 

sample loop scene is growing quickly.

DA: Hybrid drumming of course is 

nothing new, as drummers have been 

incorporating some type of electronic 

device for decades. The use of triggers, 

multi-percussion pads, auxiliary pads, 

and various sound sources has been 

an evolving process, and even though 

musical trends and styles have changed 

during these years, the use has never 

really gone away. Today, these hybrid 

components typically have better de-

sign elements, are more reliable, and of 
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course, the available sound sources are 

in abundance and are sonically superior 

to what was available in the past. Also, 

these peripherals and accessories are 

more affordable, making them more 

accessible to a wider range of players. 

Again, today’s music almost always re-

quires some type of electronic percus-

sion for the contemporary drummer, 

and the hybrid approach is another 

means for players to achieve these mu-

sical goals. I expect to see more of these 

types of products in the future.

What do you feel are some of the as-

pects, if any, of electronic drums & 

percussion that remain a barrier or 

turn-off to certain players?

MS: The major trade-off for certain 

players has been that the user experi-

ence of early electronic drum products 

was not good.  They were not “drum-

mer friendly” or they didn’t “feel right” 

with non-drum like playing surfaces.   

This was especially true of the cymbal 

playing options until the Gen16 system 

came into the market which feature real 

cymbals with a specialized hole pattern 

to reduce the volume while keeping 

the authentic Zildjian feel.  Then we use 

our Direct Source pickups to take the 

audio signal from Buffed Bronze cym-

bals and run it through the DSP in the 

Digital Cymbal Processor to create Tone 

Shapes.  These Tone Shapes allow drum-

mers to have cymbal sound variations 

from bright to dark and thin to full.  The 

Gen16 system has helped remove one 

of the barriers of using electronics by 

having a better playing experience. 

BS: The tide has really turned in this 

category and we don’t hear as many 

players saying they hate electronic 

drums but they do have issues with the 

look and feel of some of the kits. When 

we designed our E pro kit, we asked 

drummers what they were  looking for 

in an electronic kit. Since we have a 

building full of drummers and percus-

sion experts, we compiled a huge list 

of requests and that is how we came 

up with the real drum set look and feel 

in our products. We have developed a 

strong following in the Worship market 

because they require a kit that looks like 

a real set of drums and featured the tra-

ditional sizes of an acoustic kit. Drum-

mers were asked to play electronic kits 

at the services because of sound issues 

and we have worked closely with them 

to address their needs.

TR: I think the look of electronic 

drum kits is still one of the biggest turn-

offs for many drummers. Electronic 

drums just don’t look as cool as acoustic 

drums and cymbals… yet!

MM: Drummers are always searching 

for the best feel and will relate and com-

pare the feel of electronic drum pads to 

real, acoustic drums. Until we can real-

ly nail that feel in an electronic playing 

surface while keeping the volume down 

some drummers will continue to be 

hesitant to jump all in with electronic 

drums. Also, the setup time and porta-

bility is still an issue. Plugging in mul-

tiple wires and speaker cables is a drag 

not to mention dialing in a decent mix. 

In live gig situations there really is very 

little time to experiment with mixes or 

to troubleshoot connection problems. 

These issues need to be improved so 

that drummers can feel confident that 

their e-drum setups will enhance rather 

than hinder the gig.

Tommy Lee’s (Mötley Crüe) Pearl kit, with r.e.d.box Sound Module



DA: In some cases, it is awareness, 

not knowing the capabilities, and resis-

tance to change from a “comfort-zone.” 

Although I previously mentioned the 

importance of great feel and response 

from these instruments, electronic 

drums and percussion are not intended 

to replace their acoustic counterparts; 

they serve as an additional means to 

achieve a musical end. Some resis-

tance may initially originate from   the 

instruments not feeling exactly like the 

acoustic instrument, which can give 

some players a negative   first impres-

sion. This negative first impression can 

be increased by factors such as inade-

quate monitoring and amplification. 

SF: One of the main barriers is the 

interface to the technology. That’s why 

Yamaha introduced free iOS apps for 

our DTX products. These valuable tools 

effectively flatten out the learning 

curve and make more of the features 

easily visible. If you can run an app, you 

can run your DTX module. In most cas-

es, the only time I put my hands on the 

DTX module is to turn it on and off.

Another barrier is the relative new-

ness of electronic drum sets, which may 

require drummers to get acclimated to a 

different instrument – just as keyboard 

players did with electric pianos/synthe-

sizers and guitar players did with elec-

tric guitars. These musicians have had 

their electronic counterparts for a much 

longer period of time and have come 

to embrace them. Electronic drums can 

most certainly have “acoustic feel” qual-

ities and some crossover applications, 

but they’re a different instrument and 

will never take the place of an acoustic.

MR: First, the look of electronic kits 

to this point have been a turn-off for 

many drummers as they don’t fill the 

space like acoustic drums do, the cym-

bals don’t glisten under the lights as 

well, etc.   There’s something about the 

look of an acoustic drum set, regardless 

of the genre, that’s tough to replace.  It’s 

the centerpiece on a stage.   The other 

turn-off for players that want the abil-

ity to practice at home is the trade-off 

they’ve been asked to make.  Most peo-

ple don’t have space enough for two 

full kits and certainly don’t want to dis-

assemble/reassemble every time they 

want to switch between acoustic and 

electronic.   The NFUZD system elimi-

nates this concern as the pads sit di-

rectly on top of the acoustic drums and 

can be put on or taken off in a matter 

of minutes without having to remove 

rims and heads.   This allows drummers 

to enjoy the best of both worlds with-

in a limited practice space…the sound 

and feel of acoustic drums when no-

body is around to care about the noise, 

and electronics at night when the kids 

are sleeping or when the neighbors 

want peace and quiet.  The other major 

turn off is that up till now, the sound 

samples included in the modules have 

been highly compressed and don’t live 

up to the sound of real drums.   NFUZD 

has taken the option to fill the available 

memory with uncompressed samples 

and get rid of all the quirky sounds 

that nobody uses more than once…like 

barking dogs and car horns.  This brings 

the experience of hearing the samples a 

lot closer to what drummers are used to 

when playing their acoustic drums.  For 

those that desire more sounds, we’ve 

included a copy of BFD Eco NFUZD Edi-

tion VST which has a huge library with 

the ability to expand and an easy export 

to module function.
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For your own brand, how are sales of 

electronic drums & percussion instru-

ments compared to this same time in 

2014?

SF: Yamaha DTX products have done 

very well this year compared to last 

year, and we are very excited about the 

future in electronic drum and percus-

sion products. 

DA: Our sales, in the U.S. market 

in particular, are up year to date from 

2014, which of course is encouraging. 

The month to month sales this year are 

also consistently strong, which indi-

cates that our dealers are experiencing 

strong sell through to consumers.

MM: In our situation with Kat, sales 

are consistent with last year even 

though we were recently acquired 

by Drum Workshop at the beginning 

of 2015. The great thing about Drum 

Workshop is that they believe in making 

very high quality products. They have 

blazed a trail of innovation in acoustic 

drums that has set the bar very high. 

Now with KAT all of us here at DW are 

very excited to bring that same energy 

and mind set to our on-going develop-

ment of electronic drum and percussion 

instruments. We’ve kept the momen-

tum going and are even launching new 

higher-end products this year such as 

the KT4 kit and the HD400 2.1 e-drum 

speaker system. Very exciting times for 

KAT and DW.

BS: Right now our focus is on our 

EPAD conversion kits that allow you to 

convert you existing acoustic kit to elec-

tronic. We do offer the E Pro powered by 

Export Kit as a turnkey option, but we 

are seeing a growth in the conversion 

market. Sales have been steady and we 

are tracking ahead of 2014.

MS: We have seen 

continued excitement 

for our Gen16 line, but 

we mirror the changes 

in the electric drum 

market.  This is because 

we have a unique 

product offering that 

is purchased for use on 

existing drum sets and 

electronic drum kits.  

Also we have expand-

ed into new market 

opportunities such as 

the new L80 Low Vol-

ume, which are strictly 

for the acoustic drum 

market. 

What models, in particular, are your 

hottest sellers in 2015?

TR: Our low-priced DM6 kit and the 

new DM10 mesh kits are all doing well. 

Our SamplePad Pro multi-pad is flying 

off the shelves. It’s been a huge success. 

MM: Our KT3 kit has been a great 

seller for us as well as the KTMP1 Multi-

pad. Both of these units offer an incredi-

ble bang for the buck. Our KTUI26 head-

phones have also received rave reviews 

for sound quality and outside isolation 

while still being very affordable.

DA: In drum sets, we have hot sell-

ers at several price points. At the $999- 

$1,600 range the TD-11K and TD-11KV 

have been consistent sellers since their 

introduction in 2012, and our newer TD-

25K and TD-25KV (introduced in April, 

2015) are selling very well. The flagship 

TD-30KV and TD-30K models are still 

great sellers as well. In the percussion 

area, the SPD-SX Sampling Pad is the 

industry standard and a strong selling 

product, and our new RT-30 Acoustic 

Triggers are being embraced by the in-

dustry, and are in very strong demand.

MS: We recently launched the L80 

Low Volume cymbals at Summer NAMM 

and there has been a great reception 

to the product, which utilizes some the 

technology used in the Gen16 system 

while being completely acoustic. These 

cymbals feature a new alloy, finish style, 

logo, and market positioning. 
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Zildjian’s L80 Low Volume 468 Box Set
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Ametto • H. Luger • Nicolas Parola

Stefan Petrov • Ricardo Galaini • Viktor Kereske

Plaman Edrev • Radiana Edreva • Nocolo Marcasi

Keith, Curtis & Clifton • Rudolph Fiedler

Danio Wu • Dennis Yi • Lelio Pan • Marco Jian

Hermann Luger Bows

Many new Accessories have been added along with the 

addition of eight new Master Makers from Europe and China

Gatchell Violins

For Great Products with Fantastic Margins Call (866) 614-7547 www.gatchellviolins.comE E

BS: EPADRBM conversion Kits and E 

pro Powered by Export.

SF:  Our DTX400 series is a tremen-

dous value for the money. The DTX400K 

is the quietest kit we make, but they 

all have an easy to use interface, great 

sounds, songs, and training exercises 

for any skill level. Unlike other kits in 

that price point, our system allows you 

to customize kits and sounds, as well as 

load new songs in the module, and the 

DTX400 Touch app makes it simple and 

intuitive.    The DTX502 series kits have 

also done well. The DTX502 module also 

has free iOS apps, sample import, and a 

perfect module for a hybrid set, which is 

why it›s the module in our DTX Hybrid 

Packs.

Are there any other trends in the mar-

ket that you’ve been noticing?

SF: We’ve seen significant growth in 

education, as more and more educators 

are using electronic drums and percus-

sion for a wide variety of learning and 

performance applications.

Yamaha possesses vast and deep 

resources in acoustic drums, electron-

ic drums, and audio products to take 

drums and drumming to the next level. 

This is why we are uniquely positioned 

to capitalize on the education market, 

and are truly excited about the future.

MR: We expect the category to 

change a little over the coming years…

maybe not months.   Like with most 

technology, consumers are going to 

expect more from it.   They won’t want 

a cluster of small targets that make the 

experience feel like playing on an ex-

pensive toy.  They’ll want their electron-

ic drumming experience to more closely 

resemble the feel, sound, and position-

ing of their acoustic drums. 

MS: A current trend in the electron-

ic percussion market is the increase of 

tools that simplify the user experience 

ranging from apps that are easier to un-

derstand, to hardware panels on prod-

ucts.  All this is a good thing, enabling 

drummers to embrace technology in 

day-to-day activities. 
DA: One trend is simply the increas-

ing number of choices available to the 

Yamaha DTX 502 Module

Roland TD-25 Drum Sound Module



 mmrmagazine.com    •   NOVEMBER 2015          37

Roundtable: Electronic Drums

consumer. More and more manufac-

turers are developing and introducing 

electronic percussion, which is a very 

positive indicator for the electronic per-

cussion business as a whole.  And many 

new products naturally offer more fea-

tures for less cost, which is true of any 

technology products as those technolo-

gies evolve and improve. The challenge 

is to refine and add these features while 

maintaining quality, reliability with con-

sistent and attractive designs at a rea-

sonable cost. My expectations in short 

are more growth, more choices, and 

incredible advances in newer technolo-

gies. It is a very exciting time!

MM: The trends I see now are DJ’s 

getting into drumming and incorporat-

ing pads and triggers to their setups. I 

also see that the home studio scene is 

still happening and more drummers are 

utilizing VST software in their setups. I 

hope that soon we can break into wire-

less e-drum setups that are workable 

and affordable. I’m sure it will happen at 

some point. For now the trend is adding 

more realism to drum modules and im-

proving the quality of acoustic samples.

I also should mention that Mario 

DeCiutiis is still the owner of the KAT 

brand name and is licensing it to DW so 

we can co-develop products and have 

a great sales force. We work closely to-

gether with ongoing development of 

new and future advanced product.

BS: Right now I am seeing what we 

call “The race to zero.” The kits are get-

ting cheaper and the features are very 

limited.  Pearl is not going to enter this 

segment of the market at this juncture 

and we think that there is definitely 

an audience for a kit that is a  “Game 

Changer.” I expect that the 2016 NAMM 

show will have some new and exciting 

products because all of  the existing 

big-ticket kits from the major manufac-

turers are a bit long in the tooth. 

TR: I think the hybrid concept is go-

ing to continue to grow and the abilty 

to interface with virtual drum software 

programs is going to be an area of 

growth going forward. Alesis has high 

expectations for 2016… that’s all I’m 

going to say.  KAT Percussion KTMP1 multipad drum and percussion pad
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Technology is intersecting with nearly every aspect of our lives, including our industry, as a wealth of new innovations drive our 
businesses forward and influence the ways in which our customers create, record and share music.

At The 2016 NAMM Show, you’ll experience these changes firsthand 
as you explore new product introductions and take advantage of 
the many educational forums designed to make businesses more 
efficient and profitable through the use of technology.

Technology Products to Increase Sales and Grow Your Business
Your customers are embracing music technology like never before, 
moving seamlessly between our rich tradition of handcrafted 
instruments and the latest digital music and sound technology. 
From apps that help students learn faster, to products that enable 
musicians to create and share music on their smart phones, and 
new lighting and video ideas that enhance musical performances, 
NAMM exhibitors are now putting the finishing touches on 
thousands of innovative products they plan to debut in Anaheim. 
Your customers will look to you for guidance and to bring home the 
latest product news of what to buy in the New Year. I can’t imagine 
how one could get the same information and knowledge from four 
days spent at NAMM in any other way. 

Attending The NAMM Show gives you the first look at what’s new 
for 2016, allowing you to demo groundbreaking products and 
meet inventors of the latest technologies. In the pro audio and 
lighting sector, new hardware and software releases will push the 
boundaries of live sound and event production. The 31st Annual 
NAMM TEC Awards show celebrates this fast-growing segment, 
recognizing creative excellence and gathering the community of 
audio equipment and software manufacturers, top music producers, 
engineers, sound mixers and musical artists. New this year, 
SOFTWARE.NAMM will showcase the emerging developer and app 
community, and illustrate how their solutions help to create more 
music makers worldwide. 

Technology to Make Your Business More Efficient and Profitable
With enhanced education tracks, NAMM will help you understand 
and make the most of technology solutions that can help you grow 
your business. This year’s Retail Boot Camp will feature SEO expert 
Larry Bailin, and––as an extension of this popular show feature––
NAMM will also introduce Technology Boot Camp, providing a 
fundamental overview of the evolving tech landscape as it applies 
to retail. In addition, NAMM U will feature a variety of sessions 
designed to help dealers improve their websites and implement 
the latest digital marketing techniques. NAMM’s new TEC Tracks 
(formerly The H.O.T. Zone) will showcase future-forward sessions 
in areas like game audio, app audio and other pro audio product 
breakthroughs. We’re also working with A3E to present The Future 
of Audio, which will explore the many ways that new products and 
technologies will impact our industry going forward. Attending The 
NAMM Show will enable you to identify important technology trends, 
learn implementation tactics and gain helpful strategies so you can 
use these new solutions to your advantage.

While technology continues to play a role in our industry and our 
lives, some things will never change— music continues to define us 
as individuals, as a community and as a global industry dedicated 
to achieving NAMM’s mission of a world in which the joy of making 
music is a precious element of daily living for everyone. See you at 
The NAMM Show, where the music begins.

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

Joe Lamond
NAMM PRESIDENT AND CEO

JANUARY 21–24, 2016 • ANAHEIM, CALIFORNIA • NAMM.ORG/THENAMMSHOW

the music begins here
O P P O R T U N I T Y  •  C O M M U N I T Y  •  P R O F I T A B I L I T Y



TECAWARDS.ORG

TEC AWARDS • JANUARY 23, 2016
HILTON PACIFIC BALLROOM • ANAHEIM, CA 

Each year, The NAMM TEC Awards recognizes the individuals, 
companies and technical innovations behind today’s sound 
recordings, live performances, films, television, video games 

and other media. In addition to acknowledging the companies 
pushing the boundaries of sound, they also honor the creators 

behind these game-changing products, and celebrate the 
musical powerhouses who bring them to life.

For more information and to purchase tickets, visit tecawards.org 

CELEBRATING THE BEST IN
PRO AUDIO AND

SOUND PRODUCTION

Gathering the 
community of leading 
audio equipment and 

software manufacturers, 
producers, engineers, 

sound mixers and
musical artists

We’re seeing innovation and change 
everywhere—especially at this year’s NAMM 

with the big guys releasing major new products 
and the infant industry of brands we’d never 
heard of jumping right in the mix with them.”

 
Peter Dods

OWNER OF EASY MUSIC CENTER, HAWAII 

NAMM TEC Awards 
Celebrating the Best in Professional Audio 
and Sound Production

SOFTWARE.NAMM 
The Music Software Community Presented 
by NAMM & IMSTA (International Music 
Software Trade Association)

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

NAMM U 
How-to tips, tactics and strategies for SEO, 
website development and other aspects of 
digital marketing

TEC Tracks 
Formerly The H.O.T Zone, 70+ advanced 
sessions for sound, stage and studio pros

JANUARY 20, 2016 • ANAHEIM, CA

Over the last five years, The NAMM Show has seen  
an increase in the following product categories, offering 
attendees hundreds of new products to review:

Pro Audio

Computer Hardware and Software

DJ Equipment

Lighting

Technology Media

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

25%

26%

20%

38%

6%

Honoring
innovations and

projects, along with the 
people behind them, 
across 23 Technical

and 8 Creative
categories



Survey: Electronic Drums & Percussion

I Just Wanna Bang (Quietly, 
Even) on the Drum All Day! 

Based on this month’s survey – sent out to over 450 MI re-
tailers, globally – electronic drums & percussion represent 
a fairly static market segment in 2015. While more partic-

ipants (almost 38 percent) indicated sales of these instruments 
were up this year than down or level, it was hardly a slam-dunk.

Trends that were frequently reported by dealers include the ap-
peal of these types of drums to younger, intermediate players and 
the increased prevalence of hybrid (acoustic and electronic) drum 
kits, across all skill levels and ages.

Additionally, the “quiet factor” continues to be a selling point for 

electronic drums & percussion, appealing to apartment-dwellers, 
parents, and others who just can’t have (or don’t want) the volume 
that comes along with traditional, acoustic kits.

Overall, these instruments seem to be serving an ever-growing 
number of needs as technology evolves and price-points drop. As 
Anthony Mantova of Eureka, California’s Mantova’s Music notes: 
“Electronic drums meet so many different needs, such as keeping 
the neighbors happy, maintaining controllable volumes in church, 
and the ease of folding up for storage.  Those benefits span all age 
groups.”

Electronic Drums Continue to Appeal to a Niche Market, 
While Hybrid Kits are Here to Stay By Christian Wissmuller

“Electronic drum sales are up, but acoustic 
drum sales are way down.”

Chad Clausen
Brass Bell Music Store
Milwaukee, Wisconsin

“It’s a diminishing focus for us.”
Shane Kinney

Drum Center of Portsmouth
Portsmouth, New Hampshire

“Drums had a rough time in 2014, but this 
year sales are way up! We hand-built a great 
drum display that holds up to 16 drum kits, 
and subsequently drummers have chosen 
us as the place to go.”

Anthony Mantova
Mantova’s Two Street Music

Eureka, California

Compared to this time in 2014, 
sales of electronic drums & 
percussion for your store are:

What’s the breakdown, percentage-wise, of total drum sales for 
your operation?

With respect to these types of instruments, what 
price points are doing best for your store?

Up: 37.7%Down: 30.3%

Level: 32%

“The $500 to $1,800 price range is our 
best seller. Over $3,000 kits are selling at 
shops that avoid MAP pricing, local sales 
tax, and [offer] free shipping. Not paying 
sales tax on an over $3K item saves money!”

George Sigler
Ritchie’s Music Center

Rockaway, New Jersey

Low-end: 42.3%

Intermediate: 50%

High-end: 7.7%

100 percent acoustic:    17%

100 percent electronic:       3%’

100 percent hybrid: 
 

1.7%

Close to an even split, 
across the board:                   16.4%

Mostly acoustic:        55.7%

Mostly electronic:                   8.5%

Mostly hybrid:          4%

“Even with most high-end 
[electronic] sets you can’t get a 
natural cymbal sound.”

Dan Patterson
Roger’s Pawn & Music

Fort Payne, Alabama
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Roland:                 60%

Alesis:                        4%

Yamaha:                56%

Zildjian:       12%

Korg:     2%

Akai:                          1%

Pearl:                          9%

2Box: 4%

KAT Percussion:  12%

NFUZD:     2%

ddrum:      4%

Behringer:   8%

Pintech:     4%

“Other”     16% 

Survey: Electronic Drums & Percussion

Can you describe the typical customer who purchases electronic drums at your store (age, ability 
level, et cetera)?

“Extremely mixed, from children 
to teenagers, to young/older adults – 
Usually hobbyists.”

Greg Allen
Long Island Drum Center of Nyack

Nyack, New York

“Parents that want to have the head-
phone hookup and low volume.”

Kurt Gilbert
The Hill Music Co., Inc.

Casper, Wyoming 

“Church worship groups, apartment 
residents, and intermediate drummers 
who already own an acoustic kit. Ages 
vary.”

Steve Barone
World of Music

Erie, Pennsylvania

“Many parents buying a first kit for 
their children.”

Ronn Marriott
Long and McQuade  
Musical Instruments

Windsor, Ontario
Canada

“Beginners, or intermediate – 20-45.”
Mark Fullerton

Ted Brown Music
Yakima, Washington

“Younger age – 23-28 – Intermedi-
ate level of drums.”

George Copeland
North Channel Music

Elliot Lake, Ontario
Canada

“12-50 years old – novice,  interme-
diate, and semi professional.”

Rob Wilson
Footes Music

London
England

What brands of electronic drums and percussion instruments are the strongest sellers for 
your operation in 2015?

(The most commonly cited “other” 
brands were, in order: Tama, GIG, Percus-
sion Plus, and Ludwig)
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Dealer Spotlight  •  A Q&A With Tom Schmitt

Tom Schmitt: 
Driving Sales with 
Brass Accessories

Tell us a little bit about the history of Schmitt Music.

Schmitt Music started in 1896 when Paul A. Schmitt, 
my great-grandfather, acquired the sheet music busi-
ness of The Century Piano Company.  The company has 
grown steadily through the years and specializes today 
in band and orchestra instruments, music education, 
and pianos.  Schmitt Music is an independent, fami-
ly-owned and operated business and currently serves 

customers in eight Midwestern states.

What made you decide to develop a specialized 

trumpet pro shop for your stores? 

We decided to open The Trumpet Shop three years 
ago based on the success of The Sax Shop which had 
opened the year before. Thanks to our excellent staff 
and world-class products from Denis Wick and others, 
the Trumpet Shop found customers right away and 
has been growing steadily from day one.

With all the brands that you carry, why has Denis 

Wick been so important to feature? 

The Denis Wick line of trumpet and trombone mutes 
are an industry standard for collegiate and professional 
players across the country.  In our effort to remain rel-
evant to students and professionals alike, Denis Wick 
has been and will continue to be in our mouthpiece and 
mute offerings.

Your sales of the American Classic trumpet 

mouthpieces have doubled from last year, what about 

this new mouthpiece line is driving that increase? 

Much of our pro shop selling prac-
tices are based on consultative 
sessions with our specialists in 
each area.  A large part of the 
process is the customer expe-
riencing different instruments, 
mouthpieces and mutes recom-
mended by our Advisory Board and 
in turn our shop managers.  The 
increase in sales is driven by the 
quality of the American Classic line 
and its ability to outperform others 
in the market place.  

We’re also very excited to have 
live Skype connections available 
at schmittmusic.com for Trum-
pet Shop customers who’d like 
to learn more about Denis Wick 
products or visit us online.

How has engaging the community impacted your 

sales on brass accessories? 

The success of our specialty shop is tied directly to 
our involvement in the brass community here in the 
Twin Cities and regionally.  Our Trumpet Shop manag-
er presents at local festivals, performances, and hosts 
clinics and master classes throughout the year.  For ex-
ample, hosting the Alliance Brass Quintet in September 
was an excellent way to showcase Denis Wick Products 
as well as including an educational component.

Any other insight you would care to share on growing 

brass business? 

In addition to having the correct merchandise, having 
specialty shop managers who are active and perform-
ing in their respective areas establishes the credibility 
necessary to grow the business.

For more on Denis Wick Products, visit 
bit.ly/deniswick1

For more on Schmitt Music, visit 
www.schmittmusic.com

November 2015  •  DANSR Sponsored Advertorial

The Denis Wick line of trumpet 
and trombone mutes are an 
industry standard for collegiate 
and professional players across 
the country.

Tom Schmitt, President and CEO of Schmitt Music



“We are starting to see an increase in drum set sales, 
electronic and acoustic, and the price ranges move higher. 
Signs of an improving economy.”

Mike Guillot
Mississippi Music, Inc.

Flowood, Mississippi

“More church and school sales.”
Terry Nirva

Leithold Music
La Crosse, Wisconsin

“[There are] more percussion students now that they can 
have quieter drum kits to practice on at home.”

Kathryn Irving
Sound of Music

Abbotsford, British Columbia
Canada

“On a down cycle. Seems like every other year is decent 
on electronic kits.”

Eric Burgess
Alpha Music

Virginia Beach, Virginia

“Interest in accessory items to augment acoustics. This 
could be a larger market, but current prices are too high.”

Justin Hoppe
Cadence Music

Rochester, New York

“More hybrid setups are being used, adding a pad or two 
to the acoustic set seems to be a growing trend.”

Adam York
The Music Store, Inc.

Tulsa, Oklahoma

What larger trends have you been noticing in the electronic drums & percussion market?
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Retail: Kraft Music

I
f you asked Ben Kraft, president of Kraft Music, to write about 

the history of Kraft Music, he’d say that he considers the store 

to have had two chapters. Chapter one begins with his father, 

Roger Kraft. 

Chapter One

“My dad was a gigging musician as early as his high school years,” 

says Ben. “He played his way through college, and even landed in 

the United States Army Band during the draft, touring England and 

Scotland. Upon returning to the U.S., he continued to perform as 

his primary source of income. Dad was always on the forefront of 

technology, and even built his own “keyboard” that consisted of a 

Hammond B3 organ, a Moog Satellite, MiniMoog, and an Arp String 

Ensemble (that keyboard was later featured in Keyboard Magazine 

as the “Keyboard of the Month” in 1999). Right around 1980 a local 

music retailer who frequented Roger’s shows asked him to come on 

in and sell some keyboards. He came to work at Ralph Hanzel Music 

and took over the keyboard department offering sales, repairs, rent-

to-own programs, et cetera.”

In 1984, Roger Kraft purchased the keyboard department from 

Ralph Hanzel Music, and Kraft Keyboards Inc. was born. Roger be-

came Milwaukee’s exclusive dealer for Kurzweil, Oberheim, Linn, 

Ensoniq, and others. Other brands that were represented were 

Roland, Moog, Alesis, Korg, Tascam, Synergy, Akai, Crumar, Kawai – 

nearly the entire assortment of synthesizers available during that 

time. “And of course,” Ben notes, “1984 was when MIDI was born, and 

customers flocked to Kraft Keyboards to get demonstrations of this 

exciting technology.”

While all of this is happening, Ben Kraft is around 10 years old. “I 

loved coming to work with Dad and in between filing papers, vacu-

uming, and doing other odd jobs, I was able to play the latest won-

der in electronic instruments and I became hooked on it all myself,” 

Ben explains. 

Over the next decade, Kraft Keyboards ended up in several loca-

tions around Milwaukee due to one reason or another – a lease that 

ended early; a small expansion that led to there being two stores on 

each end of town; and a short attempt to create a full-line combo 

store to augment the keyboard offerings with guitars and drums. “By 

1990 or so, Kraft Keyboards ultimately ended up locating in a small 

space, right smack downtown,” says Ben. “With just a few employees, 

it was easy to manage and still fulfilled its mission to be the leading 

technology store.”

Two years later, Ben goes off to school at the University of Wis-

consin-Madison to study business (accounting). “Working summers 

at the shop, an employee and mentor of mine helped me to dream 

of the market our company could have if we could reach custom-

ers through AOL, CompuServe, and other dialup communities that 

were popular at that time,” says Ben. “In the fall of 1994, I convinced 

Dad to upgrade my old Mac to a new PC, and I took it to Madison 

and began exploring ways to sell online when I wasn’t in class. The 

Internet was in its infancy, but I had easy access to it as a student 

of the university and quickly found the ‘newsgroups’ that electronic 

musicians were hanging out in. I began to make friends through my 

knowledge of the gear, and ultimately earned their business.”

In 1995, with the help from a classmate, Ben launched the first 

Kraft Music website (they chose the name Kraft Music to avoid pi-

geon-holing themselves to only keyboards).  “I ultimately left school 

without finishing and began working on Internet sales full-time 

despite my unhappy mother and father,” Ben explains.  “Dad wasn’t 

enamored with the music products industry any longer due to in-

creases in competition from mail-order retailers and the rise of Gui-

tar Center. But I was too foolish to listen, and began working my way 

through creating an 800-number, answering email, shipping, and 

creating online content.”

But it turns out Ben was onto something, and Kraft Music quickly 

outgrew its downtown Milwaukee location, replacing it in 1997 with 

Ben Kraft, president of Kraft Music, explains how he and his staff navigate the MI landscape 

through the use of technology, and sounds off on e-drums – one of their more popular items.
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Where it all started – the Kraft Keyboard Center within Ralph Hanzel Music

Kraft Music’s current main office/showroomBy Paige Tutt



another space in the Milwaukee suburb of 

Brookfield. This move provides more stor-

age, more officers, and more area for retail. 

But it wasn’t all growth and expansion for 

Kraft. “Our misstep was in the retail efforts,” 

says Ben. “Energy that was previously put 

into learning the World Wide Web was 

quickly sucked into hiring and promoting 

our new retail location, and the next few 

years became very difficult. In the mean-

time, I hired a friend and early adopter of 

website development to build the first 

e-commerce enabled kraftmusic.com.” 

The site was ready to launch in the late 

summer of 2000, and it was launched just 

in time. The retail shop had essentially 

failed, and all employees had jumped ship 

leaving just Ben’s dad, Ben, and one part-

time employee. But the launch of the site 

began to generate calls, emails, orders, and 

hope, and in March of 2001 Ben bought the 

business from his father and Roger left the 

industry. Ben believes that Chapter 2 be-

gan that day. 

Chapter Two

“And with one employee (whom I hired 

the week before I bought the business and 

who is still with me today), the focus be-

came square on e-commerce,” Ben says. 

Today, Kraft Music has 30 full-time em-

ployees, and Ben mentions hopefully a few 

more will begin to work with Kraft by the 

time this article runs. “Most of the growth 

for Kraft has come in the last six-seven 

years, attributed to a laser-sharp focus on 

e-commerce,” Ben comments. “Remember 

that 2008 was the beginning of the Great 

Recession, and between that and skyrock-

eting fuel prices, consumers were embrac-

ing the web as their preferred method of 

shopping. We couldn’t have timed our fo-

cus better, and our past experience with 

the Internet gave us the foundation and 

confidence to invest heavily at a time when 

others were contracting in size.”

2014 marked the official 30-year mark 

for Kraft Music. But Ben and his team hard-

ly had any time to celebrate. “A few years 

before, we had grand plans to party, and 

have open houses, et cetera, but we never 

really got around to it,” he says. “The growth 

of the business has made everything more 

complex, and we quickly decided that may-

be we would wait for our 35th to celebrate!” 

A Peek Inside

The Kraft Music office/showroom is di-

vided into four functional chunks, consist-

ing of 3,000 square feet of open room (with 

private offices for management) to house 

the team of sales advisors. “This talented 

group of musicians give advice based on 

their expertise, solve order-related prob-

lems, and provide customer service to our 

customers from around the country,” says 

Ben. On the opposite side of the building, 

there is about 4,000 square feet, which 

houses the marketing team who is busy 

creating content for Kraft Music’s website 

and third party shopping sites, shooting 

and editing videos, designing images, tak-

ing still photography, among a slew of oth-

er tasks. Executive offices, HR, and account-

ing are also in this wing. 

There are a few training and conference 

rooms, a generous break area, a video and 

photography studio, and some storage. 

“Our large distribution space is predomi-

nantly set up for receiving and fulfillment, 

but we also have 2,000 sq. ft. of offices that 

house staff who are in the weeds keeping 

a busy shipping and receiving operation 

running,” Ben explains. “Visitors who are 

expecting a ‘music store’ and whatever that 

means in their head are often surprised to 

see so many people working on large com-

puters and on phones, etc. I like to say that 

while we’re a digital, e-commerce centered 

retailer, it takes an awful lot of analog activ-

ities to make it all tick… We have an enor-

mous amount of ‘brick and mortar’ that we 

operate within. While I think the fantasy is 

that an e-commerce retailer can operate 

with less space, and less ‘overhead,’ that is 

only true to a small degree. The reality is 

that our customers do not provide their 

own transportation for their purchases or 

returns. We do that with forklifts, delivery 

trucks, and service providers, et cetera. We 

invest heavily in software, hardware, and 

equipment in order to meet the high level 

of customer service that is expected from 

us, or anyone.”

Sandwiched in between both wings is 

the 2,000 square foot showroom, which 

Ben and his employees generally like to 

refer to as a gallery. “It’s a beautiful space 

with open ceilings, soft colors, wood floors, 

and a hi-tech room to highlight the latest 

synths,” he explains. “We can’t possibly 

show all of our available products, so we 

tend to display new and top SKUs that 

represent the latest and greatest from the 

manufacturers that we get behind. While 

this room is an excellent place for a custom-

er to spend time auditioning the latest key-

board, guitar or electronic drum set, it dou-

bles as a spot where our sales advisors can 

put their hands on products to better assist 

our customers. Each sales advisor wears a 

wireless headset, and it’s not uncommon to 

see one or two of them in the showroom 

walking a customer through the operation 

of an instrument over the phone.”

Kraft Music offers everything from gui-

tars, drums, recording and PA, and home 

electronics to what his father first started 

out with in the ‘80s: pianos, keyboards, 

and synths. “We’ve been a seller of high-

end keyboards and synths for a long time, 

and that market has sure changed over 
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the years,” Ben says. “High-end synths and 

workstations have flattened out with soft-

ware and iPads offering alternative ways 

to create music.  Gone are the days where 

a keyboard player would purchase a mas-

ter controller and load up on racks full of 

sound modules! But it sure is exciting to 

see the resurgence of classic synths – the 

re-issue of the Arp Odyssey, Aira from Ro-

land, ReFace from Yamaha, and many more. 

What’s old is new again, and it’s fun to see.”

One thing Ben says that they’re noticing 

at Kraft in all the instrument categories is 

increased quality at the lowest price points. 

“It’s amazing what one can buy today at 

prices that were unimaginable just a few 

years back,” Ben exclaims. “The price barri-

er one has to overcome to learn or to start 

playing music is extraordinarily low, and 

that’s positive news for our customers and 

future customers. Lower ticket prices are 

certainly an operational challenge, howev-

er, but we’re certainly not the first industry 

to face that.”

Well into their second chapter, as Ben 

calls it, Kraft Music continues to push for-

ward, continuing to adopt new technol-

ogy, innovate, and serve as many people 

as they can. “So that’s a long story made 

long,” exclaims Ben. “As you can see, we’ve 

really survived two chapters: one as a tra-

ditional retailer, and another as a company 

operating in the crazy world of e-com-

merce and digital transactions… Finally, I 

suppose most business people have been 

saying this for generations, but business 

seems to be getting harder and harder, and 

there seems to be more obstacles that are 

thrown at us than ever before. We joke that 

we would love to just get back to selling 

keyboards (and thankfully we have a great 

staff who can concentrate on that), but the 

day-to-day for my executive team and me 

seems to be focused more on compliance, 

regulations, changing regulations, cyber 

security, human resources challenges (re-

tirement plans, and benefit do’s and don’ts) 

and a host of other activities that take us 

away from our core reason for being: to 

help people make music. But in the end, 

I’ll take it, and I’m extremely grateful to be 

operating in the industry that we all are in.”

Ben Kraft on E-Drums

Electronic drums represent a strong 

share of Kraft’s business. “We carry many of 

the brands active in the category,” he says. 

“Roland, Yamaha, KAT Percussion, Alesis, 

Pearl, Nord, Korg Wavedrum, the Zildjian 

Gen16 products, etc.  There are a few old 

and new brands that we haven’t estab-

Staff, Fair Treatment, & Details  

– What Makes Kraft Different

W
hen asked what differentiates 

Kraft Music from its competitors, 

Ben was able to succinctly break 

it down into three simple bulletpoints. “First, 

we’re very fortunate to be in a business where 

we can add real value to our customers by be-

ing experts at what we offer,” he begins. “We’re 

not selling commodities – we’re helping peo-

ple make music. And folks appreciate a person 

they can trust who can walk them through 

their first digital piano purchase, for example, 

and beyond. So the first differentiator is our 

staff. We have a caring, knowledgeable, dedi-

cated staff.  Customers feel it immediately, and 

as a Google Trusted Store, we boast the highest rating of any music retailer com-

peting with us. We do our best to take care of our employees, and they in turn take 

extremely good care of our customers.”

The second focus for Kraft is upholding the strictest and highest standard in all of 

their business dealings with vendors and partners. “Whether it’s an instrument man-

ufacturer, a supporting bank, a service provider or anyone else that we have a rela-

tionship with, we make every effort to treat them fairly and promptly,” says Ben. “We 

like to have an open channel of communication with all of our partners, and our goal 

is to be the first place that these partners want to do business.”

“Beyond that, the devil is in the details. We’re working around the clock to give 

the customer what they demand and deserve. Our YouTube channel recently exceed-

ed 20,000,000 views, and our eBay store maintains a 99.9 percent Positive Feedback 

rating as just two quick examples of how much hard work goes into achieving the 

service level that we strive for.”

A
S Audio Source, Inc

Representing the finest manufacturers

Audio Source, Inc is pleased to announce the appointment of Mike Madlener to the role of Territory 

Manager, effective August 1, 2015.  Mr. Madlener has over 10 years of experience in all phases of the MI 

industry.  His last 5 ½ years have been as District Manager for Fender in the Pacific Northwest Territory.  

Mike will manage retail and online channels as well as “non-retail” customers.

“Mike is a real industry pro.  His dedication to his customers and solution-based services fit our 

company profile perfectly.  It has always been our goal to invest in the absolute finest talent for roles 

at Audio Source.  We are 100% certain that our customers will benefit greatly from Mike’s dedication to 

excellence.” adds Audio Source Founder, Richard Gibson.

Audio Source, Inc is a leading Manufacturer’s Representative firm serving the professional install and 

retail/online market channels in the states of Washington, Oregon, Idaho, Montana, Alaska, Northern 

California and Northern Nevada.  Strategic offices are maintained throughout the markets served.

Audio Source, Inc increases its sales force!

503-856-8890 gary@audiosource.org



lished relationships with yet, but that’s 

coming.  Every manufacturer in the space 

has something interesting to offer here, so 

it’s an exciting category to watch.” 

Ben notes that they were early adopt-

ers of electronic drums, selling KAT and 

Simmons many years ago. “There are way 

too many advantages to ignore (volume, 

size, headphones, just to name a few), and 

we’re seeing customers from all levels get 

interested in them,” Ben explains.” Acoustic 

kits can be excessively loud.  Every parent’s 

nightmare is when the little one asks for a 

drum kit for Christmas, right?   They’re too 

darned loud and too disruptive…especial-

ly if you’re in an apartment, or condo.  But 

with an electronic kit, everybody’s happy 

because the volume level is solved… Sec-

ond, the technology makes it easy and fun 

to learn.  Built-in metronomes, coaching 

functions, built-in songs that you can play 

along with, et cetera - it’s an awesome way 

to learn, and keeps making music fun. One 

could make the case that anyone who is 

beginning to learn to play drums should 

be starting on an electronic kit of some 

type.”  Ben notes a few particular brands 

who are doing interesting things in the 

e-drum market. “We love what Pearl is 

doing with electronic drums - they make 

beautiful shells and hardware, so now an 

electronic kit doesn’t have to look like an 

electronic kit! Same with the Zildjian Gen16 

cymbals, and other products coming down 

the line.  

Roland’s V-Drums are the lion’s share of 

Kraft’s business.  “MI SalesTrak consistently 

shows Roland having 70 percent or so mar-

ketshare, and that is reflected at Kraft Music 

as well,” explains Ben. “What’s so interesting is 

that the Roland products are by far the most 

expensive, and yet they’re the most popular 

by units.  They play great, sound great, and 

Roland continues to innovate and refine the 

technology.  The relatively new TD25 kit has 

been a stunning success, even at its $2,500 

price-point.  But there’s no shortage of inno-

vation and interesting ideas from the com-

petition and we’re thrilled to have as many 

options for the customer as we do today… 

We see great products from Yamaha, Pearl, 

Alesis, and there’s more to come. Just like a 

digital piano has taken over the acoustic pi-

ano market in many ways (and most of our 

customers refer to a digital piano simply as a 

“piano”), you have to wonder when a “drum 

set” will simply refer to an electronic drum set 

in the consumer’s vocabulary. Lots of reasons 

to love them! The hybrid kits are especially 

exciting, and it will be fun to see the category 

progress.”

While the electronic drum product is 

the centerpiece of the market, it’s support-

ed, Ben says, by accessory products – sticks, 

pedals, stands, and also cables, head-

phones, and powered spearkers, among 

other things. “Rarely is the electronic kit 

self-contained, so we can really show our 

expertise by helping the customer match 

their choice of electronic kit with the right 

hardware, headphones, and much, much 

more,” says Ben. “So a good electronic drum 

dealer really can’t serve the customer well 

without having a breadth of knowledge 

and inventory of traditional drum products 

(thrones, pedals, sticks, et cetera) as well 

as technology brands (for speakers, head-

phones, recording gear, and more).   We’re 

extremely proud of our selection, and our 

sales advisors receive regular training from 

all of the manufacturers to ensure that 

we’re serving the e-drum customer to the 

best of our ability.”  
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T
he news out of China this past summer was mostly centered 

around the nation’s stock market crash – a main source of 

global economic volatility for many months – but if anyone 

suspected that such recent instability would have a negative impact 

on the Music China show, the turnout and tone of October’s gather-

ing in Shanghai quickly put such thoughts to rest.

Numbers were up across the board, with 80,468 total visitors at-

tending in 2015 (up 12 percent from last year) and 1,782 exhibiting 

companies from 30 countries and regions on-hand (up slightly from 

2014’s tally of 1,775). 10 dedicated pavilions were fielded, from Bel-

gium, the Czech Republic, Italy, Japan, Germany, the Netherlands, 

Spain, the UK, and Taiwan. Prolight + Sound Shanghai also saw 

steady increases with 2,455 total visitors (up 6 percent from 2014) 

and roughly 500 exhibitors.

Nearly everyone we spoke with commented on the ever-increas-

ing importance of attending Music China. “For us Asia is a very im-

portant market, so the Shanghai show is a must for us,” observed 

JodyJazz’s Jody Espina. “It allows us to see our Asian and Australian 

dealers and distributors who might not come to the NAMM show. 

Also for us it is a brand building opportunity for the Chinese market.”

Saga Musical Instruments’ David Gartland adds, “If you want to 

learn about what’s happening in the world, Shanghai is right at the 

epicenter right now of everything that’s happening in the music 

business.” 

While there was some consistent criticism of certain features 

of the get-together (unchecked noise was a common complaint – 

there are no “decibel police” such as what one sees in Anaheim), it 

seems that Music China is only going to continue to grow in stature.

Changes in Store for Frankfurt

“Musikmesse needs a revolution and not an 

evolution,” said Stephan Kurzawski, senior vice 

president of Messe Frankfurt Exhibition GmbH at a 

press conference on October 15th. He then outlined 

a number of significant changes in store for the 

Frankfurt Show, beginning this coming spring.

New features will include:

Musikmesse Insider The Musikmesse Insider 

customer program returns again in Hall 11.1, aimed at European re-

tailers from all segments of the musical instrument sector with max. 

50 employees. The program attracted over 1,700 registrations at the 

last show and is being expanded again for 2016.

Business Academy Experienced speakers contribute to an edu-

cational program tailored exactly to the needs of decision makers in 

the musical-instrument sector.

Hall 11.1 Exhibitors can book an exhibition stand in the ‘Busi-

ness Meets Business’ area as a stand-alone solution – or in addition 

to their presentations in the themed music halls, 8.0, 9.0, 9.1, 10.2 

and 11.0. There are no restrictions on stand design in Hall 11.1. There, 

they can present their products to an audience of trade visitors and 

demonstrate them via headphones or soundproof cabins. 

Business Lounge The Business Lounge, a modern conference 

area in loft design for undisturbed conversations in a B2B context, 

is located in the immediate vicinity of the Market Place. Exhibitors 

from the themed halls can also use it as a meeting place for special-

ist and business discussions. Additionally, all Musikmesse exhibitors 

have the chance to book fully furnished meeting rooms in the Office 

Lane for a certain period.  

Future Shop The Future Shop in Hall 11.1 shows retailers how to 

present musical instruments effectively and make visiting the shop 

a positive experience. It also offers valuable insights into the oppor-

tunities offered by multi-channel marketing.

Business Breakfast Open to both exhibitors and trade visitors 

on the second day of the fair in Hall 11.1, and featuring a keynote 

speaker. There is also a new Matchmaking program, especially de-

signed to actively bring together exhibitors and trade visitors. 

Consumers The themed music halls (8.0, 9.0, 

9.1, 10.2 and 11.0) are open not only to retailers and 

distributors but also to consumers on all four days 

of the fair.

“Musikmesse Frankfurt is not one of our most 

profitable exhibitions,” conceded Kurzawksi. “But 

modern trade shows are much more than just buy-

ing and selling. Sometimes Musikmesse has caused 

headaches, but we are working – even with head-

aches – with heart.”

Music 
China 

2015

Music 
China 

2015

Music 
China 

2015
International MI Community 

Gathers in ‘The Pearl of the Orient’
By Christian Wissmuller

Stephan Kurzawski, senior vice president of Messe 

Frankfurt Exhibition GmbH, outlines changes 

in store for the Frankfurt show in 2016 and beyond.
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Some are skeptical though. As JodyJazz’ Espina put it: “The 

changes they have implemented for 2016 seem like a dying breath, 

a desperate scramble to try something that will revive the show. We 

are going in 2016, but it could likely be our last year.”

Voices from the Show Floor

“The biggest take away for us was how the show is really shift-

ing from a ‘outsourcing’ show from the West, to being more focused 

on the Chinese domestic market. With the focus of the Music Chi-

na show turning towards China’s domestic market, I think that the 

show in Shanghai will be so important for companies like ours in 

that emerging market. There is so much opportunity for the MI in-

dustry in a county that is home to nearly 20 percent of the world’s 

population. 

“I think that the way this show compliments the other [trade 

shows] is that it opens up our brand to an emerging market that in 

some circumstances wouldn’t have that exposure otherwise.”

– Ryan J. Richman, Eastman Music Company

“I’ve been twice [to Music China] now and each time  I  am im-

pressed with the organization, the diversity of exhibitors and the 

growth of the Chinese market in general.

“Speaking as a retailer, to me it looks primarily like a Chinese 

gathering, and of western brands selling into China. With that being 

said, there is a vibrancy to the market that is very exciting. NAMM 

has been providing NAMM U sessions at Music China for ten years 

now, and the Chinese retailers pack every session. They are extreme-

ly eager & hungry to learn. NAMM also hosted the China Music Edu-

cation Conference concurrently with Music China this year and I was 

really impressed with the emphasis and value placed on music ed-

ucation. There are great things happening in China & the Shanghai 

gathering is serving that market very well. 

In my opinion, whenever and wherever our industry comes to-

gether to improve and grow it’s a good thing. Of course each show 

has its own unique character, but I suspect it will come as no surprise 

that my favorite has always been the NAMM Show!”

– Mark Goff, WH Paige & Company and NAMM chairman

“Over recent years the profile of the show has changed signifi-

cantly concurrent with the rapid growth and significantly increas-

ing business potential of the local Chinese market. The emphasis of 

the show is now far more on existing international brands including 

all the major international brands and/or their Chinese distributors 

exhibiting in order to establish their brand in the Chinese market 

and looking to support existing and new customers. With that, the 

show it itself has rapidly expanded in size year after year. In 2015 I 

think we can say that the transition of the Music China show from 

an ‘Export’ show to a show primarily for the China market has truly 

been completed.

“The Music China show is increasingly becoming the primary 

show for distributors and dealers from Southeast Asia and Austral-

asia. This is where they go to meet with the U.S. and European man-

ufacturers. Many of the major distributors and dealers from these re-

gions certainly do go to Winter NAMM, but increasingly few now go 

to Frankfurt. But there are a great many mid-level distributors and 

dealers who do not go to Winter NAMM and certainly do not go to 

Frankfurt, and the Music China show has become the primary show 

and of great importance for them.”

– Colin Schofield, JodyJazz, Inc.

“The show was very good for us, we always manage to find some 

new distributors from other countries other than China. Last year we 

made an exclusive agreement with a Chinese company and we were 

very happy about that, they are doing a great job for us. This year 

was just as good, as we made some distribution agreements in other 

countries. Some of these new customers I don’t think we would have 

met in either NAAM or in Frankfurt. Therefore it’s an important show 

for me and we will go back next year.

“I wish that the show was better managed especially with the 

sound control – It was torture sometimes. Also the quality of the 

venue is not up to par with the other shows we do. I fell on my ass 

when my chair went through a hole that was covered by the carpet. 

They told me not to put the chair there any longer. Right – how stu-

pid of me! I guess in the future they will learn??”

– Richard Cocco, Jr., La Bella Strings
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1: Harvey Levy of Levy’s Leathers. 2: Taylor Guitars’ Andy Lund. 3: Pearl River’s June Wang and Eva Luo. 4: Jody Espina and Colin Schofield of Jody Jazz. 5: The Music People: Justin Wang, Tina Zhang, Tom 

Tedesco, and Bob Shen. 6: An oversized gehu at the Shanghai No. 1 National Musical Instruments Factory booth was a frequent gathering spot for show attendees looking to snap a picture. 7: Marco Stuve 

of Global Truss Corp. 8: Thomastik-Infeld Vienna president Zdenka Infeld. 9: Petr Jankele and Jan Janíček of Janice Picks. 10: Brian Miller and Stephen Wick of Dennis Wick Products Ltd. 11: Howarth 

of London’s Nigel Clark. 12: Lee Woo of D’Addario Shanghai Trading Co., Ltd.
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“Some observations from this year’s show: More and more over-

seas exhibitors attended Music China; the music education business 

is growing fast in the Chinese market; the market for digital musical 

instruments is growing fast in China.

“Shanghai is an international metropolis in China and acts an im-

portant role in worldwide culture and fashion. It has become one of 

the best gathering’s ‘place’ based on Chinese market. Music China 

in Shanghai grows faster, compared to NAMM and Frankfurt Messe.”

– June Wang, Guangzhou Pearl River Piano Group Co. Ltd.

“This was actually my first time at Music China. It was quite differ-

ent than I had expected, but still very positive. In other trade shows 

I had not seen more than one distributor showing similar products, 

with the booth displays usually being operated by the manufactur-

ers. This was the first time for me to see products in more than one 

booth, or more than one hall during a show.

“The market in China is of course very exciting as it is still has such 

huge growth potential. It seems to still be very controlled by distrib-

utors, and it can be challenging as a customer at the store level when 

compared to North American or European markets. It was interest-

ing to see such a huge influence on product availability by the music 

schools, many of which are working to produce their own branded 

products for students. In other markets, much of the MI industry was 

driven by the needs of professional musicians. There are less oppor-

tunities for working musicians in China at this time, but as the next 

generation of performers come online it will be exciting to see how 

the MI and live performance develop in parallel. 

“For the developing MI markets, I think this show in China is in-

valuable. Many of the worlds best products are shown and most im-

portantly people in the region are able to communicate in their own 

language to distributors and manufacturers.”

– Darren Kopas, Soultone Percussion

“Music China 2015 will go into my annals of music trade shows as 

a watershed moment for the keyboard industry. The bland flavor of 

past music shows in Shanghai incorporated regurgitations of what 

NAMM and, to a lesser degree Musikmesse in Frankfurt, had present-

ed earlier in the year. And while the show was always very important 

to present products to the Chinese domestic market, its main offer 

to Western buyers, at least for the keyboard segment, was to iden-

tify low-priced suppliers that could provide a cost-advantage back 

in the U.S. or Europe. Music China 2015 shattered that mold and a 

new show emerged: for the first time, manufacturers across booths 

and aisles offered new technologies that were not presented before 

at other shows and that opened new business opportunities. Here 

are some examples: integrating digital technology and acoustic pia-

no for learning purposes, focusing on iPad or Android and the power 

of apps to smoothly bridge interaction between piano students and 

the piano, or out of the box innovations for the acoustic piano user. 

The musical year used to start with the NAMM Show, but if the trend 

continues, we will all switch to the ‘Chinese’ calendar with Music Chi-

na being the place where cutting-edge innovation is first shown.”

– Basilios Strmec, Hailun Pianos

“The Music China show is an important show for us for three rea-

sons. We meet with our international customers, we meet with our 

domestic China customers, and we are able to meet with our sup-

pliers. Over the last few years we have noticed less international im-

porters attending the show, but we have seen an uptick in Chinese 

domestic business. This is an important show for our China Office 

and I believe this show focus will be the trend going forward.

“With NAMM and Frankfurt so close some people are deciding to 

only attend one or the other. As a USA-based company, for us NAMM 

has always been our most important show and I don’t see that chang-

ing anytime soon. Being an international company selling in over 80 

countries the Frankfurt show does give us the opportunity to meet 

with some European and African customers that only attend that 

show. In the same regard, some of our Pacific Rim customers only 

attend the Music China show. In totality the three shows give us the 

opportunity to meet with all of our customers at least once a year.”

– Tom Tedesco, The Music People! Inc.

Music China 2016 will take place from October 26-29 in Shanghai
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13: Darren Kopas of Soultone. 14: Yamaha’s Chi Xu. 15: Conrado Pesinato of Santo Angelo USA. 16: La Bella Strings’s Richard Cocco, Jr. 17: Zhang Peng of Casio (China) Co., Ltd. 18: NAMM chairman 

Mark Goff and Sandy Goff of Paige’s Music in Indianapolis, Indiana. 19: There was a rumor that Orange Amplification had a presence at this year’s gathering in Shanghai, but it’s difficult to be sure… 20: 

Qian Ni and Ryan Richman of Eastman Music Company. 21: Saga Musical Instruments’ David Gartland. 22: Hu Huan and Xia Yuanyaun of Parsons Music Ltd. 23: Kawai’s En Kou. 24: Jason Tan (Hailun 

Singapore),  Zheng Hu (VP of development, Hailun), Basilios Strmec (CEO Hailun USA), Mark Chen (executive VP Hailun), Wu Jintao (Hailun Bejing).
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PRODUCT OF THE YEAR

Chauvet DJ DFi USB

Epiphone Gary Clark Jr Casino

Kluson Revolution Tuning Machines

NFUZD Audio NSPIRE Series

Yamaha Disklavier

Zoom Q8

 

 ELECTRIC GUITAR 

OF THE YEAR

D’Angelico EX-SS

Epiphone Tommy Thayer White Lightning Les Paul

ESP LTD EX-50

Godin TriplePlay

Guild S100

Ibanez PS10

Fender American Standard Stratocaster

 

 ELECTRIC BASS OF THE YEAR

Epiphone Ltd. Ed Jack Casady

Ernie Ball Music Man 

StringRay Bass

Fender Precision Bass

Ibanez SR500 Soundgear Bass

Spector NS2

Willcox Saber SL HexFX Edition

Submit your vote for the 23rd Annual MMR Dealers’ Choice Awards. 

Only subscribers to Musical Mechandise Review (MMR) magazine get to participate. 
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StringRay
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To Vote Go To:
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ACOUSTIC GUITAR OF THE YEAR

Breedlove Tradition Two

Eastman AC-DR2

Epiphone Masterbilt AJ-45ME

Hohner A+ ACO3

Martin D-35

Riversong Tradition 2

Taylor 614ce

 

 SOUND REINFORCEMENT LINE OF THE YEAR

Gemini Sound

JBL

Peavey

Presonus

Yamaha

 Yorkville Sound

 

 AMPLIFIER PRODUCT OF THE YEAR

Blackstar Series One

Epiphone “1939” Century, Limited Edition

Fender Twin Reverb

Marshall DSL

Peavey Vypyr

Henriksen Amplifiers, The Bud
 

Submit your vote for the 23rd Annual MMR Dealers’ Choice Awards. 
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with us in the first place.
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 MICROPHONE LINE OF THE YEAR

Audio-Technica

AUDIX

CAD

Lewitt

Sennheiser

Shure

 

 RECORDING PRODUCT OF THE YEAR

Focusrite Scarlett

JoeCo BBR64

PreSonus StudioLive

Roland R-26

TASCAM DR-40

Zoom H6

 

BAND AND ORCHESTRA INSTRUMENT LINE OF THE YEAR

Antigua Winds

Cannonball Musical Instruments

Conn-Selmer

Eastman Music Company

Jupiter Band Instruments

Yamaha
 

Submit your vote for the 23rd Annual MMR Dealers’ Choice Awards. 
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We at American Music and Sounds just want to say thank you 

for the nominations and more important...

Thanks so very much for your support throughout the year.

AW SHUCKS!
You like us! You really like us!

WWW.AMERICANMUSICANDSOUND.COM
INFO@AMERICANMUSICANDSOUND.COM

HOME DIGITAL KEYBOARD OF THE YEAR

PRO DIGITAL KEYBOARD LINE OF THE YEAR

DJ LINE OF THE YEAR

MICROPHONE LINE OF THE YEAR
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‘

 ACOUSTIC PIANO LINE 

OF THE YEAR

Hailun

Kawai

Pearl River

Steinway

Yamaha

Young Chang

 

 HOME DIGITAL KEYBOARD 

OF THE YEAR

Casio CGP-700

Kawai CN series

Korg LP-380

Kurzweil MPG series

RP Series

Yamaha Clavinova

 

 

PRO DIGITAL KEYBOARD LINE 

OF THE YEAR

Casio

Korg

Kurzweil

Nord

Roland

Yamaha

 

DJ LINE OF THE YEAR

Chauvet DJ

Gemini

Numark

Peavey

Pioneer DJ

Reloop

Stanton
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2015

‘

 PERCUSSION LINE 

OF THE YEAR

Drum Workshop Performance Series

Ludwig Legacy Mahogany

Mapex Mars

Pearl Export

SABIAN AAX Series

Tama Starclassic

Zildjian K Series

 

 LIGHTING LINE OF THE YEAR

ADJ

Blizzard Lighting

Chauvet

Martin

 

PRINT MUSIC PUBLISHER 

OF THE YEAR

Alfred

Carl Fischer Music

Hal Leonard

JW Pepper

Mel Bay

Meredith Music Publications

 

 ACCESSORY LINE OF THE YEAR

D’Addario

Hercules

Kluson Manufacturing Music Nomad

On-Stage

Snark

 

Submit your vote for the 23rd Annual MMR Dealers’ Choice Awards. 

Only subscribers to Musical Mechandise Review (MMR) magazine get to participate. 

mmrmagazine.com/dca-vote

Voting will close on November 20th at 12:00 pm (PST).

To Vote, Go To:
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Fretted: Boulder Creek Guitars

The Boulder Creek Guitars warehouse and office space sits 
amongst pastoral fields of garlic, tomatoes, and corn in Gil-
roy, California, at the southernmost tip of the Santa Clara 

Valley. Boulder Creek is, in the words of CEO Jeff Strametz, a “small 
and mighty company of five people.” Chances are, if you call their 
office and ask to talk to someone in Product Development, Factory 
Relations, Quality Control, U.S. and International Dealer and Dis-
tributor Sales, Customer Service, or Marketing, the person on the 
other end of the line will be Strametz. Sometimes he even drives 
the forklift, too.

Jeff has been involved with Boulder Creek since its inception 
in 2006, when one of his former guitar students decided to start 
a company founded on the intention of radically redesigning the 
acoustic guitar. The idea was that by leaving the soundboard intact 
and eliminating the X bracing on the underside, they could increase 
the guitar’s resonating ability, and thereby improve its sound. After 
a year of trials and adjustments, they came up with their now pat-
ented aluminum Suspended Bracing System. What the SBS brings 
to the instruments is that the bracing actually transmits the string’s 
energy all the way across the soundboard and creates a tone bal-
ance throughout the tone spectrum, devoid of dead spots, creating 
a sustain that is not found in other instruments. For centuries, the 
acoustic guitar has traditionally had a sound hole in the middle, and 
purists might shy away from the unconventional look of a Boulder 
Creek, but the sound that these guitars produce is slowly shifting 
people’s paradigm of what a guitar should look like. “I always enjoy 
watching the face of someone who picks up a Boulder Creek for 
the first time”, says Strametz. “Strum or pluck the instrument and a 
smile of amazement fills the room.” Jeff calls that “The Boulder Creek 
Moment”. The first guitars were born in 2007, and Boulder Creek 
Guitars was off and running, and has been growing in both size and 
reputation ever since.

Their innovative approach, which they have applied not only to 
their Boulder Creek lines of guitars and acoustic basses, but to their 
Riptide ukulele line as well, seems to have earned them accolades 
from just about everyone who has picked up one of their instru-

ments and played it. 
From the everyday con-
sumer to members of 
the music press and ma-
jor recording artists, the 
sound of Boulder Creek 
Guitars and Riptide Uku-
leles is being lauded 
around the globe. Travis 
Toy of multiplatinum 
country artists Rascal 
Flatts still tours with his 
prototype Boulder Creek guitars, Sarah McLachlan plays Riptide 
ukuleles, and Fleetwood Mac play Boulder Creeks both in the stu-
dio and on the road. “These guitars are incredible performing in-
struments,” Strametz says, “and with the sound hole placement that 
we have, are the best behaved guitars on stage. There is no need for 
a feedback buster. If you play acoustically, it is like having a personal 
monitor plugged in. It is quite unique.” In addition to performers, 
many music publications have also given them rave reviews. Guitar 
World has awarded Boulder Creek as a Best Value and Bass Player 
Magazine named them an Editor’s Choice, and their EBR3-N4 acous-
tic bass was nominated for the Musikmesse International Press 
Award for the best acoustic bass, as voted on by over 100 music 
magazines.

While this might so far sound like the quintessential American 
success story, it is not without its pitfalls, and this is where the 
“mighty” in “small and mighty” comes in. In Jeff’s words, “After en-
joying six years of solid growth and success, the founding owners 
set out to sell the company and move on to other interests. They 
successfully came to an agreement in 2013 with a partnership that 
was going to take the company into the future and beyond. Un-
fortunately, the buyers defaulted on the purchase and during the 
default process the company was thrown into some turmoil. This 
was a heart-wrenching time for the company, as everything that 
had been created up to that point had been turned upside down so 

Jeff Strametz

Worth Fighting For

“We had to put 
everything that we 
could back into the 
business, so I could 
buy inventory and the 
company would stay 
alive.
– CEO Jeff Strametz

By Jon Shepherd

The Boulder Creek team: Lou DiMarino, warehouse/shipping manager; 
Juli Strametz, office/logistics manager; Jeff Strametz, president & 
CEO; Sam Sotelo; sales manager, Mark Azevedo, director of marketing; 
(in front, panting and looking expectantly) Rajah, security and 
relationship manager.



to speak. This is not a completely unique 
situation as we have all heard of similar 
instances where companies have become 
victims of unfortunate situations. It was 
after this event, and my subsequent acqui-
sition of the company, where the blessings 
started to unfold for Boulder Creek Guitars. 
It became very apparent that the Boulder 
Creek “family” was going to rally to rebuild 
this great company. Everyone from the fac-
tories, to the dealers and distributors, the 
artists, and the employees began to rally 
behind me to rebuild the company.”

And rally they did. The factories held 
onto orders that had been placed prior 
to the sale, after Strametz expressed to 
them that his intention was to purchase 

and rebuild the company and honor those 
orders. They could have sold off their in-
ventory, but they held onto it for two years 
until Jeff was able in 2015 to develop and 
raise enough funds in order to purchase 
that merchandise, a move based solely on 
their working relationship with Strametz 
and Boulder Creek. Boulder Creek’s dealers 
and distributors also got on board, essen-
tially going into “hibernation mode” until 
the company was again in a position to 
service their needs, and as Jeff was able to 
regain control of the company, they began 
to repurchase and restock. “The dealers 
didn’t cast me to the wind and say, ‘Sorry, 
tough luck, take a flying leap,’” says Jeff, 
laughing, “Same thing with our distribu-
tors. So, the factories, the dealers, and the 
distributors knew of the turmoil that the 
company was in, and through ongoing 
contact with me decided that they were 
going to stick with me until we got turned 
back around and got things going.” 

As if that wasn’t enough of a testament 
to the strength of Jeff’s conviction, the 
majority of the Boulder Creek employees 
stayed with him through the default pro-
cess as well. “Some guys were doing part-
time work here and there,” says Strametz, 
“but everybody kind of stayed available. 
All but one of my old employees stayed 
with me. Not only were they loyal to stay-
ing with the company, and knowing what 
kind of mountain we had to climb to come 
back, they also had to sacrifice, and we 
all still are, to a high degree, what our in-
comes are. We had to put everything that 
we could back into the business, so I could 
buy inventory and the company would 
stay alive. I like to say that we are one of the 
most reasonably paid executive teams, in 
fact, you could combine all our salaries and 
it still wouldn’t match what a COO would 
normally get paid at any other company.”

“We’re at the position now where we 
have, for the first time in probably four or 
five years, a full inventory of almost ev-
erything that we’ve got at this time of the 
year, which is one of the peak periods for 
instrument sales, so we’re really excited 
about that,” Strametz states, “and that was 
through a lot of sacrifice, and just keeping 
Boulder Creek at the forefront of people’s 
minds as much as possible.” 

That inventory, at press time, boasts 
over 50 productions models throughout 
the Boulder Creek and Riptide lines, along 

with the 30 per year USA Limited Edition 
line of custom guitars hand built at their 
facility in Gilroy.

Boulder Creek was built through in-
dependent MI dealers, and to this day 
remains loyal to that base, providing 
a unique offering that is not available 
around every corner or in the big box 
stores, and giving them the ability to com-
pete and get musicians in their doors. With 
great price points, dealers are able to profit 
while fulfilling their customers’ needs for a 
$3,000 sound at a fraction of the cost. 

It is that loyalty and connection that is 
the true measure of the worth of Boulder 
Creek Guitars today. “It’s all about the re-
lationship,” says Strametz, referring to the 
employees, artists, and dealers that helped 
to pull Boulder Creek back from the brink 
of extinction. “My thing that really gets me 
emotional, through all of this, is their ded-
ication to me and their belief in me as a 
person, to keep this thing alive and get it 
turned around, and being able to reward 
them for that someday. It’s the scariest 
thing I’ve ever had to do, but I want people 
to know that it’s worth fighting for. If you’ve 
got the desire to do it, it can be done.”

For inquiries about becoming a Boulder 
Creek Guitars dealer or information about 
any of their products, email jeff@boulder-
creekguitars.com or call (408) 842-0222. 
Check them out online at www.boulder-
creekguitars.com.  
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Fretted: Boulder Creek Guitars

Sarah McLaughlin and her Riptide EUC-11NS ukulele
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Strings: Gatchell Violins
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U
nder the “about us” section of the Gatchell website you 

will see a section labeled “Our Mission.” There are a few 

paragraphs explaining a number of things the company 

is committed to providing – high quality instruments, impressive 

price points, et cetera – but their mission can be summed up, and 

is summed up, in just one line, “We want to know how we can help 

you at every turn.” Steve Crisafulli, general manager at Gatchell Vi-

olins, says their true mission is simply just to help. “Our mission to 

music educators, students, parents, and all other players is to pro-

vide quality instruments at affordable pricing to aid in the mastery 

of their instrument and foster a love of music,” he says. 

Gatchell Violins is helping the world 

make beautiful music – one violin, 

viola, cello, or upright bass at a time.
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Nicola Parola Cello and Violin Group
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Strings: Gatchell Violins

Gatchell Violins, based in West Melbourne, Florida, exclusively 

sells bowed string instruments. We’re talking violins, violas, cellos, 

and upright bases, but they also sell all of the accouterment associ-

ated with those instruments – cases, strings, bows, rosins, shoulder 

rests, among other things. “We are the exclusive distributors of Am-

etto, H. Luger, Nicolas Parola, Stefan Petrov, Viktor Kereske, Plamen 

Edrev, Radiana Edreva, Nicolo Marcasi, Keith Kurtis & Clifton, Ru-

dolph Fiedler, Danio Wu, Dennis Yi, Lelio Pan,  Marco Jian, CFX Braid 

bows, SUMI shoulder rests, Stradpet Titanium fittings, and DOUX 

strings,” Crisafulli explains. “We also produce our own line of GVC 

cases, bows, rosins, and carbon fiber bows. In addition, we are dis-

tributors of Pirastro products.”

H. Luger instruments for the student market and Nicolas Parola 

and Stefan Petrov for the step-up markets are some of their top sell-

ers, but Gatchell is also committed to introducing new instruments 

into the market alongside their tried and true top brands. “Last year 

we introduced violins made by four talented master makers who 

formed the Guangzhou Consortium,” explains Crisafulli. “They offer 

top quality professional instruments, providing players affordable 

alternatives to more traditional instruments without compromise.” 

Mr. Gatchell himself is heavily involved with the process of 

choosing each instrument that Gatchell provides. This is one of the 

things Crisafulli notes that differentiates the company from com-

petitors. “Our owner is a violin maker with a keen eye for exception-

al craftsmanship and quality materials,” he says. “Any product that 

we offer must pass his exacting and stringent standards. Each prod-

uct is also test marketed in the two Central Florida locations of At-

lantic Strings, a retail store owned by Mr. Gatchell. A broad network 

of players, teachers, and parents review the products. Only the very 

best are offered by Gatchell Violin Company.” 

To assist Mr. Gatchell, Gatchell Violins employs a small team of 

managers, support staff, and four highly skilled luthiers. “We are 

also extremely proud of our customer relations,” says Crisafulli. “We 

focus on the needs of the customer and continually work to be a 

strong business partner for our dealers. The processes we have cre-

ated enable us to provide instruments to our dealers that are truly 

“We are completely focused on the 

instrument of the bowed string family 

and all of our resources are put to work 

in their support.”
– Steve Crisafulli 

general manager, Gatchell Violins  Hermann Luger White Horn Frog Violin Bow
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Strings: Gatchell Violins

LET US HELP START YOUR BUSINESS

The NEMC NO FEE Licensed Affiliate Turn-Key Rental Program 

enables you, the local community music dealer, to offer a world 

class rental program without the harsh set-up costs, administrative 

burdens, distribution headaches, or capital investment!

IT’S EASY AND SIMPLE. APPLY TODAY.

C O N N E C T I N G  Y O U  T O  N E W Customers

CALL LORNE GRAHAM 

1-800-526-4593 (ext) 241

nemc-partners.com

� Increase your profits by renting educator approved instruments

� Expand your business without any capital investment 

��12�67$57�83�&2676��LQYHQWRU\�RXWOD\��VKLSSLQJ�H[SHQVHV�RU�IUDQFKLVH�IHHV

� Easy set-up with professional guidance, training and personal attention  

��Your own ONLINE RENTAL MICROSITE built by us, managed by you!

� NEMC handles all back office functions including all billing and collections

� HIGH COMMISSIONS PAID MONTHLY, like clockwork

� Powerful marketing, repair & service support

� Truly personal partnerships. We help you succeed and grow!

ready to play. This allows our dealers more time to 

focus on their own customers, without the need 

to re-work the instrument set-ups before showing 

them to the customers. The success of our custom-

er relations shows in the many unsolicited com-

ments we receive from our dealers praising our 

instruments and our set-ups. We frequently hear 

how we have exceeded their expectations.” 

Crisafulli, when asked about trends he’s noticed 

in MI, says more and more people are turning their 

eyes towards Asia. “People have rightfully become 

more accepting of instruments made in Asia, real-

izing that the skills and materials being used are 

second to none and that the instruments created 

in this environment offer unprecedented value,” he 

says. “World wood supply is dwindling and labor 

costs are on the rise. Innovation and forward think-

ing is our key to continue to offer our quality stan-

dards at each price point.” He also explained that 

he has seen a boom in cello and bass players. “At 

Gatchell Violins we offer an incredible range of cel-

los and basses at every level,” he says. “We expect 

to see an increased demand for these instruments.”

In a constantly changing MI landscape, Crisafulli explains that 

Gatchell sees the issues dealers are faced with and is working to 

aid them in any way that they can. “Dealers are currently facing a 

number of challenges, many of which are due to the very nature of 

stringed instruments,” says Crisafulli. “At Gatchell 

Violins, we are committed to addressing these 

in a cost effective and progressive manner. 

We want to keep, celebrate, and preserve the 

long-standing traditional ways of violin making 

while applying innovation to address the issues 

that take our dealers away from their customers. 

Throughout 2016 and beyond we will be bring-

ing this innovation to all the markets that we 

address.”

On the top banner of the Gatchell website 

you will see the words “old world craftsmanship” 

and “outstanding value” – two things which 

Crisafulli credits Gatchell’s success to. “We are 

completely focused on the instrument of the 

bowed string family and all of our resources are 

put to work in their support,” he says. “We are 

very proud of the exceptional quality and val-

ue of the instruments we offer. This allows our 

customers to access top level instruments and 

receive a great value for their purchase price.” At 

the end of the day, it’s very simple. Gatchell Vio-

lins is a wholesale company serving the needs 

of players through music stores, violin shops, violin-makers, and 

other dealers. They want to help in any way that they can. 

Stefan Petrov Violin

Nicola Parola Cello with 2 Violins

Visit Gatchell Violins at Winter NAMM Booth #3329



W
hile environmentalism is hardly a new concept, 

the past couple of decades have seen many 

truly up the ante, in attempts to stem the tide 

when it comes to global warming and other detrimental 

byproducts of pollution and careless consumption. Plenty 

of individuals, organizations, companies, and governments 

across the globe have embraced “going green” – working to 

find new and more effective ways to minimize their carbon 

footprint – to help ensure a healthy world for generations 

to come.

The realm of MI is no different, with a number of sup-

pliers and retailers taking drastic steps to adopt creative, 

evolving approaches towards environmentally friendly 

solutions. Yamaha – a longtime advocate for, and active 

participant in, eco-friendly practices – recently embarked 

on yet another such avenue with their new Global Green 

line of cases and bags for guitar.

“As the world’s leading producer of musical instruments, 

Yamaha is dedicated to lead through innovation, quality, 

and value,” explains Dennis Webster, manager of marketing 

at Yamaha Corporation of America. “As a responsible global 

corporate citizen, Yamaha is equally committed to respect 

and preserve the environment and nature by manufactur-

ing, sourcing, and supplying green products. Yamaha has 

always been a leader in preserving the environment and 

reinvesting back into nature.  Yamaha has been involved 

in reforestation for decades.  The woods we use in making 

our instruments are sustainable woods and we continue to 

search out new materials each year. The finishes and glues 

used in making our instruments are made in house to com-

ply with the most stringent restrictions.  When Yamaha de-

velops new products, they must pass laws and regulations 

in the global market.”  

Making the Case for ‘Green’ Cases

For the past eight years, Yamaha has been partnered 

with Music Express, a U.S.-based company that manufac-

tures bags and cases for many MI companies and their own 

brand, ACCESS Bags and Cases. 

“As regulations have changed globally we have been 

working with them to keep up with ever-changing materi-

al manufacturing,” Webster explains. “In the past year or so, 

Music Express has been able to source materials that com-

ply and pass U.S. regulations, including C.A.R.B. and Califor-

nia Prop 65 regulations, REACH and RoHS European regula-

tions, and Japan’s regulations. 

Each and every shipment will 

be accompanied with the 

certification, documentation, 

and chemical test results for 

every production month, en-

suring that each case and bag 

will be held to the highest 

standards in the MI industry.

“All of the traditional ma-

terials used to produce guitar 

bags and cases, including ad-

hesives, plywood, PVC exte-

rior covering, foam padding, 

polyester interior lining, zippers, and hardware have been 

sourced and reformulated to comply with major global 

environmental regulations. Yamaha guitar gig bags, soft 

cases, and hard cases are produced in China, as are the ma-

terials sourced for manufacturing.” 

 

Global Green: Available Now

At the present time, the Global Green line of cases and 

bags has exclusively been introduced for Yamaha guitars. 

“The A Series and L Series of Yamaha guitars ship with these 

new Global Green cases,” says Webster. “The cases and bags 

can be purchased separately and are designed to fit more 

than just Yamaha guitars. The retail price points start at $70 

for bags and go up to $150 for some hard-shell cases.   

The new Global Green line began shipping in October. 
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By Christian Wissmuller

Dennis Webster, marketing manager

Cases: Yamaha
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Small Business Matters

S
ome years ago, at my former company, I analyzed a 

season’s worth of rental and lease contracts, and found 

that only 27 percent of them had any add-ons at all. 

That meant that over 70 percent of our customers left with 

no accessories, no maintenance or theft coverage, not even a 

method book. Most clarinet and saxophone players left with-

out reeds. Few customers came back later on for the supplies I 

knew they’d need just to get started playing. As the newly ap-

pointed band and orchestra manager, I found this appalling.

1. Employee Incentives

So we set out to change our employees’ thinking. We of-

fered spiffs for certain percentage of add-ons, and for the em-

ployee with the highest add-on dollar amount each week. We 

ran a care kit “contest” where employees earned one dollar per 

care kit sold, and the employee with the most care kits sold 

for the season got an additional $50. We put little colored dot 

stickers on each care kit, and employees collected the dots 

on a form which was turned in weekly. This became a huge 

game –people hid each other’s dot sheets; one even had a 

teddy bear “steal” others’ dots and hold them “hostage”… in 

exchange for chocolate. It turned out to be a great morale 

booster, as well as an effective way to change our employees’ 

thinking. By the end of that fall, our add-on percentage was 

up to 92 percent. And in the eight years that followed, the per-

centage of add-ons remained over 90 percent each year. 

2. The Soft Sell

When I founded my own company in 2009, we were deter-

mined to make add-on sales on contracts a priority – not only 

because of the potential profit, but also because we knew 

how aggravated our customers would be to learn we didn’t 

adequately prepare their children for the first day of class. 

That being said, we knew parents would have “sticker shock” 

at the prices of the instruments and be hesitant to spend even 

more on other stuff when their children didn’t even begin 

playing yet. 

So we developed more of an informational, “soft-sell” ap-

proach to add-ons. First, we created a “Welcome to the… (Flute, 

Clarinet, etc.)” handout for each instrument, written from an 

educational – not a sales – perspective, reinforcing that our 

concern was not only sales, but also ensuring their children 

had the best possible start in music. It includes basic instruc-

tions for instrument care and assembly, and a list of “things 

your child will need to succeed in class.” Parents get this 

handout early in the rental process, so they have time to read 

through it; instead of us having to talk parents into accessory 

add-ons, they now say, “Oh, and we need (this) and we need 

(that)…” 

Our Welcome sheet mentions the need for each instrument 

to have a check-up and adjustment at least every six months, 

which paves the way for our conversation about coverage. 

We compare this to regular oil changes for a car – “You can 

neglect to do them for a while, and all seems fine. Then one 

day, your engine seizes up and you’ve got a real problem.” So 

instead of being seen as “piling on the charges,” we are seen as 

helping them keep their instrument “running well.” Custom-

ers are then asked to accept or decline our coverage on the 

contract (and initial), so they understand that, by declining, 

they are taking responsibility for maintenance and repairs on 

their own; this often re-opens the discussion, and gives the 

customer another chance to reconsider. 

3. The Total Package

Packaging is a great way to help boost add-on sales. Our “En-

core Package” includes the child’s “textbook” (method book), 

a folding stand for home use, and a care kit (with instructions 

and a coupon for one free lesson in our Conservatory) – all 

at a discounted price. Employees are taught to explain why 

each component of the Encore Package is necessary to give 

the child the best opportunity for success in music. Because 

we offer the folding stands in a choice of colors, the question 

is no longer, “Do you want a folding stand?” but “What color 

stand would your child like?” Referring to the method book 

Add it Up!
3 Steps to Successful 

Add-On Sales
By Tracy E. Leenman
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as a “textbook” helps reinforce that mu-

sic is (recognized by federal education-

al policy) an academic subject, just like 

math, science, history, and English - it’s 

not “extra-curricular” or “co-curricular,” 

regardless of what parents and admin-

istrators may think. Lists posted on the 

wall over our method book section help 

parents find the correct book for their 

child’s particular school and grade easily. 

This helps reinforce that we work closely 

with the local band and strings teachers, 

and are aware of their requirements and 

preferences. 

We make our own packages of reeds 

too – we buy in bulk (to take advantage 

of the lower cost per reed), and re-pack-

age in packs of five (with our own head-

er, for additional branding), at a discount 

price. Since we opened our doors in 

2009, nearly 100% of our beginning clar-

inet and saxophone customers have left 

with a pack of reeds. Nothing is as frus-

trating to a beginning reed player (or 

that beginner’s teacher!) as not having 

one single playable reed.

In his book, Retail Truths, Chip Aver-

water notes that, “profit is the sum of a 

thousand little improvements… every 

missed detail comes directly off the bot-

tom line (p. 43).” Each of these strategies 

may seem like a minor paradigm shift, 

but all together they have had a major 

impact on our add-on percentages, and 

with that, our bottom line. We are consis-

tently showing a 95 percent add-on rate 

for new leases and contracts, where very 

few customers leave with only an instru-

ment and no coverage or accessories. 

More importantly, these strategies have 

also emphasized to our customers – par-

ents and educators alike – that our fore-

most concern is not profit, but helping 

to strengthen our local band and string 

programs and create more successful 

young musicians.

Tracy Leenman is 

the owner/CEO of 

Greenville, South 

Carolina’s Musi-

cal Innovations 

– named NAMM’s 

2015 Dealer of 

the Year this past 

July. Leenman 

has over 40 years of experience as a music 

educator and over 15 years in the music in-

dustry. Tracy has been a longtime, valued 

contributor of articles and editorials to 

both MMR and our sister publication, SBO. 



The Good Fight

Learning Music: In Praise of Print

By Mary

Luehrsen
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I     
grew up in a home with a grand piano. Although 

today a trim electric keyboard or other nifty dig-

ital instrument may be the musical centerpiece 

of a home, when I was a kid, growing up in a rural 

community, many homes had acoustic pianos – and 

even a few families had cherished home organs! My 

memory doesn’t offer accurate recall of my earliest 

piano training (I think my mom was my first teacher), 

but what is crystal clear to me is what my first piano 

method book looked like. The John Thompson “Teach-

ing Little Fingers to Play” beginner piano book in 

which the first piece had me position my right thumb 

on middle C and directed me to play the four quarter 

notes on the musical staff. As I recall those earliest pi-

ano lessons, I remember that encountering musical 

notation was sort of a jolt to my cognitive system. 

Sound, sight, rhythm, 

and playing the mu-

sic were all jumbled 

together – or so it 

seemed. Still, I jumped 

in with print music as 

my anchor. So much so 

that the look, includ-

ing all the pencil notes 

in the margins, of my 

first piano book remain 

sharp in my memory.

My personal an-

ecdote is meant to 

highlight a critical as-

set to the field of mu-

sic education: print 

music. Be it beginner 

method books, scores 

and charts for school 

ensembles, music for 

annual regional and 

state solo and ensemble contests, or published ar-

rangements of current top hit tunes and artists, the 

availability of print music is critical for music learners. 

Music manuscripts transmit emotional creations of 

all types and offer a limitless journey of musical dis-

covery. There is a group of like-minded music indus-

try professionals who have dedicated their careers to 

being experts in print music who are also members 

of the Retail Print Music Dealers Association (RPM-

DA). Among music stores today that continue to offer 

customers the option to browse stacks and stacks of 

music manuscripts and review potential repertoire 

for their students and themselves, many are likely to 

be RPMDA-affiliated music retail stores – and if they 

are not, they should be! 

RPMDA members are passionate about music 

education and music manuscript in its many forms; 

they believe in, produce, and distribute print music 

that becomes a pathway for learning and making 

music at every level – from beginner to professional. 

They are also informed and passionate advocates for 

music education. In Spring 2014, during the RPMDA 

national conference in Las Vegas, Nevada, RPMDA 

hosted a SupportMusic Coalition “mock policy de-

bate” that featured Kevin Cranley, president and CEO 

of Willis Music Company (and publisher of the afore-

mentioned John Thompson piano method!), Ron Ma-

nus, president and CEO of Alfred Music, and Marcia 

Neel, president of Music Education Consultants who 

also serves on the steering committee of the NAMM 

Foundation’s SupportMusic Coalition. RPMDA con-

ference attendees were treated to a fictional (though 

not far-fetched!) debate, written and produced by 

the NAMM Foundation staff, about the merits of of-

fering music education 

curriculum during the 

school day – taught by 

certified music teachers. 

Kevin, Ron, and Marcia 

rocked the house with 

a debate that pitted 

reasons for-and-against 

the role of music edu-

cation in the curriculum 

and it stirred the RPMDA 

troops to recognize and 

appreciate the import-

ant roles they serve in 

their communities as 

supporters of music ed-

ucation. Spoiler alert: 

pro-classroom instruc-

tion of music education 

won the debate by a 

large margin!

Proving that advoca-

cy is a lifestyle and not just a one-time deal Kevin and 

Ron, (and their companies) are leaders in the print 

music field, as well as strong and seasoned advocates 

for music education. In fact, both Ron and Kevin have 

made numerous trips to Washington, D.C. to partic-

ipate in NAMM’s Music Education Fly-in to advocate 

at the federal level. In 2016, our friends at RPMDA will 

celebrate 40 years as an association and as a prelude 

to this important year, we say, “CONGRATULATIONS!” 

Sincerest thanks to all RPMDA members for what you 

do every day to support music teachers and music 

learners everywhere. You are all music education ad-

vocates when you put a piece of sheet music, a chord 

chart for a song, a first method book or a reprint of a 

proof of a work by a master composer in the hands of 

a music learner. Print music in all of its forms provides 

pathways to deep and meaningful music making.  

“Sincerest thanks to all RPMDA 

members for what you do every 

day to support music teachers and 

music learners everywhere.”



New

Products
AIM Gifts

Stuff those holiday stockings and your 

store’s cash register selling AIM Gifts music 

design candy mint tins. Each display holds 

24 mint tins with each tin holding 50 mints.  

Pictured are the piano, multi note, violin, 

acoustic, and electric guitar designs.  The tins 

are reusable and make great collector gifts. 

AIM Gifts offers 10,000 different music gift 

accessories.

Korg Sledgehammer Pro 

With advanced new design, operation, and func-

tionality the Sledgehammer Pro provides ultra-pre-

cise tuning with an accuracy of ±0.1 cents, making 

it one of the most reliable clip-on tuners ever pro-

duced. The three dimensional display offers unpar-

alleled visibility, allowing players to tune confidently 

in any situation. Its tubular body has a shuttle switch 

that’s simple to use and allows users to easily operate 

the tuner with just one hand, even while performing. Offering both extreme accuracy 

and a unique, highly visible display, the Sledgehammer Pro is described by Korg as 

the ideal clip-on tuner for professional guitarists and bassists. MSRP: $29.99

ACCESSORIES

aimgifts.com

korg.com

Grover Perfect Guitar Nut and Ukulele 

Humidifier
Grover Musical Products has reintroduced 

the “Perfect Guitar Nut” for slide steel playing. 

Sold successfully for over 50 years under the 

Micro brand, the new Grover model is pro-

duced using a totally new, but exact repro-

duction die cast mold, which provides a much 

brighter, resonant sound than stamped steel 

versions. 1 7/8” total length - 1 5/8” Center E 

to Center E, The Grover Perfect Nut will fit almost all 

six string guitars.

Grover Musical Products has also introduced 

the Ukulele Humidifier. It is important to keep your 

valuable instrument at the proper humidity level. 

Most experts agree that this is between 40% - 50% 

humidity. Too low and your instrument finish can be 

damaged and the wood can crack. Too high and your 

instrument will swell, fret ends become sharp, and it 

will not sound right. The Grover Ukulele Humidifier is the perfect product to combat 

these problems and to protect your expensive instrument. Our unique cover allows 

you to partially or completely cover the sound hole for extreme conditions and allows 

you to add water without removing the cover. For very moderate conditions, you can 

do without the cover and hang the humidifying tube between the strings. Made of 

soft latex, the Grover Ukulele Humidifier is harmless to all instrument finishes.

grover.com

Harman JBL 

EON618S Powered 

Subwoofer

HARMAN’s JBL Professional intro-

duced the JBL EON618S, an 18-inch, 

1000W powered subwoofer that is 

durable, supports true low-frequen-

cy extension, and can be controlled 

wirelessly. The JBL EON618S is de-

signed to meet the demands of to-

day’s working musicians and sound 

providers in the areas of flexibility, 

portability, and ease of use. 

While the JBL EON618S weighs in 

at 78 pounds, it delivers a range of 

robust new features and capabilities. 

The JBL EON618S’s maximum SPL 

output is 134 dB, with a frequency 

range of 3Hz – 150Hz ( -10 dB) and 

a frequency response of 42.5Hz – 

150Hz ( -3 dB). DSP parameters, in-

cluding presets for EON600, EON200 

and other manufacturers’ full-range 

loudspeakers, can be controlled 

via a Bluetooth app for iOS and An-

droid. Selectable crossover presets 

are available through the EON Con-

nect app. The JBL EON618S is tuned 

for optimal performance with the 

JBL EON610, JBL EON612 and JBL 

EON615 full-range systems. 

harman.com

AMPLIFIER

New Products
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New Products

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.

Q
u
al

it
y 

In
st

ru
m

en
ts

Hunter Music Instruments

3300 Northern Boulevard, Long Island City, NY 11101

(718) 706-0828   Fax: (718) 706-0128

www.huntermusical.com

That Your  

School and  

Students  

Can Afford

Perri’s Guitar Straps & Picks
These new ranges

continue the expan-

sion of Perri’s licensed 

collections, which

includes accessories

featuring The Beat-

les, AC/DC, and Pink

Floyd, amongst many

others.

There are ten Nir-

vana & Kurt Cobain 

guitar straps and two

sets of picks in the

new range. Images

used on the straps

and picks include the

Nirvana smiley face, 

Kurt Cobain’s white and black alien 

sunglasses, and of course seahorses, 

which featured in many of his paint-

ings and drawings.

KISS’s simple, strong, and in-

stantly recognizable logo is featured 

on the new guitar straps and picks. 

There are eleven straps and two sets 

of picks to choose from, which in-

clude images from their first album 

‘Kiss’, the critically acclaimed Destoy-

er album, and the classic Rock And 

Roll Over album.

Soundgarden also has a range 

of five straps & two sets of picks. 

Designs include the jagged cyclone 

from the two times platinum Badmotorfin-

ger album and simplified version of the King 

Animal album cover featured on the “Been 

Away Too Long” single.

Completing the quartet is The Doors. 

Synonymous with the band is their simple 

and bold geometric logo, with the reflec-

tive double ‘O’s and the tiny but essential 

psychedelic “The”. Its distinctive design is 

immediately familiar and makes the four 

guitar straps and two sets of picks in this se-

ries extremely noticeable. Also featured are 

many iconic images of the band members.

The polyester webbing straps, with dura-

ble heat transfer designs are 2” wide and ad-

justable from 39” to 58”.  The leather effect 

vinyl straps, with high resolution imagining, 

are 2.5” wide and adjustable from 44.5” to 

53”. The themed medium sized picks are 

manufactured using superior materials to enable fantastic 

sharp images to be produced. The picks are lightweight and 

come with just the right amount of flexibility to aid playing.

EHX Key9 Electric Piano 

Machine

The KEY9’s layout is 

straightforward and intuitive. 

A nine-position switch se-

lects the desired instrument. 

The Keys knob adjusts the 

volume of the preset while 

Dry controls the volume of 

the untreated instrument 

level at the Keys Output jack. 

This enables a player to mix 

the sound of their original 

instrument with the electric piano, etc. to create lush layers, 

or mute it entirely. CTRL1 and CTRL2 provide adjustment of 

key parameters that help define each instrument’s signature 

sound. Many presets include adjustable modulation such as 

tremolo, phaser, and chorus.

The new KEY9 Electric Piano Machine is available now, 

comes standard with an EHX 9.6-Volt/DC200mA AC adapter. 

List price: $293.73. 

perris.ca

ehx.com

ACCESSORIES
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ADJ Ricochet
The Ricochet is a brand new 20W hybrid LED scan-

ner/beam effect that utilizes precision stepper motors, 

dual mirrors and an array of color/pattern options to 

let users create pure lighting excitement in the form of 

beams, cones and wave-style effects. Affordable and 

compact too, it’s the ideal laser/beam effect for club 

and bar owners, mobile entertainers, event organiz-

ers, touring bands, roller rinks, and bowling alleys.

Combining a powerful 20W LumiEngin LED and a variable beam angle, the Rico-

chet is capable of both a single super-tight beam (at 4-degrees) and a wide, flat la-

ser-like effect (at 120-degrees). Thanks to the unit’s precision stepper motors and dual 

mirrors, these effects flicker and flit about rapidly to create an intense club-style atmo-

sphere, while 29 pattern macros allow users to project distinct patterns on the floor, 

walls, and ceiling. The Ricochet is also fitted with a color wheel that offers a choice of 

10 hues – including the options to split them for a varied dual-color effect – allowing 

users to generate beams and patterns in a range of eye-catching colors. The unit is 

lightweight, weighing 11 lbs., and compact, measuring 11.25 x 9.75x 9.75 in. 

Denon DJ MC4000 Controller
Featuring a sleek new design, all metal 

construction and inviting appearance, the 

MC4000 continues Denon DJ’s reputation 

for innovative features, dependability, un-

rivaled sound quality, and peerless value.

The all-new MC4000 is a 2-deck Sera-

to MIDI controller for the professional DJ, 

wrapping in-demand audio manipulation 

tools in a robust steel chassis. In addition to precision touch-activated jog wheels, 

performers get access to dedicated hot cue and sample pads for on-the-fly creativity. 

Long-throw 100mm pitch faders and an intuitive control layout deliver natural op-

eration when balancing complex set elements. Known for their emphasis on sound 

quality, Denon DJ includes a premium 24-bit audio output path for noticeably clearer 

mixes. Denon DJ’s highly regarded dual microphone inputs are complemented by a 

studio-grade echo effect, and “ducking” feature—effortlessly moving vocals to the 

top of the mix without riding faders. The MC4000 includes Serato DJ Intro and is na-

tively supported by Serato DJ,  Virtual DJ 8, and Algoriddim djay PRO. A Traktor Pro 2 

mapping is also available on the MC4000 product page. $399.99.

SLM Apollo Drums AP522
The Apollo AP522 5 Piece Drum Kit features Pop-

lar 6-ply construction, 10” and 12” mounted toms, a 

16” floor tom, 22” bass drum with foldable spurs, and 

a matching 5 x 14 wood snare drum.  The kits come 

with double-braced durable, black-coated hardware; 

a double-braced throne, chain drive bass drum pedal, 

14” hi-hats and a 15” crash/ride.  The AP522 comes in 

a variety of great finishes; black, red, and gun metal. 

adj.com

denondj.com

stlouismusic.com

DJ & LIGHTING

DRUMS/PERCUSSION



BUSINESS OPPORTUNITIES
 
 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-J 

Las Vegas, NV 89119   

erin@timelesscom.com.

 
 QUESTIONS?  

Call  702-479-1879

C L A S S I F I E D S

Are You Tired of Trying to Climb 

the Corporate Ladder?

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

www.TheDrumClip.com

ACCESSORIES

MERCHANDISE
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FOR SALE

WE BUY, SELL, TRADE,
and ship worldwide.

ONLINE APPRAISAL SERVICE
guitars.com/appraise

HELP WANTED

MERCHANDISE

Classifieds

REPAIR

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

ADD US!

MMR’s Musical Merchandise Professionals
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BUSINESS OPPORTUNITIES

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.

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.
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AirTurn, Inc. 67 airturn.com

Al Cass 67 alcassmouthpieces.com

Allparts Music Corp 71 allparts.com

Amati’s Fine Instruments 11 amatis.org

American Music & Sound 55 americanmusicandsound.com

Antigua Winds Inc. 10 antiguawinds.com

AudioSource 46 audiosource.net

Audix Corporation  C3 audixusa.com

Bourns Inc.  4, 32 bourns.com

Breezy Ridge Instruments 71 jpstrings.com

C.F. Martin & Co. Inc. 53 martinguitar.com

Chauvet C1 chauvetdj.com

D’Addario & Co. 21 daddario.com

DANSR, Inc. 42 dansr.com

Eastman Music Company 57 eastmanmusiccompany.com

Emerald Reed Co. 43 emeraldreed.com

EMG Inc. 29 emgpickups.com

Evets Corporation 3, 5 snarktuners.com

Gatchell Violins Company, Inc. 36 gatchellviolins.com

Grover Musical Products 24 grotro.com

Hal Leonard Corp. 7 halleonard.com

Harmon Mutes 63 harmonmutecompany.com

Henriksen, Inc. 45 henriksenamplifiers.com

Hunter Music Instrument Inc. 70 huntermusical.com

JodyJazz, Inc. 18 jodyjazz.com

Kala Brand Music Co. 37 kalabrand.com

Ken Smith Basses Ltd. 35 kensmithbasses.com

Kyser Musical Products Inc. 26 kysermusical.com

Legere Reeds Ltd. 19 legere.com

Levy’s Leathers Ltd. C2 levysleathers.com

Mutec Mutes 20 mutecmutes.com 

NAMM 38, 39 namm.org

National Music Education Co. 64 nemc-partners.com

NS Design 47 thinkns.com

Peace Musical Company 34 peace-drums.com

Pearl River 17 pearlriverusa.com

Radial Engineering 1 radialeng.com

Riversong Guitars 27 riversongguitars.com

Rovner Products 25 rovnerproducts.com

Sabian Ltd. 23 sabian.com

Sadowsky Guitars 33 sadowsky.com

Shubb Capos 25 shubb.com

SKB Corp. 15 skbcases.com

Sound Ideas Music LLC 8 venturasoundideas.com

TKL Products Corp. 12 tkl.com

Truetone C4 truetone.com

Vic Firth Company 13 vicfirth.com

W.D. Music Products Inc. 2 wdmusic.com

Willcox Guitars/Lighwave Systems 59 willcoxguitars.com

Zildjian 9 zildjian.com
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The Last Word

Pro Re-Imaginings as Two MI Icons Point 

Towards a Changing Future

By DanDaley

76 NOVEMBER 2015   •   mmrmagazine.com

T
he two most iconic brands in MI, Fender and Gib-

son, are in the process of remaking themselves. 

These aren’t cosmetic makeovers – the companies 

are making moves that will fundamentally alter what they 

are. They will also point towards the future of MI retail.

Servco Pacific, longtime majority investor in Fender, 

along with more recent equity partner TPG Growth, has 

been nudging the company into a more diverse digital 

future for some time. In 2011 they unveiled an automo-

tive sound system in 

conjunction with Volk-

swagen, built by Pana-

sonic but with a Fender 

twist that configures the 

eight-speaker system so 

as to put a virtual stage 

on the dashboard and 

create a “concert in a 

car” experience. That 

live-sound concept 

may get taken further 

by Ethan Kaplan, who 

recently came on board 

as Fender’s chief digital 

products officer. Kaplan, 

who had previously run 

Live Nation Labs, the 

hoped-for-but-failed 

digital innovation hub 

for the world’s largest 

concert promoter, also 

worked for Warner Mu-

sic Group and Grace-

note, a music-database 

company. As per an interview with Kaplan in TechCrunch, 

his immediate mandate seems to be to build a bridge 

from the company’s existing products into an online, 

software-based community. A digital tuning app under 

construction may also track a user’s genre preferences 

and intuit some future preferences and make song and 

product recommendations.

Kaplan’s presence suggests not only further leverag-

ing of the live-music trend that has remade the music 

industry, with concert and merch revenues struggling 

to replace the huge drop-off in recorded music sales, 

but other digital ventures down paths far from Strato-

caster-land.

As disruptive, and as digital in its own way, was Fend-

er’s decision late last year to begin selling directly to mu-

sicians through its website, a move that has considerably 

riled its foundational base of brick-and-mortar retailers, 

who were already looking over their shoulders at e-com-

merce sites such as Amazon and eBay. But in doing so, it 

looks like Fender is listening more attentively to retail ana-

lysts, who saw it as a strategy to connect more deeply and 

directly with its customers.

Gibson’s Buying Spree

Gibson has been getting deeper into pro audio and 

lifestyle verticals. In 2011 it bought the Stanton Group’s 

portfolio of KRK Systems, Cerwin-Vega, and Stanton DJ; 

since then, its acquired Onkyo, TEAC, Tascam, and Cake-

walk, and most recently the audio, video, multimedia, and 

accessories businesses of Philips. The TEAC investment 

(they actually own a controlling interest in what is, in 

Japan, a publicly traded company) adds more depth on 

the professional side than 

meets the eye: its range 

of products includes data 

recorders, medical devic-

es, video image recorders, 

disc publishing, in-flight 

entertainment systems 

on airlines, and a storage 

device business. 

The company entered 

the crowded consumer 

headphone market at the 

last CES, but with a twist: 

an emphasis on fitness 

and an endorsement deal 

with speedster Usain Bolt. 

An official name change 

last year, from Gibson 

Guitars to Gibson Brands, 

is confirmation of a stra-

tegic shift to a consumer 

orientation as well as an 

assertive perceptual sig-

nal of change. As the local 

newspaper in Nashville, 

Gibson’s HQ city, expressed it last August, the company 

“has emerged as a consumer electronics manufacturer 

first and foremost, and a guitar producer second.” A cred-

it opinion by Moody’s Investors Service indicates that 75 

percent of the company’s consolidated revenue is now 

derived from consumer electronics.

The guitars that have been both companies’ avatars – 

Gibson’s Les Paul and Fender’s Stratocaster and Telecaster 

– will continue to be at the center of their respective her-

aldries, but over time they may become as much a trope 

as a core product. Guitar sales overall, while trending 

slightly up in recent years, have trended downward over 

30 percent in the last decade, as per NAMM data, as mu-

sical tastes change and computers continue to become 

the platforms for more music creation and production. 

Both companies are doing what any intelligent corporate 

entity would do: diversifying across market verticals and 

product categories. No need to try to imagine a world 

without Fender or Gibson guitars, because plenty of peo-

ple will always want them. But probably not enough of 

them to sustain either company’s growth going forward. 

       “The guitars that have been  

  both companies’ avatars… 

will continue to be at the center 

of their respective heraldries, but 

over time they may become as 

much a trope as a core product.”
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Begins with Audix 

We are proud to have served the MI 

market for over 30 years and have built 

a state-of-the-art manufacturing facility 

where our products are designed, 

machined, assembled, and tested. We 

strive to bring you high performance, 

innovative products—the kind that keep 

customers coming back for more. 

A walk through Audix’s facility in 

Wilsonville, Oregon demonstrates a 

commitment to precision, quality, 

innovation and in-house manufacturing. 

Whether in the studio, on stage or in the 

corporate boardroom, Audix microphones 

perform beyond your expectations.

Audix is honored to be nominated for the Microphone Line of 

the Year Award. To vote for Audix please see the ballot inside 

this issue or go to http://mmrmagazine.com/dca-vote. 
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