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Ah, it’s that heady time of year once again: time for the 
cream to rise to the top, for champions to be crowned 
– and for you, MMR readers, to do the heavy lifting while 

I sit back and enjoy a little break. The Dealers’ Choice Awards 
(DCAs) are truly determined by our subscribers and I merely re-
port the results in a couple months. Who better to single out the 

most impressive instruments, gear, and entire lines of product than folks who actually 
work in the MI industry – in particular, retailers?

Is it purely coincidence that honors handed out by other publications and orga-
nizations seem invariably to go to their biggest advertisers? Odd, that…

There’s no smoke-� lled back room with myself and other MMR executives pour-
ing over spreadsheets and ledgers in order to make sure we reward our strongest 
business partners with a trophy. The DCAs aren’t decided upon by some “panel 
of experts” (Have you ever really looked at some of these “panels” that adjudicate 
other awards? Experts at what, exactly?), but by the actual experts – our readers.

So the ball is now in your court. Head on over to mmrmagazine.com and click 
on the “2021 Dealers’ Choice Awards Ballot” tab up near the top (Or I’ll save you the 
trouble. Here: https://mmrmagazine.com/site/2021-dealers-choice-awards-bal-
lot/) and make your selections in each of the 17 categories, including the big one: 
Product of the Year. While our nomination process for the DCAs – which ran from 
mid-July through to mid-September – was open to anyone who cared to suggest 
an instrument or brand, the actual voting for the winners of the awards is restricted 
to current MMR subscribers – one ballot per. 

Traditionally we hand out trophies to the top vote-getters while in Anaheim in 
January. For obvious reasons, that part of the whole process will be postponed a 
few months, but we’ll still be announcing the big winners in our December issue 
and you have until 5pm ET on Friday, November 10 2021 to be a part of establish-
ing who those winners will be.

Following his appearance at this year’s MTV VMA’s, British singer-songwriter Ed 
Sheeran opined that U.S. awards shows are, “Filled with resentment and hatred to-
wards everyone else and it’s quite an uncomfortable atmosphere… It’s just lots of 
people wanting other people to fail.”

While we certainly appreciate and even encourage a healthy sense of com-
petition between nominees, the DCAs are quite a di� erent animal from poor old 
Ed’s experience with U.S. awards. As we all know, one of the MI industry’s great-
est strengths is the conviviality and spirit of community that exists between even 
many of the most competitive brands. This annual event is an opportunity to cel-
ebrate the creative, technical, aesthetic, and design innovations that have driven 
sales and connected with end-users in the past calendar year. No resentment or 
hatred at this party. Nope!

Hop online right now and cast your votes for this year’s Dealers’ Choice Awards. 
Let your voice be heard!

Awards Season

AN INDEPENDENT VOICE FOR VOCAL EDUCATION
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Neutrik  USA is pleased to an-
nounce a dramatic expansion in 
its operations, and with that ex-
pansion comes a new name: Neu-
trik Americas. Neutrik Americas, a 
wholly owned subsidiary of Neu-
trik AG and a member of the Neu-
trik Group, will now service all the 
Americas from its Charlotte, NC fa-
cility. The goal of this organization-
al shift is to provide centralized op-
eration for the Americas, with the 
benefit of consolidated sales and 
support for the entire region.

One of the key benefits of this 
company reorganization is greater 
responsiveness for customers. This 
includes more effective sales and 
support services – without such 
a great variance in time zones – 
making it easier to contact the 
company, regardless of one’s phys-
ical location. As part of this expan-
sion, Neutrik Americas now offers 
multilingual sales and support 
services. Neutrik Americas offers 
English, Spanish, Portuguese, and 
French language support from its 
Charlotte headquarters – ensuring 
ease of communication with cus-
tomers no matter where through-
out North, Central, and South 
America they may physically be 
located.

Neutrik’s commitment to its 
customers and partners remains 
the company’s highest priority, 
and the expansion into Neutr-
ik Americas is a direct reflection 
of that pledge. Key on the list of 
company priorities is the ability to 
make it easy for customers to con-
duct business with Neutrik, to fully 
support customers in their respec-
tive time zones and languages, 
and to maximize logistics from the 
Charlotte location.

In addition to the Neutrik Amer-
icas expansion, the Neutrik Group 
launched a new global web-
site  www.neutrikgroup.com  on 
October 1 where all group and 
brand information can be located. 
The NEUTRIK® brand  www.neu-
trik.com  and REAN® brand  www.
rean-connectors.comwebsites will 
remain active for direct access.

Music & Arts Expands Throughout 2021 Neutrik USA Expands Its 
Horizons and Becomes 
Neutrik Americas

Music China Postponed to January 2022

Music & Arts is in the midst of an event-
ful 2021, with a large number of new store 
openings and acquisitions expanding the 
reach of Music & Arts into new commu-
nities, serving families and schools while 
furthering its mission of promoting and 
supporting the merits of music education 
and the joy of music lessons.

Four brand-new Music & Arts locations 
have opened this year: East Tucson, AZ; Ed-
ison, NJ; Savannah, GA; and Summerville, 
SC.

Additionally, five retailers (across nine 
locations total) have been welcomed into 
the Music & Arts family as acquisitions so 
far in 2021: Whole Note Music in Stock-
bridge, GA; Center Stage in Augusta, GA; 
Master Musician in Murrieta and Palm 
Springs, CA; Howren Music in Charlotte, 
NC; and all four Mississippi Music stores, 
located in Flowood, Biloxi, Hattiesburg and 
Meridian, MS. These retail locations will 
now operate as Music & Arts stores while 
retaining personnel and maintaining the 
grassroots business footprint that they 
have worked to foster in these communi-
ties. And as with the other new and exist-
ing Music & Arts locations, each store will 
be offering instrument rentals, repairs, and 
in-store and online lessons, in addition to 
an expansive product offering. 

The Mississippi Music acquisition in par-
ticular is a significant step for Music & Arts, 
as it represents the very first Music & Arts 
locations in Mississippi and the next step 
for Mississippi Music, a highly respected 
and influential MI presence in the region 
for decades. 

Mississippi Music is a top 100 musical 

instrument retailer with an extensive reach 
covering most of the state of Mississip-
pi. “After 75 years, it was time to come up 
with a  plan to transition Mississippi Mu-
sic’s business in a way where it could con-
tinue to scale and grow to keep up with the 
demand of our beloved and loyal custom-
ers,” said Rosi Johnson, owner of Mississip-
pi Music and former NASMD President and 
NAMM board member. “This acquisition is 
the best of all possible outcomes, as Mu-
sic & Arts will bring more diversity, more 
options and continue to be located across 
our areas to serve our musicians, school 
music programs and customers. This is not 
the end but a new beginning.”

The advent of these new Music & Arts 
locations follows the acquisition, earlier 
this year, of Be Part of the Music, a nation-
ally renowned music education advocacy 
organization led by Scott Lang and An-
drew Hrynyshyn. Now under the umbrella 
of Music & Arts, the free services offered 
by Be Part of the Music will be more acces-
sible to music educators nationwide than 
ever before. Founded in 2011,  Be Part of 
the Music  provides a wide range of free 
content (videos, documents, advocacy 
materials) and “done-for-you” solutions 
(website builders, automated solutions, 
pre-built campaigns) for the recruitment 
and retention of school music students. 
Known and trusted by music educators 
across the U.S.,  Be Part of the Music  is 
more than a leading voice in music educa-
tion; they serve as advocate, counsel, and 
champion to the 22,000+ music educators 
and hundreds of thousands of parents 
who use their content regularly. 

In light of the recent pandemic situation in China, the 20th edition of Music China has 
been re-scheduled from October to January 14 – 17, 2022 at the same venue, the Shang-
hai New International Expo Centre. The move is in alignment with the Chinese govern-
ment’s anti-pandemic measures, and will ensure that the organizers can deliver as safe a 
fair as possible for participants.

In recent days, the pandemic situation in China has been evolving and as a result the 
country has extended its pandemic containment measures. To adhere with the Chinese 
government’s prevention and control guidelines, the organizers have come to the deci-
sion to postpone the show to January 2022 following an extensive consultation with all 
stakeholders.

Although preparations had been in full swing to welcome exhibitors and visitors to 
mark the 20thanniversary edition, the organizers believe that this step into January is a 
wise decision, because providing a safe trade fair for all participants and staff members 
should remain a top priority. In January, the organizers will celebrate the important mile-
stone and continue to provide a quality trade platform for conducting business activities, 
brand building, education and networking.

At the rescheduled January event, additional hygiene measures will be strictly imple-
mented, including face recognition, entry checkpoints to verify health declaration codes 
and temperature scans. All participants are required to submit travel records and wear a 
face mask at all times.
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In the legal dispute over the sale of V-shaped electric guitars, Meissner Bolte has 
achieved a victory for guitar manufacturer Warwick. On September 22 2021, the Federal 
Supreme Court dismissed the appeal of U.S. manufacturer Gibson against a judgement of 
the Hamburg Higher Regional Court (I ZR 192/20). 

The proceedings were based on a lawsuit filed by the U.S. guitar manufacturer Gibson. 
In 1958, Gibson launched the “Flying V”, the first guitar with a V-shaped body. The model 
became famous through musicians such as Jimi Hendrix, Lenny Kravitz, and the German 
band Scorpions.

In 2014, Gibson filed a lawsuit against the German guitar manufacturer Warwick, that 
sold a V-shaped guitar approximated in shape under the “Framus” brand. Gibson objected 
to the imitation of its products and demanded a sales stop arguing that customers were 
being misled about the origin of the guitar, and Warwick was unfairly exploiting the repu-
tation of the Gibson guitars.

In July 2017, the Hamburg Regional Court decided in favor of Gibson. The Higher Re-
gional Court overturned this decision in November 2020 (Case No. 15 U 86/19) stating that 
despite a subsequent adoption of design elements, Warwick had not acted unfairly. In spite 
of the same shape, the brand and the manufacturer’s reference could be clearly recognized. 
Potential buyers could distinguish the guitars and were therefore not misled about the ori-
gin of the instruments from different manufacturers. The Higher Regional Court did not see 
any unfair exploitation of reputation as both guitars were high-quality, high-priced models 
and Warwick therefore did not participate in the good reputation of the Gibson variant.

“With this ruling, the Federal Supreme Court once again clarifies that the Unfair Com-
petition Act does not grant absolute product protection, but there need to be additional 
unfairness features,” says Dr Stefan Zech, partner with Meissner Bolte in Munich. “We are 
pleased that after the Higher Regional Court, also the Federal Supreme Court has followed 
our arguments and confirmed that there is no unfairness in the case of Warwick’s V-Guitar.”

Warwick/Framus Wins Legal Dispute 
with Gibson

Excelcia Music Publishing 
Announces Acquisition of 
Wingert-Jones Publications 
& RBC Publications

Excelcia Music Publishing has 
announced the acquisition of Win-
gert-Jones Publications and RBC 
Publications from J.W. Pepper & Son, 
Inc. Excelcia Music Publishing plans 
to expand and amplify the presence 
of both Wingert-Jones and RBC in 
the educational music space. Wing-
ert-Jones and RBC have strong repu-
tations in the American music land-
scape for producing works in their 
catalogs that aptly meet the needs of 
today’s music programs.

Pepper will retain some owner-
ship in the resultant company and 
continue to provide printing and 
order fulfillment services for Wing-
ert-Jones, RBC, and Excelcia Music 
Publishing through their Atlanta 
Distribution Center. Excelcia Music 
Publishing will continue to market 
each of the three brands separately 
to emphasize their unique offerings.
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Fender Musical Instruments Corporation (FMIC) announced the 
launch of the  Player Plus Studio Sessions: Powered by Fender  on 
September 27. This global program seeks to fulfill the creative as-
pirations of independent artists around the world by getting them 
back in the studio and providing them with the tools they need to 
create their musical art. To bring this program to life, Fender has 
partnered with notable recording studios in the U.S., U.K., Australia, 
Japan, and Mexico to host Fender-funded studio sessions with engi-
neers, a mixing credit, Player Plus gear and mentoring resources for 
winning artists.

Inspired by the recent launch of the Player Plus series, Fender’s 
new line of guitars and basses are designed with creators and inde-
pendent artists in mind to be the tool that these artists use to bring 
their passions to a global stage. The Player Plus Studio Sessions aim 
to take that same goal a step further by purposefully supporting ris-
ing talent, helping them share their message and creativity through 
original music. This new global program reinvigorates Fender’s on-
going commitment to musicians, and in particular, independent 
musicians.

To enter, independent artists must submit either a recent single, 
music video or live performance to best showcase their talent and 
creativity. Instrumental acts, bands and solo artists are also encour-
aged and welcome to enter the Player Plus Studio Session. Eligibility 
requirements are as follows: applicants must be 18+ years of age, 
play or have a band member play guitar or bass and must be a fully 
independent artist. Additionally, applicants must be able to travel 
to the nearest selected city and studio as winning does not provide 
travel to and from the studio.

Participating studios by market include:
• S. Studios: EastWest Studios (Los Angeles), MDDN (Los 

Angeles), Flux Studios (New York City), Welcome to 1979 
(Nashville)

• UK: RAK Studios (London), Coastal Sound Recording 
Studio (Liverpool), Steelworks Studios (Sheffield), Chamber 
Studio(Edinburgh), Camden Recording Studios (Dublin)

• Australia: Sing Sing (Melbourne), Studios 301 (Sydney)
• LAT AM: Pieza Estudios (Mexico City)
• Japan: Freedom Studio Infinity (Tokyo)
The entry period will run from September 27 through October 

20, 2021 with winners announced on November 10, 2021. Each sub-
mission will be reviewed by a panel of judges made up of notewor-
thy producers, artists, journalists, and Fender executives.

In addition to earning valuable studio time, the winning artists 
will receive a one-hour consultation with Ari Herstand, CEO of Ari’s 
Take and author of the bestselling book How to Make It in the New 
Music Business. Herstand is also the author of the 2021 Fender Art-
ist Playbook, a step-by-step guide for emerging artists to tackle the 
new frontier of music, from cracking TikTok algorithms to leveraging 
alternative revenue streams, digital marketing tips, NFTs and more. 
Winners will also receive a Fender Player Plus guitar or bass to use in 
the studio at their recording session and keep for future shows and 
creative endeavors. The new instruments bring Fender’s most iconic 
models into the modern era. Noiseless pickups provide classic Fend-
er sound with enhanced clarity and advanced switching capabilities 
for a wide variety of tonal options. Upgraded features include rolled 
fingerboard edges and locking tuners and hot, fresh finishes includ-
ing Belair Blue, Silver Smoke and Tequila Sunrise.

To learn more about the Player Plus Studio Sessions: Powered 
by Fender head to  https://playerplusstudio.com/. Winners will be 
contacted by Fender directly in early November. Recording will take 
place throughout November and December 2021 and through Jan-
uary 2022 in Australia. 

Player Plus Studio Sessions: 
Powered by Fender
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Welcome to 1979 Studio 1

Gibson Gives, the philanthropic arm of Gibson has announced 
a $300,000 donation to benefit students attending Metro Nash-
ville Public Schools. The public private partnership Music Makes 
Us will distribute the donation of guitars and other music equip-
ment across Metro Nashville Public Schools music education pro-
grams, as well as sistering school districts.

The Gibson Gives donation will directly benefit students in 
schools with guitar learning programs including the following 
schools: Antioch High School, Bellevue Middle School, Donelson 
Middle School, H.G. Hill Middle School, Hillwood High School, 
John Overton High School, Maplewood High School, McGav-
ock High School, and Nashville School of the Arts. The donation 
includes Gibson guitars (electric, acoustic, and bass guitars), 36 
amplifiers, 1700 pairs of guitar strings, and 116 guitar stands. Ad-
ditionally, Gibson Gives has provided 1000 PPE face masks to all 
Nashville Metro Public Schools music students valued at $4,000.

“Gibson Gives’ extremely generous donation to Metro Nash-
ville Public Schools and Music Makes Us will make a huge differ-
ence for our guitar students and teachers across Nashville and 
Davidson County as they enjoy being back in classrooms and 

on stages together,” says Dr. Adrienne Battle, Director of Schools, 
Metro Nashville Public Schools. “Thank you to Gibson Gives for 
once again sharing the gift of music with our schools.”

Gibson Gives Donates $300,000 To Metro Nashville Public 
Schools and Music Makes Us To Support Students

Above (L-R): Chelsea Payne (Donelson Middle School), Ryan Murphey (Nashville School of 
the Arts), Sarah Robinson (Performing Arts Coordinator), Je�rey Smith (Director, Visual 
and Performing Arts, Metro Nashville Public Schools), James “JC” Curleigh (President 
and CEO, Gibson Brands), Cesar Gueikian (Brand President, Gibson Brands), Heather 
Freeland (Entertainment Relations-Nashville, Gibson Brands) and Dendy Jarrett (Execu-
tive Director, Gibson Gives)
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The family of 
Steve Rabe, the 
founder and pres-
ident of SWR En-
gineering Inc., 
announced his pass-
ing on September 
30th2021 at the age of 73. Known for 
his innovative and breakthrough de-
signs in bass amplification products 
Rabe was the chief engineer from his 
founding of the company in 1984 un-
til it was sold in 1997. Later the brand 
was sold to Fender.

The company’s name was derived 
from Steve’s initials, Steven William 
Rabe. Prior to starting SWR, Rabe had 
worked at Acoustic Amplification and 
A.M.P. He developed his own ideas 
for a hybrid design of amplification 
that included a tube preamp with a 
solid state power section. In addition 
to iconic bass models and memora-
ble names such as the Redhead and 
Goliath, SWR produced the California 
Blond series which set a new standard 
in acoustic guitar amplification. Rick 
Carlson, who headed up sales and 
marketing at SWR and worked side by 
side with Steve for ten years reflects 
“Steve redefined the boundaries of 
bass amplification and changed the 
game, his legacy lives on in the hearts 
of the musicians that knew him and 
all those that played SWR gear. His in-
fluence was considerable and set the 
course for bass amplification as we 
know it today.” Steve leaves behind 
his wife Linda and sons Brian and Mi-
chael.

Dex Johnson, 
executive vice pres-
ident and owner of 
Mississippi Music up 
until the recent sale 
of the store to Music 
& Arts, passed away 
on October 3.

Johnson grew up in the music re-
tail business his parents founded, and 
worked in every department of the 
company, managing several locations 
of Mississippi Music over his career.

As a couple Dex and his wife, and 
NASMD past president. Rosi were 
strong supporters of a number of 
music industry programs and orga-
nizations. They were inseparable in 
all things, at work and at home, rais-

ing their daughter Ashley and doting 
on their granddaughter. Dex, an avid 
golfer, was famous for participating in 
hilarious skits at NASMD conventions 
that brought the house down, and he 
and Rosi were always the life of any 
and every party. The family is plan-
ning a celebration of life service in the 
coming weeks.

Music educa-
tor and one of the 
founding members 
of the  Jazz Educa-
tors Network (JEN), 
Jim Widner, passed 
away suddenly of 
a heart attack on October 3 2021. He 
was 75 years old.

Jim  was given the opportunity 
to join his grade school’s orchestra, 
which provided him an instrument to 
play. His love of music was fostered 
years later when he became a student 
of his highly influential high school 
band director. These early experienc-
es set Jim on his path in music, which 
included touring with big bands (Stan 
Kenton, Woody Herman and Buddy 
DeFranco), teaching (and creating 
a jazz program at the University of 
Missouri at St. Louis), owning his own 
music store with his wife (Pro Music 
Shop), becoming a product endorser 
(for Yamaha), and being on the team 
that established the Jazz Educators 
Network.  All this thanks to the kind-
ness and guidance of a few music 
teachers and a grade school that gave 
him an instrument.

Holger Seims 
passed away on 
September 18 2021. 
Seims had a prolific 
career in music pub-
lishing. Beginning in 
his native Germany, 
he worked for several top publish-
ing firms in key positions. Among his 
many accomplishments included es-
tablishing the United States branch 
of  G. Henle Press. Relocating to Mis-
souri, Holger helped bring the Henley 
catalog to America, where he worked 
closely with the Retail Print Music 
Dealers Association (RPMDA)  and 
others in supporting music making 
by promoting method books and 
music training publications. He was a 
mentor to many and a friend to many 
more.

        TRADE REGRETS ‘Music & Sound 
Retailer’ to Cease 
Publication

On October 4 2021, The Hazan 
Media Group announced in an email 
that it would be halting publication 
of The Music & Sound Retailer, Sound 
& Communications, and DJ Times. 

“We are not alone in believing 
in these businesses and our long-
time team,” read the message. “We 
sincerely hope they live on in some 
shape or form in the very near future. 
But that story has yet to be told.

The Music & Sound Retailer  and 
Testa Communications founder 
and longtime publisher Vinny Testa 
passed away in April of this year. The 
Hazan Media Group had been pub-
lishing the three now-shuttered titles 
for the past four months.

D’Addario Acquires 
National Picks

D’Addario  has announced the acqui-
sition of National Picks, the metal fin-
ger-pick that solidified itself as the indus-
try standard.

Available now, the renowned finger 
and thumb pick company will be branded 
as D’Addario National Picks. Unchanged 
since their introduction in 1930, National 
Picks are made in the United States from 
various alloys to create a brilliant, vin-
tage-American sound.

In 1930, the United States Government 
issued a patent for National Picks that 
proudly etched on the original models. 
Each pick’s face also has the National logo 
and the U.S.A. make and model number 
etched for easy identification. All picks 
will continue to be manufactured in the 
U.S.A.

National Picks provide a smooth, com-
fortable, and fully adjustable fit, as well 
as a brilliant, finger-picking sound on an 
acoustic guitar or a plucky bite on a banjo.

The D’Addario National Pick offering 
will include finger picks in stainless steel, 
brass, and nickel (to be released in 2022). 
In addition to the finger picks, D’Addario 
will be offering the National Celluloid 
thumb picks available in white, black, and 
tortoiseshell in both large and medium 
sizes.

National Picks are available in 4-packs, 
12-pick bulk packs, and 6-pack finger and 
thumb pick bundles with prices starting 
at $8.99 MAP.
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Exertis | Jam  has announced two key lead-
ership appointments. Lynn Martin, the founder 
and long-time president of  American Music & 
Sound will fill the new role of director of Strategic 
Development for Exertis | Jam. Pat Sullivan has 
been tapped to fill the role of president of Ameri-
can Music & Sound. 

American Music & Sound, an Exertis | Jam busi-
ness, has been led by Lynn Martin for almost 20 
years. Given his stellar track record and keen eye 
for new products, companies and wider consum-
er trends, Martin will now fill a wider role as the 
director of Strategic Development across Exertis 
| Jam. Replacing Martin as president, American 
Music & Sound is Patrick Sullivan, recent president of InMusic and 
past vice president, Merchandizing at Guitar Center. Today AM&S 
distributes and supports brands such as Allen & Heath, CAD, Fo-
cusrite, Fostex, Glorious, Hercules, Kurzweil, Lewitt, Nord, Novation, 
PLAYdifferently, Reloop, Studiologic, and Xone. 

Michael Flores has joined the Fender (FMIC) 
team in his role as PR & Communications  man-
ager, Specialty. He will be leading all strategy for 
the brands and will be a main point of contact for 
Jackson and Gretsch.

Flores is a publicity and content specialist with 
experience leading strategies for consumer prod-
uct, gaming, and corporate communications. Michael comes from 
The Walt Disney Company where he first supported PR for “Star 
Wars” consumer products before transitioning into the Disney Parks 
division where he oversaw publicity tied to CSR efforts for Walt Dis-
ney World and other international parks.

Hal Leonard has hired Blair Wilson to become 
their first chief marketing officer. In this role, Wil-
son will oversee the company’s overall marketing 
strategy for Hal Leonard as well as its other com-
panies including Sheet Music Direct, Sheet Music 
Plus, and Noteflight.

Wilson graduated with a BA in economics from Brigham Young 
University and an MBA from the University of Wisconsin. His back-
ground includes 15+ years of consumer, e-commerce and B2B mar-
keting & business strategy experience for Fortune 500 companies 
and privately-owned businesses.

Korg USA  has announced the hiring of An-
drew Moore as international sales manager for 
Aguilar Musical Instruments and Spector Musical 
Instruments. In this new role, Moore will be re-
sponsible for Spector and Aguilar sales in Europe, 
Asia, Africa, and Australia, serving as the central 
point of contact for distributor accounts in these 
markets.

Moore joins Korg USA with more than 10 years of industry expe-
rience, including a seven-year tenure at D’Addario & Co. in Farming-
dale, N.Y. In his most recent role of territory sales manager, he built 
relationships with approximately 300 customer accounts, including 
national chains, distributors, manufacturers, and independent re-
tailers. 

A passionate bass player of more than 25 years, Moore earned a 
Bachelor of Arts in Music Business from the State University of New 
York at Fredonia, with a minor in Jazz Performance and concentra-
tions in Music Technology and Public Relations.

Korg USA welcomes Andrew Moore to the sales team and looks 
forward to his contributions in advancing the company’s interna-
tional sales strategy.

CHAUVET Professional continues to develop 
its capabilities to further serve the broadcast, stu-
dio, and film markets with the addition of Scott 
Laurentz to its management team. Formerly with 
The Lighting Design Group in New York, Laurentz 
joins Chauvet as product resource manager for 
Broadcast lighting.

In his new position, Laurentz will draw on his extensive global 
experience working on lighting projects to provide the CHAUVET 
Professional and Kino Flo product development team with strategic 
input. He will also be involved in building customer relations and 
conducting training related to broadcast, studio, and film lighting.

Laurentz started his new position in September. He can be 
reached at slaurentz@chauvetlighting.com.

PEOPLE

Lynn Martin

Pat Sullivan

American Way Marketing LLC(AWM) purchased  Spacefiller 
Quality Lubricants in May 2021. While some traditional petro-
leum-derived lubricants are odorous and can accumulate on 
valves, rotors, and casings over time, Spacefiller synthetic prod-
ucts are odorless, nontoxic, and keep instruments free of gunk. 
Spacefiller products include Pad Life, Ultimate Piston and Rotor 
Valve Lubricant, and Ultimate Tuning Slide Lubricant.

Spacefiller Quality Lubricants, originally created in 1987 and 
distributed in Decatur, Georgia by MAMCO, is a pioneer in the 
synthetic musical instrument lubricant category.  Tim Ricci, Vice 
President of American Way Marketing, travelled to Decatur in 
April to facilitate the purchase and remarked, “We are excited 
to continue the legacy that Jay Himmel and Charles King be-
gan over thirty years ago. Spacefiller is a perfect addition to the 
AWM family of brands including Superslick, Faxx, and Luthier’s 
Choice.  The synthetic musical instrument lubricant category is 
an important part of the continued growth strategy for AWM 

and having an additional high quality brand manufactured in 
Elkhart by our talented team works extremely well.

American Way Marketing Acquires Spacefiller Quality Lubricants

Kathy Donahoe, Jay Himmel, and Tim Ricci



© Guangzhou Pearl River Piano Group Co., Ltd.

From the first note on these Premium Grand Pianos, you’ll find that 

the quality, acoustic performance, and playability not only directly 

compare with famous grand piano brands, but exceed them for 

value. The GH160R & GH170R combine traditional European hand-

craftsmanship and components with advanced CNC technologies. 

The result is the warm, rich singing tone that defines a world-class 

piano with a German linage. Learn more at RitmullerUSA.com
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than the touch and tone is the value
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E. & O. Mari, Inc. is the world’s oldest continually family-owned 
and operated music string manufacturer, fi elding the celebrated 
La Bella brand. We recently checked in with COO Lorenza Cocco 

to learn more about the company’s long and fascinating history, how 
they’ve fared during the pandemic, and what’s on the horizon.

The company can trace its beginnings back to the mid 17th 
century in Italy, but the “La Bella” brand didn’t appear until the 
1920s, after much of the operation had migrated to NYC. Can 
you talk about the origins of La Bella, speci� cally, and how it 
came about? 

Brothers Emilio and Olinto Mari were some of the fi rst people, 
if not the fi rst, to properly commercialize musical strings. The com-
pany name was fi rst “Mari Musical Strings” established in the 1910s, 
and began using a number of diff erent “brands” name to delineate 
diff erent instruments and also levels of quality (value line vs. premi-
um). These names included La Bella (trademarked 1920), NuTone, La 
Preferita, Sweetone, and Criterion.

At some point this became confusing for consumers, so in the 
1930s a board meeting was held to determine which brand had the 
most brand equity and would become the prominent brand name, 
and La Bella “won.” 

E&O Mari was incorporated in NYC in 1935. What were the 
main reasons for selecting New York as a headquarters at the 
time? What did the city and immediate area o� er an MI brand 
such as La Bella?

The company was established around 1910 as “Mari Musical 
Strings” which was later incorporated in the 1930s, and then even-
tually changed to “E. & O. Mari, Inc” to refl ect the sole ownership of 
both brothers. 

Brothers Emilio and Olinto arrived as young men in New York at 
Ellis Island seeking new opportunities. The Spanish Flu in Italy had 
killed their parents and many family members in a matter of months. 
They started working as laborers excavating the pillars used to build 
elevated subways in Queens. At night they made samples of gut 
strings, a craft they learned from their family in Salle, Italy – a family 
tradition, which started in the 1600s. They brought these samples to 

music stores across Manhattan, one of them being the famous Wur-
litzer store which serviced many professional violin players, who fell 
in love with the Italian craftsmanship of their gut strings. The Wurtliz-
er family gave the brothers a loan to setup their own small operation 
in Manhattan. After decent success, the brothers could not keep up 
with production themselves, so Olinto went back to Lanciano, Ita-
ly to setup a factory, hiring string makers from their nearby family 
string-making hometown of Salle, Italy. Eventually, due to embargos 
and then World War II, the entire workforce at the Lanciano factory 
was moved to a larger factory in 1935 in Long Island City, Queens 
with the help of the U.S. Consulate in Naples. Around the 1940s, the 
production was moved from Long Island City to Astoria where it re-
mained until 1980. 

New York was a natural fi t for young immigrants and the music 
center of the United States. At the time, New York City was home 
to many musicians, factories, entrepreneurs, immigrants – it was 
really the perfect storm for anyone wanting to create something 
from nothing, or in this case create a product from a very specifi c 
skill set that was in demand for the blossoming music industry. New 
York was also the closest point to travel to Italy by steamship, where 
they would travel back-and-forth from for decades to come. Even-
tually the brothers put down roots in Astoria, Queens, which was 
at the time was home to many Italian immigrants (and stores and 
restaurants), where they felt close to home while being thousands 
of miles away. 

Can you talk more about the choice to close up shop in Italy 
and fully relocate HQ to Long Island. With and “either/or” choice 
at the time, why did the company select America over Italy?

In 1935, the Italo-Abyssinian War brought production in our Italian 
operations to a halt as sanctions were imposed in the Italian govern-
ment on imports/exports. The Lanciano factory was where the ma-
jority of production was being made, so Olinto visited the U.S. con-
sulate in Naples for a work permit for himself and all 60 employees 
to start making strings in New York, which was issued in a record 36 
hours. The factory in Lanciano remained open thereafter to support 
some production, and was repurposed during WWII to make war 
goods, but became too hard to manage from afar after WWII, so all 
machinery was moved to New York. 

A  T R A D I T I O N  O F

 E.&O. Mari, Inc.’s Lorenza Cocco

Exce
llen

ce

Eric Cocco, Bob Glaub of Jackson Browne’s band, Richard Cocco, and Lorenza Cocco

Washing gut strings at the 
Astoria Factory in the 1940s

Emilio and Olinto at the facility in Lanciano, Italy
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2021 marks the 40th year of La Bella being based out of New-
burgh, NY. What was behind the move to Newburgh and what 
about the  location and facilities has made it such a good � t 
for such a long time?

In the 1980s, E. & O. Mari, Inc. was forced to move out of Astoria, 
as Long Island City was under siege by an unscrupulous labor union. 
In fact, many small businesses left Long Island City for the same rea-
son. At the time, Newburgh was spearheaded by mayor Joan Shapiro 
who lured many businesses through an economic development ini-
tiative. Many of those initiatives disappeared shortly thereafter, but 
Newburgh remains a good home for La Bella, as it’s centrally located 
and still close to New York City. As a New York-based company, we 
make a very big e� ort to support New York suppliers when possible. 
Much of the wire used to make strings is made in upstate New York.

Further we do have a showroom in Brooklyn, NY, which is head-
quarters for our Olinto project spearheaded by vice president and 
fourth generation string maker Eric Cocco. We host many events 
there – when we’re able to, and now very responsibly – such as our 
annual Lords of the Low End and concerts and workshops featuring 
La Bella artist. Our Olinto basses are made by hand by master luthier 
Mas Hino and James Carbonetti. 

Currently, what are the top-selling lines of La Bella strings?
Our company has sold to distributors and retailers for over 100 

years to over 100 di� erent countries, so naturally each region has 
its own best-sellers. In the U.S., we continue to dominate the classi-
cal guitar and electric bass string market, in addition to our line of 
handmade Olinto basses. In the Gulf Region, our Oud strings are ex-
tremely popular as we leverage our skill in classical guitar strings to 
make strings for the ancestor to the guitar. And our entire catalog 
including our Latin Folk sets sell very well in Central and South Amer-
ica. Our broad product o� ering allows us to have the opportunity to 

o� er something in every single country we 
sell in, which is an advantage that only one 
other string company has other than La Bella. 
This also helps stabilize sales if a certain part of 
the world or large market is experiencing eco-
nomic headwinds, or if the U.S. dollar strength 
poses a challenge. We’re very diversi� ed from 
a product and market point of view.

As you mentioned, in addition to 
strings, La Bella � elds both Olinto Basses. 
What was the catalyst behind entering the 
fretted instrument market? How have the 
brands evolved within the company?

For decades, our strings have graced the 
basses of the � nest musicians in modern re-
cording history. After years of working with 
world-famous luthiers in developing cut-
ting-edge strings, we felt the next natural 
step was to introduce a bass that equally em-
bodies that vintage tone which put La Bella 
on the map. When Eric Cocco (VP) worked 
with master luthiers Mas Hino and James 
Carbonetti to develop our Olinto basses, 
the concept of our vintage � at wound bass 

strings was always 
at the forefront 
of development. 
We’ve now sold 
hundreds of these 
basses all over the 
world, from pro-

fessional touring musicians to everyday players, 
and the response has been enormous. We’re 
very proud producing a high-quality instru-
ment that we know will stand the test of time, 
as our strings have. 

The past year-and-a-half has presented 
numerous, once-in-a-lifetime challenges to 
nearly every industry and, within MI, certain 
segments – live sound reinforcement, for one 
– were absolutely decimated. Fretted instru-
ment sales, however, soared during the 2020 
lockdowns and beyond. How has the past 
year-plus been for La Bella?

We’ve been fortunate to see an uptick in sales 
since the pandemic. Given the large variety of 
our product catalog, we decided a few years ago 
to really focus on online retailers who were will-
ing and able to carry our complete product line-
up. It’s nearly impossible for a small music shop 
to carry our entire product o� ering, especially 
since we cater to professionals who value a high 
quality product that at times comes at a higher 
price point. When the pandemic hit, these online 
retailers across the globe were positioned to pick 
up where brick-and-mortar stores could not, 
which in turn boosted our sales. Also, as players 
went online to buy just about everything, many 
were introduced to our brand for the � rst time as 
we’re healthily represented on a lot of these online stores (with great 
product ratings!), when they would not have necessarily seen our 
strings on the wall at their local shop. 

Any new or recent product introductions of note you’d like to 
draw MMR readers’ attention to?

We recently came out with the La Bella “Roadie Club” (https://
roadieclub.labella.com/). It’s a free club where members get access 
to super limited edition handcrafted bass and guitar strings made 
by our string artisans in our New York factory. Given our history and 
skill in string making, we have tons of ancient books with hundreds 
of pages of string constructions and notes dating back to the 1940s 
with era-speci� c string constructions. We will revive those sets and 
come up with new super handcrafted strings that can only be made 
by very skilled machine operators, that serve a tonal purpose and 
might happen to also look really cool. The Roadie Club highlights our 
ability as 400 year old string makers, it’s not just a gimmicky market-
ing scheme. 

Expectations for the coming months – not only for La Bella, 
but for the industry, as a whole?

We expect to see turther disruptions in the supply chain, in� ation, 
and consolidation throughout the MI space. No one is “safe” and you 
have to stay on your toes to come up with the best way to tackle the 
newest headwind that presented itself today. When we were forced 
to close down for a few months back in March 2020, it was truly a � rst 
for a company like ours, even though we’ve been in business for 100-
plus years. Even during WWII, our factory in Italy was reproposed to 
make condoms out of sheep gut for soldiers! While we don’t think we 
will be forced to shut down again, we have to accept the new normal 
of the unexpected and unpredictable, whether it’s delays from ven-
dors or headwinds associated with operating a facility in a COVID-19 
environment. Not all will be able to handle these challenges and this 
will result in closures or sales of business not willing or able to � ght 
to stay open.  
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Legendary Classical and Jazz 
Mouthpieces—Now Even Better.

Long considered the finest saxophone mouthpieces available 
owing to the ingenious designs of world-renowned Concert 
Saxophonist and Legendary Professor Dr. Eugene Rousseau. 

Now a JodyJazz Company, Rousseau Mouthpieces are  
hand-finished, gauged and play tested at the JodyJazz Factory 

and held to the highest quality standards.

Mari Family in Salle 
- Fonderia Fratelli Mari began in the 12th 

Century making church bells (skills which 
became key in making metal strings many 
years later)

- 1640s documentation found that House 
of Mari was making gut strings to Amati, 
Stadivari, et cetera

- Emilio & Olinto Mari (founders of E. & O. 
Mari, Inc, parent company of La Bella) left 
Salle in the 1910s for New York City and end-
ed up in Queens

Lanciano/NYC
- Emilio & Olinto soon fi gured out they 

could use their string making skills and 
made gut samples in NYC and sent them 
to Wurlitzer violin maker in NYC who soon 
started placing orders 

- 1913 E. & O. Mari, Inc. was incorporated 
in New York City. 

- 1924 Olinto leaves New York and ends 
up in Lanciano (where he meets/marries 
his wife, Laura Siroli, who has strong ties to 
Lanciano). Emilio remains in New York to 
maintain the sales side of the business while 
Olinto builds a factory in Lanciano where all 
string production is moved.

- Other Mari relatives move their metal 
foundry to the factory in Lanciano where 
bells, olive crushing machines and other 
machinery is made alongside strings 

- 1935 Italo-Abyssinian War forces pro-
duction to stop due to sanctions on im-
ports/exports. Olinto visits US consulate in 
Naples for work permit for himself and all 60 
employees to start making strings in New 
York, which is issued in 36 hours

- 1935 E. & O Mari opens up a factory in 
Astoria, Queens (38-01 23rd Ave)

- 1980 E. & O Mari moves from Astoria to 
Newburgh, NY

- Present Day: The company is still operat-
ed by Richard Cocco Jr. (grandson of Olinto) 
and his children Eric Cocco (vice president) 
and Lorenza Cocco (chief operating offi  cer) 

The E. & O. Mari factory in Lanciano, Italy

t
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Unfamiliar with MIRC, 
or only vaguely 
aware of what it 

does or how? That’s both 
not necessarily “your fault,” nor 
surprising. “For a long time, the 
previous owner of MIRC really didn’t 
necessarily want anyone to know it exist-
ed, in some ways,” says current CEO Jason Gano. 
“That was great when there was no internet, but now you 
can tell your own story and apply your own narrative – and we want 
to do just that, because there are some false narratives out there.”

So what exactly is MIRC – Musical Instrument Reclamation Cor-
poration – all about? Perhaps a little history is in order. In 1993, the 
organization was founded by Monte Richards in Nashville, Tennes-
see as a wholesaler of refurbished, used guitars. Originally, MIRC 
acquired distressed instruments from a handful of suppliers, re-
paired them to as close to “as new” condition as possible, and then 
sold the guitars to smaller MI retailers and pawn shops. The market 
for this type of business model proved to be robust and, within 
less than a decade, MIRC had partnered with well over 30 suppliers 
and, as of today, is the world’s largest used guitar wholesaler. 

Jason Gano had the background – and the history with MIRC – 
to make him the ideal successor to Richards. “I’ve got 30 years [in 
the industry],” he explains. “The short and sweet story: my degree 
is in music education from West Virginia University. I was working 
in a music store as I was going to college and ended up managing 
that music store in West Virginia for seven or 
eight years. Later I worked for Eastman and 
Remo and SWR, before Fender had them. Fol-
lowing that, I worked for St. Louis Music for 
10 years, and I had several di� erent territories 
with St. Louis Music. I was there when we got 
bought by LOUD Technologies. Then I worked 
at Korg for a long time and, after Korg, I was 
vice president of sales for Marshall, U.S.A. 

“I ended up purchasing MIRC because, in 
my last job just before this, I had been VP of 
sales for Guild and Cordoba and I was selling 
instruments to the place. Monte wanted to 
retire, so it felt like a really good opportunity 

for me. But I knew MIRC 
from selling them things 

and it had solved a big 
problem for me because 

returns come back, shipping 
damage – there’s a few per-

centages of what comes o�  the 
containers that just didn’t make it safely 

across the water, and that stu�  piles up after a 
while. It never really made sense to me that you would 

throw away instruments that could be repaired.”

Setting the Record Straight
In this industry we’re all about creating more music-makers, so 

� xing up instruments and passing along savings to independent 
dealers and end-users – rather than tossing those imperfect gui-
tars in the trash heap – seems like a good thing, right? So what 
are those “false narratives” that had emerged during MIRC’s era of 
relative radio silence?

Gano explains: “From my vantage point, when I said, ‘Oh, hey, 
I’m purchasing this business,’ some people were like, ‘Oh, great,’ 
and some people replied, ‘Isn’t that just, like, a junk shop? Don’t 
you just do junk?’ It’s like: ‘No, we have 20 really talented people 
that work here that restore instruments and keep things from go-
ing to a land� ll.”

And, truly, without a more public face, it was easy for some – 
either those with an agenda or just a healthy dose of cynicism 

– to take some minimal awareness of MIRC 
and evolve that into a belief that the whole-
saler was really just a place where factory 
seconds go to die or be resold in shoddy 
condition to naïve dealers and players. But, 
as Gano noted, these instruments are metic-
ulously refurbished and very transparently 
marketed and sold as “non-new” musical 
instruments. Nobody is being swindled, un-
playable guitars are given a second life, and 
both businesses and players bene� t from 
access to instruments that, as new and un-
blemished product, would be unattainable 
to many.

‘We’re Here to Help’

M
IRC  Offers Creative Solutions Benefi tting Both Dealers and Vend

or
s

Jason Gano, 
MIRC owner and CEO

Nashville Guitar Works � elds acoustic guitars, 
electric guitars, basses, amps, and accessories

By ChristianWissmuller



Back to those “20 really talented people” who work on MIRC’s 
gear: “Let’s see, we have seven in the shop currently,” says Ian Har-
rold, director of operations. “There are � ve full-time in the ware-
house, we have a couple di� erent departments or divisions, too, 
we have three people on the sales sta� , and an o�  ce manager.”

What exactly goes on in the shop? “That’s mostly just struc-
ture work,” Gano explains. “So, snapped o�  head stocks, acoustic 
guitars with an extra sound hole in them which we have to � x, et 
cetera. And we have a full-time electronics repair technician and 
a full-time painter who is fabulous. So, the work will get done, 
and then, if it needs electronics, it goes to the electronics shop, 
or it will go over to paint when it’s done in the shop. And our 
paint booth that we have here is better than the paint booth we 
had at Guild!”

A lot of the team’s e� orts are spent not just dispelling miscon-
ceptions and negative assumptions, but also pointing out the 
fairly obvious upsides of a partnership with MIRC. “Every manu-
facturer that I’ve ever worked for, or been part of, always has a 
pile in the back corner of the warehouse that just kind of grows,” 
says Gano. “So, the conversations I have with manufacturers that 
aren’t familiar with us is, ‘Hey man, go back to the back corner of 
your warehouse and you see that pile of stu� ?’ ‘Yeah.’ ‘You usual-
ly just throw that away, don’t you?’ And they’re like, ‘Yeah.’ ‘Well, 
how about instead of that, I’ll just send you a call tag, and then, 
I’ll run you a check?’ And it’s like, ‘Oh…’

“And then, the next question is usually, ‘Well, 
you know, I don’t want things out in the market 
that are going to negatively impact my brand.’ 
Which is totally valid and a great point, but once 
you buy a guitar and then sell it to someone else, 
the used market is already there. So, all a seller 
needs to do is di� erentiate between what is new 
and what is used. In a lot of cases, we stamp the 
instruments ‘USED’ on the back of the headstock 
and, that way, there’s no question about what 
it is. Our repair guys are pretty darn good. So, 
when we get done with something, it’s in pretty 
great shape, but it’s also got that stamp or a new 
serial number, so that we keep that line clear for 
it.”

Whether a MIRC guitar is stamped “USED” or 
given a reassigned serial number is entirely de-
pendent upon the arrangements that have been 
agreed upon between the company and individ-
ual manufacturers

The bene� t of a relationship with MIRC is 
even more apparent for smaller MI dealers or 
other retail outlets. An MI store that may not be 
able to a� ord a minimum buy from some of the 
big-name brands can likely � nd a solution with 

MIRC. “We deal with a lot of those types of retailers,” Gano says. 
“That’s the bulk of what we’re doing: the small mom and pops, 
pawn shops, and tiny online retailers. We have a thousand-dollar 
minimum to start with, and you can get from us kind a smatter-
ing of everything to check it out. And in a lot of cases, these are 
the people who will end up, 10 years from now, being bigger 
dealers and probably go on to be a dealer for certain manufac-
turers. But this gives them the opportunity to answer the ques-
tion, ‘Can I really do this? Can I sell these instruments?’”

One particularly large conduit for sales of these carefully re-
conditioned instruments has also been helpful in addressing 
questions from both dealers and players. “A lot of our stu�  gets 
sold on Reverb, and we were having to answer a lot of questions,” 
says Gano. “It would be like, ‘Why is this serial number changed? 
Why is this stamped USED on the back of the headstock?’ So, we 
ended up doing an article with Reverb explaining, ‘Hey, here’s 
what we do, and this is why this is actually in great shape when 
you get it.’”

Multiple Divisions, Multiple Solutions
Just as MIRC represents opportunities for dealers and suppli-

ers as a wholesaler, the company’s other divisions address other 
needs: Nashville Guitar Works, The Music Retail Show, and Frank-
lin Guitar Works.
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wholesale

“That’s the bulk of what 
we’re doing: the small mom 
and pops, pawn shops, and 

tiny online retailers.  
– Jason Gano

At work inside the MIRC Shop



“Nashville Guitar Works is our brand 
that is just entry-level instruments for 
these small mom and pops who gener-
ally would buy things out of a jobber or 
someplace where they’re getting just the 
inexpensive instruments,” Gano explains. 
“When you’re in that $99 to $149 range 
trying to � nd something that’s playable 
and will stay together can be tough. So, 
we bring in our own brand to help these 
small mom and pops have something 
brand new to sell as well.

“Franklin Guitar Works is basically our 
parts division,” he continues. “When some-
thing can’t be repaired and it’s just not go-
ing to work, then we strip everything o�  of 
it. So, we’ll get pickups, we’ll get all of that 
stu�  – that’s available to dealers who may 
need some kind of a nice, cost-e� ective 
pick up where you just need turners for 
something. We have so many parts, we’re 
still going through everything and catalog-
ing everything and getting all that done.

“The last thing, in the other part of 
our business, is we have a podcast that’s 
called ‘The Music Retail Show,’ and that 
is designed to help our dealers be more 
educated, because a lot of them are just 
starting out in the business. And overall, 
like we tend to focus everything we do 
on how can we help the smaller dealers 
succeed and thrive in this climate that we 
have right now?”

One other thing that MIRC does to 
assist smaller retailers is simply that they 
do not sell directly to the consumer. “We 
don’t compete with our dealers,” states 
Gano. “What we do sell are the parts. So, 
at our Franklin Guitar Works, we’ll sell the 
parts and bodies and some mix, but we do 
not compete on instruments.”

When asked what message he’d most 
like to convey to MMR readers, Jason Gano 
replies simply, “I think if I wanted to say 
anything, it’s just that we’re here to help.”  
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Chad Winn, Shop Tech

Larry Phelps, Shop Tech

Jake Hawkings, Shipping

Nathan Westbeld, Director of Sales

John Richmond, Franklin Guitar Works

Tim Stumph, Electronics Tech



“As folks looked to new hobbies and outlets to occupy 
their time stuck at home, many decided to try out music 

creation and livestreaming.  
– Ryan Roullard, Documentation Manager, PreSonus 
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By ChristianWissmuller

As with a handful of other fi efdoms within the world of MI, 
the pandemic has actually been good for sales of pro au-
dio equipment – in particular entry- and mid-level gear 

that can easily facilitate home recording and the like. As time 
progresses, however, certain challenges such as supply-chain 
interruptions threaten to throw some cold water on the party.

MMR recently spoke with reps from fi ve industry-leading 
suppliers of audio interfaces to learn about trends in this mar-
ket segment during the early days of lockdown through to the 
present. Their feedback shines a light on how this type of gear 
is truly connecting with end-users and helping to realize the 
creative impulses of many at a time when such an outlet and 
release is desperately needed.

In the past 18 or so months, there’s been a huge spike in 
home and remote music creation and recording, podcast-
ing, et cetera. How have sales for your brand been impacted 
by the pandemic and periodic lockdowns?

Paul Youngblood: TASCAM was positioned nicely for this. 
The TASCAM brand is legendary, and the TASCAM strategy has 
always been about home recording, music creation, and value, 

bringing the most fea-
tures and technology to-
gether at an aff ordable, 
realistic price. Because of 
this, we saw an increase 
in sales and demand 
much beyond our expec-
tation. 

Ryan Roullard: As folks looked to new hobbies and out-
lets to occupy their time stuck at home, many decided to try 
out music creation and livestreaming. Audio interfaces, mi-
crophones, Studio One, and PreSonus Sphere have performed 
phenomenally for us during what has otherwise been a trying 
time. On the other hand, live sound products like sound rein-
forcement loudspeakers have struggled right alongside the live 
music venues that rely on them. In a world where gathering 
isn’t very safe, demand for live sound equipment was under-
standably hamstrung.

Stefan Schreiber: For the year 2020 we observed a signif-
icant sales increase, especially for entry-level products like 
two-channel audio interfaces and podcasting equipment. Since 
the beginning of 2021, sales have returned to the level that it 
was prior to the pandemic. Generally speaking, gear designed 
for personal home recording and that which enables collabo-
rations in music production have experienced a signifi cant in-
crease.

Dan Boatman: Like many companies, sales of our recording 
and music creation accessories increased dramatically during 
the lockdown. The lift was most dramatic in interfaces, micro-
phones, and software, as I think a lot of musicians took the op-
portunity (and probably their stimulus) to upgrade their setup. 
We saw a lot of interest in more premium products, like our AXE 
I/O audio interface, our iLoud MTM studio monitors, and our To-
tal Studio 3 Max software bundle – all products that are a step-
up from the more low cost, entry level items. 

Jimmy R. Landry: There is no doubt it has been an inter-
esting time for M-Audio and MI in general. Thankfully, we have 

Audio Interface Sales During the Pandemic and Beyond

PreSonus Revelator io24

PreSonus AudioBox 96 Studio



seen sales spikes, 
but that is just part 
of the conversation. 
A greater conversa-
tion is navigating 
supply and demand 
during times like 

this. Variables such as the availability of parts, new marketing 
tactics, and even logistics are all part of the sales landscape 
these days.

What are the hottest models of audio interfaces for your 
brand?

RR: Since there’s a ton of new customers getting into music 
and media creation for the �rst time, the hottest sellers contin-
ue to be smaller, entry-level interfaces like the Studio 24c and 
26c, and of course the Revelator, where customers essentially 
get a microphone, interface, signal processor, application mix-
er, and DAW in a single purchase.

More seasoned producers are looking to the ioStation 24c, 
as it’s a 2-channel interface and DAW controller in a single, 
small-footprint device. And the AudioBox Studio Bundles have 
done really well because they include everything you need to 
record, including cables and a comprehensive software suite 
making them an a�ordable solution for customers looking for 
an all-in-one package.

DB: Where we saw the biggest growth by far was on our 
streaming interfaces like iRig Stream, which was really the �rst 
custom-built audio interface for mobile streaming. Musicians 
suddenly needed a way to connect to Instagram, Facebook, Tik-
tok, Clubhouse – all these di�erent apps became the only way 
for musicians to connect with fans, and since our iRig Stream 
was built just for that, the demand was absolutely incredible. 
We had DJs comparing the demand for these products to when 
there was that run on toilet paper and other essentials – they 
needed them that badly.

JL: We have recently seen a lot of success with our M-Track 
Duo, M-Track Solo and AIR 192x4 interfaces – and the whole AIR 
line, really. It is an interesting scenario because the two lines 
serve a di�erent type of customer which shows a wide net of 
musicians, podcasters, and creators of all di�erent l e v e l s 
learning how to take their productions into 
their own hands – something that M-Audio 
has always stood for.

SS: Currently, our hottest audio interfac-
es must be our line-up of UR-C audio inter-
faces – especially the UR22C and the UR22C 

Recording Pack have been well received. What is special about 
our UR-C interfaces is that they are a�ordable yet o�er so many 
great features, such as on-board DSP e�ects and an easy-to-
set-up loopback mode for streaming – o�ering premium sound 
quality when streaming performances through social media 
channels. We have witnessed in�uencers hosting living room 
concerts from home during the pandemic to maintain the con-
nection to their network. The UR-Cs are perfect for these kinds 
of occasions. Also, as a direct consequence to the situation that 
many people are currently working from home, we decided to 
release a �rmware update with a new voice chat mode that is 
optimized for video conferencing.

PY: Actually our hottest audio interface is the Model 12, 
which is a combination mixer, multi-track recorder, audio in-
terface and control surface. The value and technology are as-
tounding. 

Even after several years, the US-16x08 has become a stan-
dard with its sheer amount of I/O and capability at an a�ordable 
price point. 

The new US-HR (High Resolution) lineup is hot because of 
their super high speci�cations, our new drivers, and we add-
ed truly usable software bundles. The software bundles are not 
based on quantity, but musical quality.  We did not want the 
customer to be constantly pitched on a software program that 
is shown but really not available with annoying pop ups asking 
for a purchase. For example, the US-HR lineup come with a full 
studio version of IK Multimedia Sample Tank, CubaseLE, Cubasis, 
and a free three-month subscription to the complete Auto-Tune 
collection. Even the ultra-a�ordable US-1x2HR has all this. 

What are some “best practices” adopted by dealers who 
are especially successful in servicing this market segment?

SS: I believe dealers who realized early on that customer 
demands changed during the pandemic did the best job and 
were especially successful over the past year. Helping custom-
ers make the right choices to easily continue to make music at 
home, to be creative and collaborate remotely made all the dif-
ference during these challenging times. 

JL: This is the great question of the times. We have all been 
through unprecedented situations in the last 18 months and I 
think there has been a lot to learn. The best “best practices” 

“Gear designed for personal home recording and that 
which enables collaborations in music production have 

experienced a significant increase.  
– Stefan Schreiber

Senior Marketing Manager, Steinberg
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“In this market segment, the dealers who invest in 
knowledgeable staff who know recording technology and 

the latest information are always going to win.  
– Paul Youngblood

Director of Product Marketing, TASCAM

Steinberg UR22C Recording Pack

Steinberg UR22C

TASCAM US-1x2HR

TASCAM US-1  16x08



have certainly shifted and been tested. Obviously, many retail-
ers and even manufacturers had to quickly pivot and �gure out 
their online components from their presence to their backend 
systems, and even digital marketing. Furthermore, many con-
versations took place on how to even talk to customers during 
such an incredibly di�cult time. We have so many great dealers 
in our M-Audio network that showed their true colors by recog-
nizing and connecting with musicians having a hard time. From 
grounded touring musicians to others working from home, and 
to even those in more unfortunate situations, we heard a lot of 
positive stories from dealers and manufactures that made us 
proud to be part of this industry – the pivot to online sales was 
at the forefront, but I think humanity became a “best practice” 
for most in our industry. 

PY: In this market segment, the dealers who invest in knowl-
edgeable sta� who know recording technology and the latest 
information are always going to win. It’s hard to fake knowl-
edge of high-tech recording today. Does your website or sta� 
discuss the value of drivers and latency? Does your website or 
sta� translate the bene�t of high speci�cations and software 
bundles into language a creative musician understands? The #1 
TASCAM dealer in dollars is not #1 for TASCAM audio interfaces. 
Our #1 audio interface dealer tends to focus on recording and 
application and it shows.

DB: I think education is really key. For a moment there, real-
ly almost the entire music world had to stop and learn how to 
share or stream online, so the dealers who took that moment to 
inform users which products �t which needs really bene�tted 
the most. Or those who had already established themselves as 

that “trusted source!” As much content 
as we brands put out, I think users still 
really rely on neutral third parties who 
can represent the full range of options. 
So the dealers who made the invest-

ment in social 
media, YouTube, 
articles, et cetera 
all saw a big ben-
e�t as they met 
that tidal wave 
of customer de-
mand.

RR: Have a 
salesperson or two who understands the value proposition of 
these products and is equally knowledgeable in podcasting 
and livestreaming – particularly in setup and routing. You’ve 
probably got a guitar instructor on sta�, and maybe a vocal 
coach; why don’t you have an online content expert?

I can’t stress enough that most of your customers for these 
products are going to be entry-level. So don’t come at them 
from a “pro audio” perspective. This crowd typically doesn’t 
know what a sampling rate is, so make every e�ort to demystify 
the technology and make it as non-intimidating as possible.

Do you have any new or upcoming audio Interface mod-
els that you’d like to draw MMR readers’ attention to?

DB: Yes. Given the success and market leadership of our iRig 
Stream, we have some exciting expansions to that family that 
take all the lessons we learned last year. We spent the pandem-
ic working with everyone from home DJs to world-class artists, 
and meeting with many of the most popular streaming apps, 
and we’re excited to leverage that knowledge into some really 
innovative new stu� coming later this month and beyond!

RR: You bet! The Revelator io24 is our latest two-channel in-
terface. It essentially allows users to turn whatever mics they 
already have into Revelators, taking advantage of all the sig-
nal processing, loopback routing, and presets that Revelator is 
known for. It’s an amazing tool for podcasters and streamers, 
but being PreSonus, we didn’t forget about musicians: It has 
MIDI I/O and ships with our Studio One Artist DAW.

I can’t talk about future plans other than to say you’re proba-
bly going to be pleasantly surprised.

JL: The AIR 192|8 is really an incredible value for those who 
have a home project studio. It’s super versatile unit for sea-
soned music creators, or for those who are just starting a home 
product studio and want professional results. Like the whole 
AIR line, it features the transparent Crystal Preamps, but just as 
importantly has great A/D D/A converters which is something 
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“Variables such as the availability of parts, new 
marketing tactics, and even logistics are all part 

of the sales landscape these days.  
– Jimmy R. Landry, Senior Marketing Manager 

Akai Professional | M-Audio |  
Marantz Professional

“We had DJs comparing the demand for these 
products to when there was that run on toilet paper 

and other essentials – they needed them that badly.  
 – Dan Boatman

Marketing & Sales Director, IK Multimedia

M-Audio AIR 192|8

IK Multimedia iRig Stream

IK Multimedia AXE I/O
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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.   

Samples are available for evaluation.
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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

That Your  
School and  
Students  

Can Afford

many overlook. You always hear people talking about preamps, 
but if you don’t have great quality converters to go along with 
those preamps, the end result of your project may not sound as 
big as it could. Our world-class Product Team did a great job on 
the AIR line which delivers high-level quality on all fronts.

PY: Sometimes it’s about other items in addition to the hard-
ware. For example, the new US-HR lineup and the entire TAS-
CAM line have new drivers. Drivers and OS compatibility are so 
important. Our new drivers can go down to 4 samples depend-
ing on the computer CPU which translates to high performance 
and very low latency. TASCAM audio interfaces have very low 
latency, and that translates to a great feel and musicality.

I mentioned the Model 12 and it breaks all the rules. Instead 
of the usual table top box with a big knob, a couple of buttons, 
and moderate I/O, we integrated several TASCAM technologies 
into the model 12. It’s got the tactile interface of an old-school 
analog mixer complete with several channel strips, long throw 
faders, lots of I/O, and big track arm buttons. But inside it’s a 
super high-tech recording interface, control surface, and multi-
track recorder.

SS: We will continue to focus on our popular range of UR-C 
interfaces by providing �rmware updates and continue to intro-
duce new features – I suggest looking out for these new feature 
additions. Also worth mentioning are the exciting use-case-spe-
ci�c hardware/software bundles that we’ve already planned.

Expectations for this market segment in the coming 
months?

JL: We are thinking hard about the short-, mid-, and long-
term plans in general like every manufacturer these days. With 

more people working from home and the economy picking 
back up, we think sales will continue to be strong for M-Audio 
and our market segment thankfully. Once things get back-to-
normal a bit more in terms of travel and safety, we think there 
will be a rebound and surge of live performances resulting in a 
wave of live and mobile gear sales.

SS: Podcasting and vlogging are the most popular kids on 
the market block, and we’re happy to be able to provide the 
necessary tools to maintain their popularity. We also notice an 
increase in the demand for more sustainable products. As a re-
sult, customers are content to stick with their audio interfaces. 
In light of these demands and to take responsibility, we plan to 
continue providing regular updates for our range of hardware 
products.

PY: The big demand for home recording that we saw in 2020 
through early 2021 is dropping. But it’s still substantially higher 
than before 2020. We see the next big opportunity as dedicat-
ed podcasting and streaming products, which are simply varia-
tions of audio interfaces and recorders.

DB: I think there was a dip as musicians were �nally able to 
get out and start gigging again, since there was so much pent-
up demand for that. But as the weather turns we’re con�dent 
musicians won’t abandon the social fanbases they built online, 
so we’re expecting an extremely strong holiday season. I think 
this new streaming market is here to stay, and it’s something 
dealers need to make a regular part of their assortment.

RR: Only growth. Daily work-from-home and the normaliza-
tion of online videoconferencing has raised the expectations of 
quality in a typical user’s online presence. And it turns out that 
there are a lot of people on the Internet.  

mmrmagazine.com

facebook.com/ 
mmrmagazine

@ mmrmagazine 

youtube.com/ 
mmrmagazine
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Up
26.6%

Level
3%

Down
70.4%

Compared to last fall, your 
store’s sales of lighting gear is…

For your business what types of lighting are selling most?

What brands of lighting are driving sales for your store?

As goes the fate of live music performance, so too go the for-
tunes of related income and purchases. While perhaps not 
connected in quite so obvious a manner to a vibrant club 

and concert scene as, say, sound reinforcement equipment, sales 
of lighting and stage eff ects gear has also been taking a beating 
as venues remain closed, operate at limited capacity, or vacillate 
between being open or closed as pandemic related protocols and 
restrictions evolve throughout the country and the world. On a 
larger scale, postponed, cancelled, rescheduled, and truncated 
touring schedules for bands and theater groups don’t help the 
situation either.

Are there any reasons to be optimistic? Well… In a similar 
survey from last fall, when asked about lighting and eff ects 
products, 76 percent of respondents reported that sales were 
down compared to 2019. This year, that fi gure dipped to 70.4 

percent, so that’s an improvement – albeit minimal. And it’s 
worth remembering that participants in this month’s survey are 
refl ecting on the entirety of the past year – much of which was 
just as challenging as 2020 – so that’s bound to have an impact.

Tellingly, one question which was asked in this poll – What 
trends have you been noticing in this market segment of late? 
– got so few responses that we’re not even bothering to “quote” 
any of them in the summary below. The bulk of the feedback 
amounted to one- or two-word answers: terrible, awful, don’t ask, 
dead. One participant who specifi cally asked not to be named 
off ered the following: “Lighting sales will remain down until live 
performance returns in a consistent and large-scale way.”

As the Delta surge seems to be receding, therapeutics are 
developed, and vaccination rates continue to increase, there is 
reason to hope that such a return may well be on the horizon. 
Fingers crossed…

Shine a Light
By ChristianWissmuller

Par Cans 
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34.1%

Lighting & Stage Effects Sales Still Struggling

6.2%

11.9%

87.4%

36.4%

“Lighting sales will remain 
down until live performance 
returns in a consistent and 

large-scale way.”



October 2021  •   Musical Merchandise Review      29

Have you ever wondered how you or 
your team members make decisions? 

Are you the type that makes a fast 
great decision based on intuition, or are you 
more methodical, testing a variety of ideas 
until just the right one miraculously reveals 
itself?

One isn’t necessarily better than the oth-
er. For example, if a patient is bleeding to 
death, a quick start would be preferred to 
stop the bleeding, rather than taking the 
time to conduct extensive research. Obvi-

ously. On the other hand, if a patient needs complex brain sur-
gery, perhaps a more methodical approach would be preferred. 
Right?

Like tone color in music, you are looking for a combination 
of di� erent sounding instrument on your team to create the 
desired outcome. While there are a variety of behavioral assess-
ments which analyze qualities, preferences, and traits like Kolbe 
and DISC, by simply observing your team, you probably have a 
good idea of where the strengths are.

For example, a “quick start” is great for starting a project, 
while a “follow thru” would be necessary to complete the proj-
ect. The great achievers have high scores in multiple categories. 
For some, the necessary study, practice, and preparation may 
correctly enable immediate decision making. For others, it’s all 
about iteration. In either case, patience, passion, and tenacity 
before the decision is called for, or during the decision making 
process will eventually get you over the � nish line.

John Williams, an American composer who has received mul-
tiple Academy and Golden Globe awards, said “Tenacity will get 
those of us who are not geniuses, but mere mortals, over the 
� nish line.”

When Williams wrote the � ve-note musical theme for director 
Steven Spielberg’s “Close Encounters of the Third Kind” in 1977, it 
came down to the choices he made. The � ve notes had to be per-
fect. It didn’t matter that Williams had previously won an Acade-
my Award for scoring Spielberg’s � lm, “Jaws.” He needed to take 
his time and get it right. By the time he landed on the perfect 
� ve-note ri� , he’d written 350 possible themes. That’s 350!

The irony is, when one hears the � ve-note theme, it sounds 
like it came to the composer as one idea and he simply wrote it 
down. Williams watched the movie 50 times, agonizing over � ve 
notes. It didn’t matter to the audience. It was the perfect deci-
sion, because the audience connected with the � ve-note theme. 
After listening to it so many times, I couldn’t imagine it being 
anything else. 

On the other hand, take a composer like Jose Feliciano. He 
wrote “Feliz Navidad” in only 10 minutes.

While the composer may rely on their quiet-inner voice for 
an idea, it may still take considerable e� ort to make the right 
choices. Making the right choice was the area of research Daniel 
Kahneman explored.

Dr. Kahneman, author of Thinking Fast and Slow is an Israe-
li-American psychologist and behavioral economist. He was 

awarded a Nobel Prize in 2002 for his work on the psychology 
of judgement and decision-making. Behavioral economics inte-
grates economics with psychology to understand how and why 
people make decisions the way they do. It di� ers from neoclas-
sical economics, which assumes that most people have well-de-
� ned preferences and make well-informed, self-interested de-
cisions based on those preferences. The stock market is a great 
petri dish for this experience. All we have to do is take a look 
at the number of people who under-perform the market as a 
whole. The average equity mutual fund investor typically under-
performs the S&P 500 Index by a margin of 4.7%. In 2016, while 
the broader market made gains of 11.96%, the average equity in-
vestor’s return was only 7.26%. If you think about the stock mar-
ket, there is no other part of your economic life where low cost is 
bad. Usually when your favorite chocolate goes on sale, you back 
up the truck and � ll it up with chocolate. Not so with your stock 
portfolio. When the market goes down, you bail out. Then, when 
the same stock or fund goes back up, you go back in. So you are 
buying high and selling low, and that makes no rational sense.

According to Dr. Kahneman, systematic errors are known as 
biases and they recur predictably in particular circumstances. 
When the handsome and con� dent speaker bounds onto the 
stage, for example, you can anticipate that the audience will 
judge his comments more favorably than he deserves. It’s called 
“the halo e� ect.”

We are often con� dent even when we are wrong, and an ob-
jective observer is more likely to detect our errors than we are. 
As a � nancial advisor, I like to suggest that people test important 
decision with someone they trust, like a family member or friend.

From my 20 years of helping to educate thousands of individ-
uals, when it comes to money, a John Williams approach to mak-
ing decisions, will result in making “sound” � nancial decisions. 

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

By
Jaimie
Blackman

“Tenacity will get those of us who are not geniuses, but mere mortals, 
over the fi nish line.   – John Williams

soundofmoney

Deciding. Fast or Slow?



It is hard to put into perspective the 
impact of Charlie Watts or Don Ev-
erly, but it’s important to re�ect on 

the gifts these musicians brought to 
the music industry and to recognize 
their special contributions. When an 
artist inspires others to play music or 
they make you want to sing, they have 
served our industry in a special way. 
Charlie Watts and Don Everly did just 
that; they impacted the world through 
their personalities, unique perfor-

mances, and the quality of their musical contributions. 
As di�erent as their music may appear, the two legends 

had one common trait. Time and time again, they made 
the idea of playing music accessible. They made perform-
ing music look possible. Because of their larger-than-life 
personas, and their ease of artistry, both Watts and Everly 
invited you to play music. 

Here’s a simple truth. If it weren’t for the song “Satisfac-
tion,” you wouldn’t be reading this column because, with-
out The Beatles and The Stones, I can guarantee my world 
would have been very di�erent, and I would not be writing 
this. As for The Everly Brothers, simply put: they were just 
cool. 

It was just two weeks before Don Everly passed that I 
had asked two very talented students to perform an Everly 
Brothers’ duet. These young artists have extremely unique 
voices, and I could think of no better vehicle to showcase 
their talents than to have perform an Everly Brothers’ song. 
The key was to have the two voices blend as if they were 
one. The Everly Brothers were the gold standard for this 
sound, but don’t take my word for it: Beatles superstar Paul 
McCartney said, “When John and I �rst started to write 
songs, I was Phil, and he was Don.” Singer and country art-
ist Vince Gill is quoted saying, “That’s my favorite sound of 
two voices ever. I’ve never heard two voices that were more 
compelling or angelic. I’ve spent my whole life chasing that 
beautiful blend.” We can sum up these great artists and the 
gifts of their craft in three words: unique, original, and au-
thentic. 

To honor Charlie, let’s re�ect on words from John De 
Christopher who was a friend of Charlie Watts. John was a 
former Zildjian VP and is currently president at Viper Rep-
resentation where he is the artist representation for Steve 
Gadd. John’s re�ections on Charlie shed perfect light on 
this very special music icon:

When people ask me who my drumming influences were 

growing up, it’s impossible to name them all. But when peo-
ple ask me who my all-time favorite drummer is, that’s easy: 
Charlie Watts. Seeing Ringo on TV made me want to be a 
drummer, but hearing Charlie on Exile on Main Street in 1972 
made me want to play the drums. I was instantly captivated 
by both his style and his sound. As a teenager my dream was 
to meet Charlie and tell him how much his drumming meant 
to me.

Fast forward to 1997. I had been working at Zildjian for 
about 10 years and sent Charlie a set of vintage 1940s A. 
Zildjian cymbals as a gift, no strings attached and no expec-
tations. He used some of them on the Bridges to Babylon 
album. I stayed in touch with Charlie’s tech, the late Chuch 
Magee, and through Chuch, Charlie invited me to their show 
in New Jersey, since I was going to be in New York at the time. 

I remember meeting Charlie that first time in 1997 like it 
was yesterday. We had a lovely chat after sound check. I saw 
him again before the show, and he asked if I was coming to 
the Boston show, to which I said, “Yes, both shows.” He said, 
“Great, then I’ll see you there.” Afterward I thought, “I’ve met 
my hero and he couldn’t have been nicer, and that’s that.” 

I didn’t think or expect anything more to come of it, though 
I hoped it would. What happened to this day still blows my 
mind: we became friends. Charlie let me into his orbit. Even 
after leaving Zildjian in 2013, we stayed in regular contact 
and Charlie always invited me to Rolling Stones shows. We 
last spoke on June 2nd when I called to wish him a happy 80th

birthday. We had a wonderful chat and hoped to see each 
other on the road.   

I’m deeply sad that he’s gone, but thankful for the countless 
memories with him. Every single moment with Charlie was a 
treasured gift. Rest easy, Charlie. And thank you for making 
my dream come true more times than I can count.

Let’s �ttingly close with the words of his dear friend, 
Paul McCartney, “Love you Charlie, I’ve always loved you. 
You were a beautiful man.” 

And to both Charlie Watts and Don Everly; A tip of the 
top-hat to these unique legends, thanks for inviting us to 
play.  

Menzie Pittman is the owner and director of education at 
Contemporary Music Center in Virginia (CMC). Following a 
performance and teaching career spanning more than 32 
years, he founded CMC in 1989 and continues to perform, 
teach, and oversee daily operations. He has 50 years of mu-
sical 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.”

Charlie Watts & Don Everly
An Invitation to Play and Sing

smallbusinessmatters

By 
Menzie
Pittman

“ Time and time again, they made the idea of playing music 
accessible. They made performing music look possible.  
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Well – here we are in part two of Tales From the Un-
known MI Sales Rep. What wonderful words of wis-
dom, advice, or tom-foolery shall we discuss today? 

I think it would actually be a good idea to talk about some-
thing that is close to all of our hearts – whether we are a ven-
dor or a store owner/manager – and that is sales… more im-
portantly, the sales process and the sales person. We all know 
that a good sales sta�  makes a great store, and a great sales 
sta�  makes an amazing store – a store that performs above 
and beyond all expectation – and not only to the store owners 
and stockholders, but to the customers! 
If a truly great salesperson does what 
he/she should do, then they know their 
stores customers (and hopefully all of 
their friends) – their wants and needs 
– what they already have, their likes 
and dislikes, what they are passionate 
about, and how you can help them ob-
tain the products they need to encour-
age their creativity in music making. If 
that sounds like too much to expect, 
well…I t isn’t – because when you look 
at the alternative… What does a bad 
salesperson bring to the table? (just 
read the last few sentences here and 
consider the polar opposite.)

Why do I care about some store’s salesperson? If my “job” 
is to “get the order” and just sell stu� , then my job is done, 
right? WRONG. Part of the vendor/store owner relationship 
is (or should be) making sure that your store is a good � t 
for my products. It’s important that your store represents my 
brand in a positive light. Can you give my gear a premium 
spot in the store, (and most important) does your sales sta�  
have the chops necessary to proudly represent my prod-
ucts? Will you uphold the “value” my brand name deserves? 
Manufacturers pay a lot of money to get into the public eye, 
and in most cases they aren’t the ones who present them to 
the buyer. Those folks on the front lines are the store’s sales 
sta� , and trust me that if I don’t think the sta�  can do that 
job well, then you won’t see my product in your store no 
matter how much money you throw at me. 

Most times, if a store wants to carry my product, I will “se-
cret shop” that store. I want to experience what shopping 
in that store is like. I want to see how I am greeted, what 
the store looks like on an average day, and what the over-
all “vibe” is. What I normally � nd is great store potential, but 
a sales sta�  that won’t cut it. Why are these “bodies” called 
“sales people” when they are key members of the “sales pre-
vention” team?

OK – I’ve circled the airport, and now I’m going to land. 
Here it comes… ready? Just because a person can PLAY an 
instrument doesn’t mean that person can SELL an instrument.
Read that again. One more time. Get that in your head in bold 
and 48-point font. It’s called a “sales � oor” for a reason. SALES
are supposed to happen there. But you know what I witness? 
Guitarists, drummers, band, or keyboard players who would 
rather show o�  their latest chops that they learned or telling 
a customer what “they think” about a brand or how some-
thing sounds.  Are you kidding me? Are you freaking kidding 

me?!?!? Oh – and my all-time favorite– 
“I love these because… you know… all 
we have to do is take them out of the 
box, and they’re, like, perfect, man… It’s 
like they never break – these things just 
sell themselves.” Congratulations, Sher-
lock. You just told this customer that 
he might as well � nd the lowest price 
anywhere online and have it shipped. 
Ya know why, you idiot? It’s because 
you just told him it would be perfect 
and that he doesn’t need you. 

(In my best Rod Serling voice) “Con-
sider, if you will, a store ready to go out 
of business because their owners or 
managers don’t train their sta�  to sell.” 

You can teach someone facts and � gures, and you can even 
get them to explain features and bene� ts, but what is hard 
(sometimes impossible) is training to be a good listener, and 
truly try to help people. Most sales prevention leaders are 
too busy trying to plan what they are going to say next, than 
to actually listen to the customer and get to know them. I 
have an assigned territory by my company to � nd stores that 
will represent my brand to the highest standard possible. 
The best salesperson in my whole territory doesn’t even play 
the instrument that he sells. He’s their top salesperson and 
he isn’t even a player. He just loves music and understands 
sales. He doesn’t back away from available sales training 
and he actively listens to his vendor reps. He NEVER tells his 
customers if something sounds good or bad – he asks them 
what they think, and what they hear – he reminds them what 
they came in looking for, and he does his best to ful� ll that 
need. His customers love him and the store.

Store owners: take heed to what I am trying to say – you 
need to hire and train sales people – not performers: people 
that are teachable and know how to listen. Many companies 
don’t let new sales people engage with a customer with-
out proper sales training. Why should you be any di� erent?  

October 2021  •   Musical Merchandise Review      31

“Here it comes… ready? Just because a person can PLAY an 
instrument doesn’t mean that person can SELL an instrument.  

ell – here we are in part two of Tales From the Un- OK – I’ve circled the airport, and now I’m going to land. 

You Need to Hire and 
Train Sales People

talesfromtheunknownsalesrep

UN
KN

OW
N

SALES REP

By ...?



Submit your vote for the 29th Annual MMR Dealers’ Choice Awards. 
Only subscribers to Musical Mechandise Review (MMR) magazine get to participate. 

2021
Nominee

2021
Nominee

2021
Nominee

2021
Nominee

2021

Nominees

The 2021
Dealers’ Choice Award

Nominees

HP Digital Pianos

V Class

AVANTIS

Prodige Clarinet ICON Series

Aures Hybrid Acoustic

Acoustasonic
D-35

mmrmagazine.com/voteVote online at:

Product of the Year Accessory Line of the Year

Acoustic Guitar of the Year Acoustic Piano 
Line of the Year

Hummingbird



 mmrmagazine.com    •   SEPTEMBER 2016          33

Section Header

2021
Nominee

2021
Nominee

2021
Nominee

2021
Nominee

Player Series

SR SeriesMike Watt

mmrmagazine.com/voteVote online at:

Amplifi er Line of the Year

DJ Line of the Year Electric Bass of the Year

B&O Line of the Year

StingRay Special



2021
Nominee

2021
Nominee

2021
Nominee

2021
Nominee

Vintera Telecaster

Clavinova

Stage 3

CA Series

MP Series

FP-30X

FP-90X

PX-S Series

PX-350

Electric Guitar 
of the Year

Pro Digital 
Keyboard of the Year Lighting Line of the Year

Home Digital 
Keyboard of the Year

mmrmagazine.com/voteVote online at:

RG Series

Sabre Les Paul 
Special Tribute



 mmrmagazine.com    •   SEPTEMBER 2016          35

Section Header

2021
Nominee

2021
Nominee

2021
Nominee

2021
Nominee

2021
Nominee

mmrmagazine.com/voteVote online at:

Sound Reinforcement 
Line of the Year

Recording Equipment
 Line of the Year

Print Music 
Publisher of the Year

Microphone 
Line of the Year

Percussion
Line of the Year



Godin Launches the A4 & A5 Ultra Fretless Basses
Godin Guitars  has announced the launch 

of the  A4 Ultra Natural and A5 Ultra Natural 
Basses as part of its high-quality bass lineup. 

The semi-acoustic A4 and A5 basses are 
both out�tted with a two-chambered Cana-
dian Laurentian Basswood body, Solid Spruce 
top, Hard Rock Maple neck, and Richlite �n-
gerboard. The A4 and A5 are also equipped 
with top-mounted thumb rests to ensure a 
comfortable playing position.

What sets both the A4 and A5 apart is the two-voice pickup 
system and on-board controls. This allows the player to choose 
between the low-pro�le Lace Sensor magnetic pickup for a mod-
ern and dynamic sound, or the individual LR Baggs saddle trans-
ducers in the bridge that o�er an authentic acoustic double bass 
sound.

The magnetics are controlled by volume and tone knobs 
mounted on the side of the body, with the LR Baggs saddle 
transducers being controlled by a custom-designed top-mount-
ed preamp. These ergonomic sliders allow you to adjust : vol-
ume, treble, mid, and bass EQ, as well as saturation control to 
give your tone more warmth. There is also a “Fat switch” selector 
to provide a mid-low boost, which reinforces the presence. 

The A4 and A5 both o�er two individual output jacks as well 
as a combined “mix” output for added versatility.

A4 Ultra Natural Fretless – U.S. MSRP PRICE: $2,600; U.S. MAP 
PRICE: $2,150

A5 Ultra Natural Fretless – U.S. MSRP PRICE: $2,700; U.S. MAP 
PRICE: $2,300

www.godinguitars.com

Guild Guitars and Marley Family Release Bob 
Marley Acoustic Guitar

In collaboration with the Bob Marley fami-
ly,  Guild Guitars releases the Guild A-20 Marley 
acoustic guitar paying tribute to the legendary 
global music icon.

The guitar, designed in collaboration with the 
Marley family, is modeled after a Guild Madeira 
A-20 – the songwriting guitar Marley kept at his 
house on 56 Hope Road in Kingston, Jamaica. 
Guild is reissuing the guitar with a few additions to pay homage 
to Marley. It will come with a recycled nylon gig bag featuring 
custom artwork, custom guitar picks, a making-of booklet fea-
turing chords to “Three Little Birds”, and a Bob Marley poster.

The Guild A-20 Marley acoustic guitar features a dreadnaught 
body shape with a thin satin �nish, solid spruce top, mahogany 
back and sides, Guild script logo, “MARLEY” fretboard inlay and 
Madeira pickguard shape complete with “Bob Marley” signature.

As part of the collaboration between Guild and the Marley 
family, Guild Guitars is supporting One Tree Planted to help 
global reforestation. One tree will be planted for every Marley 
guitar made (onetreeplanted.org). In addition, Guild Guitars has 
shown support for the Alpha School of Music in Kingston by do-
nating instruments to their music program (alphamusicja.com).

www.guildguitars.com

Fender and Lexus Partner to Release the Fender Lexus LC 
Stratocaster

Fender Musical Instruments Corporation’s (FMIC)   Fender Cus-
tom Shop (FCS) has announced the launch of a limited edition 

Fender Lexus LC Stratocast-
er guitar, the newest cus-
tom-built piece from  princi-
pal master builder, Ron Thorn. 
Chosen for their passion for 
bold design, intuitive tech-
nology, and Takumi crafts-
manship, Fender’s, Fender’s alliance with Lexus brings to life the 
Fender Lexus LC Stratocaster. Fender Custom Shop will be releas-
ing 100 team-built Fender Lexus LC Stratocaster guitars globally.

The Stratocaster guitar includes an omnidirectional Structural 
Blue �nish, a spectral range that produces light metallic blue to 
deep midnight blue that was originally inspired by the Morpho 
butter�y. The paint on the Stratocaster guitar is the same paint 
that was used on the Lexus LC 500 coupe and convertible Inspi-
ration Series, of which only 200 total vehicles were produced for 
the US. Structural blue paint brings to life the rich curvature of 
the LC 500 body, and now the guitar body. The paint does not 
contain any blue material – it looks blue only because of the in-
terference of light. Layers of colorless materials come together 
to generate the ultimate color, hence the name “structural”.

The neck is fashioned from beautiful 3A �ame maple and �n-
ished in high-gloss urethane, imparting a hint of Fender wood-
working tradition in contrast with the instrument’s other ad-
vanced visual elements. The �ngerboard is made of deep-blue 
polished Richlite, a composite material known for its tonal prop-
erties, structural stability, and resistance to wear and moisture, 
and used by the Fender Custom Shop for the �rst time. The �n-
gerboard has a �atter 12” radius and 22 medium-jumbo stainless 
steel frets. On darkened stages, the white Luminlay �ngerboard 
inlays glow in vivid blue.

Additionally, the fasteners on the pickguard are black button 
head machine screws that create a clean automotive appear-
ance, while the pickups are Fender’s latest version of our Noise-
less Single Coils, another �rst for the Fender Custom Shop. To 
top it o�, the headstock face is �nished in Structural Blue with a 
chrome Fender logo while the custom case is wrapped in carbon 
�ber textured vinyl, with black leather ends and the Lexus logo 
embroidered inside the lid.

www.fender.com

Spector Introduces Euro RST Basses
Spector Musical Instruments 

announces the introduction of 
its new Euro RST (“roasted”) se-
ries basses. The latest additions to 
Spector’s acclaimed Euro series, 
these  four-  and  �ve-string  models 
bring Spector’s classic design into a new era with updated tone 
woods, enhanced electronics, and a fresh palette of exclusive 
stain options.

Neck-through construction has long been central to the 
Spector design, and the 24-fret Euro RST takes this concept to 
the next level with a three-piece Roasted Maple neck and �nger-
board with mother-of-pearl inlays, which not only gives this de-
sign a distinct look but also o�ers enhanced stability and rigidity. 
This perfectly tempered tone wood is paired with a uniquely �g-
ured Flame Maple top and Empress wood back, for striking visu-
al presence, resonance and lightweight, balanced performance. 

For electronics, Euro RST models are loaded with Aguilar 
Super Double pickups and OBP-2 pre-amps for an added mid-
range focus that’s sure to cut through any mix. These are the �rst 
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Euro models to feature Super Double pickups. These hum-can-
celling pickups feature two rows of Alnico V magnets to provide 
a dynamic, growly tone. When paired with the OBP-2, players 
can cut and boost frequencies to sculpt their ideal tone.

Featuring professional-grade Spector hardware, these excit-
ing basses are available in three all-new striking colors that bring 
out the unique grain patterns of the instrument’s tone wood: 
Sienna Stain, Turquoise Tide, and Sundown Glow, each comple-
mented with a matching headstock and sporting a soft matte 
�nish that feels broken-in from day one.

Euro RST speci�cations:
• Roasted maple neck-thru basses, available in four- and 

�ve-string models
• Flame maple top / Paulownia (Empress wood) body
• Roasted maple three-piece neck and �ngerboard
• 34-inch scale length on four-string; 35-inch on �ve-string
• Mother-of-pearl crown inlays
• Aguilar Super Double pickups with OBP-2 pre-amp
• Natural satin neck �nish (to show roasted neck)
• Matching �ame maple headstock
• Available in three �nishes: Turquoise Tide, Sundown 

Glow and Sienna Stain Matte 
• Chrome hardware; Gotoh GB-350 tuners
The Spector Euro RST series basses are now available in 

four- and �ve-string models with U.S. MAP pricing starting at 
$2,899.99.

www.spectorbass.com

Gibson Generation Collection
Gibson  has completed a 

new evolution in sound for 
acoustic guitar players, origi-
nally conceived in 1964. From 
the Gibson Lab, Gibson pres-
ents the new Gibson Gener-
ation Collection of Acoustic 
guitars. Inspired by a 1964 blueprint from the Gibson archives 
and continuing Gibson’s iconic history of innovation, the Gibson 
Generation Collection o�ers a new sonic experience, featuring 
balanced tone woods, and a slim comfortable neck at accessible 
price points.

The Gibson Generation Collection is handcrafted in Boze-
man, Montana, by the highly-skilled craftspeople who make all 
Gibson acoustic guitars. Comprised of four models, G-00, G-45, 
G-Writer, and the G-200, the Generation Collection is equipped 
with the Gibson Player Port on the upper bout: an original 1964 
Gibson concept re�ned today by the Gibson Lab. The Gibson 
Player Port delivers a truly unique and immersive sonic experi-
ence by projecting sound to the player. 

The Gibson Player Port allows players to hear more of them-
selves as the audience hears it. With a tone that is crisp and 
resonant, all of the Gibson Generation Collection acoustics are 
designed to be comfortable to hold and play for long periods of 
time. All Generation Collection guitars feature the Gibson Player 
Port, slim, lightweight bodies, a �atter �ngerboard radius, Wal-
nut back and sides, Sitka spruce tops, and a stunning Natural 
�nish. The G-200 and G-Writer are equipped with LR Baggs Ele-
ment Bronze pickup systems which amplify deep bass and crys-
tal-clear highs. 

The most accessible price point in the entire Gibson acoustic 
line-up, all Gibson Generation Collection guitars are available 
worldwide now.

www.gibson.com

ACCESSORIES

Vic Firth Launches the Nate Smith Signature Series Stick
The Avedis Zildjian Com-

pany, parent company of  Vic 
Firth, has announced the re-
lease of the new Nate Smith 
Signature Series sticks. 

For nearly two decades, 
Nate Smith has been impact-
ing the music scene with his 
visceral, instinctive, and deep-rooted style of drumming. From 
jazz to fusion, R&B to hip-hop, from pop to rock and everywhere 
in between Nate Smith grooves like wind around the drum set. 
Now Nate brings that same energy and versatility to Vic Firth with 
his new Signature Series drumsticks. 

Being slightly thinner than a 7A in the grip, with added length 
and a medium taper for a smooth response and impeccable bal-
ance, this stick is great for sitting right in the pocket. Crafted with 
made-in-the-USA hickory wood, the Nate Smith Signature Series 
sticks o�er a strong tried and true composition. The rounded bar-
rel tip allows for articulation at any angle and lets you pull serious 
sound out of your cymbals. 

The Nate Smith Signature Series sticks are available at vic�rth.
com, authorized dealers, and international distributor partners. 

www.zildjian.com

The Meyer Bros. New York Alto Mouth-
piece from jj Babbitt is BACK

The all-time favorite Meyer Bros. New 
York alto sax mouthpiece from  jj Bab-
bitt  has been reintroduced and is now 
available through local music dealers. 
This speci�c model is regarded as the �n-
est Meyer Bros. hard rubber mouthpiece 
ever made by jj Babbitt and is among 
the industry’s most sought-after mouth-
piece.

A popular choice of top alto professionals this model is the 
original Meyer Bros. New York mouthpiece played by renowned 
jazz musician Cannonball Adderley during the peak of his career. 
Cannonball’s mouthpiece developed a cracked shank and was 
retro�tted with a brass retention ring. To his surprise it not only 
served to repair the shank but also improved its performance 
and projection. The brass ring is now standard equipment on the 
re-released model and adds an extra element of style. This is not a 
copy or replica, it is molded in the original mold, with the original 
cores, and faced with the original facing cams.

In keeping with the original, this model features a Bonade style 
ligature. The Meyer Bros. New York mouthpiece is available in 
these popular alto sax facings:

5M – .071
6M – .076
7M – .081
8M – .086
This easy-blowing Meyer Bros. New York mouthpiece o�ers 

outstanding control, sound, and playability for a variety of skill 
levels. It is a product of jj Babbitt’s consistent, high quality manu-
facturing and over 100 years of experience in the craft of mouth-
piece making. It is designed speci�cally to deliver the vintage jazz 
sound players still seek.

Professional alto sax player, Mike Smith, is an artist partner with 
the jj Babbitt Company, Inc. and plays the Meyer Bros. New York 
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model. Widely known as the lead alto sax player for Frank Sinatra 
and Frank Sinatra Jr. during 35 years of his career, Smith will be 
present at upcoming shows and other events to demonstrate the 
look and sound of this exciting legacy mouthpiece.

www.jjbabbitt.com

BOSS Announces IR-200 Amp & IR Cabinet 
and SY-200 Synthesizer Pedals

BOSS  announces the  IR-200 Amp & IR 
Cabinet  and  SY-200 Synthesizer, two pow-
erful new models added to the popular 
200 series pedal lineup. The IR-200 brings 
next-level performance to direct sound for 
guitar and bass, o�ering exceptional audio 
quality, premium amps, and over 150 hi-res speaker cabinet im-
pulse responses from BOSS and Celestion Digital. The SY-200 de-
livers a massive library of expressive synthesizer sounds for guitar 
and bass, onboard memories for storing sounds, and numerous 
options for real-time control.

The IR-200 and SY-200 are the latest members of the BOSS 200 
series, a growing lineup of premium-quality pedals that combine 
simple operation and streamlined size with advanced capabilities 
like programmable memories and MIDI control support. Other 
current models in the 200 series include the DD-200 Digital De-
lay, EQ-200 Graphic Equalizer, OD-200 Hybrid Drive, and MD-200 
Modulation.

The IR-200 and SY-200 will be available in the U.S. in January 
2022 for $399.99 and $299.99 respectively.

www.boss.info

CASES & BAGS

MusicNomad’s GOMAD Guitarist Gig Bag
MusicNomad’s GOMAD Guitarist Gear 

Bag has all the backstage and onstage 
organization needed to play and main-
tain your equipment. The two large and 
sturdy stacked compartments not only 
store a ton, but it’s easy to �nd what you need quickly. The rug-
ged, weather-resistant exterior features 1200D recycled polyester 
(rPET) made from recycled water bottles. No detail is overlooked, 
including 15 sidewall storage compartments all easy to see and 
access, plus straps to store your work mat, guitar stand, and ca-
bles. Additional features include an impressive 36 liters of total 
storage, high quality external zippers, 1/2” padded construction 
on all sides to protect your gear, thick air mesh comfort shoulder 
and hand straps, and a moveable padded divider partition. Load 
it up and take it wherever you go: the studio, home, shop, gig, and 
rehearsal. Music Nomad GOMAD Guitarist Gear Bag with Back-
pack Straps (MN285) – $189.99 USD 

www.musicnomadcare.com

Gator Cases Unveils GL Brand Series Redesign
Gator Cases makes it e�ortless to pro-

tect and carry your instrument in style 
with the newly redesigned GL Band Series. 
The GL series cases are made of light-
weight nylon with a plush-covered foam 
interior for premium protection. The in-
terlocking handles and ergonomic, no-
slip shoulder strap help transport your favorite instrument with 
comfort, ease, and style. The reinforced d-rings are perfect for at-
taching and removing the shoulder strap during travel. The bag 

also features an exterior storage pocket for carrying your favorite 
accessories. The new, modern style band cases are available in 
trumpet, cornet, French horn, oboe, trombone, saxophone, and 
clarinet.

www.gatorcases.com

BAND & ORCHESTRA

XO Releases Their First French Horns the 
New XO Professional Double Horns

KHS Music, the manufacturer of  XO 
Professional Brass Instruments, is excited 
to announce the o�cial launch of the XO 
Professional Double Horns (1650 and 
1650D), the �rst French horns in the line. After over a decade of 
engineering and design, XO has unveiled a horn featuring superi-
or slotting and intonation of notes in all ranges, with unparalleled 
consistency of feel and tonal balance across both sides of the in-
strument.

The 1650 horns with Geyer wrap feature a one-piece leadpipe, 
and a continuous F side tube crafted from a unique 3D bending 
technique that facilitates an even response throughout the range 
of the instrument. Multi-axis adjustment of the thumb level and 
pinky �nger hook maximize player comfort, re�ned string link-
ages, and phosphor bronze bottom caps ensure years of smooth, 
quiet valve action. An XO lightweight designer case rounds out 
the package. XO Professional Horns are available with a �xed bell 
(1650) and a detachable bell (1650D).

The XO Double Horns are available at retail now. Further ex-
pansion of the XO Professional Double Horn line is anticipated in 
the spring of 2022.

www.xobrass.com

AMPLIFICATION

Warwick Gnome Compact Bass Cabinets
The  Warwick Ampli�cation  Gnome 

Cabinet is the ideal cabinet for the War-
wick Gnome ampli�er and a compact, 
lightweight addition to any bass rig. The 
Gnome Cabinet series was designed to 
o�er a transparent, crisp and de�ned 
bass sound in combination with an ul-
tra-portable design for discerning musicians, including seasoned 
professionals. While originally developed for use with the Gnome 
ampli�er, the Gnome Cabinet will compliment any manufactur-
ers’ technology. The dual function bass re�ex opening can also be 
used as a carrying handle and with the adjustable piezo tweeter 
level, the sound of the Warwick Gnome Cabinets can be perfectly 
adapted to your own wishes and the rest of the equipment.
Speci�cations:

• compact bass amp cabinet
• ultra-portable, lightweight construction
• dual function bass re�ex opening and carrying handle
• adjustable Piezo tweeter level
• Piezo tweeter
• 35 mm (1/4”) TS jack input socket

Warwick Gnome CAB 10/8 – Compact Bass Cabinet, 1×10”, 150 
Watt

• frequency range 90 Hz to 19 kHz
• dimensions (W x H x D) 385 x 305 x 350 mm (15 5/32” x 

12 1/64” x 13 25/32”), weight 9.55 kg / 21.05 lbs
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Transformation Awaits 
Join us for a once-in-a-lifetime experience. The NAMM Show returns, uniting buyers, sellers and  

influencers from all over the globe. Don’t miss this incredible reunion, filled with unexpected opportunity,  
new customers and groundbreaking ideas. 

June 3–5, 2022 • Southern California 
Anaheim Convention Center

namm.org/exhibit



• U.S. pricing is $ 256.48
• Available from end of October

Warwick Gnome CAB 2/8/4 – Compact Bass Cabinet, 2×8”, 200 
Watt 

• frequency range 70 Hz to 19 kHz
• dimensions (W x H x D) 550 x 260 x 310 mm (21 21/32” x 10 

15/64” x 12 13/64”), weight 10.9 kg / 24.03 lbs
• U.S. pricing is $ 314.26
• Available from end of October

Warwick Gnome Pro CAB 10/4 – Compact Bass Cabinet, 1×10”, 
200 Watt

• frequency range 90 Hz to 19 kHz, dimensions (W x H x 
D) 385 x 305 x 350 mm (15 5/32” x 12 1/64” x 13 25/32”), 
weight 9.55 kg / 21.05 lbs

• U.S. pricing is $ 283.33
• Available from end of January 2022

Warwick Gnome Pro CAB 12/4 – Compact Bass Cabinet, 1×12”, 
300 Watt

• frequency range 45 Hz to 19 kHz
• dimensions (W x H x D) 475 x 350 x 350 mm (18 45/64” x 

13 25/32” x 13 25/32”)weight 13.4 kg / 29.54 lbs
• U.S. pricing is $ 350.04
• Available from end of January 2022 

Warwick Gnome Pro CAB 2/10/4 – Compact Bass Cabinet, 
2×10”, 300 Watt

• frequency range 65 Hz to 19 kHz
• dimensions (W x H x D) 650 x 305 x 350 mm (25 19/32” x 

12 1/64” x 13 25/32”), weight 16.6 kg / 36.6 lbs
• U.S. pricing is $ 392.91
• Available from end of January 2022

www.warwickbass.com

PRINT & DIGITAL

Alfred Music Supports and Encourages Self-Care and Reflection 
with A Music Teacher’s Gratitude Journal

Alfred Music has announced the release of 
an incredible and mindful resource,  A Music 
Teacher’s Gratitude Journal: Creative Prompts to 
Nurture Joy, Reduce Stress, and Re�ect on Your 
Teaching.

The ability to experience thankfulness 
and joy can be developed, and the practice 
of keeping a gratitude journal will help. This guided process of 
self-re�ection invites educators to focus on the positive aspects of 
being a teacher, musician, and human being.

A Music Teacher’s Gratitude Journal is o�ered in a �exible for-
mat, which allows for entries on any schedule or frequency. It’s 
a personal resource that will remind users what’s truly important 
and inspire positive change in their life and work. It includes in-
spiring quotes, habit trackers for gauging progress, and simple 
yet insightful writing prompts that guide appreciation, re�ect on 
teaching, and ignite the joy of making music.

A Music Teacher’s Gratitude Journal is available for $24.99 at mu-
sic retail stores, online retailers, and alfred.com.

www.alfred.com

Hal Leonard Releases Matching Sheet Music Folio to Barlow & 
Bear’s Viral The Unofficial Bridgerton Musical

Dearest readers,  the time has come to announce  Barlow & 
Bear:  The Uno�cial Bridgerton Musical Songbook  to be released 
by Hal Leonard! With these songs, you can relive your favorite se-
ries through the music as imagined by composers Abigail Barlow 

and Emily Bear. Hal Leonard is publishing the 
matching piano/vocal songbook for The Unof-
�cial Bridgerton Musical album this month.

On September 10th  The Uno�cial  Bridg-
erton  Musical  album  was released  and within 
two hours was #1 on the iTunes albums chart, 
a top 10 album in the world, and had over 7 
million streams in 5 days. Barlow & Bear com-
posed 15 songs in 6 weeks – live on social media in real-time from 
their living room. The incredible viral worldwide attention that the 
project created inspired them to record and self-release an album 
of their music.

The songbook features all �fteen songs written for the musi-
cal, arranged for piano and voice with guitar chord frames. Titles 
include “Burn for You,” “Ocean Away,” “If I Were a Man,” “Balancing the 
Scales,” and more. Their ability to write catchy ear-worm melodies 
and marry today’s pop sensibilities with classic musical theater, has 
created a sound that can cross from Broadway to the pop charts.

The  Uno�cial Bridgerton Musical  songbook retails for $24.99 
and is available for order by calling the Hal Leonard E-Z Order Line 
at 1-800-554-0626.

www.halleonard.com

PRO AUDIO
Roland Announces V-02HD MK II Streaming Video Mixer

Roland  announces the  V-02HD 
MK II Streaming Video Mixer, a 
simple and a�ordable solution for 
bringing higher production values 
to computer-based livestream-
ing. Compact and easy to use, the 
V-02HD MK II allows users to con-
nect and switch two high-quality HDMI cameras and send them di-
rectly to a favorite streaming platform over USB-C. It’s also possible 
to mix in audio sources via dedicated inputs and HDMI, apply video 
e�ects and transitions, and more.

With its intuitive control layout and T-bar fader, it is very simple 
to operate. The USB connection is plug and play, ready for instant 
streaming with popular platforms like Facebook, YouTube, Twitch, 
and Zoom or advanced work�ows such as OBS Studio, Streamlabs 
OBS, StreamYard, and Restream. It also includes a 10-channel digi-
tal audio mixer with Roland’s legendary sound quality and control. 
There are two audio inputs with 3.5 mm jacks, and each supports a 
microphone – including lavalier mics that require plug-in power – 
or stereo audio from a smartphone, mixer, or other devices. Users 
can mix embedded stereo audio from HDMI sources as well, includ-
ing microphones connected to cameras. The V-02HD MK II supports 
hands-free control with up to two optional BOSS footswitches, a 
convenient feature for creators who perform or give demonstra-
tions during streams. 

Out of the box, the V-02HD MK II provides the dedicated controls 
needed to switch cameras and make basic adjustments to video 
and audio sources. But for users who want to dive deeper, there’s 
a world of advanced features and custom assignments to explore. 
Connecting an HDMI monitor provides a display for setting up a 
wide selection of audio and video e�ects, footswitch assignments, 
and more. Roland’s free remote control apps let users operate it via 
an intuitive graphical interface on their iPad or computer. (Remote 
control apps for macOS and Windows will be available in late 2021.)

It comes with free access to Roland’s new  AeroCaster Switch-
er for iPad, a powerful video and media expansion solution for se-
lect Roland hardware switchers.  Available in the U.S. now for $395.

www.roland.com
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Expert Bow Service
order forms, pricing and shipping label at:
www.bowrehairing.com
“An industry leader since 1967”
IRA B. KRAEMER & CO.

Wholesale Services Division
467 Grant Avenue

Scotch Plains, New Jersey 07076
(908)  322-4469

BOW REHAIRING
Expert Bow Service

order forms, pricing and shipping label at:
www.bowrehairing.com
“An industry leader since 1967”
IRA B. KRAEMER & CO.

Wholesale Services Division
467 Grant Avenue

Scotch Plains, New Jersey 07076
(908)  322-4469

BOW REHAIRING

MADE IN USA

Photograph by
Melanie Futorian

“It’s the only reed tool
that’s ever worked for me.”

-David Sanborn
Six Time Grammy Award Winner

www.ReedGeek.com

®

mmrmagazine.com
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Join the Fastest Growing Piano Company in Dallas!

2 Positions Available • Store Manager and Closer
Salesperson with strong closing experience. 

Do you want to work for the Fastest Growing Piano 
Store in all of Texas? If you have 5 to 10 yrs. experience 
and a record of “Closing the Sale,” I want to talk to you. 

•  305 Pianos IN STOCK
•  50 Used Steinway’s (including 25 B’s)
•  New lines. Baldwin, Hallet Davis, 

Hardman, QRS and more coming
•  20 used grands always in stock under $15,000
•  11,000 sq. ft. showroom packed to the gills

Call me today. 940-872-1575





NEW. 
SOUND. 
POSSIBILITIES.
There is simply no other synth that offers more to explore sonically than the new NAUTILUS. Dive into three broad categories of sound; 
Standard sounds provide all of the most important instruments you need to cover any genre, Current sounds focus on cutting-edge 
modern music production, and Unique sounds draw upon completely new sampling and programming techniques to deliver 
never-before-heard instruments and layers, live-recorded phrases, found percussion, and so much more.





Mark Shim, Tenor Saxaphonist, rehearsing  
at Center Staging, Burbank, CA. 

We’re For Creators®

THE ALL-NEW H1n HANDY RECORDER
Record it all. Because you never know when your next idea 

will become your new inspiration.

JUST 
 PRESS

RECORD

Luisito Quintero 
Percussionist 
Madison Square Park, NYC


