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The new standard in high performance switching.

MULTISELECTOR 4X 

Four in, to one out. 

bidirectional switcher.

The MultiSelector PRO is a state of the art unidirectional 4-to-1 

instrument switcher incorporating innovative features sought 

after by touring professionals. The Multi Selector PRO allows  

selection of any 1 of 4 inputs to a single output. Each of the four 

inputs is electronically buffered with a 1 MegOhm input imped-

ance which emulates a proper amplifier load and prevents any 

degradation to the instrument’s tone. Signals pass through the 

MultiSelector PRO transparently, with no coloration and the 

digitally controlled optical switching is completely silent.  We’ve 

also included a Tuner output on the front and rear. All three non-

active inputs are routed to the tuner outputs so a guitar tech can 

tune any instrument in a non active channel without unplugging it.

41 2 43

The Multi Selector AMP is a state of the art unidirectional 1-to-4 

instrument amp switcher that silently switches one instrument to 

multiple amps, with complete isolation between amplifiers. The 

input is electronically buffered with a 1MegOhm input imped-

ance, which emulates a proper amplifier load and prevents any 

degradation to the instrument’s tone. The signal passes through 

the Multi Selector AMP transparently, with no coloration and the 

digitally controlled optical switching is completely silent. 

MULTISELECTOR AMP
1x4 Amplifier Switcher

41 2
3

PRO4XR Remote works with the MultiselectorPRO and 4X only.  MLTSELAMPR Remote works with the MultiselectorAMP only.

MULTISELECTOR REMOTE 
The optional MultiSelector Remote “stomp box” style 

footswitches contains four switches that remotely  

control the switching functions of the rack mount units 

using a regular 3-pin XLR microphone cable. A unique, 

proprietary communication protocol ensures reliable 

switching with mic cables up to 100 feet long.



D’Addario’s Eclipse Tuner is affordably priced and beautifully designed to boost 

excitement and sales. Featuring fast, accurate, chromatic tuning and pitch calibration 

through a sleek, full-color display, Eclipse makes tuning more appealing for players 

and more valuable for you.

TUNING HAS NEVER LOOKED THIS SHARP.
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F
or the past… well, certainly since I came on 

board at MMR in early 2002, nearly every 

issue has featured articles, surveys, or edito-

rials that have, in some way, touched upon the 

challenges and threats that online retail poses to 

brick and mortar MI dealers. Our November 2017 

issue takes that theme – not really even by de-

sign, truth be told – and runs with it to an extent 

that goes beyond “the norm,” however. 

Sure, we have published issues with cover 

stories specifically dedicated to exploring Inter-

net sales and how to react to and compete with 

them, and there have been detailed examina-

tions of how to comprehend and embrace (or 

combat) related phenomena – apps, social me-

dia, et cetera – but for online retail competition 

to “randomly” take center-stage, as it does this 

month, is a reminder (or at least anecdotal evi-

dence) that this is one of the most serious (very 

likely the most serious) tests that traditional MI 

retail models have ever needed to face and to 

overcome.

“Significant trends are the ease of simply pur-

chasing on the internet, sight-unseen, or tested 

and heard in person,” observes Greg Allen of Long 

Island Drum Center of Nyack (Nyack, New York) in 

this issue’s dealer survey – a sentiment that was 

shared by nearly every participant. 

Ronnie Dungan, discussing shifting trends 

and trials for musical instrument suppliers and 

retailers in his “MMR Global” department pos-

its: “Maybe the more serious issue is the ease at 

which it is possible to buy reasonably priced sec-

ond-hand guitars online, making the case for a 

brand new purchase a lot harder.” 

In this month’s Supplier Roundtable, Meinl’s 

Gabriel Harris observes that, “Online dealers can 

offer an entire catalog and sell to virtually any-

one.” 

Happily, November MMR also offers some 

hopeful outlook, as well.

In his first column for us, 

industry veteran and certi-

fied wealth strategist and 

succession planner, Jamie 

M. Blackman, asserts that, “brick and mortar mu-

sic retailers, who continue to innovate and create 

new services will successfully compete against 

the ‘box pushers.’ After all, Amazon can’t shake the 

hand of your customer, and ask them how their 

granddaughter is enjoying her piano lessons.”

Chad Lyon of Wells Fargo (page 12) also pro-

vides the outlines of a overall plan to not only 

survive, but to thrive, in this changing market: 

“By focusing on quality in-store customer ser-

vice, businesses are creating an advantage by 

embracing something online retailers can’t rep-

licate.”

I’m absolutely certain many (most? all?) 

have heard some variant on these broad stroke 

“solutions” and maybe some of you are – under-

standably, for many reasons – at this point a little 

cynical about the real-world application of such 

philosophies, or maybe they just seem a little too 

self-evident to prove meaningful (“Oh, really? 

Provide good customer service and everything 

will be fine? What a novel idea – thanks soooooo 

much…”). To those who fall into this category, I’ll 

refer you to some of the words of Menzie Pittman 

(again appearing in this issue) – himself a rather 

successful brick and mortar musical instrument 

retailer, by any metric: “The pessimist holds the 

belief that the outcome of any and all problems 

will only worsen… Where others see blocks and 

restrictions, the optimist sees opportunity… I’m 

betting on optimism.”

Me, too, Menzie – me, too.
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Sound Enhancement LLC, 

manufacturer of Morley and 

Ebtech brand products, has an-

nounced that it has terminated 

its relationship with Amazon.

CEO Joseph A. Turek released 

an official statement with re-

gards to the termination, which 

MMR received in early October:

“Dear Valued Customers,

Sound Enhancement LLC, 

producer of Morley and Ebtech 

pedal and audio products, has 

determined that business prac-

tices adopted by Amazon.com 

are compromising the compet-

itiveness of our brands. Conse-

quently, like others in the Music 

Industry, we are following suit 

and discontinuing sales to Am-

azon.com. While we believe the 

Amazon Marketplace is an ex-

cellent forum for our retailers to 

sell our products, this will only 

be successful with the strict ad-

herence to our MAP policy. Like 

Amazon, if our policy cannot be 

respected we reserve the right to 

discontinue sales to that viola-

tor. The value that our retail base 

brings to the consumer through 

superior customer service needs 

to be cherished and protected 

to keep our industry alive and 

vibrant.

Grab a Morley and Step On It

Joseph A. Turek, CEO.”

NAMM Musikmesse Russia (September 

14 - 17), the international musical exhibi-

tion, welcomed over 12,000 music indus-

try professionals and music lovers to the 

show’s thematic pavilions. 

Now in its sixth year, the show attracted 

Russian and international manufacturers 

and distributors of musical equipment and 

accessories, a wealth of thematic program-

ming and events, as well as over 12,000 vis-

itors to Moscow’s Sokolniki Center.

For the first time, the trade fair pre-

sented five pavilions dedicated to dif-

ferent product groups, including Guitar 

World pavilion dedicated to guitars and 

accessories; Drummers United presenting 

drums and percussion; DJ & Electro World 

featuring equipment for electronic and 

club music; Keyboards World showcasing 

keyboards, acoustic musical instruments 

and accessories.

 The new format of the exhibition, as 

organized by product category, was re-

ported to have been highly appreciated 

by participants and visitors. “We are glad 

about our decision to participate in the 

show with a separate pavilion,” said Es-

inori Sasaki, general manager of Yamaha 

Music. “At the beginning of a new season, 

it’s important for us to gather all our part-

ners to communicate about marketing 

and new products. As a one of the leading 

manufacturers, we feel our responsibility 

and choosing events, where we can sup-

port musical industry most effectively. 

Certainly, NAMM Musikmesse Russia is a 

very important event for us.”

Yegor Krundyshev, owner of Inspec-

tor Guitars, a Russian manufacturer, also 

reacted positively to the changes: “At the 

exhibition our guitars received the at-

tention of both dealers and professional 

musicians. The audience of visitors com-

pletely justifies our expectations - 90% 

of visitors are professionals [and] we got 

many prospective contacts. It’s great that 

this year the show is featuring a separate 

guitar pavilion - it’s really ‘hot’ here with 

all the concerts, master classes and gui-

tarists parties at the stands and on stage.”

More than 140 well-known brands 

were represented including Yamaha, Pio-

neer DJ, Pioneer Professional Audio, A & T 

Trade, Asia Music, BAM, Blastbeat Drum-

Shop, CONTENT MusicMag, Di-Sound, 

Inspector Guitars, LTM, Lutner Spb Inc., 

MAGMA MUSIC SA, MBOX – Organ Salon, 

MuzTorg, Piano Victory, Proaudio Sys-

tems, Yerasov Music Corp., and others.

NAMM Musikmesse Russian will return 

to Sokolniki Center on September 13-16, 

2018. For more information, visit https://

namm-musikmesse-russia.ru.messefrank-

furt.com/moscow/en/visitors/welcome.

html

Sound 

Enhancement

LLC Drops

Amazon

Osiamo recently announced that No-

bels has named Osiamo their exclusive 

distributor for the U.S.

Osiamo managing director Ed Matthi-

ack said, “The Nobel’s ODR-1 compliments 

our other pedal and effect lines. The rep-

utation and build of the Nobels pedals is 

well known to be of the highest quality.”

Nobels’ Bernhard Kurzke adds, “The 

Osiamo team has the qualities that we 

value in a partner. I’m looking forward to 

building our sales in the US with Ed and 

his team.”

Nobels Names Osiamo LLC Exclusive U.S. Distributor

NAMM Musikmesse Russia 2017

See NOBELS, page 8



Audix Performance Series Wireless

FREQUENCY FOUND™

Audix 60 Series wireless offers 64 MHz of tunable bandwidth,

true diversity receivers and an impressive operating range of 

450 feet at a price point that is unmatched in the market today. 

 

Choose R61 single channel or R62 dual channel systems, available in multiple configurations 

including handheld, lavalier, headworn and instrument microphones. Learn more at audixusa.com.

www.audixusa.com

503.682.6933

©2017 Audix Corporation All Rights Reserved.

Audix and all the Audix logos are

 trademarks of Audix Corporation.
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The incredible community of Reverb buyers have become a 

reliable resource of repeat business for us and there is no better 

place to sell gear or interact with that customer base online. 
Simply put, Reverb is our #1 go-to for selling used gear at 

top dollar with exceptional results. 

Reverb has become our fastest growing sales 

channel for both new and used guitars, basses, 

amps, and effects.  “
R

Brian Douglas
Co-Owner, Cream City Music

Reverb.com/creamcitymusic

D’Addario Honors Baltimore Symphony 
Orchestra, Metropolitan Youth Symphony, 
and Others at Music Retailer Events

The D’Addario Foundation, a 501(c)3 

nonprofit grant-maker that supports 

transformative music education organi-

zations, held three grant presentation 

events in October.

Hosted by Ted Brown Music (Tacoma, 

Washington), Beacock Music (Vancou-

ver, Washington), and Menchey Music 

(Timonium, Maryland), deserving not-

for-profits including Seattle JazzED, Met-

ropolitan Youth Symphony, Baltimore 

Symphony Orchestra, and more were 

given awards by storeowners and D’Add-

ario & Co. sales managers on behalf of 

the D’Addario Foundation.

In total, $46,000 in grants were for-

mally handed out at check presentations 

so far this year. Moreover, The D’Addario 

Foundation has awarded over $517,000 

in year-to-date monetary and product 

donations to 242 music education not-

for-profits in 40 states and six countries 

outside of the U.S.

D’Addario Brouder also shares a 

personal thanks to store owners Whit-

ney Grisaffi, Gayle Beacock, and Joel 

Menchey and their teams who hosted 

the grant presentation events: “Thanks 

to everyone at Ted Brown, Beacock, and 

Menchey Music. Each has a deep his-

tory of supporting music education in 

their local communities, and we are very 

proud to partner with these industry 

veterans that are committed to a similar 

mission.”

Coming up on November 14th in 

partnership with Nick Rail Music, The 

D’Addario Foundation will hold another 

grant presentation event recognizing 

not-for-profits in southern California at 

the D’Addario & Co. Woodwinds Facility 

in Sun Valley, California.

Nobels
From page 6

Currently, the Nobels line is centered 

on its well-known ODR-1 overdrive pedal. 

The ODR-1 has been available for over 30 

years and has earned a good reputation in 

many musical circles, including the Nash-

ville studio scene. The ODR-1 features a 

Drive and a Level control, and a propri-

etary Spectrum control that optimizes the 

midrange frequency for clarity and full 

dynamic range.

All Nobels pedals feature a solid metal 

chassis and Nobels Remote Control Jack 

switching system. Nobels pedals are en-

gineered in German and manufactured in 

China.
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Phil Carnivale - D’Addario sales manager; Laurie de Koch - 

executive director, Seattle JazzED



We take pride in our diverse line of ukulele here at Kala. The woods we choose are not only 

beautiful, but they help to create the perfect tone. From Ziricote to Exotic Mahogany, every 

aspect is meticulously designed to look, feel, and sound amazing.

Kala. The standard of ukulele.

kalabrand.com

Ukulele Defined.

Exotic Mahogany
Concert (KA-CEM)

Pacifi c Walnut
Concert (KA-PWC)

Striped Ebony
Concert (KA-EBY-C)

Ziricote
Concert (KA-ZCT-C)

Striped Ebony
Tenor (KA-EBY-T)



Yamaha Drums assembled nearly two-dozen world-re-

nowned drummers on September 30 

for some live music, a celebration of the 

company’s  innovation and success over 

the last 50 years, and an exploration of 

the company’s plans for the future.

More than 400 people gathered at 

the Musicians Institute in Hollywood for 

the event, which began with an inter-

active exhibit of both current and lega-

cy Yamaha drum sets and gear as they 

evolved over the decades, including the 

company’s very first drum set released 

in 1967. Attendees, including students, 

dealers, professional drummers, hobby-

ists, media and others, had the opportu-

nity to test-drive all of the gear on dis-

play as they mingled with professionals 

from the Yamaha Drum Artist roster. Drum designers were 

on hand offering technical and historical perspective on the 

company’s evolution into the trailblazing drum manufactur-

er Yamaha is today.

The hands-on presentation was followed by exciting 

stage performances by the three Artist headliners of the 

day: Larnell Lewis (Snarky Puppy), Dave 

Weckl (solo artist and session legend) 

and Tommy Aldridge (Whitesnake, Ozzy 

Osbourne); all three Artists put on a 

spectacular show. The Yamaha team 

took time out from the festivities to 

honor two more artists, Bill Gibson and 

Rick Marotta, with special appreciation 

awards.

The evening ended with remarks by 

Yamaha Drums marketing manager Ste-

ven Fisher, who said, “50 years of mak-

ing high-quality hand-crafted drums is 

a major milestone in Yamaha’s history, 

and it’s a pleasure to be celebrating it 

with our customers, artists, and Yama-

ha colleagues. What we’re really excited 

about, however, is the next 50 years. Yamaha has the resourc-

es, knowhow and innovative spirit to take drums and drum-

ming to the next level for the next generation of drummers. 

You’ll see the next sign of that spirit this fall with a brand-

new product every drummer will want, so stay tuned.”
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TURN OVER

A NEW LEAF. 

 MAPLE. 

www.kysermusical.com

Guaranteed for life.

Yamaha Drums Celebrates 50th Anniversary in Hollywood
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Schauspielhaus, Düsseldorf | Landestheater Eisenach, Eisenach | Theater Erfurt, Erfurt | Konservatorium 

von Hassel, Flandern | Nieder-

deutsche Bühne Flensburg, Flensburg | Hochschule für Musik 

Freiburg, Freiburg | Stadthalle Gifhorn, Gifhorn | Conservatoire 

Gravelines, Gravelines | Konser- vatorium Georg Friedrich Händel, 

Halle | Universität Kassel, Kassel | Hochschule Rhein-Waal, Kleve| The-
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S c h a u s p i e l h a u s 
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Marseille | MBS Studio Mel- bourne, Melbourne | Monash Univer-

sity, Melbourne | National Trust of Australia, Melbourne | Australian 

Catholic University, Melbourne | 

Konservatorium Metz, Metz | Ro-

xie Studio, Miami  | Conservatorio di Monopoli, Monopoli | Bolshoi-

Theater, Moskau | Namsos Kultur- huset, Namsos | Conservatoire de 

Nantes, Nantes | Landesmusik- akademie Rheinland-Pfalz, Neuwied 

| German School of New York, New York | Mercury Records, New 

York | Motown Records, New York | Mousse Music, New York | Institut für Musik der Hochschule 

Osnabrück, Osnabrück | Universität Osnabrück, Osnabrück | Conservatoire national supérieur de 

musique et de danse de Paris, Paris | Disneyland Resort Paris, Paris | Institut Universitaire 

de Formation des Mâitre, Paris | Conservatorio di Musica, Perugia | Arizona State Univer-

sity, Phoenix | Theater Regensburg, Regensburg | Conservatoire de Rennes, Rennes  | Schloss Rundale, Riga | Florida West Coast Symphony, Sara-

sota | Konservatorium Schwerin, Schwerin | Mecklenburgi- sches Staatstheater, Schwerin | Changi 

Airport, Singapore | Kulturpalast „Bumashik“ Solikamsk, Solikamsk | Dein Theater Stuttgart, 

Stuttgart | Conservatorio Di Musica Di Stato, Trapani | Stadthalle Tuttlingen, Tutt-

lingen | Universität Vechta, Vechta  | Conservatorio di Verona, Verona | Theater 

im Gewölbe, Weimar | Thüringer Tanz-Akademie, Weimar | Hochschule für Musik 

„Franz Liszt“, Wesel  | Kleine Sinfonie, We-

sel | Kreismuseum Wewelsburg, Wewelsburg | Landesmusikakademie Niedersachsen, Wolfenbüttel | Tanzthe-

ater Pina Bausch, Wuppertal | Robert Schumann Konservatorium, Zwickau

Oper Leipzig, Leipzig

 Conservatoire Royal de Bruxelles, Bruxelles

 Hochschule für Musik & Theater, Hannover 

Toronto Symphonic Orchestra, Toronto

Tianjin Conservatory of Music, Beijing 

Conservatoire de Strasbourg, Strasbourg

 Boston Ballet, Boston

University of York, York

Kings College, Cambridge

Guildhall School of Music, London

Conservatoire de Paris, Paris

Opéra de Marseille, Marseille

English National Ballet, London

InstItutIons

There are many good reasons why Schimmel inst-

ruments have been the best-selling German pianos 

for decades: For example, there are numerous inno-

vations which provide pianists playing the smaller 

Schimmel grand pianos with the touch and sound 

characteristics of a full-size concert grand piano. 

Other reasons for their popularity are Schimmel’s 

status as the German piano maker with the most 

awards from the musical press as well as the timeless 

design of their award-winning cabinetry. Above all, 

however, is the passion to create flexible, musically 

inspiring instruments which are built to last. Schim-

mel pianos are created to support and respond to the 

pianist’s  demands to make uniquely beautiful and  

inspirational music.  www.schimmel-piano.de
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Since the music industry is still recovering from the recession, Wells Fargo Distribution Fi-

nance (CDF) understands the unique challenges facing music retailers. Common disruptors 

include low-cost imports, shifts in consumer purchasing behaviors, the inception of electronic 

instruments, direct-to-consumer sales, and – the biggest challenge – growth in online sales. 

According to Bloomberg, traditional brick and mortar stores are closing doors at a record 

pace due to the rise of online retailers. Consumers are relying on sites such as eBay and Amazon 

for many purchases, including musical instruments, causing lower sales and shrinking margins 

for MI retailers. 

To combat the challenges, dealers need to focus on providing customers with the right 

product, a competitive price, and an outstanding in-person buying experience. 

First, take stock of your business’ operations by answering the following questions: 

• Are you losing customers because you don’t have right items in stock? 

• Are you paying for products before they are sold? 

• Is your cash flow inconsistent and unpredictable due to seasonal sales? 

• Are inventory payment terms not matching inventory turns? 

If you answered “yes” to any of the above questions, you may be at a disadvantage. 

Right Product in Stock 

Today’s diverse retail landscape has created a culture of instant gratification. Over the years, 

the balance of power has shifted in favor of the consumer as a result of market globalization, 

comparison shopping, and price wars. To address this, dealers need to meet customer expecta-

tions on price, quality, availability, and selection.

Stocking the wrong products or not having the right ones available can result in fewer sales, 

diminished loyalty, tarnished brand perception, and customer attrition. This commonly occurs 

when a business does not have access to cash in order to replenish inventory. In this instance, 

inventory financing can be a great option to improve cash flow and help restock shelves. 

Competitive Pricing 

Cashflow is a key factor in determining a company’s long-term. For example, Wells Fargo 

CDF’s activity ratio calculator allows you to track and optimize cashflow trends by simply en-

tering a few of your businesses’ annual data points. Ideally, a business should aim to reduce 

inventory levels and payment terms, and accelerate collection times. 

You can further strengthen your operational performance by reducing your business’ reli-

ance on debt or other external forms of financing. To start that process, analyze your business’ 

ability to convert inventory and account receivables into cash. CDF has developed a GMROII 

calculator to determine the success of each of your product lines. 

Customer Experience

Online sellers continue to make the shopping experience more convenient – making it 

harder for brick and mortar dealers to attract customers. Customers who visit a shop in person 

want to physically see, feel, and “test-drive” the product before buying the same product online 

at a lower price. Providing a great in-store experience is critical to combatting this growing 

trend. By focusing on quality in-store customer service, businesses are creating an advantage 

by embracing something online retailers can’t replicate. 

When a customer interacts with knowledgeable, informed, and seemingly trustworthy team 

members in store, the price often becomes significantly less relevant. Customers who have a 

positive in-store experience are also more likely to return. 

While the music industry is facing challenges, working with industry resources, like Wells 

Fargo CDF, can help retailers stay ahead of the competition. In addition to inventory financing 

CDFconnect, a program for CDF customers, delivers learning opportunities and best practices 

sharing to help businesses grow. 

Facing the Music Doesn’t Need to 
be Such a Challenge for Dealers 
How MI Retailers Can Stay Competitive  

in an Increasingly Online World 
By Chad Lyon, managing director, Wells Fargo Commercial Distribution Finance



Honored to Receive Three MMR Dealers’ Choice Nominations.

Please vote for your favorites at: mmrmagazine.com/dca/vote

 

kawaius.com



14 NOVEMBER 2017   •   mmrmagazine.com

Supplier Scene

Genelec has debuted a new 

YouTube portal called “Genelec 

USA Learning Channel,” which 

will be updated frequently with 

new content, featuring everything 

from production tips and tricks to 

interviews with industry pros.

Genelec Inc. territory managers 

Paul Stewart and John Whitcore 

will serve as the hosts for this new 

information channel.

Visitors who subscribe to the 

channel before November 30, 

2017, and share their subscrip-

tion publicly on social media, will 

be entered to win a pair of limit-

ed-edition red Genelec 8030 Stu-

dio Monitors. The drawing is open 

to U.S. residents only.    

“Paul and I have been working 

hard to plan out the content that 

users have been asking for, and 

stuff that we would like to see 

personally,” said Whitcore. “Some-

times we have the answers to our 

users’ pressing questions, whether 

it’s troubleshooting in the studio 

or just the basics of monitoring, 

and sometimes we bring in an out-

side expert to illuminate the issue. 

And we keep it fun, because we 

know sometimes these topics can 

be too dry or technical for some 

visitors’ tastes. We have a real pas-

sion for this content, and we hope 

that shines through. See you on 

the channel!”  

Genelec 
Launches New 
YouTube Portal

Supplier 
Scene

Yamaha Adds Szekely, Block, and 
Sabatino to Artist Family

Yamaha Artist Services has announced 

that cellists Jacob Szekely and Mike Block 

and bassist Charley Sabatino have been 

welcomed to the Yamaha Artist family. 

All three musicians currently use Yamaha 

electric string instruments.

Both Szekely and Block play the Yama-

ha SVC-210sk Silent Cello, while Sabatino 

performs on the SLB-200LTD Limited Edi-

tion Silent Bass.

“It’s the closest thing to an upright 

bass in sound and feel, it’s just wonderful,” 

said Sabatino of the SLB-200LTD.

“It feels like an acoustic instrument, 

which is really the exciting thing. Even 

when a cellist is playing electric music, 

we’re still often evoking the acoustic 

sound of a cello,” Block said of the SVC-

210sk.

“Yamaha has done its homework,” 

Szekely added. “They’ve created an in-

strument that a classically-trained musi-

cian—which is what 98 percent of string 

players are—can sit down and just feel 

comfortable with, instantly. No company 

in the world supports their artists like Ya-

maha. I don’t think that’s controversial or 

debatable.”

All three musicians are involved with 

music education; Szekely runs String 

Project Los Angeles, a school dedicated 

to creative string playing, Block is a pro-

fessor at Berklee College of Music and 

runs The Mike Block String Camp, and 

Sabatino has been teaching bass for over 

30 years. Because of this, all three artists 

can recognize and appreciate the dedica-

tion to music education that Yamaha has 

shown.

“Yamaha is actively involved on the 

ground level of promoting music edu-

cation in its many forms,” Block said. “I’m 

grateful for this opportunity to collabo-

rate with them.”

“It would be hard for me to understate 

their commitment to music education,” 

Szekely added. “I have a unique perspec-

tive, because I’m not only an artist and a 

teacher, but I’m also a school owner. Yama-

ha is unlike any other company on earth.”

Looking forward, Szekely will be pro-

moting and playing at the 6th annual L.A. 

Creative String Festival and recording a 

new album with his trio. Block will be re-

cording a new solo album that’s due out 

in 2018, and Sabatino will be appearing at 

the Uncool Festival in Switzerland and the 

Stockholm Jazz Festival with his free-im-

provised jazz group, The Velocity Duo.

Music & Arts has announced a new 

store location at the Rice Creek Village 

Shopping Center in South Carolina.

Located at 4611 Hard Scrabble Road 

in Columbia, the new location expands 

Music & Arts’ lesson space and service 

capabilities to better serve the residents 

of Columbia and the surrounding towns 

of Forest Acres, Cayce, Springdale, Den-

ny Terrace, Oak Grove, and Pine Ridge. 

The store also serves school music pro-

grams throughout Richland, Lexing-

ton, Kershaw, and Fairfield counties.  

“Since day one, services such as rentals, 

repairs and lessons have been an import-

ant part of our retail experience,” said Mu-

sic & Arts president Steve Zapf. “Sixty five 

years ago our company founder, Benja-

min O’Brien, opened the first Music & Arts 

in a small house in Bethesda, Maryland; 

today, we are proud to serve communities 

across the entire U.S. with his same level 

of dedication to students, parents, and 

music educators.” 

“We thank the Columbia community 

for their warm welcome, and are excit-

ed to continue to offer the best in music 

education, resources, rentals, lessons and 

repairs,” added Mike Ditonto, director of 

sales for the Southeast.  

Music & Arts Announces New Location 

in South Carolina
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Key Digital has announced the appoint-

ment of Stampede to serve as a worldwide 

distribution partner for the company’s 

Compass Control Professional control sys-

tem, EnterpriseAV HDMI over IP platform, 

and related lines of video switchers, ex-

tenders, cables, amplifiers, boosters, pro-

cessors, scalers, and interface adapters.

“Key Digital develops and manufac-

tures high quality, cutting-edge hardware 

and software technology solutions for vir-

tually all applications where high-end vid-

eo and control are important,” Key Digital 

vice president of sales Dan O’Donnell said. 

“Our new partnership with Stampede is 

going to help us bring the benefits of our 

solutions to more resellers in more vertical 

markets around the world than ever be-

fore. The combination of our products and 

Stampede’s sales force is going to result in 

a winning team that brings new perfor-

mance, reliability and value to end-users in 

every vertical market.”

Stampede president & COO Kevin Kelly 

explained that the addition of Key Digital 

to its partner portfolio will open up new 

business opportunities for its network of 

almost 17,500 resellers.

“Key Digital not only manufactures an 

award-winning line of digital video pro-

cessing and video signal distribution solu-

tions, it is the creator of the industry’s first 

fully integrated control system built from 

the ground up to run flawlessly on both 

the iOS and Android platforms,” Kelly said. 

“Compass Control Professional offers cus-

tomers an amazing degree of flexibility 

that can be utilized in the wide variety of 

installations. We are proud to represent 

this line to our customers.”

Kelly stated that Stampede’s initial fo-

cus will be on the North American and Eu-

ropean markets with a graduated expan-

sion to other geographic regions over the 

first part of 2018.

Key Digital Appoints Stampede as Worldwide Distribution Partner

C ó r d o b a 

has launched 

a new inter-

active web-

site that al-

lows visitors to use a new internal product 

portal and streamlined menu of guitars 

and ukuleles.

With an improved product filtering sys-

tem, finding an instrument online is now 

much easier, and users can see Córdoba 

artists, register instruments, connect on 

social media, watch a tutorial on how to 

get started, or purchase accessories and 

apparel.

The new website corresponds with the 

launch of the Disney•Pixar Coco x Cór-

doba Collection, which will be available 

exclusively through Guitar Center, Mu-

sician’s Friend and Music & Arts through 

November. Worldwide distribution opens 

in December.

“The differences between our models 

are hard for the untrained eye to see, so 

foolproof navigation and an amazing user 

experience was our top priority,” said Nao-

mi Con, Córdoba’s marketing director. 

Córdoba Launches 
New Website
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Firestone’s Battle of the Bands is back for 2017, this year featur-

ing Orange Amplification’s Wolf Alice bassist Theo Ellis. 

This competition will give unsigned artists from across the UK 

the chance to make their big break and win various devices from 

Orange Amplification. 

More than £2,000  worth of Orange Amplification equipment will 

be up for grabs for the winning band, as well as studio time worth 

around £1,500 and support towards the creation of an EP album.  

 Orange Amplification, returning partner Professional Music Tech-

nology (PMT), and Firestone will also be judging the entries and 

selecting eight acts for the shortlist after October 22.  From there, 

the public will choose three finalists from November 13 to 23.   

“This will be our third Battle of the Bands competition and 

we are looking forward to it being our biggest and best yet,” 

said Stuart Attfield, Firestone’s brand manager. “Music is in-

grained in our DNA and dates back to our Voice of Firestone ra-

dio show in America many years ago. We are passionate about 

giving talented bands a journey to the main stage, which is 

why Battle of the Bands is such a vital competition for us.” 

“We wanted to build on two really successful years and engage 

with even more ‘grassroots’ musicians than previously. Our new 

‘Be Heard’ strapline is particularly fitting as we think that every sin-

gle artist should 

get the chance 

to have their 

own sound am-

plified to a big 

audience. Bat-

tle of the Bands 

will make sure 

that this will be 

the case for so 

many acts,” he 

added. “Both 

Theo [Ellis] and Orange Amplification will supplement 

the existing partnerships we have with Professional Mu-

sic Technology and Arena Birmingham, so we really hope 

this year’s event will be more memorable than ever.”  

“With small gig venues closing and bedroom music become in-

creasingly accessible, Firestone’s Battle of the Bands is a cool op-

portunity for musicians to make and put their music out there to 

be physically heard,” Ellis said. “Music fans get to hear fresh new 

bands, that discovery is exciting for everyone involved in music 

and it’s great it’s being promoted here.” 

Orange Amplification Partners with Firestone’s Battle of the Bands

Peavey Electronics 

has renewed its cor-

porate sponsorship 

of this year’s Park 

Jams Series Florida.

This year’s season of the Tampa-based 

event celebrates hip hop’s positive influ-

ence on urban youth and supports young 

artists in a resilient community, and has 

been dubbed “The Mixtape Era” to com-

memorate the 44th anniversary of the 

birth of hip hop.

The series uses Peavey’s DJ equipment, 

such as the FX mixers, QW enclosures, 

Crest amplifiers, and PVXp-DSP powered 

loudspeakers. All of these devices help to 

power the series and bring together mu-

sicians of all ages.

The series takes places on four Sat-

urdays over the course of four months, 

showcasing a new DJ’s display of mixing 

and scratching every month.  All of the 

events are family-friendly and free.

Crazy DJ Bazarro, DJ Izzy Does It, and 

DJ Terra already performed on September 

23 for the kickoff show of 2017.

Future events include performances 

on November 18 (DJ Eddie B Swift, DJ Im-

mortal, DJ Spaceship at Perry Harvey Sr. 

Park) and December 16 (Tampa Legends 

Weekend at to-be-announced location).

Peavey Electronics 
Sponsors Park Jams 
Series Florida

At this year’s American Country Music Honors on September 15, the live show 

used 20 channels of Shure Axient Digital wireless as the default microphone sys-

tem. 

J.D. DuCrest, RF coordinator, brought in six Shure PSM 1000 and two PSM 900 

in-ear systems for the headliners and house band. 

“Bringing in both Axient Digital and PSM in-ears as a package was clearly the 

best option,” noted DuCrest. “The sound quality is just outstanding, and the RF per-

formance is the best I’ve ever 

encountered. Plus, it allowed 

me to coordinate the entire pro-

duction using Shure Wireless 

Workbench software. Working 

with so many amazing artists 

on the Ryman stage, this show 

demanded the best, and Axient 

Digital delivered.”

“This was my first experi-

ence with Axient Digital at the 

Ryman, and my first impression 

was simple: It sounded like copper,” said front of house engineer Les Banks. “The 

sound quality was superb and the RF signal was rock solid. In other words, there 

was really nothing to notice sonically – and that’s a good thing.” 

Four channels of Shure UHF-R systems were also deployed for the two podium 

systems, with one UR1 bodypack and UR1M micro-pack on each.

“The annual ACM Honors is a fantastic event, so I was very pleased to hear that 

J.D. DuCrest had requested Axient Digital systems for this show,” said Ryan Smith, 

Shure’s Nashville artist relations manager. “The performers enjoyed the benefit of 

clean digital audio, plus the crew at the Ryman was able to experience it for the first 

time. It was a great night for everyone involved.” 

American Country Music 
Honors Uses Shure Fixtures
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by Ronnie  
Dungan

Venture capital group Transom 

Capital has acquired all brands 

from Loud Technologies, includ-

ing Mackie, Ampeg, EAW, and 

Martin Audio. 

The new company will be 

called Loud Audio and be led 

by the existing management 

of Loud Technologies to ensure 

continuity with product devel-

opment, distribution, and supply 

chain.

“This transaction presents a 

great opportunity to work with 

the Loud team to achieve the next 

stage of growth for these iconic 

brands,” said Ty Schultz, manag-

ing partner of Transom Capital. 

“These brands are positioned well 

with major retailers, installers and 

production companies and bring 

with them an outstanding legacy 

of innovation and category-de-

fining product introductions. We 

have been working closely with 

LOUD’s leadership to ensure con-

tinuity of the supply chain, chan-

nel relationships and Loud’s em-

ployee base.” We look forward to 

realizing the compelling growth 

opportunities for these brands 

both in the retail and professional 

audio spaces.”

“This transaction is the first 

step in a broader strategic plan 

to enable and grow each of our 

iconic brands. Our brand and 

product strategies are greatly 

enhanced going forward as each 

will be working from a vastly im-

proved financial structure and 

with access to growth capital,” 

said LOUD CEO Mark Graham. 

Transom is a Los Ange-

les-based private equity firm 

with an operational focus on 

private equity investing in the 

lower-middle-market. It invests 

in businesses across multiple in-

dustries.

VC Group Buys 
Loud Technologies
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Despite the company’s post-an-

nouncement attempts at accentuating 

the positives, it’s hard to see Gibson’s de-

cision to downsize its Memphis manufac-

turing as an encouraging sign for the MI 

market in the U.S. and elsewhere. 

Critics, who seem to love any opportu-

nity to take a pop at Gibson and, indeed, 

Fender, will no doubt suggest that it is a 

case of chickens coming home to roost for 

selling what they deem to be overpriced, 

over-marketed products that are trading 

off past glories. Although, trading off past 

glories is the raison d’etre of the entire MI 

industry, surely? At least, it certainly is in 

the guitar market.

But, whatever your feelings about Gib-

son and/or Fender, when market leaders 

are having a tough time, it’s rarely a good 

omen for the market as a whole. There’s 

no need to also mention Guitar Center’s 

continued travails. (oops. Just did).

Possibly Gibson’s decision hints at the 

cold hard truth that most in the market 

know, if not through sales data then by 

at least by instinct, that guitars just ain’t 

where it’s at for the youth right now. And 

maybe they never will be again. Then again 

– vinyl records came back in a big way.

I’m not sure that I subscribe to the argu-

ment that there are no guitar heroes any-

more, not in the sense of being artists that 

inspire kids to get strumming. They may 

not have poodle perms and legs akimbo, 

but the likes of Ed Sheeran, Taylor Swift, 

et cetera still create that spark. You’re just 

too old to recognize it anymore. 

Here in the UK they are showing re-

runs of 1980s “Top of the Pops,” which 

was the most important mainstream mu-

sic chart television show of its time, run-

ning for more than 40 years. Watching it, 

it’s clear that guitar heroes didn’t occupy 

much of the mainstream even then. For 

every Johnny Marr there were 20 Howard 

Joneses. Imagine that. 

Maybe, the more serious issue is the 

ease at which it is possible to buy reason-

ably priced second-hand guitars online, 

making the case for a brand new pur-

chase a lot harder. 

Whatever the reason, it is clear that 

difficult decisions are starting to be made 

in the market and we should probably ex-

pect a few more. 

Difficult Decisions to be Made
MMR GLOBAL

Musikmesse is putting its audio, DJ and 

recording segment at the forefront of next 

year’s show with a new and central presen-

tation platform.

From 2018, exhibitors who used to be 

spread over several halls at the two fairs 

will make their presentations together in 

Hall 4.1. The advantages include shorter 

walking distances for visitors and “opti-

mum target-group reachability” for exhib-

itors. Hall 4.1 will be a component part of 

both Musikmesse and Prolight + Sound 

and, therefore, integrated into the visitor 

marketing and information services of 

both events, from the exhibitor search en-

gine to apps and the official catalogue.

“The synergies generated by Musik-

messe and Prolight + Sound are a deci-

sive factor behind the success of the two 

events. Bringing together the various parts 

of the audio, DJ and recording product 

segment in Hall 4.1 will reinforce these 

positive effects”, said Michael Biwer, group 

show director of the ‘Entertainment, Me-

dia & Creative Industries’ Business Unit of 

Messe Frankfurt. “The new concept for Hall 

4.1 is the result of numerous discussions 

with compa-

nies from the 

sector.” 

Hall 4.1 is 

in the heart of 

Frankfurt Fair 

and Exhibition 

Centre. The focus of the hall will be on 

products of interest to both professional 

users from the event and media technol-

ogy segment and musicians, music pro-

ducers and musical-instrument retailers. 

Products include microphones, effects and 

signal processors, cables, mixing desks, 

control units, monitoring tools, produc-

tion tools and recording hardware and 

software. As in the past, visitors will find 

products for (live) PA systems and fixed in-

stallations in Hall 3.1.

Also part of Hall 4.1 is the ‘Silent Stage’ 

area, which was launched in 2017 and 

presents a stage concept for clean sound 

and effective monitoring, as well as the 

Sound & Recording Lounge, which offers 

lectures on mixing, micing and produc-

tion. Other events in cooperation with the 

exhibitors are in planning.

Musikmesse Increases DJ/Audio Focus
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Yamaha has become the exclusive dis-

tributor of EarthQuaker Devices effects 

pedals in Japan.

EarthQuaker started in 2004 in Akron, 

Ohio, by musician and entrepreneur Jamie 

Stillman. Since then, EarthQuaker Devices 

pedals have been used by artists such as 

Queens of the Stone Age, Boris, the Mars 

Volta, Mono, CHON, Asai Kenichi, and the 

Black Keys. Each effects pedal is built by 

hand at EarthQuaker Devices’ workshop 

in Akron by a team of passionate artists 

and musicians.

 “EarthQuaker Devices is honored to 

work beside Yamaha Music Japan Co., 

Ltd, and to 

play a part 

in the com-

pany’s 129 

year history,” 

said the firm. 

“We are ex-

cited to deliver innovative and creative 

effects pedals which live up to Yamaha’s 

philosophy of ’Kandō,’ and it is our hope 

to supply musicians with effects pedals 

of supreme audio quality, build quality, 

physical appearance, and performance. 

Yamaha Music Japan is Japan’s leading 

importer of musical equipment, with 

many decades of experience distributing 

Marshall Amplification, Zildjian, and Nord. 

EarthQuaker Devices is thrilled to join 

these legendary brands as we begin our 

partnership with Yamaha Music Japan 

Co., Ltd.”

 In celebration of the new partnership, 

Earthquaker held an effects pedal clinic at 

Galaxy Gingakei with talks and product 

demonstrations by EarthQuaker Devices 

President Jamie Stillman, Deltron 3030 

guitarist Taka Tozawa, and EYE multi-in-

strumentalist Lisa Bella Donna. The event 

was free and open to the public.

EarthQuaker 
Signs Japanese
Yamaha Exclusive

JHS has appointed Better Music/Pro Audio Supplies as dis-

tributor of its Vintage guitar and Odyssey Brasswind brands in 

Australia.

 JHS export sales manager Adam Butterworth said: “Better 

Music/Pro Audio Supplies Group have an excellent portfolio of 

products that Vintage and Odyssey will compliment perfectly. 

Their attention to detail and customer focus make them exactly 

the type of partner we want to serve our Australian dealers.” 

Better Music/Pro Audio Supplies managing director, Ivan Ste-

fanchuk, added: “The JHS team embody all the qualities we value 

in a partner.”

Australian dealers should contact Steve Gray at Better Music for 

more information: steve@bettermusic.com.au

JHS Appoints new Aussie Distributor
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TC Electronic’s former head of development, Morten 

Lave, has been become the latest to join the Danish guitar 

pedal company Lunastone.

He will be the third ex-TC em-

ployee to become part of Lunas-

tone, alongside former TC execs 

Allan Strand and Jesper Dalum.

Lave has served as head of de-

velopment on the digital side of 

TC Electronic and also took lead 

on establishing TC Applied Tech-

nologies in Canada, leading the 

company as its CEO from 2003 to 

2015. His new role at Lunastone 

will be to head the digital side of development, taking the 

company that until now has focused on analog overdrive 

circuits to new territories.

“It is a great pleasure for me to rejoin with former col-

leagues once again at Lunastone,” said Lave.

“We managed to achieve many great things in the past 

and I am confident that we can continue doing exactly 

that in the future with a new line of digital pedals under 

the Lunastone brand.

“In fact, I see it as a perfect opportunity to combine 

Steen Grøntved’s brilliant analog design skills with my 

knowledge within digital audio. Further, zooming out, I 

see the core people at Lunastone – Steen Grøntved and 

my former colleagues Allan and Jesper – as something of 

a dream team that I am very excited to be joining.”

“Having Morten join us will be a game-changer,” add-

ed Allan Strand, Lunastone CEO. “No question, we have 

had greater success with our TrueOverDrive cascad-

ed-gain-stage concept than we ever dared dream of, but 

obviously there is also a whole other world to take on in 

the digital domain and I couldn’t possibly think of any-

one better suited to help us succeed there as well than 

Morten.”

Lunastone founder and head of Engineering, Steen 

Grøntved, is also looking forward to the new collaboration 

and reinforcement of the team: “Getting to collaborate 

with Morten is a great opportunity to develop the product 

line and expand into the digital realm. I have lots of ideas 

on how to unite analog and digital circuits in musical ways 

to get the best from both worlds. And with Morten’s ex-

pertise in digital signal processing and years of experience 

from TC Electronic, I am sure we are going to make great 

pedals, digital as well as analog, moving forward.”

Lave will also become part of the ownership of Lunas-

tone, investing in the company as part of the future part-

nership.

Another TC 

Executive Joins 

Lunastone Team

Bendy keyboard firm ROLI has launched a 

new model of its Lightpad Block and a series of 

upgrades to its Noise app.

Roland Lamb, founder and CEO of ROLI and 

inventor of the Blocks system, said: “In the last 

10 months since we launched Blocks, we have 

continuously evolved the system with software 

and firmware updates as well as new hardware components like the 

Seaboard Block. Today with the release of the Lightpad Block M and 

Noise 3.0, we are even more firmly establishing Blocks as the most 

powerful way to create music on the go.”

The Lightpad Block M is the next generation of the Lightpad Block, a 

surface for sonic control that launched in November 2016. Music-mak-

ers can recreate the sounds of drums, cellos, flutes, uplifting synths, 

and other instruments just by touching the Lightpad Block, which is 

both a palm-sized music-making device in its own right and a piece of 

the expandable Blocks system. The Lightpad M is designed to create a 

more sensitive and precise playing experience that is on par with ROLI’s 

premium instruments like the Seaboard Rise.

New features of the Lightpad M include Microkeywaves, inspired 

by the wave-like undulation of keywaves on the surface of ROLI’s Sea-

board instruments, the microkeywaves of the Lightpad M provide 

additional tactile feedback on an already sensitive surface. They mark 

a major revision from the flat surface of the original Lightpad Block. 

There’s also a redesigned silicone surface layer. A deeper, softer silicone 

layer – topped with 225 microkeywaves – enhances the pressure-re-

sponsive control of sound that defines the Lightpad Block and brighter 

surface illumination. The Lightpad M is 50 per cent brighter than the 

original Lightpad Block. It features a higher contrast display and a 

much richer range of color definition.

Noise and the software ecosystem supporting Blocks have also 

been added to. Highlights include Noise 3.0, which is the newest ver-

sion of ROLI’s free app introduces improvements to clip launching, clip 

editing, and user-interface navigation as well as new acoustic sounds. 

Together with the recent introduction of Seaboard View and Mixer 

Mode, the updates make Noise 3.0 a versatile sketchpad for making 

music on the go. 

Acoustic instrumental soundpacks: Realistic cello, violin, clarinet, 

saxophone, and other acoustic instrumental sounds are now available 

in Noise. Treble Quartet and Bass Quartet are two new soundpacks 

created with the SWAM engine by master sound designers at Audio 

Modeling. Bass Quartet is now bundled with the Lightpad M, and Tre-

ble Quartet is bundled with the Seaboard Block. Also available for $9.99 

in the Noise Soundpack Store.

Noise Audio Unit for GarageBand: Over 400 polyphonic sounds 

from Noise are now available to play and edit in GarageBand. Mu-

sic-makers can bring their favorite Noise sounds directly into their Ga-

rageBand workflows with the new Noise Audio Unit plug-in for iOS.

Ableton Live Lite: A customized version of Ableton Live, the ac-

claimed digital audio workstation (DAW), is now included with every 

Lightpad Block. Integration with Ableton Live Lite transforms the Light-

pad Block into a versatile control surface for launching clips, controlling 

instruments, and creating tracks within Ableton Live. Coming soon to 

all Lightpad Block owners.

Strobe2 Player: A desktop sound player version of the acclaimed 

polysynth from FXpansion. Strobe2 Player is fully compatible with 

MIDI Polyphonic Expression controllers like the Lightpad M. Explore 50 

presets and 3 macros from Strobe2 — and upgrade to the complete 

Strobe2 synth for $79. Now available to all Lightpad Block and Sea-

board Block owners.

The Lightpad M is available now priced at £189, including VAT.

Keyboard Benders Add to ROLI Range



Franck Bichon, 

president of  BG 

Franck Bichon  re-

cently announced the 

appointment of Juan 

Garijo to VP of Sales 

for Latin America and 

South America.

Bichon says, “I have been working with 

Juan Garijo for last 27 years as the Spanish 

agent For BG and for three years now we 

have worked closer together on BG global 

communication with a focus on markets 

to develop. Juan has the same customer, 

quality, service that defines BG Franck 

Bichon. Juan is highly respected among 

instrument makers, distributors and cus-

tomers. We value our Latin American 

Customers and want to make sure they 

receive the same level of care all BG cus-

tomers receive.”

Juan had this to say about his appoint-

ment: “I have always admired the quality 

and countless small details that Franck 

Bichon gives to all BG products. This sets 

them apart from the rest. It is an honor for 

me to assume this position in a market as 

fascinating as Latin America.”

Zoom North 

America  has an-

nounced the appoint-

ment of David Via as 

vice president of mar-

keting.

Via will be respon-

sible for the development and execution 

of Zoom’s marketing strategies and brand 

engagement. He joins Zoom after 12 years 

at D’Addario & Company, where he served 

as vice president of Business Develop-

ment and vice president of Global Sales.

Via held executive positions in market-

ing, sales, and business development, as 

well as product management, and artist 

relations over the course of his career. 

After starting his career at Yamaha Corpo-

ration of America, Via went on to manage 

global marketing and sales activities for 

SKB Cases and SABIAN Ltd. 

Via holds a bachelor’s degree in Music 

Business from Millikin University, a mas-

ter’s degree in Percussion Performance 

from Northwestern University, and an 

MBA degree from the Olin School of 

Business at Babson College. In addition 

to remaining active as a musician, Via is 

a sought-after guest lecturer at colleges 

and universities including Manhattan Col-

lege’s Center for Music Entrepreneurship, 

The Crane Institute for Music Business at 

the SUNY Potsdam, and The Center for In-

novation and Design at The University of 

Hong Kong, Shenzhen, China.

“I’m pleased to have David coming 

onboard with Zoom as vice president of 

Marketing,” said Scott Goodman, CEO of 

Zoom North America. “He brings a wealth 

of knowledge and experience to the po-

sition and, importantly, understands our 

customers who count on us to help sup-

port and foster their creativity.”

Fishman has ap-

pointed Ryan Fitzsim-

mons as marketing 

manager in an ongo-

ing expansion of its 

marketing team.

In this capaci-

ty, Fitzsimmons will be responsible for 

managing the company’s website, social 

media, trade shows, graphic design, and 

marketing communications.

As a singer-songwriter, Ryan has es-

tablished himself as a veteran of the New 

England Americana music scene, winning 

awards such as the Providence Phoenix 

Best Male Vocalist in 2005 and Boston’s 

Redline Root’s Favorite Local Rock and 

Roller in 2013. He’s also performed at ven-

ues and events such as Club Passim and 

the Newport Folk Festival. 

Ryan comes to Fishman from Maine’s 

Bourgeois Guitars, where he spent the last 

three years as the marketing manager.

Chris DeMaria, VP of marketing and 

artist relations states, “We’re thrilled to 

have Ryan on our team. His background 

as a musician, combined with his experi-

ence on both the retail and manufactur-

ing side of our industry, will be a huge 

asset to Fishman’s continued growth and 

marketing goals. Ryan understands our 

products, our brand, and our customers.”

SABIAN  has an-

nounced that mas-

ter product special-

ist Mark Love has 

been promoted to 

the newly created 

position of director 

of research & product development.

In his new role, Love will take on 

overall responsibility for the develop-

ment and creation of new instruments, 

development of enhanced manufac-

turing techniques and ensuring that 

the highest possible levels of product 

quality are maintained.

A 35-year veteran of the SABIAN 

team, Mark has been instrumental in 

developing some of the most innova-

tive and groundbreaking cymbals in 

the world. Working side-by-side with 

artists like Jojo Mayer, Terry Bozzio, 

Dave Weckl, Jack DeJohnette, Neil 

Peart, and many, many others, Mark has 

put his stamp on cymbal history with 

instruments like the Omni, Evolution, 

Radia Cup Chimes, Paragon, and many 

more.

SABIAN Vault veteran Dave Williams 

will take over Mark’s day-to-day role 

as vault operations lead. Williams will 

be responsible for leadership of Vault 

staff, Vault inventory management, 

production scheduling, quality testing 

and sales order fulfillment. Dave has 

worked closely with Mark for 25 years, 

and his knowledge of sounds and cym-

bal making is extensive. 

Soundtree, the 

growing education 

division of  Korg 

USA, has just hired 

John Lannucci as 

their newest sales 

representative.

Lannucci’s sales 

experience originated in the finance 

market where he worked as a sales 

manager for a prominent mortgage 

company. Despite his growing suc-

cess in the banking industry where he 

earned multiple sales awards, Lannucci 

longed for a more creative path, and 

decided to revisit his life-long passion 

for music.

“We are excited to be growing our 

Education Division and pleased that 

John will be helping us to reach more 

teachers and schools,” says Tiffany 

Stalker, senior manager of the Educa-

tion Division at Korg USA. “Our overall 

goal as a division is to support music 

education across the country. With 

John’s skill set and personality, I am 

confident Soundtree will make a bigger 

and better impact in the classroom,” 

Stalker concludes.

Lannucci, a seasoned musician, 

graduated from Five Towns College 

with a B.A. in Jazz Performance. He is a 

NYSSMA jazz guitar specialist and was 

endorsed by Brian Moore guitars.

People

ON  THE   

MOVE
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A 
sia’s largest MI trade show just keeps getting bigger – 

much bigger. At this year’s gathering in Shanghai, 2,135   

exhibitors from over 30 countries and regions (compared 

to 1,909 last year) showed off their newest product introductions, 

alongside best-selling, established gear. A staggering 105,125 to-

tal visitors to the show (up 16.6 percent from 2016’s already im-

pressive 90,125) were on hand to check out everything on display 

in the 410,105 square-foot exhibiting area – a metric that was also 

up from last year’s 367,000 square feet.

As Colin Schofield of JodyJazz noted on the second day of Mu-

sic China, “The show just keeps getting bigger and bigger. Every 

year we come here and there are more manufacturers, people 

taking larger booths, larger attendance – all signs are this is going 

to be a barn-burner of a show, so we’re looking forward to it.”

Prolight + Sound Shanghai 2017 featured an expand-

ed Recording & Production Zone, as well as two new zones 

for AV entertainment solutions and stage machinery. Num-

bers were also robust with over 630 brands from 23 coun-

tries and regions being visited by 29,604 attendees from 81 

nations (a total increase of 11.6 percent, compared to 2016). 

Chinese Sales Top $6.1 Billion

Musical instruments sales in 

China are estimated to exceed 

40.6 billion yuan ($6.1 billion U.S. 

dollars) in 2017, according to the 

latest figures launched at the re-

cent Music China expo.

Musical instruments sales 

soared in recent years as more 

Chinese kids, particularly those 

in big cities, are taking up music 

as an enjoyable extra-curricular 

activity.

In the first half of the year, 253 musical instrument makers, 

whose sales revenues exceed 20 million yuan each, recorded total 

sales of 19 billion yuan, said the China Musical Instrument Asso-

ciation.

In 2012, the whole year sales were 24.5 billion yuan.

In the Jan-June period, China’s musical instrument exports 

declined slightly, but the imports grew 6.9 percent year-on-year 

after reductions to import duty rates, the association said at the 

Music China Expo.

China has more than 640,000 musical training agencies, with 

the music training market exceeding 70 billion yuan last year.

2017 Music China 
and Prolight + Sound
More Exhibitors, More Attendees – Asia’s Largest MI Gathering 

Shows No Signs of Slowing Down

by Christian Wissmuller

1. Levy’s Leathers’ Harvey Levy with Keith Brawley of Taylor Guitars 2. Jody Espina and Colin 

Schofield of JodyJazz, Inc. 3. The Music People: Tom Tedesco, Bess Liu, Bob Shen, and Aissen 

Huang 4. Jack Jin, Ali Yazidi, and Maggie He of D’Addario & Co. 5. Orange Amps’ James Dea-

con, Cliff Cooper, and Tim Ireland 6. Keith Watson, Heath Mathews, and Gear Fisher of Peaksware 

(Alfred Music) 7. The piano exhibits were consistently busy throughout the Show 8. In what’s 

becoming a tradition, it was near-constant downpours in Shanghai during most of Music China 9. 

Silvan Küng of Relish Guitars Switzerland 10. Schimmel Pianos’ Hannes Schimmel-Vogel 11. 

Ms. Zhaoxinxin of Shubb Capos 12. The PA systems displayed at ‘The Sound of World” outdoor rig 

certainly got to display their weather-resistance capabilities at this year’s Show 13.  Stephen Wick of 

Denis Wick Products, Ltd. 14. Scott Thompson of The Music Link

Next year’s Music China and Prolight 

+ Sound will take place October 10 

-13, 2018. 

1 2

3 4
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9 10

11 12

13 14



 mmrmagazine.com    •   NOVEMBER 2017          25

Show Report

Providence-Forge® Hardware

Cushion-Soft™ Plush Interior

T-Cord™ Rugged Exterior with Rigid Core

TKL ProducTs corP.
1-804-749-8300 • www.tkl.com
Retailer and distributor inquiries invited.

The Vectra® IPX™ electric guitar case by 
TKL features a tough, reinforced exterior, a 
custom-formed, dual-density foam interior 
along with price that will fit any budget. 
Designed for progressive players and a wide 
range of instruments, it’s a major change from 
conventional cases and the shape of things 
to come.

24/7 Protection® Lifetime Warranty

“Here is a photo of me and Teng 

Zhe a 19 year-old university stu-

dent from Shanghai. He has been 

playing guitar for three years and 

is a fan of Levy’s guitar straps. He 

has visited me for the last three 

years and plays Martin and Taylor 

guitars. Does he represent the fu-

ture guitar playing in China? Let’s 

hope so. Levy’s has been exhibit-

ing to Music China since it’s incep-

tion. The changes in the city and the show from year to year have 

been remarkable: an accelerated rate of change reminiscent of our 

North American experience from the 1950s to 2000. If memory 

serves, the guitar seemed a curiosity at the first Music China show, 

but now it seems young people like Teng have become avid, active 

players. In the guitar booths where visitors are permitted to play the 

guitars, the skill level has increased year over year.

“The popularity of western symphonic music in China goes back 

to the 1600. Suppressed during the Cultural Revolution in 1966, 

it has been making a steady comeback as the suppression of all 

things western relaxed. Some sources estimate that there are 100 

million children studying piano and violin in the western classical 

tradition. Guitar based music in the western popular tradition is a 

little late to the game, but if social stability, mobility and prosperi-

ty continue, the market for guitar and guitar related products, like 

Levy’s guitar straps, looks bright. 

“Simply stated, Levy’s continues to see the benefit of exhibiting 

at Music China and I am excited about the growth of Levy’s guitar 

straps in this market.”

- Harvey Levy, Levy’s Leathers

“I thought Music China was excellent this year. At the BG booth 

I was told that compared to last year we were far busier. The show 

seems to have a vibrancy about it. The Chinese really embrace mu-

sic and the teaching of music. This passion really excites me.  I al-

ways say that ‘music is emotion and emotion creates passion and 

passion is contagious.’ Lots of emotion and a whole lot of passion at 

this years Music China.” 

- Tim Elvy CSP, Elvy Sound Solutions 

“The show was great for On-Stage and The Music People. Our 

two main foci were our international business and our domestic 

China business. Although the show is still a strong international 

show, the majority of our booth traffic was focused on our domestic 

China business. I am not sure what the statistics say but our booth 

was packed and the turnout was great. The special thing about this 

show is being able to display our On-Stage products to our distribu-

Voices from the Show Floor
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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.   
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Hunter Music Instruments

3300 Northern Boulevard, Long Island City, NY 11101

(718) 706-0828   Fax: (718) 706-0128

www.huntermusical.com
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Can Afford

tion partners that are in the Pacific Rim. Some come to NAMM and 

in some situations this is the only time to meet with them in per-

son each year. The vibe was very positive as the new and existing 

partners were actively looking to do more business. I am optimistic 

about the coming year.” 

- Thomas F. Tedesco, TMP

“The Music China show has already been [an exciting event]. I 

have been in the MI industry for more than 10 years and it’s always 

been a pleasure to be able to meet friends every year by attending 

the show. We are happy to display and demonstrate as much new 

D’Addario products as we possibly can to the Chinese musicians and 

dealers. We had a strong sales performance on-site and we also [con-

nected with] hundreds of new dealers who we can further develop 

with in the coming weeks.”

- Jack Jin, D’Addario Shanghai Trading Co., Ltd.

“Recording King and The Loar did extremely well at Music China 

2017. We have been working hard the last few years to keep our focus 

strong at this show with respect to product offerings and who we are 

reaching out to. This year we opened a new warehouse in Europe and 

are able to serve several more markets in a new way. Telling existing and 

new customers about this new phase of our distribution is very import-

ant at these shows. There is no better way than doing that in person.  

“All the international shows are changing year by year. The China 

Show specifically has become more focused on the growing local 

markets and it is apparent in the exhibitors and the attendees. The 

fun part for me is the interest in our western instruments... mando, 

banjo, resonator. We are strong in these categories and hopefully it 

shows in the booth. Plus we had some nice limited run pieces that 

got some great feed back as well. We stand out from the same solid 

spruce top guitar on all the walls. I think people from any market no-

tice that and that is good for the brands in the long run.” 

- Scott Thompson, The Music Link

“I was impressed with Shanghai, clean, modern – quite western. 

The Show was well attended, with lots of continuous booth traffic. 

Since the government controls publishing, it’s important and rath-

er difficult to work with key partners and find success. However, our 

content is in high demand, so we have a lot of new requests for li-

censing.”

“I had heard from many people, that the notion of ‘China will just 

copy/steal your intellectual property’ is changing. They want to buy 

the legal, and legit products. The government is pushing for this, and 

a cultural change is happening. The piano market is going to explode. 

The Government lifted the one child per family ban last year, so in five 

years, the piano lesson market could essentially double. China loves 

western brands, so there’s lots of growth potential.

“Business is business, I enjoyed working with several partners. It’s 

not as foreign as I always thought.”

- Gear Fisher, Peaksware

“Speaking personally for JodyJazz we see our brand gaining 

recognition and the Chinese musicians recognizing the maker and 
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ALL IN ONE 
cloud-based system
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www.rainpos.com
sales@rainpos.com  •  (801) 893-3680

"Our year-over-year sales increased by 35% after switching to Rain Retail" 

~Jeremy Chapman, Owner, The Acoustic Shoppe

• POS & Website 
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players more than before as evidenced by the amount of people who 

wanted posters signed and pictures with myself. 

“We still play mainly groove tunes because straight ahead Jazz 

does not register over there but the public reaction to Jazz influ-

enced music is getting warmer as time goes on. Many people that 

come to the show are very excited to be there and it seems it is one 

of the highlights of their year. For us the market feels very strong with 

plenty of room to grow. We feel the China show is worth coming to 

and it will remain #2 in importance after the NAMM show for us but 

it keeps gaining in importance whereas the Musikmesse Frankfurt is 

finally over for us after exhibiting for 14 or 15 years straight. Very sad 

that my favorite show is now dead to us.” 

- Jody Espina, JodyJazz, Inc.

“From the perspective of acoustic piano this year’s Shanghai Mu-

sic show was mesmerizing; More piano exhibitors than ever before 

filled the halls, which reflects the continuing and increasing demand 

of the Chinese domestic market. Noteworthy were also the amount 

of matured and user worthy products when it comes to combining 

the piano with online learning and long distance learning. In the past 

years these products lacked maturity and were a little cumbersome. 

The products at this year’s show are professionally implemented, well 

designed, and easy to use. They rely primarily on Apple’s iOS platform 

and connect smoothly with iPads and mobile phones. More impor-

tantly, manufacturers and developers are already preparing to make 

them available internationally. The results of the combined Chinese 

R&D outpaces what any of the main well established players can of-

fer in innovation and creates a more even playing field. Hailun’s chal-

lenge will be to roll out the products at good pace and continue to be 

the innovation leader in the acoustic and keyboard segment. 

- Basilios Strmec, Hailun Pianos/Petrof Pianos

A: SLM’s Craig Denny, Tim Elvy of Elvy Sound Solutions, and Franck Bichon, Alun 

Hughes (BBICOB), and Juan Garijo of BG Franck Bichon B: Hailun Pianos: Mr. 

Zeng Zheng, Hoci Wu, Mr. Hu, Sophie Zuo, Basilios Strmec, Qiaying Xu, Honli Wang, Arie Kaizer, 

and Jun Zhou  C: Petrof Pianos: Said Tabet, Mr. Joung, Mrs. Jana K., Mr. Kwon, Ms. Krupkova, 

Mr. Vasicek, Pavel Stepan, Zuzana Petrova, Basilios Strmec, Mr. Kwon, Adam Prouskov, and Arash 

Rahoon D: Dan Roberts of Manhasset Stands, Roy Tang of Chairman Internation-

al, Zach Frederick of Fredick Export, and Kevin Lee of Chairman International at 

the Manhasset booth

A B

C D
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How would you characterize the current cymbal market?

Gabriel Harris: Compared to the same time last year, Meinl has 

had a dramatic increase in cymbal sales and most of that is concen-

trated in our high-priced Byzance series.

Tom Shelley: The cymbal market has had significant changes 

over the 41 years I have been in business. In the ‘70s there were only 

a few high-end lines (and entry level cymbals). Today there are doz-

ens of both high- and low-end cymbals from Asia, Turkey, Canada, 

and the USA.

Andy Morris: Our sales were up 25 percent worldwide as of Au-

gust, so cymbal sales for Dream, with its unique price point to val-

ue proposition, are great. While most of our lines all have the same 

price, our more expensive Dark Matter series is also doing well right 

now despite the slightly higher price point.

Victor Filonovich: The market seems fairly flat from our per-

spective. While we are hearing of more interest in acoustic drums 

in general, we do not believe that sales of acoustic drums and cym-

bals are increasing by much. Our sales are healthy, especially at the 

upper end, and we believe most of the gains are increased market 

share. Our L80 “Low Volume” sales are helping the overall numbers, 

as it’s a new category, and our mid-priced S Family introduced in 

2016 continues to do well.

Luis Cardoso: Sales in 2017 were roughly the same, with high-

er-end cymbals doing very well. This has been a great thing for sales 

of our pinnacle Artisan and Artisan Elite cymbals. This trend has also 

helped XSR, our mid-high B20 cast series.

 
What’s your brand’s “hottest” cymbal at the moment?

LC: From a series point-of-view, our HH and HHX lines are doing 

very well. In terms of specific models, some of our hottest sellers are 

HHX Omni, AA Holy China, HHX Legacy, Artisan Light, AA Apollo 

and XSR Monarch. 

AM: The 14” Re-FX Crop Circle and 

the new 14” Re-FX Naughty Saucer, both 

made from recycled cymbals, are selling 

faster than we can make them. The new 

Dark Matter Eclipse ride introduced earli-

er this year is building a lot of steam now 

that it is hitting markets. Our Dark Matter 

16” and 18” crashes are also seeing a nice 

boost.

VF: K Custom, including the K Custom 

Special Dry (introduced this past Jan-

uary) is very hot. Considering the relatively high price point, that’s a 

good place to be and tells us that consumers are willing to pony up 

for a compelling product.

TS: Out hottest line of Wuhan cymbals are our new 457 and 457 

Rock sheet. These are hand-hammered sheet cymbals at prices that 

are well below the other name brands.

GH: There are a few cymbals that I continue to hear a lot of talk 

about. Those would be the Byzance 18” Dual Crash and the Byzance 

Big Apple Dark Rides, with the 22” and 24” being very popular.

 
How important are artist endorsements/relationships for your 

company?

VF: We highly value our family of artists. These drummers are 

the face of our brand. They provide invaluable exposure to our 

products through concerts, advertisements, TV, and social me-

dia. And what has become very evident is that access to social 

media channels has made artists popular among drummers that 

the general public may not recognize at all. On top of that, the 

product feedback and suggestions that our artists provide are in-

valuable. 

GH: Of course our cymbal 

artists are very important to us 

because they play a large role in 

developing our sounds and key 

models. A good example for this 

year has been the Artist Concept 

series, which are unique and 

specific sounds that reflect those 

artists and the personality they 

bring to the drum kit. 

LC: Extremely important. Our 

artists are who our customers as-

pire to be. And while the whole 

endorsement arena has changed drastically over 

the last few years with the advent of YouTube and 

other online platforms, endorsers remain import-

ant − whether they play on arena stages in front of 

‘Crash’ 
Representatives from Five Major 

Players in Cymbal Manufacturing 

and Design Discuss the State of 

the Market
by Christian Wissmuller

  Course

Andy Morris, 

President of 

Dream Cymbals 

and Gongs 
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tens of thousands of people, or whether their videos are watched 

by millions online.

AM: Artist relations are a huge component of our Family. 

While only a small proportion of artists who apply end up with a 

deal, everyone who applies is 

a potential fan and customer 

and we do our best to devel-

op those relationships, too. 

Artists play a critical role in 

defining a brand and building 

awareness, especially in new 

markets. Our approach to art-

ists is somewhat different than 

companies of generations 

past, simply out of necessity 

and size. Artists are always 

connected to a dealer for any 

purchases and to complete the circle between dealer, artist/cus-

tomer, and Dream.

TS: This is an interesting question. When I purchased the Wu-

han brand from Paul Real, he had major artists using and endors-

ing the Wuhan brand including Neal Peart of Rush, Jeff Hamilton 

(jazz legend), and many famous rock players such as: Doan Perry 

of Jethro Tull, Mike Terrana, et cetera.

When I took over Wuhan, my goal was to make high quality 

cymbals that drummers can use… for less! Most of the drum and 

cymbal companies support very few clinics. In my opinion this is 

a strong indication that very few en-

dorsements increase sales like they 

did in the ‘70s and ‘80s.

 

Have you noticed any practices – dis-

play, promotions, et cetera – on the 

parts of dealers who do exceptional-

ly well with cymbal sales?

TS: Dealers who display our cym-

bals next to the other name brands are 

our best customers. A drummer who 

compares a Wuhan crash, splash, ride, 

or China can hear and see our great-sounding line of cym-

bals for a lot less than the other name brands.

GH: The stores with the best selection and depth of our 

lines, like Byzance, have typically sold more cymbals than 

stores with a very limited selection. The problem for local 

retailers is that they often have a limited amount of floor space to 

devote to cymbals and they have a limited amount of customers 

who may visit their store. However, online dealers can offer an en-

tire catalog and sell to virtually anyone, although its not the same 

as walking into your favorite drum shop and finding “that” cymbal. I 

have encouraged independent dealers and drum shop owners that 

when a customer has made the investment to drive to their store 

and look at their selection, that is the time to capitalize and make 

the sale happen. One of my goals is to continue to build up and 

support dealers at the local level to have the right cymbal selection 

Gabriel Harris, Sales 

Manager for U.S. and 

Canada, Meinl USA
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and be able to offer Meinl cymbals so they can be “the spot” for 

that drummer in town that loves cymbals. 

AM: The simplest way for a dealer to have success with Dream 

is to stock a selection from each line and put them out next to 

their most expensive cymbals from 

other brands. The second thing is to 

participate and promote the recycling 

program, which drives customers into 

your shop and costs you nothing but 

a bit of time. Stick to MAP. The dealers 

with the best turnover and growing 

sales are absolutely also the ones who 

are monitoring MAP and stick to it. Fi-

nally, if you don’t have a good website 

that manages sales, start listing on Re-

verb.com. Nearly all of our top dealers 

without strong websites of their own – and even some that do have 

great sites – list our product on Reverb and do well with it there.

LC: Partnering with dealers on social media promotions for spe-

cific products has been a great avenue that’s been a huge boon for 

both shops and consumers. Case-in-point: our SABIAN Sound Kit 

SSKIT promo. Dealers loved the way we could target a specific mar-

ket segment to drive them to their shop and make the buy − and it’s 

easy for us as a manufacturer. 

Also, dealers that have a desig-

nated, well-trained drum staff − ei-

ther one person full-time or multi-

ple people part-time – will do best. 

It seems that having crossover staff 

between departments is inevitable, 

but given a choice, customers will 

seek out shops that employ actual 

drum talent. It helps develop long-

term relationships with customers, 

thus driving future sales. And of course, we also know that dealers 

who host a SABIAN Day Sale have been very successful! 

VF: Online sales continue to grow in importance, and dealers 

that have appealing websites with compelling content are bene-

fitting. In-store displays that incorporate cymbals with drum sets, 

showing cool combinations, stacks, and that are playable, seem 

to help dealers increase sales. We have seen that especially with 

dealers that display our L80 cymbals together with a drumset with 

low-volume heads or mutes. 

 
Are there any trends of note that you’ve been observing in the 

market?

GH: When we introduced the Pure Alloy line this year a lot 

of drummers told us that they had been wanting or looking 

for a brighter cymbal sound, which Pure Alloy fits. However, 

we see a lot of drummers blending Byzance and Pure Alloy 

cymbals on their kits, and Byzance 

is still growing, too, which signals to 

me that having diversity in sound and 

texture is the new cymbal trend.

VF: We haven’t seen any major 

changes in cymbal trends over the 

past year. Thin cymbals and larger di-

ameters are what is “in” now. 

LC: We’ve noticed that big drums 

and big cymbals continue to be back 

in a big way… it’s just like the ‘70s! 

Think John Bonham: 15” hats, 20” 

crashes and 22” rides are very popular 

still. Also: stacks, stacks, stacks. Effects 

cymbals are every popular, which as 

a manufacturer known for our inno-

vation and sounds, we are personally 

quite thrilled about.

AM: Yes, but I would rather not 

share them to be honest. Some cym-

bal companies are trendsetters, oth-

ers are followers. Most are followers.

TS: According to import statistics 

there are now record amounts of cymbals being im-

ported and sold in the USA from China and Turkey.

 
Do you have any recent or upcoming product in-

troductions you’d like to alert our readers to?

LC: Yes, but if I told you about them, I’d have to… well, you 

know how that line goes. All we can say is… stay tuned!

TS: In early 2018 we will introduce a new line of durable bril-

liant sheet cymbals that are made from a strong, carbon-based 

alloy. Drummers will be able to buy our new Wuhan Heavy Met-

al cymbals for about the cost of an entry-level sheet cymbal.

VF: We marked the 25th Anni-

versary of the A Custom series 

with a stunning 23” limited edi-

tion Ride. We only made 1,000; 

each one had a unique serial 

number; our CEO Craigie Zildjian 

hand signed the inside of the bell 

of all 1,000 pieces; and we devel-

oped an incredible package with 

a certificate of authenticity, for 

each cymbal. It’s truly a collec-

tor’s item, a functional work of art. This cymbal was one part 

of our marketing campaign around the 25th anniversary of A 

Custom, one of the world’s most popular and iconic cymbals, 

for many years.

AM: The Dark Matter Eclipse ride, a half-lathed ride currently 

in 21” configuration, is really growing nicely and is only just 

on shelves in the last few months. Also, Scott Pellegrom’s new 

Re-FX Naughty Saucer is taking off based on the incredible ver-

satility of those effects. It is the ultimate analog/digital drum 

effect for those that want the sound without any wires. I guess 

you could say it is a wireless drum effect.

GH: We introduced two new Artist 

Concept stacks this summer for Ben-

ny Greb and Matt Halpern. First, the 

AC-CRASHER for Benny Greb is four 8” 

cymbals (three of which are Byzance) 

stacked together to create a shaker 

or an electronic hi-hat sound and in-

cludes an auxiliary hi-hat arm – street 

price $499.99. Next, the AC-DOUBLE-

DOWN for Matt Halpern includes a 

17” Byzance dark crash cymbal and 

an 18” Byzance dark china that have 

each been lathed on one side only. This stack is meant 

to be reversible producing both a sharp attack or long 

sustain depending on how you stack the two cymbals 

– street price is $599.99.

Luis Cardoso, GON BOPS 
Brand Manager, SABIAN 
Marketing Manager

Tom Shelley, Uni-

versal Percussion 

(Wuhan)

“Endorsers remain important − 
whether they play on arena stag-
es in front of tens of thousands of 
people, or whether their videos are 
watched by millions online.” – Luis 
Cardoso
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PROVEN.

Proudly crafted in the U.S.A. and a #1 seller for decades, LP USA Cowbells are unequalled 

instruments that have stood the test of time. Stock up on a proven winner.

#wearerhythm 
LPMUSIC.COM

 Finally, what are your expectations for cymbal sales in 

2018?

VF: 2018 will mark Zildjian’s 395th year. We expect to see 

further growth in 2018, further market share gains, and rein-

forcement of our great 

market-leading brand 

image and reputation.

AM: We expect 

growth in the 30-60 

percent range in the 

coming 12 months as 

we expand our reach 

into new markets while 

improving our ground 

game in North Ameri-

ca. We have hired Kent 

Aberle, an exceptional 

clinician and drummer, 

as a sales rep/clinician/product specialist. His experience 

selling Dream at the retail level combined with his musical 

prowess makes him a valuable asset in our new approach to 

dealer relations. He helps put a consistent face for many of 

our dealers to relate to.

LC: We believe that we’ll continue to see an increase as 

more churches migrate back to acoustic drums. In addition, 

we’re so honored to have a large family of loyal SABIAN cus-

tomers. We have made a commitment to continue exceed-

ing their expectations, while 

turning some heads with great 

new instruments in the coming 

year. We’re looking forward to 

2018!

GH: There are some things 

in life that will always remain 

special. For cymbals, there is 

nothing like playing a hand-

made cymbal that has been 

crafted and shaped by a skilled 

artisan using only the simply 

tools of a hammer, anvil, and a blank piece of 

metal. For that reason, I believe that our growth 

as a cymbal manufacturer will continue as more 

drummers get to experience playing our Byz-

ance cymbals for the first time – hopefully at 

their favorite local shop! 
TS: We are expecting a growth of at least 25 percent in 

the next 12 months. Drummers need to know that Universal 

Percussion is the exclusive importer of all cymbals from the 

genuine Wuhan factory into the USA. We are in a partnership 

with the same factory (three generations old) that made all of 

the Wuhan branded cymbals that Neal Peart used in the early 

‘80s. The Wuhan factory has over 130 workers. Others who im-

port cymbals from China are made by very small factories that 

are not related to the genuine Wuhan brand. 

Victor Filonovich, 

Category Manager – 

Cymbals, Zildjian
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Dealer Survey

By Christian Wissmuller

Keeping Time in a Changing Market
Dealers Share Thoughts About the B&O Percussion Sales

On average, how would you describe – age, income level, ability, intended usage of instruments/
gear – your typical B&O percussion customer?

“Elementary to middle school, middle class. All are brand-new students. 

Many return the rentals at the end of the year and don’t continue the next year.”

Jennifer Harrigfeld

Woodstock Music Shop

Woodstock, New York

“Beginning fifth and sixth graders.”

Ej Dombrowski

Jim’s Music

Green Bay, Wisconsin

“There is no one or average band instrument customer. They come from 

all income levels, and the ages are usually between 35-40.”

Mark Magellan

Bill’s Music Sales, Inc.

Stockton, California

“Lower income, beginner to intermediate, for school usage.”

Paul Durand

Family Piano Company

Waukegan, Illinois

“Intermediate drummers and mature drummers, students.”

Jimmy Marks

GLYNS Guitars

Fostoria, Ohio

“16-35 years old, upper-middle Income, [purchasing for] “jam” usage 

(djembe, hand percussion).”

Allegro Music Center

Miami, Florida

“Middle-aged parents buying for their kids.”

Dean Tower

Dean’s Strings and Music Suppliers

Whitehorse, Yukon

Canada

“Middle school, beginner, beginner band, sticks and mallets and rentals 

for snare/bell kits.”

Justin Sims

Sims Music

Columbia, South Carolina

“Young beginning students from families with low to moderate income, 

primarily. Starting band and continuing band levels 1 & 2.”

Ted Engstrom

Sunday Guitars

Bend, Oregon

“In their early 20s... just getting a band together to jam.”’

Shelly Morris

Morris Music Store & Studio

Sheridan, Wyoming

“Schools and institutions, eighth grade through college.”

Randy Pratt

Sweetwater

Fort Wayne, Indiana

R
esults from this month’s retailer survey were something of 

a mixed bag, though there were some takeaways. While 

complaints regarding online competition are pretty stan-

dard, regardless of the topic being discussed, for whatever rea-

son the realm of band & orchestral percussion instrument sales 

seems to be particularly hard-hit. Even participants in this poll 

who shared generally upbeat views on this market segment often 

cited difficulties related to keeping up with internet retailers.

While it’ll come as a surprise to virtually nobody that school 

music directors, districts, and student musicians were most fre-

quently noted as “typical” B&O percussion instruments, it may be 

of interest that a good portion cited young to young-ish (20s-40s) 

adults looking to “jam” as go-to customers for this type of gear.

Another “what to make of this?” result of this survey: for ev-

ery retailer who described typical B&O percussion end-users as 

being lower-middle or, even, low income, there were those who 

remarked that a trend in the past year has been one of custom-

ers more willing to spend more (even a lot more) to get a quality 

instrument that will last for years to come.



Vic Firth                42.4%

Latin Percussion                    34.9%

Yamaha                     34.9%

Zildjian          31.8%

Pearl          30.3%

Ludwig         27.3%

Mapex         25.8%

Sabian        22.7%

Ludwig-Musser      18.2%

Adams           15.2%

Rhythm Tech          15.2%

Roland      13.6%

Stagg          10.6%

Toca          10.6%

Treeworks         10.6%

Bach     9.1%

Majestic     7.6%

Paiste     7.6%

Majestic Percussion   7.6%

Tama     7.6%

Grover Pro        6.1%

Tycoon         6.1%

Meinl    4.6%

Sonor    4.6%

Promark    3.6%

Antigua    3.0%

Dynasty Brand   3.0%

Black Swamp Percussion     1.5%

“Other”     9.2% 
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The majority of sales for these types 
of instruments at your store are…

High-end (over $750) 

12.9%

What brands are generating the most profit for your store?

(The most commonly cited brands for those who selected “other” were, in order: Taye, Eastman, and Orion Drums)

Intermediate  

($251-$750) 

42.8%

Entry-level  

($250 and under) 

 44.3%

Which type of instrument “family” within the 
larger B&O percussion category do you sell 
most of?

Compared to fall of 2016, sales of band & 
orchestra percussion instruments for your 
business are…

Up: 34.5%

Down: 28%

Level: 37.5%

Marching Band

28.4%

Drums &  

Percussion

40.3%

Concert  

Percussion

31.3%

“We service seven school districts. Marching percussion is a large part of that 

business.”
David St. John, Gard’s Music, LLC, Glendora, California
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“It’s hard to compete with catalogs, internet, and MAP policy in the entire 

music industry!”

Bruce Marion

Marion Music

Melbourne, Florida

“Suppliers are not stocking as heavily and consumers are buying good 

quality instead of economy brands.”

Wesley Edwards

Draisen Edwards Music

Anderson, South Carolina/Atlanta, Georgia

“On the consumer end, I’m definitely seeing that parents are still very 

money and space-conscious with their purchases. Parents of beginners are 

wary about drum purchases and prefer practice pads.”

Karen Janiszewski

Music Room

Cheektowaga, New York

“Everyone wants price to be lower for everything. They take pictures of 

store merchandise and then look it up on the web and tell us, “Well, I can 

get it for $____ on Amazon or Musician’s Friend or Sweetwater” et cetera. 

We need to stop the big stores from taking our clients somehow!”

Sue Sexton

Greenfield Music and Amps, LLC

Greenfield, Ohio

“Better availability this year. More schools are doing ‘total percussion,’ 

rather than just a snare drum.”

Kevin Walters

Central Penn Music

Palmyra, Pennsylvania

“More and more ISOs (instrument shaped objects) flooding the market with 

cheaply made, poor quality product shows up every year. As for school pur-

chases, they’re finding budgetary constraints preclude the purchase of new 

equipment and we’re refurbishing more and more of the old stuff for them.”

Bob Josjor

Lou Kraus Music, Inc.

Ogallala, Nebraska

Have you been noticing any significant trends with respect to B&O percussion instruments – 
either on the supplier or the consumer side?

¨International Strings
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MUSIC 

COMPANY 
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in the case.

Even our own website directs existing & new band 

and orchestral school instrument rental customers 

to YOUR store based on exclusive territory mapping!

MORE YOU. More time. More customers. More profits. What are you waiting for? 

Visit NEMC.COM or call Lorne Graham at 800-526-4593 ext 241
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A
s Mauro Di Gioia picks 

up the phone to chat 

with MMR this past Oc-

tober, he’s fresh off the plane 

for a trip to China, and awake 

a short seven hours after put-

ting together an instructional 

video for a teacher at 1 a.m. 

It’s all par for the course for the 

founder of ReedGeek, who like 

many entrepreneurs is happily 

enveloped in their “seven-day 

operation.”

Except Di Gioia carries a 

touch more weight on his 

shoulders, since he literally in-

vented and started a single in-

dustry: reed maintenance. 

“Historically, people didn’t 

do anything to maintain their reeds,” Di Gioia explains. “We actual-

ly developed this industry. We were the first ones ever to come in 

and start to develop the tool that all woodwind players can use.” 

By developing tools to adjust reeds Di Gioia has developed a 

safe, easy, and kid-friendly way to ensure that players are getting 

the best sound possible. 

It’s nothing less than what you’d expect from this self-described 

“equipment person” and music entrepreneur. Right now, ReedG-

eek’s roster of products includes everything from reed stabilizers 

to the ReedGeek Klangbogen bore and the ReedGeek “Universal” 

Classic tool. 

Di Gioia’s story begins on the West Coast, as alternative bands 

were beginning to boom in the 1990s. 

“I’m a woodwind player by trade - predominantly single reeds.” 

he explains. I grew up mainline Northern California and North-

ern Nevada, so I had the chance to play in a lot of the bands up 

here. Went to school at UC Davis. At that time, a lot of bands were 

breaking out of that area - we used to play a lot with Cake and 

Cherry Poppin’ Daddies.”

From that experience, there was one trend that he quickly 

picked up on, and that was the difficulty that reeds could pose to 

active musicians. 

“Everyone’s bane of their existence is their reed if you’re a wood-

wind player - you’re constantly buying reeds,” he says.  From there, 

he started to craft tools that could be used to correct the shape of 

reeds for players, a safer alternative to reed knives. Admittedly, Di 

Gioia says that selling them was never part of the plan. 

“It started very organically - I’d be giving one to a friend, and so 

forth. It’s very much a story if the business grew just from getting 

out there quite literally - going to trade shows, people asking ‘hey 

would you sell these?” Four years in, things really started picking 

up and looking like this isn’t  something you do on weekends any-

more.’” Di Gioia says. “It’s never a marketing plan where I feel like ‘I 

can see a lot of these,’ it’s always 

‘can I contribute something?’”

“We were the first company 

and I was the first person to 

actually to introduce the first 

practical reed tool for both sin-

gle or double reeds - something 

that was easy to use, something 

that people could use for ad-

justing and maintaining their 

reeds. Between single and dou-

ble reeds, we have some of the 

top players in every genre that 

use the ReedGeek – major or-

chestras and touring musicians. 

And now we’re in more than 20 

countries.”  

Despite this growth, Di Gioia 

has maintained his roots, with 

facilities in Carson City, Nevada. But the gear is only one half of 

what ReedGeek prides itself on as a company; creating and selling 

his products is only part of his mission. 

“ReedGeek is half-product and half-education,” Di Gioia explains. 

Most recently, Di Gioia was invited back to China by bassoonist, 

educator, and sponsor Stephen Ye after an initial trip in the spring, 

again bringing his reed knowledge and tools to top universities and 

conservatories, focusing on working with the sound, working with 

reeds, and having proper reed adjusting tools. 

“He’s been very instrumental in bringing myself, ReedGeek, and 

my knowledge of reed adjustments to the top universities and con-

servatories. We’re teaching reed re-adjustments, a little bit about 

acoustics, and introducing the powers of ReedGeek. What’s kind of 

happening in China [is] a lot of the students want the top stuff in 

the world, the really searched out the best things in the world- and 

so they’re really active in bringing in the best players, clinicians and 

the best products.”

Thus far, he’s spoken at schools like the China Conservatory of 

Music Beijing, Wuhan Conservatory, and Shanghai Conservatory 

preparing students for upcoming festivals and clarinet camps, 

and he’s currently working on developing more research on how 

to improve double reeds. Maybe it all seems a bit much to ob-

sess and invest so much time and energy into a single category 

of MI, but the truth is, there’s no such thing as “too much” when 

the reed is the gateway to good performances from woodwind 

players. When the reed’s working well, Di Gioia says it just gets 

easier from there. 

“The students are really are excited about understanding more 

about their reed, because it’s really directly related to how well 

they play their instrument. That’s something that can’t be stressed 

and hasn’t been stressed enough. When the reed is happy and 

you have control of your reed, everything is downstream from 

that.”  

Geekin’ Out
How ReedGeek is Creating Better Musicians Around the World, One Gadget at a Time 

by Victoria Wasylak

ReedGeek Founder Mauro Di Gioia 



Small Business Matters

How You Think Dictates Your Reality

W
e have a choice to make every day. Are you an opti-

mist, pessimist, or realist about the changes that af-

fect your businesses? And what effects can you have 

on an outcome or a change by being aware of how you normally 

react and process? 

Revitalization. That was the word that preceded the growth 

boom currently happening in Nashville. In 1985, it was a com-

pletely different city. Back then, many felt Nashville had already 

seen its true glory days. Now, however, some thirty years later, it 

is one of the country’s fastest growing regions, and it continues 

to grow rapidly – on average, one hundred people per day are 

moving into that region. 

Whether that’s a good or bad thing depends on your person-

al outlook. Living just outside the Washington, D.C. area, along 

with having many friends and family in Nashville, terms like revi-

talization and sequestration are of particular interest to me, and 

should be to anyone in business.  

The Optimist: I have always been an optimist, and I believe 

the reason is that I simply like feeling the best I can feel. There 

are more benefits from optimism than one can describe. It stirs 

the pot of contemplation, which in turn invites curiosity. When 

you are an optimist, your energy is higher, and that enables you 

to have more creative thinking. You will never have a good idea 

when you are in lower vibrations; that simply works against na-

ture. 

I am certainly not suggesting that you have your head in the 

clouds, although I don’t always think that’s a bad idea either. I am 

stating that an optimistic thinker is more creative, more relaxed, 

and certainly more intuitive. 

The Pessimist: This personality type spends a great deal of 

mental energy on worry. The pessimist holds the belief that the 

outcome of any and all problems will only worsen.  At every op-

portunity this person spends valuable emotion defending that 

the worst-case scenario is not only possible, but also inevitable. 

Pessimism is fear-based thinking and stagnant. 

The Realist: This pragmatic type of person is generally born 

out of his or her experiences. A realist is someone who has had 

both successes and setbacks and is sober in the decision-mak-

ing process. Unfortunately for the realist, the price of sobriety is 

paid in creative currency. The realist makes a great center pole 

for the optimist to dance around. The realist is stable, but lacks 

excitement and takes very few risks. For this reason, the realist is 

probably not the best candidate for the entrepreneurial arena.  

One often overlooked truth: A pessimist will choose to see 

the glass half empty, and a realist will call it neither half emp-

ty nor half full, but the optimist always sees the potential in the 

glass.    

Have you ever noticed that pessimist forms his beliefs based 

on the past? He or she elects to discount current potential based 

on results of prior happenings. I would say this personality lacks 

imagination. 

The realist bases decisions on the current moment. In the real-

ist’s eyes, it is what it is, and although he or she observes the past 

and considers it in decision-making, he or she lacks the vision to 

see what could happen if conditions were improved or different. 

This person also lacks some imagination, and could benefit from 

some much-needed courage.

The optimist is bored without some creative risk and the 

reason is simple: without the potential of creative risk, there is 

nothing about which to be optimistic. There is no chance for im-

provement. The optimist needs potential to breathe – optimism 

is his air. 

Blame is a by-product of pessimism. No default setting is 

used more quickly than blame for a pessimist. Accountability is 

not the pessimist’s go-to reaction because it’s inconvenient to 

take responsibility. Blame is a well-worn road. 

A favorite tool of the realist is higher authority, or corporate 

automation. It’s been around a long time, but now that corpo-

rations have gotten bigger and bigger, it’s back in style. “That’s 

just the way it is.” I believe Bruce Hornsby wrote a song about it. 

Whether it’s schools, insurance companies, or the DMV, all insti-

tutions are defaulting more often to an automated approach .

Ultimately, the optimist bases everything on hope and vi-

sion. This personality is forward-looking. Where others see blocks 

and restrictions, the optimist sees opportunity. Think about Steve 

Jobs or Walt Disney. I think it is fair to say they were definitely 

optimists.

In Closing…

Before you decide anything, the way you think, the way you 

consider and the way you process makes all the difference in your 

personal world, and certainly, your business world. So, I’m bet-

ting on optimism. “That’s Just the Way It Is.”  

Menzie Pittman is the owner and direc-

tor of education at Contemporary Mu-

sic Center in Virginia (CMC). Following a 

performance and teaching career span-

ning more than 32 years, he founded 

CMC in 1989 and continues to perform, 

teach, and oversee daily operations. He 

has 50 years of musical experience as a 

drummer and drum instructor. Menzie 

is a frequent speaker at NAMM’s Idea 

Center, and a freelance writer for MMR’s 

“Small Business Matters” column. 

Optimist, Pessimist, or Realist?
The Way You Think Daily Decides Your Fate in Business

By Menzie Pittman
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“When you are an optimist, 

your energy is higher, and 

that enables you to have 

more creative thinking.”
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I
n 1964, Ludwig Drums and 

Ringo Starr changed the 

drum industry forever when 

Starr appeared on “The Ed Sulli-

van Show,” performing with his 

Ludwig Black Oyster Pearl drum 

set. Over 50 years later, a Ludwig 

is still passing the goods on to 

Mr. Starr - and drummers all over 

the world. 

After being away from the 

business since 1991, Bill Lud-

wig III, the grandson of Lud-

wig Drums founder William F. 

Ludwig, started WFLIII Drums, 

establishing himself as the last 

and only Ludwig still in the drum 

business. 

When Ludwig talks to MMR on 

the phone, he’s en route to Drum 

Center of Portsmouth in New 

Hampshire to meet with drum 

fans, sign autographs, and take 

photos.

“It really works, because peo-

ple want to come in and meet 

me, and once I get them one-on-

one, it’s a good easy way to sell 

‘em a drum.” He eagerly meets with fans who are just as excited 

to get to know a member of one of the most pivotal families in 

drum history.  

For his new company, Ludwig brands himself as “the sound of 

generations,” but the real tagline that Ludwig wants to get out 

there is “Bill Ludwig III - the only Ludwig in the drum business.”

 “Some people still think I’m with Ludwig, which is owned by 

Selmer Saxophone Company, 

which is owned by Steinway Pi-

ano Company, which is owned 

by a real estate company,” he 

explains. 

But with things back in his 

own hands, Ludwig has been 

able to retrace some family his-

tory. 

“I’d been away from the 

drum business since 1991 and I 

really missed it. I kept thinking 

‘boy, I’d love to get back into it’ 

but I didn’t have the money or 

the drive to do it,” Ludwig says. 

It was a few years ago when 

Ludwig received the sign he 

needed – from his own family 

history, no less.  Sitting on the 

wall in Ludwig’s kitchen, Ludwig 

removed a photo of his grandfa-

ther from the wall to study it. His 

grandfather was pictured work-

ing in the WFL Drums factory; 

after selling Ludwig Drums, he 

no longer could use his name to 

start a business, so he opted to 

use his initials instead. 

“There’s a picture in my kitchen, and he looks so happy and so 

proud in the factory testing drums,” Ludwig explains. “I took the 

picture off the wall for some reason, and on the back, in my fa-

ther’s handwriting it says ‘Senior, starting over, age 62.’”

It was precisely the nudge that Ludwig needed to start his own 

company, following suit with his grandfather and going on to 

found WFLIII Drums.

Rewriting History

WFLIII Drums Carries on the Real 

Family Legacy of Ludwig 
By Victoria Wasylak

Bill Ludwig III with a photo of his grandfather

Top Hat & Cane Collectors Acrylic Snare DrumClassic Wood Snare Drum



“I was 59 three years ago, and I 

thought, dammit, if he can do it…I got-

ta go for it,” he said. “Now here I am, age 

62, not able to use my name, so my com-

pany is WFLIII Drums, in the exact same 

position that he [his grandfather] was in. 

The similarities are just really unbeliev-

able.” 

From there, Ludwig knew what was 

next on his agenda for the business – 

and it looped back to that pivotal mo-

ment for Ludwig when Ringo Starr him-

self got involved. 

“Ringo played Ludwig because he saw 

a sample of the finish that we were com-

ing out with called Black Oyster Pearl 

- this was in a dealer’s store in London. 

It was cool to play an American-made 

product to people from England,” Lud-

wig explains. “He bought the drum set. 

The next thing you know, they were on 

Ed Sullivan and in every picture, any 

shot, of any of the Beatles, you saw the 

Ludwig logo in the background, and 

the next day our phone was ringing off 

the wall for the black oyster Ringo set. It 

was just unbelievable. We had to build a 

huge addition to our factory.”

The Starr-Ludwig bond strengthened 

when William Ludwig Jr. met up with the 

Beatles drummer to give him a gold-plat-

ed snare drum in Chicago as a token of 

appreciation for the exposure that he 

had granted to the company. Backstage 

at the venue, they snapped a photo to-

gether – Bill III didn’t make it out for that 

(he was in fourth grade at the time). 

So naturally, when Ludwig started his 

own business, the first thing he wanted 

to do was put a WFLIII drum in the hands 

of Starr, who he still keeps in contact 

with.

“I told him ‘the first drum off the as-

sembly line I want to give to you,’” Ludwig 

says of his fateful call to the drummer. 

“Two years ago, backstage 

at one of his concerts, we 

re-created the picture of 

Dad giving him the drum.”

In amazement, Starr 

looked over the original 

photos of himself with 

Ludwig Jr. in Chicago, 

which he had never seen 

before. 

In 2017, WFLIII Drums 

is a two-person operation, 

consisting of Ludwig him-

self and CEO Kipton Blue. 

With Ludwig’s fifty-plus 

years as a drummer, and 

Blue’s expertise in both 

business and the drum 

world, the two make an 

ideal team.

Ludwig has noted that some of the 

best parts of being back in the MI indus-

try have been taking the reins of creative 

design and getting back to drum shows. 

After growing up going to NAMM shows 

with his family, seeing his daughters - 

ages 13 and 16 – do the same and hand 

out their business cards is particularly 

sentimental. 

After starting with snare drums – 

what Ludwig calls the “focal point” of a 

drum set – the WFLIII Drums owner says 

full drum kits might be in the future for 

the company.  In keeping with the lega-

cy of his family, all of the parts of WFLIII 

drums are made by the company them-

selves – Ludwig was, of course, the only 

drum company at the time that made ev-

erything (heads, hoops, etc.) themselves. 

“The next logical step would be full 

drum kits. After that, innovative hard-

ware and possibly another line of snare 

drums,” he said. “We’re about to get into 

our own factory pretty soon.”

And since business for WFLIII Drums 

is booming – quite literally – it shouldn’t 

take too long before a factory is the next 

entry in the Ludwig family history books.   
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Bill gives Ringo Starr the first WFLIII drum

WFLIII Signature Metal Snare Drum
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M
y wife and I enjoy cruising. During meals, we 

are usually seated with new acquaintances. 

As so often is the case, the “What do you do?” 

question will eventually surface. 

In the ‘80s, my response was that I was a music educator 

and sold musical instruments in NYC. The comments and 

the smiles were immediate. One person would say, “I love 

music,” and another person would say, “My children take 

piano lessons.” What followed were conversations filled 

with joy about an activity that captures the deepest of hu-

man feelings.

By 2000, I was forced to close my music business – MIDI 

hardware and software 1.0 required more knowledgeable 

workers than I could  find and afford – and was later re-

cruited and trained by one of the largest wealth manage-

ment firms on the planet. Along the way I qualified as a 

licensed investment professional and obtained a Financial 

Planning Certificate as well as a Certified Wealth Strategist 

designation. The dinner table conversations then took a 

dramatic shift. When the sub-

ject of wealth management 

and succession planning 

came up: Silence….

Given my music back-

ground and financial training. 

I believe the future of music 

retail requires establishing a 

culture where employees are 

sharing and managing knowl-

edge with their most profitable customers. It’s no longer 

viable to place most of the focus on tangible assets such 

as inventory turns. To successfully compete against the 

“Amazons” of the world, the real value is in your intangible 

assets including customer relationships, knowledge, cul-

ture, customer loyalty, as well as in your customer rela-

tionship management system, also called CRM. 

Look how the market values Microsoft’s tangible assets 

versus its intangible assets. A key tangible asset for Micro-

soft is its headquarters in Redmond Washington. The val-

ue of the building is $1.2 billion. By contrast, Microsoft’s 

intangible assets, which consist primarily of its global hu-

man capital, are worth $500 billion!

Intangible assets must be measured and managed. And 

since you won’t find intangible assets on your balance 

sheet, they’re easy to ignore.

My column will offer sound advice to help the MI retailer:

• Grow and monetize its intellectual capital: 

 its knowledge assets

• Train employees to be Value Creators

• Get profitable customers to keep coming back

• Build a culture of knowledge sharing

• Implement a customer learning process 

• Accelerate business value now, and maximize 

 value when it’s time to exit

Let me share an experience with you. I was recently on 

a cruise celebrating our 40th wedding anniversary with my 

wife. In our hurry to get to the airport on time, I left behind 

my travel guitar. When we got to our destination, I was able 

to locate a music store, which rented acoustic guitars. The 

staff was extremely courteous and even threw in a gig bag 

and some picks. Still, as I was walking out, I kept thinking 

what a missed opportunity for the sales person to get to 

know me by asking me some questions like, “What style of 

music do you play?” Or perhaps, “How often do you travel?” 

Or even better, “What type of 

guitar would your ideal rent-

al instrument be?” In other 

words, learn about my music 

habits and what was import-

ant to me.

Tapping into, and success-

fully managing your intangi-

ble assets, is key to growing 

the value of your business 

and selling it profitably. Want more proof? Take a look at the 

company that sets the standard for customer service, edu-

cation, and knowledge sharing: Sweetwater. Chuck Surack, 

founder and president created an enormously valuable and 

effective culture.

I first met Chuck in the mid-1980s at a NAMM show, when 

we both fell in love with the Kurzweil K250. With a lapse 

of 30 years since we had last connected, Chuck was kind 

enough to re-introduce me to the folks at NAMM, which 

triggered a series of speaking events at NAMM Idea Center, 

writing opportunities for NAMM U, and writing columns for 

“The future of music retail re-
quires establishing a culture 
where employees are sharing and 
managing knowledge with their 
most profitable customers.”

The 

 Money

Sound
 of Hello!
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trade magazines. This singular introduction allowed me to 

connect my musical past, and also with my passion for fi-

nancial education by helping MI retailers unlock the wealth 

trapped in their business. 

I first read MMR as a young music retailer. It was my “go-to 

magazine” when I was looking for new gear. The magazine 

has a storied history which dates back to 1879 and, under 

the editorial helm of Christian Wissmuller, and its publisher 

Terry Lowe, MMR is well positioned for continued growth. 

It’s an honor for me to write a column for the magazine.

For those that plan on attending Winter NAMM 2018, I 

invite you to my talk at the NAMM Idea Center titled: “5 Ways 

to Add Value to your Business – Fast!” 

I will be exploring value-building activities – employee 

talent, processes and technology, customer relationships, 

community outreach, and professional and personal fulfill-

ment – to capture opportunities and ignite innovation in 

your business. This session has been designed for owners, 

and key managers who are aspiring owners.

I believe brick & mortar music retailers, who contin-

ue to innovate and create new services will successfully 

compete against the “box pushers.” After all, Amazon can’t 

shake the hand of your customer, and ask them how their 

granddaughter is enjoying her piano lessons. 

Jaimie Blackman – a former mu-

sic educator & retailer – is a certi-

fied wealth strategist & succes-

sion planner. Blackman helps 

music retailers accelerate busi-

ness value now and maximize 

value when it’s time to exit. Black-

man is a frequent speaker at 

NAMM’s Idea Center and a free-

lance writer for MMR’s “The 

Sound of Money” column. Visit jaimieblackman.com to reg-

ister for educational webinars and to subscribe to his pod-

casts.

“Intangible assets must be measured and managed. And since you won’t 
find intangible assets on your balance sheet, they’re easy to ignore.”
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C
reating a performance venue in 

your music store is a great way to 

connect with the community and 

increase customer traffic. A performance 

space can also provide an additional 

source of income if tickets to shows by lo-

cal bands or national acts are part of the 

plan. However, even if the performance 

space is only going to be used for recitals 

performed by students involved in a band 

camp, or students who take music lessons 

at the store, there are some legal issues 

affecting how you go about setting up a 

live performance space. 

First and foremost is the issue of li-

censing the music. The holder of a music 

copyright (the author and/or publisher) 

has the right to control the use of the 

music for live performances in addition to 

the right to control making copies of the 

music. Therefore, any live performance of 

a copyrighted piece of music is a violation 

of copyright law unless permission for the 

performance is obtained in advance.

Usually authors and publishers assign 

the right to collect money for live per-

formances to a Performance Rights Or-

ganization (PRO) such as ASCAP or BMI. 

These organizations sell “blanket” licenses 

to various venues, including everything 

from grocery stores to restaurants, night-

clubs, concert venues, and music stores. 

The PROs then collect the licensing fees 

that the venues pay for using the music 

and distribute the funds to the authors 

and publishers of the works. 

A blanket license only permits the ven-

ue to use the music in a particular PRO’s 

repertory. Therefore, live performance 

venues in the United States require sep-

arate blanket licenses from ASCAP, BMI, 

and SESAC to permit the performance of 

music that is part of each of their separate 

catalogs. 

MI retailers generally want to support 

the creativity of musicians, and therefore 

should want to pay for the privilege of 

using their music. However, there is an 

additional motivation for paying to use 

music – which is the real concern that fail-

ing to obtain a license can lead to the as-

sessment of substantial money damages 

against the music store. 

PROs retain field agents (spotters) who 

go around to unlicensed venues and 

basically act as spies to see if any of 

their music is being performed. If they 

catch a venue using their music with-

out a license, the next step is usually a 

letter demanding a large payment and 

demanding that the venue either stop 

using their music or buy a license. Ig-

noring the demand for payment results 

in a lawsuit for statutory damages.

17 U.S. Code Section 504 provides 

that an infringer of a copyright may be 

liable for up to $30,000 for one infringe-

ment of a work (each unlicensed pub-

lic performance of a copyrighted work 

constitutes a separate infringement). 

Furthermore, if the copyright owner or 

PRO can prove that the infringement 

was being done willfully (usually a con-

tinued infringement after the venue has 

been warned) the damages can be up 

to $150,000. While the damages award-

ed, and settlement figures are usually 

much lower, PROs often try to tack on 

their costs and attorney’s fees when 

bringing an infringement claim.

We reached out to ASCAP and BMI for 

comment about in-store performance 

spaces. BMI did not respond, but ASCAP 

was kind enough to provide a copy of 

their standard form License Agreement 

for Music Stores.

ASCAP’s standard form Agreement 

permits only “non-dramatic” public 

performances of the ASCAP repertory 

(music not to be accompanied by dia-

logue, pantomime, dance, stage action 

or visual representation of the work). 

Of course, any public performance out-

side the parameters of the license con-

stitutes a copyright infringement. PRO 

licenses do not provide permission for 

the music to be recorded and the AS-

CAP license excludes permission for the 

performance to be live-streamed over 

the internet or broadcast by the venue. 

(Live streaming requires a separate li-

cense from Soundexchange).

The ASCAP Music Store license also 

specifically prohibits performances 

“where a direct or indirect admission, 

entry or similar fee or charge that may 

be reduced to monetary compensation 

is imposed to hear such performance” – 

so, no charging the students to play at 

the recital, and no charging admission 

to get in. Renting the space to local 

bands to put on concerts and charge 

admission is not permitted under the 

standard license. That would require the 

negotiation of additional permission 

and an additional fee.

Some Frequently Asked Questions

What if I only buy a license from one of 

the PROs? 

It would be extremely hard to mon-

itor whether a band or artist is only 

playing the music from a particular 

catalog. Usually, the artists themselves 

don’t know which PRO covers a partic-

ular song, and it would be unwise for a 

venue to try to put the burden on the 

performers to determine which music 

they can use.

Why doesn’t the band buy the license? 

PROs license the venues. They do 

not license the performers. The theory 

is that the venue is attracting custom-

ers by using the music and therefore 

should pay for the privilege. Whether 

the performers get paid or play for free 

is of no consequence, since the venue 

gets the benefit of having the music on 

its premises

What if only original music is being 

performed?

The author of the music has the right 

to control its public performance, so 

theoretically, if the artist is only per-

forming their own material, they can 

grant permission to the venue to use 

the music. However, it isn’t worth the 

risk involved to try to ensure that the 

performer isn’t inspired to throw in an 

occasional cover song, or to determine 

whether the band has previously li-

censed away its rights to a particular 

song to the record company or publish-

er (which would then have the right to 

control the public performance). 

MI Retailers Hosting Live 
Performance Spaces, Beware
by Stuart B. Shapiro
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What about music in the public do-

main? 

Currently, there is a lot of music free-

ly available to be used because it is in 

the public domain. Copyrights have 

expired on songs written before 1923, 

and some music lapsed into the public 

domain because the copyrights weren’t 

properly registered before 1978 or be-

cause the music was published without 

the requisite copyright notices. Clear-

ing rights to music is a complex process 

with many factors to consider in order 

to determine whether a particular piece 

of music is freely usable. The danger lies 

in the fact that, although a particular 

piece of music is in the public domain, 

there can be a valid copyright on the 

arrangement or version that is being 

used. For example, derivative works 

created from public domain songs with 

slight variations in the words or music 

are separately copyrightable. Therefore, 

it would be extremely difficult for any 

venue to try to determine whether the 

music being played is free to use with-

out a license.

What about the FIMLA?

The Fairness In Music Licensing Act 

was enacted in 1998 to protect small 

venues (bars and restaurants under 

3,750 square feet and stores under 

2,000 square feet) from infringement 

claims made by PROs for music played 

over the store PA system or on a radio. 

The law exempts stores that have less 

than four speakers or TVs in any one 

room and less than six total speakers. It 

also included a so-called “record store 

exemption” if the sole purpose of per-

forming the music was to promote the 

retail sale of recordings or the devices 

used to play the music (radios, CD play-

ers, et cetera.). However, the protection 

that was granted does not extend to 

live performances or to any location 

that has a cover charge for admission.

What about fair use?

“Fair Use” (the idea that you can us 

a copyrighted work under certain cir-

cumstances without the permission 

of the copyright owner) is one of the 

most misunderstood aspects of copy-

right law. It is governed by 17 U.S. Code 

Section 107 which provides that works 

may be used for “criticism, comment, 

news reporting, teaching, scholarship, 

or research.” The factors to be consid-

ered under the statute, to determine if 

the use is “fair” include: the amount and 

substantiality of the portion of the work 

that is used; whether it is for nonprofit 

educational purposes; and the effect of 

the use on the potential market. People 

sometimes confusingly believe that as 

long as they’re not directly receiving 

any money they have the right to fair-

ly use the copyrighted material – but 

that’s not how it works. Courts review-

ing fair use disputes look to see if there 

is any commercial nature to the use of 

the music. If the purpose of the use can 

be characterized in any way as commer-

cial then it’s not going to be fair use, 

regardless of whether any income or 

profit is actually made. While it could be 

argued that there is a teaching aspect 

to conducting a recital in your perfor-

mance space, it can’t be characterized 

as non-profit educational use. The use 

of music to attract customers to your 

store is always commercial in nature 

and would not be characterized as fair 

use under any circumstances.

Other Live Performance Consider-

ations 

There may be local laws that require 

additional licenses for public perfor-

mances, or that prohibit live music in 

particular areas altogether (such as lo-

cations contiguous to residential neigh-

borhoods). If live music is not prohibit-

ed, there may still be restrictions on the 

days and hours that live music may be 

performed, restrictions on the decibel 

level, or restrictions on cover charges. 

Some municipalities require a license 

for live music and an additional license 

if there’s going to be any dancing. It 

would be a shame to set up a perfor-

mance area in your store only to find 

out that you can’t use it because of a lo-

cal ordinance. Therefore, it’s a good idea 

to check the local laws first.

Another important consideration for 

MI retailers is to make sure that your in-

surance covers what you have planned. 

Many insurance policies exclude cover-

age for particular types of events or for 

activities in which there is a fee charged 

to attend at the insured premises. If 

you’re planning to have food available, 

check and see if your coffee house open 

mic activities are going to be excluded 

from coverage. If you’re running a “rock 

camp,” have a conversation with your 

insurance agent to be sure all activities 

are covered. 

There are additional kinds of insur-

ance policies available, some of which 

are used to cover one-time concert per-

formances. Under certain circumstanc-

es, the cost of one of these insurance 

policies may be passed along to the art-

ist. The venue may require that the art-

ist obtain proof of insurance before the 

event, and may require that the music 

store be named as an additional insured 

on the insurance policy. 

Stuart B. Shapiro, a 

practicing attorney, is 

also an assistant pro-

fessor at the State Uni-

versity of New York Col-

lege at Fredonia – New 

York’s premiere public 

college for Music – where he teaches law 

courses including courses in Music Busi-

ness Contracts, Copyrights, and Trade-

marks. He plays drums in two bands and 

guitar in two more, and is known locally 

as a major gear head – with over 50 gui-

tars in his collection, a full blown record-

ing studio, and five full sets of drums.
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Our global music industry is a vast ecosystem of manufacturers, retailers, educators and music, sound and event technology 

professionals. And your association is at the Crossroads of it all, uniting these communities around our shared vision of a more 

musical world. 

As a vitally important part of our Vision, Mission and Objectives, 

the NAMM Oral History program is dedicated to preserving 

the stories of our industry. Now encompassing over 3,000 

interviews, conducted over the past 17 years, it has become 

the world’s largest video repository of 

industry knowledge and lore, told by those 

who were really there. Their stories will 

entertain and inspire and perhaps most 

of all, humanize the decisions, large and 

small, that have shaped the industry we 

know today. 

We invite you to listen and enjoy these 

personal histories for yourself. They 

include your friends and peers alongside 

industry icons who have all left their mark 

and will now be forever remembered for 

generations to come. The collection can 

be found in the Library section of namm.

org. It is an ever-expanding archive, 

quickly becoming as vast as the industry 

itself.

You can view our latest interviews and engage in our newest 

form of content, The Music History Project. This exciting 

new project is a podcast utilizing the Oral History interviews 

to examine innovative creations, the evolution of musical 

instruments, and the changing world of music retail, music 

industry icons, pro audio and sound production leaders, along 

with innovators in event technology. All of this content can  

be conveniently found on namm.org, iTunes or SoundCloud. 

New episodes of The Music History Project are released every 

other Thursday.

This NAMM Oral History collection continues 

to grow because of great members like you. 

Simply drop us an email at library@namm.org 

and tell us who you think we should interview 

next.

In January, as we gather as a global 

community to conduct business, network, 

share and grow, we also pay tribute to those 

we’ve lost; a fitting farewell to dear friends, 

many who were with us at last year’s show. 

The Tribute is Thursday evening at 5:30 pm 

on the Grand Plaza. Please come and share in 

this special gathering of family and friends. 

Thank you for your enthusiastic support of 

NAMM and the Oral History Program. We truly believe we are 

all part of one big musical family and we look forward to seeing 

you at The NAMM Show where our collective family story will 

continue to grow.

  Sincerely, 

  Dan Del Fiorentino • NAMM Music Historian

Many Stories, One Vision... 

It is an ever-expanding archive, 

quickly becoming as vast as the 

industry itself.

Their stories will entertain and 

inspire and perhaps most of all, 

humanize the decisions, large 

and small, that have shaped the 

industry we know today. 

Explore thousands of stories at namm.org/library



The Music Begins Here
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Make plans to attend The 2018 NAMM Show. 
Visit namm.org/thenammshow to review the show map,  

full schedule, and to register and book your hotel.

Exhibits
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An experience like no other
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Tap-A-Delay Deluxe Pedal from Cusack Music  
The Tap-A-Delay Deluxe pedal from  Cusack Music adds a 

third “float” footswitch to the original Cusack TAD delay ped-

al, which can be used to control a momentary hold function 

on the feedback control.  The new pedal also features a micro 

switch for selecting whether the new notes played after the 

float switch is engaged are with effect or dry. Other standard 

functions, like tap tempo, brake mode, modulation, and external tap connector, are 

also included, and the TAD Deluxe comes with a custom “Grape Frost” finish. MAP: 

$269.  

D’Addario Reserve EH Clarinet Reeds
Designed to emulate the stability and playing charac-

teristics of a BH clarinet reed, D’Addario Woodwinds now 

offers a solution for EH clarinet players without the need 

to cut or modify a larger reed to fit their instruments. Fea-

turing a traditional blank, this filed reed offers a longer 

vamp for security of feel, thick heart for tonal depth and 

pitch stability, and a flexible tip with squared corners for 

ease of response and exceptional articulation quality. 

Like all reeds in the D’Addario Reserve line, the EHclari-

net reed is crafted using D’Addario Woodwinds’ ground-

breaking digital vamping process for ultimate quality 

control, precision, and reed-to-reed consistency, making it the ideal choice for the 

advancing student and professionals alike.

These reeds are offered in half strengths from 2.0 to 4.5 with a special 3.5+ 

strength. MSRP: $45. 

New Releases from Electro-Harmonix
The new, smooth operating Volume Pedal features 

two impedance options for maximum compatibility 

and is housed in a rugged, lightweight chassis. With se-

lectable 25K or 250K impedances, the Volume Pedal is 

well suited for both active and passive pickup equipped 

guitars and basses, as well as keyboards, other electron-

ic instruments and line level signals.

The EHX Volume Pedal enables the player to attenu-

ate their signal anywhere in the signal chain and its passive design means no power 

is required. It is the latest offering in EHX’s Performance Series that includes the Wail-

er Wah, Cock Fight Plus Wah and Talking Pedal with Fuzz, Expression Pedal and Dual 

Expression Pedal. The EHX Volume Pedal is available now and carries a U.S. street 

price of $62.75.

The Superego+ from Electro Harmonix springboards off the Superego’s ability to 

create synth effects, sound layers, glissandos, infinite sustain and more with the addi-

tion of a complete effects section featuring 11 effect types, an EXP input for effect pa-

rameter control plus an EXT jack for a 3-button controller. The pedal comes equipped 

with an EHX 9.6DC-200 AC Adaptor and carries a U.S. street price of $250.

www.cusackmusic.com 

www.daddario.com

www.ehx.com

AMPLIFICATION & EFFECTS

ACCESSORIES

ACCESSORIES

ReedGeek’s G4 
(Black Diamond) 

One of  ReedG-

eek’s newest “Uni-

versal” wood-

wind   reed  tools 

and saxophone 

sound  stabilizers  is the  G4 “Black 

Diamond,”  a tool for  reed  adjust-

ment & maintenance on  both nat-

ural and synthetic  reeds,  designed 

to help all woodwind  easily  play-

ers  achieve  better  reed  perfor-

mance. The “Black Diamond” carries a 

U.S. street price of $69. 

www.reedgeek.com

The Kross2 from 
Korg  

The Kross2 is a pro-level per-

formance keyboard that features 

upgrades such as more PCM, more 

sounds (1075 programs), more po-

lyphony (120), user sampling, audio 

recording, audio and MIDI over USB, 

and 16 sample trigger pads.  

The synthesizer comes embed-

ded with Korg’s Enhanced Definition 

Synthesis-integrated sound engine, 

found in many of the brands popular 

synthesizers. EDS-i allows for the use 

of five insert and two master effects 

to be used simultaneously. Extensive 

sampling and sample editing has 

also been added, along with a new 

bank of 16 illuminated trigger pads, 

allowing users to play back samples 

as well as audio tracks.   The Kross2 

carries a U.S. street price of $1049.99.    

www.korg.com

PIANO & KEYBOARDS
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Still The Most: 

The right stand to take!! 

Innovative,

After 8 Years

Affordable

Secure

Packable

Versatile
Finish Tested

Durable,

Steel Reinforced
ABS Composite

Lifetime Warranty!!

Fit inside a guitar case or gig bag..!!
For travel and stage use, designed to

Guitar Stand With A

Dog Proof

Kid Proof

BUY IT HERE

4 Footed

2010
2017

Not a Copy, 

Work Around

or Knock Off!!

www.cooperstand.com

p

“The Original”

US Patent

 #8,146,870

Ecco-G

$25! 
Ships FREE

in USA

PRINT & DIGITALDRUMS & PERCUSSION

New Releases from Meredith Music

String Instruments: Purchasing, 

Maintenance, Troubleshooting and 

More by Sandy Goldie covers im-

portant topics that every musician 

needs to know. Different topics 

covered in the book include pur-

chasing instruments, instrument 

accessories, maintenance, trouble-

shooting, sizing, set-up, and storing 

instruments. 

Practicing with Purpose contains 

50 easy-to-use techniques scien-

tifically proven and field-tested to 

improve musical skills. It includes 

practice plans for every level with 

examples from the world’s great-

est performers, making it an indis-

pensable resource to immediately 

increase musical proficiency. 

www.meredithmusic.com

The Naughty Saucer from 
Dream Cymbals   

The Naughty Saucer is the newest 

addition to Dream Cymbals’ Re-FX 

Series.  The  14” effect cymbal  fea-

tures  a 5 3/4” hole in the center to 

provide two unique playing surfaces 

on any drum or cymbal it’s placed on. 

When used on a drum, the Naughty 

Saucer simulates the effect of a digital/electronically manip-

ulated drum sound. When placed on a cymbal, it provides 

the drummer with an instant industrial stack effect.  

Dream and Scott Pellegrom created the Naughty Saucer 

using cymbals collected from their recycling program.  

www.dreamcymbals.com

Triggered Lighting Kits from 
DrumLite

 DrumLite’s triggered lighting kits 

are designed specifically for the ev-

eryday drummer, allowing the device 

to react when the drum is struck. The 

triggers attach to the drum shells us-

ing 3M double sided tape, picking up 

the vibration and eliminating cross-

talk between DrumLites in multiple drums. Two trigger packs 

are available - a bass drum trigger pack and a five drum (full 

kit) trigger pack – and each includes  DrumLite LED strips, 

triggers, power adapter, and cables for their respective set-

ups. 

www.iwdrumlite.com

PRO AUDIO

Whirlwind Qbox-aes
A multipurpose testing device 

for troubleshooting digital AES-3, S/

PDIF, and analog audio signals, the 

Qbox-aes comes loaded with a va-

riety of useful features and testing 

operations. You can easily switch be-

tween Analog or AES testing operation and an AES Function 

switch determines how the AES testing occurs. Monitor your 

AES stream in real-time, check the AES stream’s sample rate, 

and convert analog signals (MP3 player/smartphone/etc) 

into an AES stream—and vice versa, and much more. It in-

cludes many of the features of Whirlwind’s Qbox built-in to 

deal with audio issues you come across, and can be powered 

by four AA batteries or included wall power supply. 

www.whirlwind.com



BAND & ORCHESTRA

FRETTED

New Models from Reverend Guitars 
All Reverend Kingbolts now feature a dark roast-

ed maple neck for both the increased resonance 

and superb look and feel. The Blackwood Tek finger-

boards are an environmentally-aware choice based 

on wood that is abundant and easily harvestable 

without sacrificing tone or quality. The Reverend Kingbolt has a sleek body design, a 

simple yet effective control layout, and a Wilkinson tremolo system that stays in tune 

without the hassle of a locking nut. The revolutionary Railhammer Hyper Vintage 

bridge and Hyper Vintage neck pickups take it to another level with their PAF-style 

tone and a balanced signal due to the rails under the plain strings and slugs under 

the wound strings.

www.reverendguitars.com

The Venova from Yamaha
The Venova from Yamaha is an innovative casual 

wind instrument that’s compact and lightweight. 

Created with Yamaha technology, the Venova fea-

tures a unique branched-pipe structure that gives 

it a bright and rich timbre with plenty of volume. Its 

ABS resin body is smaller, lighter, and more durable 

than conventional wind instruments.  

Like a saxophone or clarinet, the Venova is a single-reed instrument that produc-

es different sound nuances depending on how you blow it. It’s capable of playing 

everything from powerful passages to beautiful soft, expressive melodies. Easy, re-

corder-style fingering makes it ideal for beginners and novices, while more experi-

enced players will appreciate the musical possibilities provided by its fully chromatic 

two-octave range. The Venova comes with a mouthpiece, a synthetic reed, a mouth-

piece cap, and a durable carrying case with a strap. 

www.yamaha.com

CASES & STANDS

New Lightweight Woodshell Cases from 
ProRockGear

The new Armourguard Wood Series of lightweight cases 

from ProRockGear and AP International offer the weight of a 

gigbag and the durability of a hardshell case. 

The Armourguard Wood Series features a sturdy form-fit 

wood shell covered with rugged 600D nylon, utilizes heavy-du-

ty zippers, and has added rubber bumpers on the bottom to prevent shock while 

standing. Incredibly soft interior foam and padded neck rest ensure your instrument 

will be safe while travelling, and the sturdy nylon handle and detachable shoulder 

straps give you the option of carrying or wearing. The added large outer storage pocket 

comfortably fits your picks, straps, and cables, so you can show up to the gig ready to 

go with one convenient lightweight and trusty package. The new series comes in five 

different sizes to fit most popular guitars and basses: rectangular electric guitar, Les 

Paul, dreadnought acoustic, classical acoustic, and rectangular bass. 

www.prorockgear.com
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No fees, shipping charges or chargebacks. You set the rental rates.
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J
ames Rea has been holding intimate one-in-one 

interview events, known as “The Producer’s Chair,” 

with Nashville’s leading music Producer’s for 11 

years, almost all of them from the stage of Douglas 

Corner, one of Nashville’s more enduring live-music 

clubs. In that time, he’s had hit-making helmers like 

Dann Huff, Paul Worley, Dave Brainard, Scott Hen-

dricks, Mark Bright, Doug Johnson, and others sitting 

in an outlandish chair that looks as if it fell off the truck 

when they were packing up “Pee Wee’s Playhouse.” A 

music venue was certainly an appropriate location, 

especially when Rea began the series, back when re-

cords still were at the top of the revenue hierarchy of 

music. He got to move the events into an actual re-

cording studio last year, on Music Row. But for various 

reasons that didn’t work out for 

the long run.

But starting earlier this year, 

Rea moved his event into what 

might be the most appropriate 

location of all: an MI retail store. 

Since then, The Producer’s Chair 

has been taking place in the 100-

seat space at the rear of World 

Music, a 16-year-old shop on 

Nashville’s far west side that new 

owners took over a year ago. 

There, Rea is also able to record 

audio and video of the inter-

views, which will eventually be 

made available online. 

“You’re surrounded by mu-

sical instruments from the mo-

ment you walk into the store 

until you enter the performance 

space, and it just feels right,” he 

says.

A Place To Hang Out

For World Music COO Denny 

Sanders, who moved to Nash-

ville from Los Angeles last year 

and with partners bought the 

story from founder Larry Fara-

galli in September 2016, it also 

feels right. He had spent over 20 

years working as a tour manager, 

for artists including Ministry, Papa Roach, and Giant. 

When Rea brought Giant guitarist-turned-producer 

Dann Huff (whose production discography reaches 

from Megadeth to Faith Hill) in as the first Producer’s 

Chair interview at the store, it felt like pieces were fall-

ing into place. 

“We’re not trying to be a nightclub, but rather a 

place to come and hang out,” says Sanders, for whom 

World Music is his first take at retail sales of any kind. 

“But James’ event adds another dimension to what a 

store can be. And it has to be more than a store these 

days.”

Sanders cites competition from big box vendors 

and online outlets, which are bringing increased pres-

sure on local MI retail everywhere. He sees incorpo-

rating The Producer’s Chair events into World Music’s 

agenda as a natural fit, part of an itinerary for the store’s 

performance space – which is named, simply and aptly, 

the Venue. It’s where the store’s 450 music students can 

do a recital for parents one day and then come to see 

live music that evening. They can learn recording and 

then outfit their home studios from the same place. 

And they can listen as world-

class record Producer’s talk 

about their craft. Sanders has 

even applied for a beer license 

for the store. “We’re getting to 

the point where people may 

never have to leave the store,” 

he laughs.

Rea says beyond the vibe 

the store confers on his events, 

it also brings a staff that can 

not only sell guitars but also 

document the larger process 

of how music is made. “For 

instance, the person World 

Music has managing the ven-

ue and its productions, Mike 

Green, had worked in network 

television for years,” he says. 

After Producer’s Chair events, 

in a guitar-strewn room off 

the side of the performance 

space, visitors are asked on 

camera to relate what they 

were taking away from the in-

terviews. “The experience has 

a more polished, produced 

feel to it,” he says. 

World Music and The Pro-

ducer’s Chair are a good fit, but 

they also underscore how MI 

retail is becoming – and should 

become – more of marketplace, place where ideas are 

exchanged and interactions experienced beyond the 

transactional level. 

“We want to sell guitars and drums, but we also want 

to create an environment that draws people in around 

music,” says Sanders. “The Producer’s Chair is one of the 

unique things that we can have on our menu.”  
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The Last Word

By Dan Daley

An MI Store Adds a Recurring Event that 
Pulls it Closer to the Musician Community

“ Sanders cites 
competition from 

big box vendors and 
online outlets, which 

are bringing increased 
pressure on local MI 
retail everywhere ”

Noted producer Dan Huff with 

James Rea of “The Producer’s Chair”






