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Vic [Firth] was an artist and a successful 
businessman – probably the only person I 
can think of who excelled in both realms 
so completely. He was also an incredibly 
important teacher, innovator, composer, and 
industry guiding light.  

– Peter Erskine
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I
n late August, Research and Markets an-

nounced the addition of the Global Musical 

Instruments Market 2015 Report to their of-

ferings. The report claims the global MI market 

value was $16.05 billion for 2014 and forecasts 

growth for the industry at a CAGR (“Compound 

Annual Growth Rate.” I had to look it up) of 

1.89 percent over the next fve years, valuing it 

$17.63 billion by 2019. 

Factors seen as contributing to the growth 

of the market include a rise in disposable in-

come, a greater number of live performanc-

es, and increased music education initiatives, 

among others. Additionally, the increased 

availability of non-traditional pathways to 

learning instruments is seen to be a signifcant 

factor. An analyst from the team who compiled 

the report said, “The availability of learning 

materials online will encourage consumers to 

buy musical instruments, which is expected to 

contribute to the market growth during the 

forecast period.”

This is the part that really interests me (not 

that the rest of it doesn’t).

Back in 2007, NPR’s “All Things Considered” 

ran a report, “Learning Guitar for Free (for Now) 

on YouTube,” which I remember listening to 

while stuck in trafc on I-95 and which is still 

available for review up on npr.org. The jist of 

the program was that there’s this growing phe-

nomenon of folks teaching guitar online for 

free, but – dun dun dunnnn!!! – many of those 

online tutorials would likely not be free for 

much longer, due to violation of copywritten 

material (the songs being taught).

Well, cut to eight years later and a quick 

YouTube search for “guitar lessons” yields over 

558,000 results. The frst such result, “Play TEN 

guitar songs with two EASY chords” by one 

Andy Crowley has well over eight million views 

since its initial posting two 

years ago. Amongst those 

ten two-chord songs out-

lined are tracks originally recorded by Bufalo 

Springfeld and U2. I’m not calling out Crowley 

in hopes that teams of lawyers representing 

Bono and Neil Young descend upon his home 

and ruin his online venture. I’m suggesting 

that, while it is absolutely true that individu-

al artists and labels do (frequently) attempt 

to block certain content, the notion that per-

ceived copyright infringement would spell the 

end of online music instruction would seem to 

be much ado about… not that much. 

Also, on a personal level, I’d never have 

bothered to learn “Sultans of Swing” or the solo 

from “Round and Round” without YouTube. So 

there’s that.

And how does that sort of online instruction 

afect the acoustic guitar market – the focus of 

this month’s issue of MMR – you ask? “I think 

technology has played a big part here with 

YouTube, and similar, giving an audience to 

the acoustic player that they never had before,” 

says Brian Cleary of Faith Guitars in Septem-

ber’s Roundtable (page 37).

So there you have it: our industry is going to 

grow by two percent over the next fve years, 

online video music lessons aren’t going any-

where, I am perfectly comfortable appreciating 

both Ratt and Dire Straits simultaneously, and 

YouTube is great for the acoustic guitar market.

I could’ve simply run the above sentence 

and been done with this.

Hope everyone had a great summer!  
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Editorial

by Christian
Wissmuller

Christian Wissmuller

cwissmuller@timelesscom.com

The Market is Growing, I Enjoy 
Having Dire Straits Songs Explained 
to Me Online, and Other Musings…
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By Christian Wissmuller
In early August, Guitar Center hosted 

its annual “Media Day” at company HQ 

in Westlake Village, California – the third 

such gathering 

since the MI re-

tail giant pulled 

back the relative 

veil of secre-

cy and began 

what remains a 

far more “open” 

r e l a t i o n s h i p 

with the press, 

in particular the 

trades.

While that frst meeting was revelatory 

in comparison to the near-silence from 

GC brass for the decade or so prior (see 

our November 2013 cover story, ‘Guitar 

Center – Inside THE Big Box’), 

subsequent Media Days have 

been – understandably – 

more about just catching up 

on whatever fne points hav-

en’t been fully or satisfactori-

ly explained or addressed in 

the previous month. Which 

isn’t to say there wasn’t plen-

ty to talk about this year. GC 

is, after all, the unquestioned 

largest player in MI retail and 

a lightning rod for debate and 

speculation and there have 

been plenty of recent chang-

es and a number of ongoing 

and future initiatives that are 

bound to efect the MI retail 

landscape, overall.

The list of “what’s new” this 

year started at the very top, 

as CEO Darrell Webb replaced 

Mike Pratt in November of 

last year (following 2014’s Me-

dia Day in NYC, marking the 

grand opening of GC’s fag-

ship store in Times Square), 

after Pratt had served just 

barely over a year and a half 

in that role. 

Webb was joined by Michael Amkreutz 

(vice president – merchandising, market-

ing, and eCommerce), Tim Martin (execu-

tive vice president and CFO), and Ron Jap-

inga (executive vice president – inventory 

management and supply chain) in host-

ing media reps for a group Q&A on the 

morning of Au-

gust 5th. When 

asked about the 

persistent, ev-

ery-couple-of-

months rumors 

of GC’s impend-

ing bankruptcy, 

sale, or other 

d o o m - a n d -

gloom scenario, 

Martin echoed 

his comments from 2013, saying, “The 

tales of our demise have been greatly ex-

aggerated… we’re having a really strong 

front-half of this year, the trends we saw in 

the frst quarter are continu-

ing and, in fact, accelerating. I 

am sleeping quite well when 

it comes to our fnancial con-

dition.” He further noted that 

literally none of the compa-

ny’s 269 stores are operating 

in the red and reminded folks 

that the S&P upgraded the 

company’s outlook recently.

With respect to how GC 

would respond to “the blog-

gers” – including Eric Gar-

land, whose February 2015 

online missive, “The End of 

Guitar Center” was read (and 

believed to be credible) by 

many – Webb said, “We are 

aware of some of the folks 

out there saying… interest-

ing things. We choose not 

to reply to them because if 

you acknowledge them, you 

give them some credibility 

and they are not credible. At 

best, they’re not very well in-

formed and at worst they’re 

not very well-versed in cor-

porate fnance.” 

Both the CFO and CEO asserted that GC 

will not need additional recapitalization in 

order to keep current on its payments. 

Guitar Center Media DayDWV Entertainment 
Sells Aphex to RØDE

DWV Entertainment, parent com-

pany of  audio brand Aphex for the 

last several years, has announced the 

sale of Aphex to Australian pro-audio 

company RØDE Microphones.

The announcement was made by 

David Wiener, chairman and CEO of 

DWV Entertainment. Aphex is well 

known for its range of audio signal 

processing equipment that features 

various proprietary technologies in-

cluding the iconic “Aural Exciter.”

Founded in 

the mid-1970s, 

Aphex has 

since become 

one of the mu-

sic and broad-

cast industries’ 

most revered 

brands, con-

tributing to nearly every commer-

cially successful record for decades. 

Today, Aphex products and technolo-

gies are used in a wide range of appli-

cations for music, flm, video, theater, 

gaming and communications.

Aphex is regarded as an innova-

tion leader, holding numerous pat-

ents, and licensing to a wide range 

of brands around the world. With its 

expertise in manufacturing, RØDE Mi-

crophones’ acquisition of Aphex her-

alds a giant leap for both companies.

Wiener commented, “The past 

12 months have been the most suc-

cessful in Aphex’s history, with record 

sales and profts. This success has 

attracted the attention of a major in-

dustry leader. I am proud to announce 

that Peter Freedman and RØDE have 

successfully acquired Aphex and will 

put their exceptional passion and en-

ergy into growing Aphex with new 

products and programs. I have every 

confdence in Peter and his team, giv-

en the professional association and 

friendship that have come out of our 

months of meetings and communi-

cations, and I am proud to have put 

this deal together with a person of 

Peter’s caliber.”

Lanita Smith, winner of GC’s 

‘Singer-Songwriter 4’ contest, 

performed at Media Day.

Guitar Center CEO Darrell 

Webb

continued on next page

Peter Freedman with 

David Wiener
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“When a company is taken private it’s 

a lot like buying a house and taking out 

a mortgage,” explained Webb. “As long as 

you can make the interest payments, most 

folks never pay of that house. I see com-

ments out there – ‘Wow, Guitar Center’s 

debt is so ominous. They’ll never be able 

to pay it of’ – well, that’s not the point. In 

a sense we have a mortgage out there and 

we can easily make the payments on that 

mortgage. And at some point in time we’ll 

go public and that usually means you’re 

borrowing money from shareholders. So 

when you say, ‘They’ll never be able to pay 

of the debt!’ it’s the same as saying, ‘Well, 

if you’re a public company, you’ll never be 

able to buy back every one of your shares.’ 

Well… that’s not what companies do.”

Neither Webb nor the other executives 

elaborated on a timeline for the Guitar 

Center possibly going public: “No. Haven’t 

even talked about it,” said Webb.

Speaking to more immediate “boots 

on the ground” action at the retail level, 

attendees at Media Day were treated to 

an early morning tour of the new Westlake 

Village store (no customers in the store yet! 

But, really, how many guitar players are 

out shopping at 10am on a Wednesday…). 

The newly implemented “G.O.L.D. (Grand 

Opening Look Daily) Standard” philoso-

phy was clearly on display as Wayne Col-

well, senior vice president – stores, guided 

visitors through the open-concept, clean, 

well-lit, “hands on” location.

continued from page 6

Michael Amkreutz in front of the ‘Guitar Wall’ at GC’s 

Westlake Village, California store.

continued on page 10
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of solid color ukuleles!

$415 with free freight!

www.amahiukes.com1-888-262-8471

SABIAN has appointed St. Louis 

Music (SLM) as a partner in distri-

bution in the United States, effec-

tive September 1.

“We started selling our products 

direct to retailers in the USA mar-

ket last January and it has gone 

extremely well,” comments SABI-

AN CEO Andy Zildjian. “After six 

months of creating better contact 

with our dealers, our communica-

tion with them made it very ap-

parent that there are many dealers 

we are just not able to reach and 

service in a way that is most effec-

tive for them. SLM is the best in the 

industry at reaching a very broad 

and diverse group of dealers in the 

market and meeting the needs that 

have presented to us by our retail 

partners. We are confident this 

partnership will provide a greater 

level of our services to retailers all 

over the country.”

“We are excited to add SABIAN 

as a major new product line in our 

rapidly growing percussion busi-

ness,” says Mark Ragin, president 

and CEO of St. Louis Music. “SLM 

will compliment the direct sales 

efforts of the SABIAN sales team 

in the USA by selling to the very 

broad base of SLM customers.”

To learn more, con-

tact St. Louis Music at (800) 

727-4512 or email info@ 

stlouismusic.com.

SABIAN 
Announces 
Partnership 
with SLM

Also prominent at the Westlake loca-

tion were area devoted to a larger realm in 

which GC has been actively ramping up its 

involvement – services. We’re talking rent-

als, lessons, repairs, and used gear. Current-

ly rentals are available in about 140 Guitar 

Center stores, in the last year the company 

estimates that their over-400 repair tech-

nicians performed in the neighborhood 

of 280,000 customer-owned fxes, and the 

chain has around 1,000 instructors teach-

ing 16,000 students. And the numbers are 

growing – fast.

The Westlake Village store was able to 

boast that 200 students enrolled in les-

sons following the frst weekend of opera-

tion. If you’re a retailer looking to distin-

guish yourself from big box competition 

via these types of services, consider your-

self warned.

“The things that we’re doing are not in-

tentionally designed to hurt a mom & pop 

independent store,” assured Webb. “That 

has never been and never will be part of 

our plan.” Amkreutz added, “We are under 

similar types of competitive threats as 

smaller independents may be – the Ama-

zons of the world, the Sweetwaters of the 

world that constantly innovate and add 

new pieces to their business.”

continued from page 8
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Hal Leonard Corporation and its subsidiary Notefight LLC are 

pleased to join in the founding of a new industry group focused 

on digital music notation.

This group will operate under the auspices of the World Wide 

Web Consortium (W3C), which oversees Web standards. The new-

ly formed Music Notation Community Group will develop and 

maintain specifcations for the encoding and formatting of notat-

ed music as used on Web, desktop, and mobile platforms.

The starting point for the group’s work will be two closely relat-

ed industry standards: MusicXML, which describes musical scores, 

and SMuFL, which specifes music fonts. The group will maintain 

and evolve these specifcations to cover the changing ways in 

which the world works with digital music notation, both now and 

in the future. The formation of the Music Notation Community 

Group is an important step towards the future of sheet music and 

overall music publishing. Hal Leonard/Notefight became a mem-

ber of W3C to help lead music notation on the Web forward, and is 

proud to be one of the founding members of the Music Notation 

Community Group.

MusicXML is the industry standard for digital representation of 

musical notation today, and is supported by hundreds of applica-

tions across various platforms and operating systems. Created 15 

years ago by Michael Good of MakeMusic, MusicXML has become 

an essential part of the music industry.

SMuFL is rapidly taking shape as an essential standard to de-

scribe digital fonts containing symbols used in conventional music 

notation, making possible an environ-

ment in which the same fonts can be 

freely used across many diferent appli-

cations in a compatible fashion. Created 

by Steinberg in 2013, SMuFL has already 

been adopted by many vendors.

By transferring MusicXML’s and SMu-

FL’s governance to a W3C Community 

Group with the idea that they could ul-

timately become truly open standards, 

MakeMusic and Steinberg have taken 

a very signifcant step. This change 

ensures the quality, relevance and evolution of these standards, 

and guarantees their availability without patent or copyright con-

cerns. It also opens up participation in the defnition of these stan-

dards to the broadest possible audience.

The W3C Music Notation Community Group will be co-chaired 

by Michael Good, VP of  research and development for MakeMu-

sic and the original creator of the MusicXML specifcation; Daniel 

Spreadbury, product marketing manager for Steinberg and the 

original creator of the SMuFL specifcation; and Joe Berkovitz, pres-

ident of Notefight and co-chair of the W3C Audio Working Group.

Doug Schepers, Web standards specialist at the W3C, says, “We 

are excited that the MusicXML and SMuFL communities are com-

ing together as a W3C Community Group. Music  notation is an 

Hal Leonard Joins W3C Music Notation Group as Founding Member

Joe Berkovitz

continued on next page
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To learn more about Antigua please visit 

www.antiguawinds.com or contact us at 

info@antiguawinds.com

Photo by Scot Myers

“Versatility has been the key to my music career. 

I perform & record in a wide variety of musical 

settings and need equipment that enables me to 

move effortlessly from genre to genre & venue 

to venue. Antigua Pro One saxophones do that 

for me with great tone, intonation, ergonomics, 

and durability.” #AntiguaProud

- Jason Weber
Pictured with his Pro One Tenor, Alto, & Soprano

continued from page 12

essential cultural artifact, and worthy of 

having its expression on the Web stan-

dardized and open to all. W3C is pleased 

that our community groups framework 

will help move these important technol-

ogies forward.”

Larry Morton, president of Hal Leonard 

Corporation, comments, “The formation 

of this group is a crucial step for the future 

of our industry, and I applaud our part-

ners who made it possible. As a publisher 

of both print and digital music – and now 

a member of W3C – Hal Leonard is eager 

to contribute to and share the develop-

ments that will emerge from the founding 

of the Music Notation Community Group. 

I’m glad that Notefight, leaders in music 

notation on the Web, will share their best 

practices and new ideas. This is truly a piv-

otal moment for music and musicians.”

MakeMusic, Steinberg, and Hal Leon-

ard together invite musicians, developers, 

publishers, scholars, educators and all 

others who are interested to join the W3C 

Music Notation Community Group. There 

is no charge to participate in the group. 

Visit www.w3.org/community/music-no-

tation for more information about the 

W3C Music Notation Community Group.

SLM Acquires 
Kiwi Wind 
Products

St. Louis Music (SLM) has 

purchased Kiwi Wind Prod-

ucts, efective July 31.  Made 

in the USA, Kiwi has had a 

longstanding reputation in 

the industry as one of the 

best protective neck and 

mouthpiece pouches on the 

market.

“Having used them as a 

player and known them as 

a business partner for many 

years, we’re really excited to 

bring Kiwi into our family of 

brands,” says Craig Denny, 

vice president – Band & Or-

chestra at St. Louis Music.  “It’s 

a great ft for us because of 

the broad base of customers 

that we serve.

Kiwi Wind Products in-

clude two variations of Neck-

Pak protective pouches, orig-

inal and New York style, and 

mouthpiece pouches of vary-

ing sizes.  Each pouch is made 

with a secure Velcro closure, 

and NeckPaks come in a vari-

ety of diferent fabrics. 

Mark Ragin, CEO of St. 

Louis Music, also comment-

ed, “The team at Kiwi have 

done a fantastic job with 

their products and we really 

look forward to helping them 

expand and reach new mar-

kets.” 
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A ruling in the U.S. Ninth Circuit Court has cleared Guitar Center, 

Fender, and Gibson of price-fxing.

According to www.courthousenews.com The Ninth Circuit re-

fused  to revive a class action accusing Fender, Gibson and other 

guitar manufacturers of conspiring to fx prices.

Consumers fooded courts around the country with such claims 

after the Federal Trade Commission settled its investigation into 

music-products price-fxing in 2007.

Though NAMM also faced a cease-and-desist order as part of 

the consent decree, it never admitted any wrongdoing and did not 

even face a fne. A federal judge in San Diego eventually consol-

idated the ensuing consumer complaints, which took aim at fve 

manufacturers, NAMM, and Guitar Center.

Joshua Ramsey and the other plaintifs claimed that, between 

2004 and 2009, the defendants conspired to implement and en-

force MAP (minimum advertised price) policies which fxed the min-

imum price at which any retailer could advertise the manufacturers’ 

guitars and guitar amplifers – as part of a classic “hub-and-spoke” 

agreement designed to raise retail prices and restrain competition.

A three-judge panel with the Ninth Circuit found that the case 

had properly been dismissed for failure to state a claim.

A “hub-and-spoke” conspiracy involves both vertical agreements 

between manufacturers and retailers and horizontal agreements 

among competitors.

The role of the “hub” is typically flled by a dominant purchaser, 

the “spokes” are competing manufacturers or distributors that enter 

into vertical agreements with the hub and the “rim” of the wheel 

consists of the horizontal agreements among the spokes.

Consumers painted Guitar Center as the hub, pressuring the 

manufacturer defendants (the spokes) to adopt the advertising 

policies, with the manufacturers’ agreements to adopt the policies 

forming the rim.

Rather than indicating illegal action, the allegations of the “par-

allel conduct” might simply show that the defendants responded 

similarly to similar market pressures.

Judge Carlos Bea said, “In an interdependent market, compa-

nies base their actions in part on the anticipated reactions of their 

competitors and because of this mutual awareness, two frms may 

arrive at identical decisions independently.”

To support their allegations, the plaintifs identifed six “plus fac-

tors” such as the manufacturers’ simultaneous adoption of the poli-

cies, and a rise in retail prices occurring during falling demand. Bea 

said, however, that these factors still indicated nothing more than 

similar reactions to similar pressures

The policies were not adopted all at once, but rather over a pe-

riod of several years, which Bea said “does not raise the spectre of 

collusion.”

Since the consumers alleged rising prices for all guitars, not just 

for those manufactured and sold by the defendants, Bea dismissed 

those claims as well.

Guitar Center, Gibson, Fender Cleared in Price-Fix Case
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LOOKING FOR

AMERICAN GEAR?

DON’T FRET.

The Kyser® Quick-Change®

is 100% made in the USA.

www.kysermusical.com

Guaranteed for life.

KYSER® MUSICAL PRODUCTS

Summer NAMM

booth 1514

MADE IN USA

Hi Ronnie,

How’s it going at MMR? I liked 

your ‘Ten Signs of Store Manag-

er Possession!’ Having dropped 

Gibson recently (along with 

many others) it made me smile! 

There’s some interesting stuf in 

MMR Global and you have add-

ed a UK perspective that helps 

it stay relevant to our market-

place.

Thanks,

Jon Evans

Hollywood Music Shop UK

Milton Keynes, England

RPMDA Board Plans 2016 Convention
This summer, the 

board of directors for the 

Retail Print Music Dealers 

Association (RPMDA) met 

to plan the organization’s 

2016 convention, which 

is scheduled for April 

27–30, 2016 at the Chase 

Park Plaza Hotel in St. 

Louis, Missouri.

The RPMDA board in-

cludes president Christie 

Smith (Alfred Music), vice 

president–Program Don 

Langlie (Popplers Music), 

vice president–secretary/

treasurer David Jahnke 

(Hal Leonard Corpora-

tion), past president Carol Wilbur (Pender’s Music), and members at large Mike Watson 

(Remenyi House of Music) and Jenny VanPelt (Lorenz Corporation).

The convention will ofer session tracks for novice print music employees, buyers, and 

owners or managers with presentations by industry leaders and professional speakers in 

areas ranging from technology and marketing to inventory and training. 2016 also marks 

RPMDA’s 40th anniversary, and the celebration promises to be a veritable who’s who of 

the print music world.

Back row: David Jahnke, Carol Wilbur, Mike Watson, and Don Langlie; Front row: 

Christie Smith and Jenny VanPelt.

Letters





D’Addario has just launched Play-

ers Circle, the only customer rewards 

program in the musical instrument 

accessories sphere. 

The online rewards program is the 

digital evolution of a concept Jim 

D’Addario, CEO of D’Addario & Com-

pany, frst conceived in the 1990s. 

http://playerscircle.daddario.com/  

The process is simple: players sign 

up online, enter the serial numbers 

from their purchased packaging, 

and are rewarded with redeemable 

points.   Other ways to earn points 

include getting others to sign up, 

and sharing content on social media. 

Points are redeemable for accesso-

ries and gear, including many dif-

ferent lines of D’Addario strings for 

electric, acoustic, classical, and bass 

guitar.  This enables players to sam-

ple diferent styles of their choos-

ing.  Shipping and handling costs 

are included in the point redemp-

tion. D’Addario plans to launch sim-

ilar rewards programs for their acces-

sories, woodwinds, percussion, and 

orchestral brands in the future.

Upon signup, rewards program 

members are also automatically 

entered to win large-scale prizes, 

such as guitars, efect pedals, ac-

cessories, and digital exclusives. 

Players Circle is currently open to 

U.S.-residents only with plans to ex-

pand the program globally.
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Peavey at DJ Expo Opening Party & Booth

Peavey Elec-

tronics  hosted a 

standout open-

ing night party 

and booth artist 

appearance line-

up at the 2015 

DJ Expo in At-

lantic City, N.J., 

from Aug. 10 – 13, 

boasting perfor-

mances by some 

of the top DJ’s 

and pioneers in hip hop music.

Taking place on Tues., Aug. 11, 2015, 

at the Blue Velvet Theater by Scores in 

the Trump Taj Mahal, “The Art of The Mix” 

opening night party was co-sponsored by 

iconic liquor brand Jägermeister, and fea-

tured performances by turntable legends 

GrandMixer DXT, Grand Wizzard Theo-

dore, and Def Jam Records Co-Founder 

DJ Jazzy Jay, with Public Enemy DJ and 

Peavey® artist Keith Shocklee hosting the 

event.

“This year at DJ Expo, I brought some 

of my closest friends to make music in 

the club and spin at the Peavey booth. It 

was an awesome experience to share with 

the originators of hip hop and the young-

er generation of DJ’s. I like bridging the 

gaps,” said Shocklee.

To continue 

with the excite-

ment throughout 

the show, the 

Peavey booth 

featured back-to-

back performanc-

es by renowned 

DJ’s displaying 

the company’s 

latest pro audio 

equipment. Per-

formers included 

DJ Cutlas; DJ Spike; DJ PonFetti; DJ Polo; 

DJ Marley Marl; DJ Dvyne; DJ Jimmy 

Goods; Keith Shocklee and DJ Journey; 

Mark Anthony; and DJ Selectra.

“It’s great that we are recognized as a 

company that can serve these fantastic 

DJ’s with gear they depend on night af-

ter night. Peavey is far beyond just rock ‘n’ 

roll,” said Peavey COO, Courtland Gray.

“I have been a DJ since 1975 and have 

been using Peavey products for a very 

long time. To see how far Peavey has 

come, bringing their products to the 

next level, and seeing DJ’s from around 

the world coming together to perform 

at their booth and party, is a testament 

to the supreme quality their products 

have to offer,” said DJ Grand Wizzard 

Theodore.

Hal Leonard to Distribute Cajón 
Brush Line

Hal Leonard Corporation is proud to announce a new worldwide distribution deal with 

Minneapolis-based Cajón Brush. Beginning this month, the company will stock these 

top-quality accessories.

Created by percussionist Paul Jennings, Cajón Brushes are designed and built specif-

cally for the cajón. Thanks to Jennings’ extensive research and development, these brush-

es give the instrument a rich, brushed sound while also allowing players to achieve warm 

low tones. One-inch in diameter, the natural wood handles give percussionists the right 

feel and the ability to play with the best technique.

Cajón Brush products feature: hardwood oak handles in both natural and dark colors; 

optimum bristle density for both high and low tones; a sliding O-ring on each brush to 

control the sound; and premium bristle materials to give the brushes a longer life. The 

brushes also work well with other drums and percussion instruments.

Jennings is the author of the Hal Leonard Cajón Method. This popular guide takes play-

ers through the basics of the instrument and its techniques, with dozens of exercises and 

more than 30 grooves from many genres: rock, Latin, blues, jazz, famenco, funk, and oth-

ers. More advanced topics cover how to change pitch with your foot, playing with brushes, 

and playing rolls with your fngers. The book features 45 accompanying online videos that 

demonstrate many of the rhythms and techniques in the book. The Hal Leonard Djembe 

Method by Jennings is also now in production. This book/online video pack will be avail-

able in fall.
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Ace Products Group  officially an-

nounces the addition of Yamaha Band 

and Orchestra accessories to their rapid-

ly growing product lines and expanding 

distribution channels. The alliance marks 

a strategic milestone for Ace Products, as 

the Ace brand continues to gain market 

share industry-wide. Effective immedi-

ately, Ace will now offer Yamaha accesso-

ries for band and orchestra instruments, 

alongside their Kaces, Strukture, Reunion 

Blues, Pig Hog, Fender, and RockNRoller 

Multi-Cart® brands.

The rich history and prestige of the Ya-

maha® brand, united with the entrepreneurial passion of 

Ace Products creates an ideal match. “We are very partic-

ular about who we do business with,” says vice president 

Dave Andrus, “Yamaha’s dedication to superior quality, 

value, and enrichment through music fit perfectly with 

our vision”. Driving dealer success by de-

livering high profit, high quality acces-

sories is at the heart of the Ace Products 

mission, and the addition of Yamaha® is 

the newest way they are helping music 

dealers thrive.

Ace Products Group is the premier in-

ternational resource for music accessory 

manufacturing and distribution, deliver-

ing the most extensive selection of music 

accessories available. Offering everything 

from gig bags and instrument cases to 

cables, stands, connectors, adapters, and 

utility carts, the Ace Products mission is 

to design and offer products of the highest possible qual-

ity at the most affordable prices.

Ace Products Group brands include: Kaces, Strukture, 

Reunion Blues, Pig Hog Cables, Fender Accessories, Yama-

ha Accessories, and Rock-N-Roller Multi-Cart. 

Ace to Distribute Yamaha B&O Accessories
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For generations, woodwind musicians have had to pre-moisten

their reeds, deal with cracking, inconsistent cane strength and

performance issues in various weather conditions.

Légère Premium Woodwind Reeds are manufactured with a

patented process and synthetic material that virtually eliminates

the need for pre-moistening. This means they are ready to play

when you are. They are unafected by weather and last for

months – not days, so you can focus on your music, not your reed.

Serious reeds. Sound performance.

Focus
on your music, not your reed.

Available for saxophone, clarinet and bassoon.

www.legere.com

Roland Corporation U.S. is a proud sponsor of Guitar 

Center’s 27th annual Drum-Off search for the next great 

drummer. Free and open to drummers across the country, 

entrants will compete for a chance to win a grand-prize 

package valued at over $45,000 that includes cash, gear, 

endorsement deals, studio time, and a GC Buyer’s Guide 

feature.

This year’s gear prizing features products from a variety 

of manufacturers, including a Roland SPD-SX Sampling 

Pad, a PM-30 Personal Monitor Amplifier, BT-1  Bar Trigger 

Pad for both electronic and acoustic drums, and a grand 

prize consisting of a Roland TD-30K V-Drums electronic 

drum kit valued at U.S. $5,299 MSRP. Contestants will have 

a chance to play some of Roland’s V-Drums products during 

the in-store preliminaries.

“We’re always amazed and excited to witness the talent 

that comes out of each year’s Drum-Off competition,” notes 

Drew Armentrout, Roland Corporation U.S. product & artist 

relations manager, Drums and Percussion. “We are proud to 

be a part of the competition and the drumming community 

and we sincerely wish all the entrants the best of luck.”

Drum-Off begins with store preliminary competitions 

at 251 Guitar Center locations. Contestants will be judged 

on a three-minute performance, and one winner from each 

store finals competition will be chosen to move up to the 

quarterfinals, followed by semifinals at five store locations. 

Five winners chosen at the semifinals will then convene at 

Club Nokia in Los Angeles, CA to compete in the finals for the 

grand prize on January 16, 2016 in front of a live audience 

and a panel of judges.

For more information, important competition dates, 

and to enter Guitar Center’s Drum-Off competition, visit: 

guitarcenter.com/drumoff

Roland Sponsors Guitar Center’s 27th Annual Drum-Off Search
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Your new standard in student mutes.
Orchestra Quality, Band Room Price.  

Better than a cardboard mute! 
Straight, Cup, Practice for under $30 List

Dealer price 1/2 of list. Fast movers.  

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

Quality accessories 

for brass instruments

From their first note

to first chair

Increase your profits
with the ultimate add-on sale!

Our student line of plastic mouthpieces 
compare to professional mouthpieces at a 

fraction of the price without a loss of quality.

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

Mouthpieces for Trumpet (3C, 5C & 7C)
$15 List / $7.5 Dealer Cost  

Available in black & clear plastic only

DPA Microphones, Lectrosonics, and Sound Devices to Host 
Regional Sound Summit

Sound Summit Atlanta is taking place on Sunday, October 4, 

2015 from 3 to 8 p.m. at the International Alliance of Theatrical 

Stage Employees (IATSE) Local 479 Headquarters in Atlanta. A col-

laborative presentation from DPA Microphones, Lectrosonics, and 

Sound Devices, LLC, this is the third in a series of regional events 

throughout the U.S. All Sound Summit events serve as an informal 

industry thought leadership and mixing discussion featuring best 

practices for the audio community. With the help of local sound 

mixers Whit Norris and Chris Durfy, Sound Summit Atlanta will in-

clude a combination of short informative presentations, network-

ing, and Q&A opportunities.

DPA’s Global Sales Manager Bo Brinck will discuss polar pat-

terns, frequency response, and optimum placement for lavalier 

and shotgun microphones. Brinck will use his company’s d:screet™ 

4061 and 4071 Miniature Microphones and d:dicate™ 4017B Shot-

gun Microphone to highlight these topics. “I am looking forward 

to meeting the area’s sound mixers and other audio professionals 

who are eager to learn about all of the brands’ new technologies 

and updated methods with which to improve their sound,” says 

Brinck. “With the event taking place right at the IATSE, we’re sure 

to have a very productive and interesting event.”

Karl Winkler, Lectrosonics’ vice president of Sales/Service, will 

use his brand’s L Series units, SSM “Super Slight” micro transmit-

ter and SR Series receivers with Sound Devices’SuperSlot™ com-

patibility to explain gain structure, antenna optimization, and RF 

frequency coordination. “We’re extremely excited to continue the 

Sound Summit series with our latest event in Atlanta,” says Win-

continued on 24
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kler. “It will be great to be able to share ideas with professionals in 

the local community while also learning from them. We anticipate 

the Atlanta event to be very valuable and look forward to host-

ing future events in other large metropolitan areas in the coming 

year.”

Jon Tatooles, co-founder and chief business development of-

cer of Sound Devices, LLC, will be on hand to discuss multi-track 

audio recording, timecode synchronization, and fle management 

for today’s location sound mixer. He will demo Sound Devices’ 688 

Field Production Mixer with SL-6 SuperSlot™ accessory, as well as 

the rackmount 970 64-Track Dante and MADI Audio Recorder for 

his presentation. “The Sound Summits have proven very success-

ful in reaching audio professionals in each city,” says Tatooles. “I 

look forward to visiting the team at the local IATSE and speaking 

with Atlanta’s sound mixers regarding the unique needs associ-

ated with working in the region. It’s certain to be both fun and 

informative for everyone.”

The IATSE Local 479 is located at 4220 International Parkway, 

Atlanta, Georgia 30354. To sign up for this free event, please regis-

ter at http://www.thesoundsummit.org/atlanta/

DPA Microphones, Lectrosonics, 
and Sound Devices to Host 
Regional Sound Summit
continued from page 23

Stevie Wonder announced the final 

extension to his highly popular ‘Songs 

In The Key Of Life’ Tour, which will re-

sume this fall throughout North Amer-

ica. Picking back up at the Bell Centre in 

Montreal, Quebec on September 30th, 

this tour will be making twenty stops 

throughout the U.S. and Canada, cir-

cling around to where the trek originally 

began, in November of 2014, for a tour-closing concert at Mad-

ison Square Garden in New York City, on November 24th.  A full 

list of tour dates can be found online.

The Songs in the Key of Life Tour celebrates Stevie Wonder’s 

eighteenth studio album, the 1976 release, Songs in the Key of 

Life, which hosts the classic songs, “Sir Duke,” “I Wish,” and “Isn’t 

She Lovely”, and was certifed Diamond by the RIAA (Recording 

Industry Association of America) for sales of over 10 million units.  

Pearl Percussion Artist, Fausto Cuevas, will once again turn 

to his Havana Series Congas and Bongos, Marc Quinones Sig-

nature Timbales, and plethora of Pearl Percussion bells, blocks, 

and toys for this upcoming run.  More information on Fausto, 

including specs on his current tour setup, can be found on the 

Pearl website.  

Stevie Wonder Extends ‘Songs 
in the Key of Life’ Tour
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Chauvet Enlivens European Elvis Event
Elvis Presley has been gone for the best part of four decades, 

but his legend is very much still alive.

As one of the most successful artists of all time, the King of 

Rock and Roll, reluctant movie star, and performer extraordinaire 

has something of an untouchable legacy. Although Las Vegas, – 

which saw Elvis perform a whopping 635 times -- is the place most 

synonymous with his exuberant and energetic shows, the city of 

Blackpool (fttingly, the so-called Las Vegas of Northern England), 

has been hosting one of Europe’s premier Elvis contests, which 

this year featured an appropriately glitzy lightshow featuring 

high-impact LED fxtures from Chauvet Professional.

The fourth annual Europe’s Tribute to Elvis, which took place 

in Blackpool’s iconic 19th century Empress Ballroom, gave aspir-

ing Kings of Rock and Roll the chance to qualify for a trip to the 

Elvis Tribute Artist Contest fnals in Memphis. Arranpaul Audio, 

which has handled lighting and audio for the event in the past, 

was tasked with creating the design for the 2015 edition of the 

contest. LD and Engineer Ollie Wilkinson called on a collection of 

Chauvet fxtures to create something of a fresh Elvis experience 

for the audience during the three-day event.

“As the event is becoming one of the most popular Elvis com-

petitions in the world, we knew that we needed to step the game 

up this year, and of course, our Chauvet fxtures didn’t let us 

down,” said Wilkinson.

All in all, Wilkinson incorporated 16 Q-Wash 560Z-LED fxtures 

and eight Next NXT-1 moving LED panels from CHAUVET Profes-

sional, as well as three MotionOrbs, four Geyser RGB LED foggers 

and eight PiXPar 24 par-style fxtures from CHAUVET DJ into his 

show design.

 “When you see Elvis tribute shows around the world, there’s 

usually a big upstage E.L.V.I.S sign in lights,” continued Wilkinson. 

“I didn’t want to go for that typical look, so we played about 

with the thought of using separate Elvis letters in gobos on the 

downstage truss. After some thought we had the idea to use our 

Chauvet NEXT NXT-1 fxtures to spell ELVIS across the truss, along 

with other supporting acts such as the legendary Suzi Quatro, 

who also graced the stage.”

While the NXT-1s enabled Wilkinson to create something a 

little diferent from what one would usually expect to fnd at an 

Elvis show, another tradition was at the forefront of his lighting 

considerations.

“It became obvious to me when designing the rig that the 

world of Elvis was very black and white when it came to color and 

contrast,” continued Wilkinson. “It’s rather difcult to keep the au-

dience engaged with diferent temperatures of white, so I had to 

be very careful when washing the stage with primary colors and 

using gobos etc.” As a solution, Wilkinson resorted to using a lot 

of pastels in the design, using both the NXTs and the 560Zs. He 
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K&M 

STANDS 

FOR ME.

“When I’m out there setting up and breaking 

down a show every night, the last thing I need 

is to be messing with a temperamental stand. 

That’s what I like about K&M stands. They just 

work. Night after night, tour after tour, they go 

on and on... like Keith Richards...”

“When m out

down a show e

is to b messin
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US Distribution Connolly Music  |  (800) 644-5268
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continued: “I could go from a primary red to a lavender wash very 

easily just by adding an extra bit of white into my palette.”

Wilkinson positioned eight CHAUVET Professional 560Z fx-

tures on a fown truss in the centre of the ballroom for a full band 

wash, as well as painting the extravagant 100-year-old chandelier 

clad ceiling with color. A further eight fxtures were positioned on 

the upstage truss to give a back wash, and also to wash the white 

wall at the back of the stage. Signifcantly, Wilkinson married the 

560Zs with the three MotionOrbs, which adorned the back wall.

“As the whole event was being flmed, I placed the MotionOrbs 

against the white upstage wall to give a sense of color and depth 

to the stage on camera. This provided a good amount of eye can-

dy while keeping intensity to a suitable level.” He continued: “The 

MotionOrbs combined with the 560Zs really created a comple-

mentary look, and looked especially impacting on camera.”

To add extra snippets of wash light at crucial moments during 

the set to illuminate various members of the band, Wilkinson 

added eight CHAUVET PiXPar 24s to the roster of lighting fxtures. 

“The Chauvet PiXPar 24 is my alternative wash fxture when power 

and dimming is limited. Although the output is stunning, for this 

show I didn’t have to compromise all of my front wash. I could 

then still use some of the fown fxtures to light the cat walk and 

roof when needed.”

Complementing the grandiose aura of Blackpool’s Empress 

Ballroom, Wilkinson’s fnal touch to the stage involved creating 

atmospheric efects with eight Chauvet Geyser RGBs positioned 

alongside the catwalk, which protruded from the front of the 

stage. The Geyser RGBs, which produce large volumes of wa-

ter-based fog illuminated by colorful LED lighting, had the ex-

pected huge impact on the show.

“The Geysers never fail to impress,” continued Wilkinson. “The 

Geysers are my favorite alternative to Pyro by far. Not only did 

they give the audience that ‘wow’ factor, they were a worthy ac-

companiment to the awards, presentations and performances 

that were scattered throughout the event.”

While the King may no longer be around, with events such as 

Europe’s tribute to Elvis keeping his spirit alive, it’s little wonder 

that Elvis’ popularity refuses to wane. “It was a fantastic produc-

tion to be involved with.” Concluded Wilkinson: “The Chauvet 

fxtures were essential to helping me recreate that electric atmo-

sphere synonymous with Elvis performances.”

The fourth annual Europe’s Tribute to Elvis
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Vandoren is excited to introduce the new Vandoren Regional 

Artist program. Through the VRA program, a select group of high-

ly regarded teachers and performers will provide complimentary 

clarinet and saxophone clinics geared toward teachers and stu-

dents in their regions. By working closely with music programs 

in their areas, Vandoren Regional Artists will help to ensure that 

clarinet and saxophone students are reaching their full potential. 

Initial training sessions were held this summer in Chicago and 

Pittsburgh, with more to come as the VRA roster continues to 

grow in the coming months.

 “The Vandoren Regional Artist program is a grassroots move-

ment unlike anything we’ve had before,” says Michael Skinner, 

President of DANSR, Inc. “Each VRA is essentially a Vandoren li-

aison, fully trained and equipped with both the knowledge and 

gear to help students and band directors succeed to the fullest. 

We’re extremely proud of our VRA roster and are eager to see 

them in action.”

All Vandoren Regional Artists are experienced educators able 

to customize clinics to suit the unique needs of teachers and stu-

dents. VRA clinics are completely free of charge and can cover a 

wide variety of topics including music and instrument fundamen-

tals, ensemble or section playing, jazz improvisation, reed and 

mouthpiece selection, and more. Vandoren mouthpieces, liga-

tures, and reed samples are available for all clinics so that both 

teachers and students are able to personally experience the ben-

efts of top-of-the-line, professional equipment.

Dansr relies heavily upon dealer recommendations for the se-

lection of the Regional Artists. “It’s very important that the local 

dealers are part of this program. We are always looking for ‘win-

win’ situations, and like JUNO, this is a great example of how Dansr 

is working with the local dealer to keep sales in the community,” 

remarks Gary Winder, Executive VP, Sales.

To fnd a Vandoren Regional Artist near you or to request a 

clinic, please visit http://dansr.com/vandoren/regional_artists/. 

For more information on the Vandoren Regional Artist program, 

contact DANSR, Inc. at information@dansr.com or 888-707-4455.

Vandoren Launches Regional Artist Program 

Vandoren Regional Artist Pittsburgh training
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Trade Regrets

LET US HELP GROW YOUR BUSINESS

The NEMC NO FEE Licensed Affiliate Turn-Key Rental Program 

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

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

burdens, distribution headaches, or capital investment!

IT’S EASY AND SIMPLE. APPLY TODAY.

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

CALL LORNE GRAHAM 

1-800-526-4593 (ext) 241

nemc-partners.com

• Increase your profits by renting educator approved instruments

• Expand your business without any capital investment 

• NO START-UP COSTS, inventory outlay, shipping expenses or franchise fees

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

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

• HIGH COMMISSIONS PAID MONTHLY, like clockwork

• Powerful marketing, repair & service support

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

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

On August 1, NAMM’s Dan Del 

Fiorentino got in touch with the 

following news:

Ralph Zumpano passed away on 

July 22 at the age of 92. He  worked 

in the Kenosha, Wisconsin LeBlanc 

plant most of his professional career. 

Ralph married Vito Pascucci’s sister 

and was alongside Vito from the 

very beginning of the opening of LeBlanc in the United States in 

1947. Over his long career Ralph held many positions, becoming 

Vito’s right-hand man, overseeing production within the fac-

tory and helping to establish new products. Ralph’s friendship 

with Vito goes back to the years before World War II when Vito’s 

brothers ran a music store, which is where Vito learned to repair 

musical instruments. 

Joe Hume, founder of Hume 

Music in Kansas, passed away on 

August 6th. A veteran school band 

director prior to opening Hume 

Music, Joe was a vigorous sup-

porter of school music programs 

throughout his life. Hume was an 

original member of NASMD and also served as president of 

the organization.

On August 9th we received the 

following message from NAMM’s 

Dan Del Fiorentino:

It’s with a heavy heart that I re-

port Bill Tarpley passed away Sat-

urday morning surrounded by his 

loving family. 

Bill remembered the stories his 

father used to tell him about the 

early days of the family music re-

tail store in west Texas. Times were 

hard during the era of the dust bowls and depression, but he 

credits his father’s skills as both a businessman and salesman 

in the success of the store. After serving in the Korean War, Bill 

returned to Texas and worked in the store full time. He and his 

brother Buzz became co-owners and expanded the company to 

include several product lines with a continued focus on pianos 

and organs. In 1972 they moved from Pampa to Amarillo where 

Bill oversaw the construction of the first tilt building in the city, 

located on Highway 40. With pride he turned over ownership to 

his nephew and son, who continue to run the family business.

Trade Regrets



People

    ON  THE   

               MOVE

Lowrey Organ 

Company has an-

nounced that exec-

utive vice president 

Seijiro Imamura has 

been named president. 

Imamura has many years of music prod-

ucts industry experience and has lead 

numerous achievements and innova-

tions at Lowrey.

At a recent meeting of Lowrey deal-

ers Imamura outlined several factors 

that point to a continuously improving 

Lowrey organization. “Lowrey is in a very 

unique and advantageous position to 

ofer an even higher level of value and 

service to Lowrey dealers and their cus-

tomers,” states Imamura. 

“We have taken the initiative over a 

relatively short time period and tran-

sitioned to a new production facility 

which is doing quite well,” he explains. 

“We have also made a number of team 

adjustments that have improved perfor-

mance in shipping and service. We have 

new product development team part-

ners, have added to our artist staf and 

are building a new sales team.”

“These eforts point to our ultimate 

goal of doubling our sales numbers 

over the next 36 months. By supporting 

our current dealers to make them stron-

ger and creating new dealers here and 

overseas we are confdent in our growth 

potential.” 

Conn-Selmer, Inc. has announced 

the addition of Jefrey Miller to the 

company efective August 3 in the posi-

tion of VP Operations reporting to John 

Stoner CEO/president. In the role of VP 

Operations, Miller will be responsible for 

overseeing/managing our global man-

ufacturing, distribution, procurement/

supply chain, and customer service 

teams to defne and implement strate-

gic and tactical elements to enhance 

our overall operations.

Ashly Audio has 

hired Ed Czarnecki 

as its applications en-

gineer. Czarnecki will 

report to Scott Leslie, 

Ashly’s executive vice 

president, and will wear many hats in his 

new position.

Among his duties, Czarnecki will 

work with consultants, integrators, and 

distributors to provide information and 

training about Ashly products, both pre- 

and post-sale, as well as solutions to de-

sign challenges. 

Blackstar Amplifca-

tion has announced the 

addition of Paul Stevens 

to their team as the new 

senior design engineer. 

Stevens has worked 

in MI for nearly a quarter of a century, 

previously employed as a designer for 

Peavey, Gibson and Trace Elliot, in ad-

dition to working as a consultant for 

brands including Orange, Hiwatt, Corn-

ford, and Carlsbro.

KMC Music has announced the ap-

pointment of three new regional sales 

managers.

Based in the Balti-

more, Maryland area, 

Michael Stockdale now 

assumes the position of 

district sales manager for 

the Mid-Atlantic Region. 

Ryan Morgan brings 

an equally impressive re-

sume to his new position 

as district sales manager 

for the West/Northwest 

Region, based out of 

Bend, Oregon. 

Based in Orlando, Flor-

ida, Mike Johnson now 

assumes the position of 

district sales manager for 

the Southeast Region. 

Gruhn Guitars re-

cently announced the 

appointment of Eric C. 

Newell to president & 

general manager.

In addition to overall 

administration of day-to-day business 

and general staf management, Eric will 

focus on company growth and long-

term development and will continue in 

his previous role as general manager.

Company owner and founder George 

Gruhn will now act as Chairman & CEO. 

As part of its continued expansion, 

Roland Corporation U.S. has augment-

ed its team with new appointments in 

sales, management, support and HR.

Antonio Ferranti has been hired as 

piano strategy manager. He comes with 

a rich business back-

ground in sales and mar-

keting, most notably as 

the recent VP of sales at 

Alfred Music. 

Quynh (pronounced 

“Quinn”) Nguyen has 

been appointed as se-

nior human resources 

manager. 

Mike McAndrew 

has been named district 

sales manager (DSM) for 

the Southwest U.S. terri-

tory. He assumes the re-

gion from Trevor Root, 

who has transferred to 

the Texas territory. 

Chris “Agz” Agazary-

an joins the product 

team as product manag-

er, Roland/BOSS Acces-

sories. Agz comes to Ro-

land with over 20 years 

of musical retail experience in various 

roles at Guitar Center, working his way 

from the accessories counter in Sher-

man Oaks up through the corporate of-

fces in Westlake Village. 

Dana Toma has been 

promoted to the position 

of piano sales manager 

for the Western U.S. 

Louie Gomez is the 

newest member of 

Roland’s Telesales de-

partment. He comes to 

Roland and BOSS with 

more than 30 years of 

customer service expe-

rience, the majority of 

which was at AT&T.

Carlos Garcia has 

been promoted to full-

time administrator in the 

Roland Corporation U.S. 

Distribution Center. 

Korg USA Inc. wel-

comes Jon Bingham to 

their feld sales team as 

the new sales represen-

tative for the Southwest 

territory (California/Ne-

vada/Arizona/Hawaii).
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MMR GLOBAL

by Ronnie  
Dungan

Aria Commits to 
UK After MD Exit

After the sudden departure of MD 

Matt Joule, and subsequent spec-

ulation about the future of the UK 

operation, Aria released a statement 

reiterating its commitment to the UK 

business.

Joule left the 

frm in mid-Au-

gust, after join-

ing the company 

in 2012, taking 

over from Mar-

tin Hartwell who 

moved on to 

Rosetti. After the 

departure of a number of key brands 

Joule was instrumental in initially 

steadying the ship and then re-es-

tablishing the Aria brand and the UK 

distribution operation, developing 

in-house brands such as its Mojo 

cases line and launching new lines 

such as the Aria 500 and 200 Series 

acoustics and Fiesta Classicals as well 

as Pono and Eddy Finn ukuleles.

It is understood he moved on for 

personal reasons and hopes to return 

to the industry shortly. His departure 

immediately cast doubt on the fu-

ture of the Japanese frm’s small UK 

operation, but the HQ sought to clar-

ify its position with a statement.

International sales manager, Ka-

zuyuki Miyamoto, said: “Considering 

the extremely difcult trading condi-

tions we are all experiencing at the 

current time, the departure of Matt 

Joule will be very difcult to deal with. 

“We would like to thank him for 

his endeavour and fortitude in re-

shaping Aria’s UK operation and set-

ting it on a steady path. In the fore-

seeable future the senior direction 

will be handled by Aria headquarters 

in Japan while the UK business will 

continue with its existing highly mo-

tivated and experienced sales staf 

and representation.”
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UK dealers are grasping the nettle of on-

line innovation with leading chain Dawsons 

developing a new virtual store browser and 

Banbury indie, One Man Band, building its 

own video tuition site.

Dawsons Music has teamed up with 

technology provider GoInStore, to provide 

a new smart glasses virtual browsing ser-

vice to online shoppers. Consumers using 

the online service will see a frst-person view 

of products through smart glasses worn by 

in-store employees. The frm hopes it will 

improve its online 

conversion rate and 

counter the efect of 

shoppers coming in 

to stores to browse 

and then buying else-

where online.

Customers chat-

ting on Dawsons’ 

online shop are not 

directed to a text-based support person, 

but are instead hooked up with an in-store 

specialist, who wears a pair of smart glasses, 

acting as their remote eyes and ears.

Shoppers can guide staf around by 

speaking directly to them through a two-

way audio stream, and ask for recommen-

dations as the tour goes on. The service is 

powered by GoInStore’s Assignation En-

gine, an artifcial intelligence package that 

analyses online data to pair shoppers with 

staf members based on the type of prod-

ucts they want to explore.

Dawsons managing director Mark Taylor, 

believes it afords the retailer a “much great-

er synergy between the web and stores.”

He said, “Our staf are musicians frst 

and foremost, which means the expertise 

you receive by visiting one of our stores is 

second to none. GoInStore allows our most 

valuable sales asset – our staf – to engage 

with customers far beyond the typical 

catchment areas of our stores and has un-

leashed their potential across the web.”

Based in Warrington, Cheshire, Daw-

sons currently has 11 stores in the UK.

Meanwhile, Banbury-based dealer One 

Man Band has launched its own site ded-

icated to providing 

tips for Yamaha Ty-

ros keyboard own-

ers and has notched 

up 500,000 views 

on YouTube.

Owner David 

Cooper and man-

ager, Chris Ham-

mond launched the 

online channel called www.tyrostipsters.

co.uk as a way of demonstrating how to 

get the best out of the Yamaha keyboards 

and also helped broaden its sales across 

the UK.

Hammond said: “In our industry, a lot 

of people are quite negative about the In-

ternet taking away sales, but it gives you a 

window for the whole world. We’ve gone 

from a radius of 25 miles around the shop, 

to selling all over the UK.”

The store will deliver anywhere in the 

country from the Oxfordshire shop. The 

store also has two other sites with videos 

comparing brands, demonstrations and 

live question-and-answer sessions.

UK Dealers Grabbing Online Opportunity

Matt Joule

Rodriguez Commits to Local Manufacturing
Spanish classical guitar specialist 

Manuel Rodriguez III says he is bring-

ing guitar production back from China 

to Spain. The eponymous boss told U.S. 

news network CNN that the majority of 

the frm’s annual output of 15,000 gui-

tars is produced in China, where they 

are assembled in one month and sold 

for around $200 each.

In addition, 5,000 high-end guitars, 

which can sell for up to $20,000 each 

are also made in Spain, crafted from a 

variety of woods such as African ebony, Canadian cedar and Indian rosewood. And 

now he plans to bring the production of its low-price guitars back from China to Spain.

“People will buy more of our instruments made in Spain than made in China,” says 

Rodriguez. “In China the labour is going up, so it’s going be difcult to compete and 

I think that’s our next challenge is to express and to show the Spanish guitar is back 

in Spain.”

Manuel Rodriguez
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Just Add A Bow.

NEW Full-Color Packaging With Expanded Info
& Instant Access To Sizing Guides!

It’s Easier Than Ever To Sell...  

9 Unique

Models...

120 

Options!

Great

Ligatures.

Happy 

Customers.

www.rovnerproducts.com

Pro   Instrument    Stands

www.cooperstand.com

“The Real Stand Out”

US Patent 
# 9,010,700

Securely Supports Acoustic and Electric Instruments

Kiln Dried African Sapele Construction
Tested Safe for Instrument Finishes 

Pro-Tandem

                           “The Original”

Chairman of iconic British string brand Rotosound, all-around 

good egg, and venturer on the psychedelic sea of cosmic vibration 

(or something), Jason How is this issue’s Hotseat visitor...

Name: Jason How

Job Title: Chairman, Rotosound

What does that involve? Something from every part of the 

business from machine building to marketing and on the road sales. 

The best thing about running Rotosound? The total variety of 

the job and the satisfaction of having it all 99 percent in house and 

controllable.  

And the worst? Well I think sales is the most frustrating bit in 

some respects, especially when the market is challenging. 

How do you stand out in the string market? We push our 

manufacturing, heritage, and innovation when it comes to all the 

pioneering strings my father came up with. Keep our sales team 

pro-active and customer relations strong whether it be here in the 

UK or overseas, it’s all important! Of course we do our fair share of 

marketing, social media, and advertising, too…

I know you’ve produced some pretty good music yourself re-

cently, anything new in the pipeline? Oh, well I have a love hate 

relationship with my stuf as I am sure many budding musicians do. 

The frst album (The Tall English Sun) and latest album (Speedboat 

On A Magic Sea) are up on iTunes. I also have a website, www.jason-

how.com.

Pick three Desert Island Discs… Almost impossible as I love 

loads of diferent stuf, but at this 

moment I could say: Julian Cope - 

World Shut Your Mouth; Television - 

Marquee Moon; The Dentists - Some 

People Are On The Pitch They Think Its 

All Over, It Is Now

If you had a golden rule, what 

would it be? Stick to a plan and fo-

cus your energy.

What was the last thing you bought in a music store? Some 

drum silencers pads or whatever they are called a couple of months 

back from Abbey Music in Tunbridge Wells (and I never asked for a 

discount!).

Ever had a job outside the industry? I was an instrument 

maker (navigational instruments) in a small company called Fran-

cis Barker when I left college, basically engineering and that was a 

great grounding after being at college before I came and worked 

for Rotosound. Then I spent a year at a company called Epps Spe-

cialist Cars where I was doing all kinds of mechanical work on a 

wide variety of high-end sports cars.

Best advice you’ve ever been given? Marry a genius then you 

can make it look like you are smart.

Worst? Shut down your manufacturing and buy it all in from 

China….

What would you call your autobiography? God Loves a Trier.

In the Hotseat with Jason How
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Vic Firth

We all know Vic as a world-renowned timpanist who anchored 

the Boston Symphony Orchestra for 50 years. As former BSO con-

ductor, Seiji Ozawa, said, “I believe Vic is the single greatest per-

cussionist anywhere in the world.” Yet, as illustrious as Vic’s mu-

sical career was, I feel that over time Vic’s business career could 

come to overshadow his 

musical legacy. That’s how 

solid a business model he 

has created!   

Having observed Vic as 

a business partner over 

the past fve-to-six years, I 

believe Vic was absolutely 

destined to be an entre-

preneur. If it hadn’t been 

the drumstick business, 

surely it would have been 

some other business opportunity which allowed him to articulate 

his creativity and passion. 

Vic had all the characteristics of an entrepreneur. He was a 

confdent risk-taker with the conviction to build something from 

nothing. And, with a mind that constantly needed to be chal-

lenged, he became a formidable competitor who over time be-

came the undisputed leader in drumsticks. 

But, even though one could say Vic was quite driven, he had 

this very warm, personable side to him. He always made time for 

people. Every member of the Vic Firth team understood that Vic 

genuinely cared about them and their well-being. In return, his 

people felt a deep afection for Vic. I’m sure that Vic counted the 

admiration and afection of his people as one of his most coveted 

accomplishments in life. 

Craigie Zildjian

CEO

The Avedis Zildjian Company, Inc.

Words do little justice 

to describe the impact of 

Mr. Vic Firth. And I mean 

that personally and 

professionally. The out-

pouring of emotions we 

have experienced from 

the music performance, 

business, and education 

world has been stag-

gering. While we are so 

saddened by the loss of 

our leader and personal friend, we are uplifted by the love shared 

for this icon. He was a great musician, educator and businessman 

Vic Firth Remembered
By Christian Wissmuller

E
verett Joseph “Vic” Firth hit the ground running and 

never let up speed. When I interviewed him for a fea-

ture in our sister publication, School Band & Orchestra, 

a few years back, he told me stories about playing gigs at age 

12 or 13 and how, by age 16, he was a gainfully employed 

percussionist who formed and led his own 18-piece big band. 

With great humor, he relayed how, at age 21 – “some punk 

kid” – he became the youngest member of the Boston Sym-

phony Orchestra and, a mere four years later, he was named 

the orchestra’s principal timpanist (a position he held for 46 

years).

He was also a passionate advocate for music education, 

devoting much time and resources throughout the years. 

Additionally, Firth led the percussion department at his alma 

mater, the New England Conservatory of Music, for decades.

Vic Firth is known in the industry, of course, for the sticks 

that bear his name. In typical Vic fashion, the catalyst for 

what would become an internationally known and respected 

brand was his own rejection of anything less than the best: In 

the mid-‘60s, he decided the drumsticks he had been using 

weren’t good enough, so he designed and built his own pro-

totypes (which would become the SD1 and SD2 stick models).

The Vic Firth Company would grow over the years to be-

come the world’s leading drumstrick supplier, producing over 

12 million sticks per year at the group’s factory in Maine. In De-

cember of 2010, the company merged with Zildjian, embarking 

on what has been, by all accounts, a successful partnership.

After his passing at the age of 85 on July 26th at his home in 

Boston, we reached out to a few of Vic Firth’s friends and col-

leagues in the industry, as well as some drummers who favor 

his sticks, and asked them to share their memories.

Craigie Zildjian, Vic Firth, and Debbie Zildjian

Vic Firth and Neil Larrivee 



“Our future will be as brilliant as our past.” 

Musician, visionary, entrepreneur, friend

1930 - 2015



– and yet that all paled in comparison to 

what a great person he was. His talent 

and wisdom was only superseded by his 

kindness. I have been fortunate enough 

to be with Vic for 29 years. How lucky I 

have been, to be along for the ride, with 

the greatest of all time!

Neil Larrivee

Director of Education & Product 

Development

Vic Firth Company

Vic was like old school Hollywood to 

me – he had that style and look!

Vic Firth signed me up when nobody 

else cared, that meant a lot to me and 

I’ve stayed loyal ever since.

One of my favorite times was in New 

York at a drum show – I sat in the bal-

cony with Vic and Marco Soccoli and we 

had a ball! Vic told us some great sto-

ries from back in the day and playing 

with the Boston Symphony. They don’t 

make many like him anymore. He will be 

missed.

Charlie Benante

Anthrax

I learned many things from Vic Firth: In-

tensity, tenacity, diversity, humility. I wish I 

could have spent more time learning from 

him. What he accomplished in his career 

is nothing short of astonishing – a testi-

mony to his commitment to excellence. 

My favorite memory of Vic was sitting on 

a plane next to him right after NAMM. He 

knew exactly what I was up to with DCP 

and had read the articles about us in the 

trade magazines. I loved that even in his 

80s, he was completely plugged in to the 

industry.  Charles Moulton  once told me, 

“There is no such thing as vacation to Vic.” 

He wasn’t joking. Thank you, Vic, for raising 

the bar and being such an inspiration.

Shane Kinney

Owner

Drum Center of Portsmouth

Portsmouth, New Hampshire

Vic was an artist and a successful 

businessman – probably the only per-

son I can think of who excelled in both 

realms so completely. He was also an in-

credibly important teacher, innovator, 

composer, and industry guiding light. 

A multiple-hat wearing gentleman ex-

emplar. Also one of the funniest men 

I knew. And smartest.

I was once asked to give Vic a ride 

from the Anaheim trade show (NAMM) 

to a hotel located at Los Angeles In-

ternational airport so he could catch 

his early flight back to  Boston in the 

morning without too much trouble. 

“No problem,” I replied. So my wife 

and I meet Vic and get him and his bag 

loaded into the car, and Vic sits in the 

front  passenger seat and my wife sits 

in the back seat, and all of a sudden Vic 

is on his really good behavior because 

my wife is in the car and I’m on my re-

ally good behavior because he is on his 

really good behavior and, besides, he’s 

starting to remind me of my being with 

my professor and we’re not music in-

dustry buddies gossiping or cursing the 

night away in some restaurant or bar, 

and it’s like the most awkward one hour 

drive ever. Sorry, Vic. I got kind of awed 

in your presence all of a sudden.

Note to Vic: you were always incred-

ibly kind to me, ever since we first met 

at Henry Adler’s drum shop in New 

York when you showed up to show him 

some of your timpani mallets and I was 

in high school visiting Manhattan and 

my dad back in 1969 and I dropped into 

Henry Adler’s shop… all of us there un-

announced and enjoying Henry’s full at-

tention, which is more than I can say 

for the poor kid who was stuck on the 

practice pad in the back room for what 

seemed to be the longest time. THANK 

YOU, VIC.

Peter Erskine

Vic always seemed to be opened to 

exploring new ideas when it came to 

helping drummers design their signa-

ture drumsticks. He also took great care 

in making sure each pair of sticks was 

perfectly balanced for optimal playing 

response on the drum set.

  Vic was always available to talk to 

you on the phone if you needed to. His 

contribution on helping me develop my 

stick sound is deeply appreciated every 

time I sit down to play music.

Thank you Vic for giving us the drum-

sticks that keep on giving.

Jack DeJohnette
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Vic Firth

Peter Erskine and Vic Firth
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Roundtable: Acoustic Guitar Market

W
hile fans 

and retailers 

of electric 

guitar impatiently await 

the next “guitar hero” to re-

vitalize that segment of the 

market, acoustic guitar sales 

continue to climb (see our deal-

er survey on page 50). Lower price 

points at the entry level, portability, and 

increased visibility via a number of big-name 

acts favoring acoustic six-strings are some of the 

factors that have established acoustics as winning product for 

a number of MI stores throughout the country.

MMR recently gathered fve key players in the realm of 

acoustic guitars to get their take on trends efecting the indus-

try, what products are fying of the shelves, and what they fore-

see for the coming months.

For a while now, sales of electric guitars for many dealers 

have been (at best) fat, if not trending downwards while 

acoustic guitar sales are, generally speaking up. Why do 

you think that is?

Brian Piccolo: We feel there are several reasons for this shift 

to acoustic guitars over electric. Part of it is the shift in current 

popular music. Acoustic guitars are being used more often on 

stages and studios than in recent years. Many artists from coun-

try to pop – even rock – are hitting the road on small venue 

tours, connecting with 

audiences, and proving 

their skills with acoustic 

sets. 

Many of the electric gui-

tar players we have spoken to 

lately mentioned that they are 

adding more acoustic guitars to 

their collection. They are wanting to 

add something new to their already ex-

tensive collection of electric guitars.

Also, an acoustic guitar is self-contained, so it’s 

a lot easier to get into. Whether beginner or advanced, guitar 

players enjoy the ease and convenience picking up and playing 

an acoustic whenever the urge or inspiration strikes. 

Tom Bedell: Our music is where and when we express our 

hearts… our love, our burdens, our dreams, and our stories. It 

is when we are the most honest in our expression and most real 

with who we are. The connection between the organic-ness of 

the world’s forests and our music is real. The music we create on 

our acoustics is our music – not produced or technically mod-

ifed. It is us.

Monte Montefusco: The industry is enjoying an extraordi-

narily strong sales cycle where the acoustic guitar market has 

been delivering signifcant growth for years. The economic 

challenges that began in 2008 changed the way new guitarists 

started making music. The acoustic guitar embodies authen-

ticity and comfort in times of uncertainty. Rather than aspiring 
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Note From Causby

NAMM Rocks!

ADVERTORIAL • SEPTEMBER 2015 • NAMM.ORG

I have spent my career helping members from many industries including independent car dealers, big-box retailers, insurance 

professionals and even rural water utility companies. I can certainly say that NAMM members know frsthand the value that NAMM 

membership provides in supporting their company and strengthening the music products industry. I can also say that my diverse 

association experience has taught me that NAMM members ROCK! That is why the staff at NAMM works hard to identify and deliver on 

what NAMM members want and need.

Belonging to NAMM gives you access to a world of benefts, both 

tangible and intangible. And while these benefts are tough to 

calculate, we use the term NAMM ROCKS to sum up the value 

of your membership: Resources–Opportunities–Connections–

Knowledge–Savings!

 

Throughout the year, the membership team 

speaks to members from around the world, 

helping them understand these benefts, 

answering their questions and getting a 

better idea of what belonging to NAMM 

means to them. The trade shows are an ideal 

opportunity to talk in person about NAMM and 

member benefts—and of course, the shows 

are what many members point to as a reason 

for belonging—but there’s so much more to it. 

 

Do you know all the benefts of belonging? 

Let’s walk through exactly how NAMM 

ROCKS!

 

Resources
The online member directory helps you connect with other members 

throughout the year. Our members would not be where they are today 

without the generations before them that shaped this industry’s 

history, and NAMM’s Oral History Program hosts the largest 

collection of industry interviews from around the world. Members 

also have access to the annual Global Report with statistical records 

on retail music product sales from more than 20 countries.

Opportunities 

Member programs like the SupportMusic Coalition provide  

free marketing tools to help increase store traffc, broaden  

and strengthen your customer base, and encourage community 

involvement. You also have access to government relations 

committees like the Import/Export Task Force and NAMM strategic 

advocacy initiatives happening in Washington 

D.C., including the annual Fly-In. In addition, 

your company can be recognized through special 

events like the Top 100 Dealer Awards and the 

TEC Awards.

 

Connections
The NAMM Show and Summer NAMM bring 

together industry professionals from around the 

world to see the latest musical products, network 

with peers, gain business-building insights and 

ideas, and connect with each other in smaller 

groups like the NAMM Young Professionals.

 
Knowledge 

Education at the trade shows consists of NAMM U Breakfast and 

Idea Center Sessions on topics like technology, merchandising, 

fnance, sales, marketing, lesson programs, as well as TEC Tracks 

sessions designed for pro audio and sound professionals. Plus, you 

can tap into this specialized information year-round through NAMM 

U Online, a full and varied library of videos, articles and interviews. 

“Being associated with 

NAMM has opened doors and 

opportunities that I may never 

have had. I have partnered

with industry leaders and

learned so many things. ”

– Arturo Lavalle, The Guitar Dude



 

Savings
This past year NAMM members saved nearly $2 million through 

NAMM Business Services. NAMM works with business providers 

to provide discounted costs for services and products like credit 

card processing, shipping, in-store fnancing, international payment 

services and business insurance. 

 

Being a NAMM member means more than all the benefts. It 

means you belong to a community who shares your passion for this 

industry. Saving time, saving money and gaining support from fellow 

members—this is NAMM membership. It is a legacy that was built 

for you, by you and only succeeds with your continued support and 

involvement.  

 

Take advantage of these benefts of membership—the more you do, 

the more you’ll see how NAMM ROCKS when it comes to serving your 

business! Visit www.namm.org/membership/benefts to learn more.

NAMM Advertorial is published by NAMM. To keep up-to-date on the latest breaking

industry news, sign up for our NAMM News e-newsletter at info@namm.org.

Member Incentive Program
It’s simple! Refer a member to join NAMM and if they do, 

NAMM will reward the effort with a discount on membership. 

Visit www.namm.org/membership/mip for more information

the music begins here

O P P O R T U N I T Y

C O M M U N I T Y

P R O F I T A B I L I T Y

JANUARY 21–24, 2016 • ANAHEIM, CALIFORNIA

 NAMM.ORG/THENAMMSHOW

Join the Conversation #NAMM

“NAMM is a great organization that supports its  

members and helps us make the most of great  

NAMM trade shows, business discounts and  

learning opportunities.”

 – Sharon Duncle, Mike’s Music

Causby Challacombe, CAE

NAMM Director, Membership
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to be the next electric guitar hero, players 

turned to a more organic approach. The 

rise of social media enabled musicians to 

share their music without the need of a 

full band and live venue. In addition, baby 

boomers are realigning their music mak-

ing toolboxes. As they refne their musical 

tastes, they have the fnancial capacity to 

enhance their acoustic guitar collections.

Tom Watters: I think there are a variety 

of reasons for this. Acoustic guitars are a 

great instrument for “hanging out” with 

friends and family. They are portable and 

immediate. With so much music being 

recorded at home these days, an acoustic 

is ideally situated for the home creative 

process – maybe more so than an electric 

guitar through a half-stack. Acoustic gui-

tars are beautiful works of art that add to 

the comfort and grace of a home. When 

you decide to perform live, it has never 

been easier than now to bring an instru-

ment to the stage. With today’s preamps 

and pickups it is actually a joy to amplify 

an acoustic. They have come a long way in 

the last decade.

Brian Cleary: Ironically I think tech-

nology has played a big part here with 

YouTube, and similar, giving an audience 

to the acoustic player that they never 

had before. Somehow the video camera 

can create a very intimate experience 

that works so much better with someone 

playing an acoustic rather than perhaps a 

band.

This new exposure has in turn created 

an appreciation for acoustic music, which 

venues now want to book because it’s 

current. It’s all together been a very excit-

ing time for the acoustic musician and so 

it continues.

Armando Vega: My personal opinion 

is that the current musical climate is in-

fuencing the interest in acoustic guitars. 

Pop-country is at an all-time high. New 

folk and singer writers are still very popu-

lar. Finger style guitarists like Tommy Em-

manuel and Andy McKee are bigger than 

ever. Then there is Rodrigo y Gabriella who 

are a global phenomenon, at this point. All 

of this in general, is inspiring aspiring mu-

sicians to pick up their acoustic guitars. I 

also believe that YouTube and other social 

outlets have created new avenues for mu-

sician’s to share their music with the world. 

The acoustic guitar is a great vehicle to 

work within that environment. 

For your own company, how are acous-

tic sales currently compared to this 

same time last year?

AV: We are doing quite well in the 

acoustic market, and if all goes well by 

the end of the year… we will top what 

we achieved last year. Our sell through 

numbers are very healthy. That’s not to 

Tom Bedell – founder and CEO, Two 

Old Hippies

Brian Piccolo – Lâg U.S. brand 

manager, director of guitar brands for 

Korg USA Inc.

Monte Montefusco – director of sales, 

Taylor-Listug, Inc.

 Tom Watters – director of sales and 

product management, Takamine 

Guitars

 Brian Cleary – founder, Faith Guitars Armando Vega – marketing manager 

for guitars, Yamaha Corporation
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www.esptakamine.com

For more than half a century now, Takamine has 

proudly dedicated itself to the art of fine guitar 

craftsmanship. Its longstanding devotion to 

innovation and continual improvement has placed 

it among the world’s premier acoustic guitar makers, 

with truly fine instruments that are the first 

choice of performing guitarists worldwide.

To learn more about becoming a part 

of Takamine's great legacy, please 

contact us at 818-450-8265 or 

Tom@espguitars.com to learn about 

the profitable dealer programs now 

being ofered exclusively by 

The ESP Guitar Company.

HAND-CRAFTED SINCE 1962

say that this year doesn’t have its challenges. That being said, the 

acoustic guitar market and Yamaha Guitars are in a good place, 

which makes overcoming those challenges a lot easier. 

MM: Taylor sales have continued to outpace the acoustic cat-

egory and demand for our instruments has kept our manufactur-

ing team working overtime. Year to date, we’re signifcantly ahead 

of our 2014 performance. We’re fortunate to be sharing this suc-

cess with our valued dealers and distribution partners.

TB: For the frst half of 2015 we are 25 percent of last year in 

shipments. It is a good year so far.

TW: It’s hard to say with the Takamine brand, as we have just 

been awarded distribution in March of this year, but we have been 

very encouraged by the rapid acceptance of the brand back into 

the market. Takamine’s a great brand that has been handcrafting 

guitars for over half a century! We’ve created a lot of songs, and 

clearly a lot of great memories. We’ll keep doing that for genera-

tions to come.

BC: Faith Guitars has enjoyed signifcant year on year growth 

over the last six years with manufacturing capacity being the big-

gest restriction. It’s why we’ve taken so long getting into the U.S. 

market. We had to be sure we could fulfll a U.S. demand before 

marketing to such an important market. Through our new distri-

bution agreement with Connolly Music we’re very excited about 

Faith Guitars in America and what the next few years has in store 

for all of us.

BP: So far in 2015 we are seeing nice growth year over year and 

we are expecting this to continue for the rest 2015. 

What specifc models are the hottest sellers for your brand at 

the moment?

TW: We continue to have robust sales on the EF341SC, a Taka-

mine icon, as well as our nylon string workhorse, the TC123SC. The 

handcrafted Japanese guitars in general have experienced a tre-

mendous upswing as the market seeks high quality and honest 

value. We’ve been really excited by the response to our new TT 

Series of guitars that incorporate “Thermal Top” technology. These 

“thermal” spruce tops just sound terrifc and bring added depth 

and maturity to the instrument’s sound and feel.

BP: Our T100ASCEBLK slim line cutaway electric has been our 

best seller so far this year. The guitar ofers an Auditorium slim 

body shape and its rich fnish and detailed features give it a lot of 

personality. It is extremely comfortable to play and ofers a warm 

rich tone for a slim body guitar at great street price. 

BC: Demand for smaller and smaller body sizes, from Audito-

rium down to Parlor, seems to be now turning a corner with art-

ists starting to explore what the larger body shapes have to ofer 

once again. Many players are also becoming more sophisticated, 

buying with their ears, and perhaps not being so seduced by just 

“bling.”

AV: For Yamaha, the top sellers are in the FG & FS Series, some-

thing that we’ve been doing proudly since 1966. This also in-

cludes the acoustic-electric version of that series with the FGX & 

FSX models. The unique thin-line APX500III & traveler size APXT2 

are also very popular in the acoustic-electric category. In smaller 

short-scale guitars, the JR1 & JR2 have been constant champs in 
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the market place. And when it comes to 

acoustic guitar packages the GigMaker 

Standard and Deluxe models are both re-

ally solid movers. 

MM: We introduced our new 600-se-

ries maple guitars at winter NAMM and 

are still flling backorders. The acceptance 

and demand for these instruments far 

exceeded all expectations. This indicates 

a healthy upper-end marketplace. Our 

feature laden 214ce-Deluxe model is set 

to surpass the iconic 214ce in sales vol-

ume. That tells us the mid-level guitar 

buyer is willing to invest more for high-

er-end attributes. The Taylor 150e is now 

the best-selling 12-string model, electric 

or acoustic, in the industry (source MISal-

esTrak - dollar sales).

TB: We market three brands: Weber 

Fine Acoustic Instruments, Breedlove 

Stringed Instruments, and Bedell Gui-

tars. All have unique designs and pur-

poses.  I  love the opportunity to delight 

a variety of musicians with instruments 

that sound, feel and look according to 

the particular musicians preferences. We 

are experiencing enthusiasm from our 

new Weber resonator instruments, our 

Breedlove Oregon Myrtle/Myrtle Limited 

Edition, Bedell Wildfre at the higher price 

points and the Breedlove Pursuit Ebo-

ny and Breedlove Discovery Sunburst at 

more afordable price points.

Much has been made of the use of en-

dangered tonewoods in the creation 

of guitars, with acoustics being per-

ceived by many end-users as most re-

liant on traditionally favored materials 

to produce the best sounds. How do 

you see this issue afecting the design 

and manufacture of acoustics in the 

coming years? What is your company 

doing to address and respond to the 

challenges?

TB: We never use clear-cut trees. Nev-

er. All of the tonewood used in our brands 

was individually salvaged or harvested 

to limit the impact on the surrounding 

ecology. Our pledge with Bedell Guitars is 

“SEED TO SONG.” As much as possible we 

trace all of the tonewood in each Bedell 

back to the individual tree where it came 

from. We include a plant and animal cer-

tifcate in every Bedell we ship including 

the biological name of all the tonewoods 

and their country of harvest. This chain of 

custody enables U.S. Customs and other 

regulating agencies to know the exact 

content in our instruments and that they 

abide by all CITES and other regulations.

Breedlove Guitars’ Oregon Series

MetroLine®

your new premium bass line is 

waiting—the Sadowsky MetroLine! 

Sadowsky Quality, Performance 

and Integrity in a more affordable 

package…

sadowsky.com • 718-433-1990

dealer inquiries welcome
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We have launched a new collection of 

incredibly bold sounding guitars in our 

Home Grown Collection. The three series, 

Bedell Earthsong, Bedell Blackbird Veg-

an, and Bedell Wildfre are crafted from 

100 percent woods that grew in America. 

They have zero impact on our tropical rain 

forests, yet play, sound, and feel like the 

fnest guitars you have ever experienced. 

MM: Wood sourcing and endangered 

tonewood usage is not a new subject at 

Taylor Guitars. Bob Taylor has been active-

ly working in this area, leading the indus-

try. As a company, Taylor takes its respon-

sibility seriously in insuring the future of 

tonewood forestry. To do this, the com-

pany is an active participant in sourcing 

wood; from our work with GreenWood 

Global, a forestry cooperative in Copan, 

Honduras for mahogany, to our own work 

at Crelicam, our ebony mill in Cameroon, 

Taylor and our partner, Madinter Trade, 

are working to insure sustainable and 

ethical sourcing of tonewoods. In the 

US, we’re working with Pacifc Rim Tone-

woods to propagate maple, and hopeful-

ly one day have a small forest of fgured 

maple for use in musical instruments.

AV: Yamaha has established strict tim-

ber procurement and usage guidelines 

to promote sustainable use of our wood 

resources. The health of our planet is of 

the utmost importance, so Yamaha re-

searches ways to use alternative woods 

and develop new materials. Yamaha’s 

fundamental philosophy is aimed at pre-

serving the global environment, and has 

enacted guidelines for the procurement 

and use of timber in products that allow 

us to contribute to a more harmonious 

relationship between society and nature. 

One of our top priorities is on procuring 

timber harvested from planted forests. 

TW: Well, like most manufacturers, 

Takamine certainly relies on the classic 

wood combinations to create the in-

tended traditional results, but Takamine 

always experiments with diferent woods 

to see what cool things can come from ex-

perimentation. Recently, they have been 

trying more wood from North America, 

such as myrtle for diferent tonal shades 

and increased sustainability. We make 

some great guitars from bubinga. We’ve 

been working with ovangkol as well, and 

we’re really pleased with the results. With 

the “sameness” of traditional tonewood 

combinations, it’s on the manufacturer 

to up their game in the production pro-

cess... to look at every material; the glues, 

fnish, saddles and nuts, and even tuning 

machines!

BC: Every manufacturer has a respon-

sibility to source wood from only legit-

imate suppliers who, not only able to 

demonstrate all the correct documenta-

tion, but are truly working to manage the 

wood and trees.

An awareness of the importance of en-

dangered wood also prompts makers to 

explore new ideas which can help to cre-

ate a very vibrant ofering in the market. 

We recently produced ten guitars with 

back and sides made from 5,000 year old 

bog oak. The tree was reclaimed from the 

bog, dried, and treated. There was a lot 

of interest and excitement around these 

guitars and that oak tree had never been 

chopped down.

What are your expectations for the 

coming months, both as it relates to 

the acoustic market, overall, as well as 

your own brand?

TW: Judging from the increased busi-

ness and increased curiosity from the 

consumers, the acoustic market is alive 

and well! At Takamine, we anticipate 

good growth as consumers re-establish 

their love afair with our guitars. We enjoy 

such tremendous brand loyalty with our 

vast artist community, and we know that 

there are plenty of new musicians wait-

ing to have that frst experience with our 

guitars. We are working hard to win them 

over.

BP: We are looking forward to the next 

few months. With summer behind us our 

best time of year is just right around the 

corner. With high-quality and afordable 

All of the tonewood used in our brands was 

individually salvaged or harvested to limit the 

impact on the surrounding ecology.     

– Tom Bedell, Two Old Hippies 

DUO

Turn Pages, 

Manage Efects,
Backtracks and 

more

www.AirTurn.com
888-247-1223

f r e e d o m  t o  p e r f o r m
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price points, Lâg guitars are a solid choice 

for just about any acoustic player

AV: We are anticipating another excit-

ing and successful year, and gearing up 

for a strong holiday season. Then we kick 

of next year with a bang at Winter NAMM 

2016, with lots of great surprises in store 

as well as celebrating our 50th Anniversary 

of guitar innovation! 

BC: As very new players in the U.S. mar-

ket, everything for us is growth. We’re de-

lighted to be working with Connolly Mu-

sic and have every confdence that they 

will both enjoy and replicate the success 

that Faith Guitars has had in Europe and 

Asia. We can see no sign of the demand 

for acoustic guitars tailing of and there-

fore remain very confdent.

TB: We anticipate a robust 3rd and 4th 

quarter. Music is the voice of our times… 

and these are very fascinating times!

MM: We are incredibly positive about 

the future of the acoustic guitar market-

place. While sales in the domestic market 

continue to rise, there are exceptional 

opportunities outside of North America. 

Western culture permeates popular mu-

sic and as the entry-level player of today 

seeks their next instrument we’ll be there. 

Master designer Andy Powers will keep 

refning the tone of our guitars building 

on the superior playability we are known 

for. With our commitment to ebony from 

Cameroon, our new 600-series featuring 

North American maple, and exciting fu-

ture wood sourcing endeavors, we have 

reinforced our position on responsible 

forestry to ensure great sounding guitars 

for generations to come. 

Guitar players 

enjoy the ease and 

convenience pick-

ing up and playing 

an acoustic when-

ever the urge or in-

spiration strikes.   
– Brian Piccolo,  

Lâg Guitars  



PURSUIT SERIES EBONY MODELS
For players seeking a sparkling, clear tone, both acousti-

cally and plugged in, the Pursuit Concert Ebony is a true 

refection of  Breedlove’s distinctively crafted sound found 

in an exceptional appointment package. The bell-like 

overtones of  Engelmann spruce pair perfectly with the bass 

resonance of  ebony for a warm, musical tone overall. In-

cludes built-in USB port for easy interfacing with recording 

software. Learn more at www.breedlovesound.com



Yamaha FS730S Acoustic Guitar 

The FS730S adds a great sounding in-

strument to the best-selling Yamaha small 

body acoustic guitar lineup and features 

a solid Sitka Spruce top and die-cast tun-

ers. The back and sides, fngerboard, and 

bridge are constructed of Rosewood. The 

new guitar projects like a dreadnought 

despite its smaller size, which is perfect for 

students, children, and people with petite 

hands.  The FS730S has an MSRP: $495.

usa.yamaha.com

Taylor Guitars Quilted Sapele, Flamed Mahogany, and Black-

heart Sassafras Limited Edition Models

Taylor Guitars introduced a 

limited run of Grand Auditori-

um-shaped guitars featuring 

a trio of tonewoods. Back and 

side tonewood options in-

clude quilted sapele, famed 

mahogany, or blackheart sas-

safras, paired with a premium 

Sitka spruce top. Each model 

features a dramatic, hand-

crafted Florentine cutaway 

and a new appointment package to accent these hand-selected 

woods. Quilted sapele, a truly rare fnd, is fatsawn, highlighting 

the natural quilt of the wood and permitting for slightly more fex-

ibility. Tonally, this translates into more projection and warmth. 

Flamed mahogany, noted for its visual appeal, ofers players a nat-

urally strong midrange response. 

The Limiteds are enhanced by a rich appointment package 

featuring Indian rosewood binding and curly maple edge trim. A 

new “capstone” inlay of mother-of-pearl and rosewood graces the 

fretboard and rosette, and the guitar body is fnished in high gloss. 

Inside, premium Adirondack CV bracing gives each guitar more 

sonic sparkle. The models come equipped with Taylor’s award-win-

ning Expression System 2 electronics, which debuted in 2014, and 

feature a revolutionary piezo pickup design that gives players a 

more authentic amplifed acoustic tone. Each guitar comes in a 

deluxe hardshell case. The Limited Edition models will be available 

only at Taylor Guitars dealers starting in September. 

taylorguitars.com

Bedell Cofee House Guitars

The Bedell Guitars Cofee House series of instruments are craft-

ed to revive the spirit that inspired the incredible music of the 

counterculture era: Adirondack spruce tops from individually har-

vested trees, sustainably grown Indian rosewood backs and sides, 

and a handcrafted Koa binding. Available in parlor, orchestra, and 

dreadnought body shapes, Bedell now ofers the Cofee House in 

a beautiful espresso burst as well as an aged toner natural top.

The workshop-installed K&K Pure Mini pickups in the Bedell 

Cofee House capture the fullness of sound and the vibe of the 

era authentically, without stage feedback. All Bedell Guitars come 

with a hardshell case. You can be sure your 

Cofee House series is sustainably and legal-

ly harvested. It comes with its own Bedell 

Tonewood Certifcate outlining its country of 

harvest for the woods used in the guitar. Full 

Specs include a $2,990 MAP, solid Adiron-

dack spruce top, solid East Indian rosewood 

back and sides, Honduran Mahogany neck, 

Ebony fretboard/bridge, Koa binding, Bone 

nut/saddle, 1 11/16” nut width, 25.5” scale 

length, Waverly tuners, K&K Pure Mini pick-

up, and “Espresso” burst gloss or “Aged” toner 

gloss options.            bedellguitars.com

Lâg OC66

The OC66 is the product of Lâg’s admi-

ration for the attributes of classical guitar 

construction. Crafted from the classic 

combination of a Spruce top, Mahogany 

and sides, and a rosewood fngerboard, 

the OC66 yields clear, warm tones. De-

signed with the beginner in mind, the 

OC66 features remarkable playability to 

encourage growth and excitement.  Also 

available with a cutaway and DirectLâg 

Plus electronics to suit the needs of mod-

ern players.

usa.lagguitars.com

Nils Concert, Maple Sunburst

A true luthier built guitar, designed to be 

a versatile and practical instrument. With 

an Adirondack Spruce top and red maple 

back/sides, this guitar produces a surprising 

amount of sound. The top is braced with a 

90 degree xbrace situated just below the 

sound hole. This allows the soundboard to 

open up creating strong resonance and sus-

tain, while still being tight enough to allow 

the top to hold it’s shape. Shown featuring a 

rubbed sunburst under high gloss nitrocel-

lulose lacquer with an L.R. Baggs Element 

Active pickup system onboard. $2,950.

nilsguitarsandmandolins.com

Lucero LC150 Series Classical Guitars

Lucero has introduced their new LC150 Series of classical gui-

tars. These instruments combine beautiful, striped sapele mahog-

any back and sides with select, solid spruce tops to deliver unpar-

alleled tone and projection. They also feature multi-ply real wood 

binding, three-ply rear marquetry strip, custom rosette, and gold 

hardware for a special touch of class and beauty. All LC150 Series 

guitars employ white ivoroid Regal tuners and come with D’Add-

ario ProArte nylon strings.

There are two models in the series. The LC150S is a standard 

classical guitar, while the LC150SCE is acoustic-electric cutaway 
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that provides unfettered access to the higher 

frets. The LC150SCE features Fishman’s pre-

mium Sonicore Classical pickup and Clásica 

III onboard preamp system. The Clásica III 

ofers an easy-to-read chromatic tuner with 

LED display and on/of button, and low-pro-

fle controls, including a volume knob, a 

phase button, and three bands of EQ.

At $199.99 for the LC150S and $269.99 

for the LC150SCE, these instruments are 

great values, providing professional-class 

tone and feel, as well as the beauty of pre-

mium wood. They’re in stock now at Guitar 

Center retail stores and are available for im-

mediate shipment from Musician’s Friend 

and guitarcenter.com.    luceroguitars.com
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Cooperstands Ecco-G, Pro-Tandem, and Pro-G

Fabricated from kiln dried Af-

rican Sapele, Pro-G was designed 

to fit inside most guitar cases 

and to be used exclusively for 

solo performance in a protected 

environment, or for display and 

home use. This flexible stable 

stand is made from steel rein-

forced recycled ABS composite. 

It’s available in black, red, blue, 

and glow in the dark.

Designed and produced by professional musicians, Cooper-

stand instrument stands provide secure support for acoustic, 

electric or bass guitar, ukulele, mandolin, and more. 

cooperstand.com

Gotham Stands

Gotham Stands 

patented design 

allows zero stress 

on the neck and 

securely cradles 

your guitar by 

the body. By plac-

ing your guitar in 

the stand, gravity 

feeds the arms of the stand inward to embrace the body of 

your guitar on a sturdy tripod base or modular-rail system. The 

“Gotham Grip” holds your guitar by the body with spring–em-

bracing cushioned arms. This design fits most acoustic and 

electric style guitars. (Street price $59; coming fall 2015).

gothamstands.com

Bags, Cases, and Stands

Bags, Cases, and Stands

WD Music 12-String Bridge Rosewood

This 12-string Martin®-style guitar 

bridge is made from rosewood and comes 

with a non-compensated plastic saddle. It 

is specifcally for steel string guitars and 

has a satin fnish. The bridge is fat on 

the bottom and is not completely drilled 

through for bridge pins. Specs: length 6 1/8 in.; width at center 1 

11/16 in.; thickness in middle 13/32 in.; e - e spacing 2 11/64 in.; 

saddle length 2 11/64 in.; saddle slot width  3/32 in.; saddle slot 

depth 3/16 in.          wdmusic.com

Perri’s 2-1/2” Suede Leather Guitar Strap

Made from 100% durable, high-qual-

ity suede leather, this strap looks and 

feels great. Fully adjustable to a length 

of 52”. 2-1/2” wide. Choose from differ-

ent colors to suit your personal taste.

perrisleather.com

Accessories

Hamilton Stage PRO KB3500G

The Stage PRO KB3500G Super 

Guitar Stand has three legs and 

a hinged back support, which al-

lows it to fold to a small size for 

transport and storage, easily fit-

ting into most any gig bag. The 

back support cushion is a larger 

spherical shape and made from 

a soft rubber.  This material is 

safe for all types of finishes and 

has an attractive look. The feet 

are made from the same ther-

moplastic rubber as the back 

cushion and are also spherically 

shaped. All metal parts of the stand are finished with a dura-

ble black powder coating. In function the back support arm 

and cushion rotate up for use, providing a higher support po-

sition than what is offered on other brands of compact folding 

stands. The three legs are made from steel tubing, which pro-

vides more stability and is lighter in weight than stands made 

from flat strips. Additionally, there are no knobs required for 

adjustment.

One stand does it all. The Super Guitar stand’s folding 

cradle support will work with a wide variety of acoustic and 

electric guitars and basses. For the retailers, there are fewer 

products to stock. For the musician, there’s no need to worry 

about having the right stand for the instrument. Provided in 

a self-merchandising display box and an MSRP of just $26.99, 

the Super Guitar Stand from Hamilton is a great choice for the 

store, home, travel, and studio.

hamiltonstands.com
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SHUBB
CAPOS

info@shubb.com • www.shubb.com

707-843-4068

After years40
still the best!

Nashville players kNow Teles
beTTer ThaN aNyoNe. wheN They
say backboNe really works,
They meaN iT.

iT souNds like There’s a boosT pedal.  

lisTeN To The susTaiN. iT’s like a 

compleTely differeNT guiTar!”

Brent Anderson - Hit recording artist
“Amy’s Song”  featuring Vince Gill
on Brad Paisley’s Arista Nashville Label

Backbone connects the neck, body, bridge and strings on Tele and Strat style 
guitars for dramatically increased sustain, tone and resonance. Invented,
Patented and Crafted in the USA from lightweight aircraft aluminum.
Five minute, Non-Invasive Install by User or Dealer. $49 to $69 MSRP.
Great margins. Easy buy-in. Your customers love these guitars.
They’ll love them even more.

become a dealer Today. free shippiNg Thru ocTober ‘15.
call 424-289-9929  |  email aw@backbonegp.com
check out the videos at www.get-a-backbone.com

“

The first ever bolt-on accessory
That instantly increases core resonanceTele and Strat are trademarks of FMIC

™

Grover Ultra Capo

Grover Musical Products has 

introduced the Ultra Capo. De-

signed to allow more room for the 

thumb on the back of the neck. 

Easy on… easy of… easy to po-

sition, the Ultra Capo also features 

a unique, non-glare matte fnish 

for a soft, no-slip grip. Made of lightweight aluminum, The Ultra 

Capo is available in three matte fnishes: black, red, and silver.

grotro.com

Takamine TGC-1 High-End Acoustic Guitar Cable

The TGC-1 guitar cable is specifcally de-

signed to transmit the natural warmth of 

your acoustic - electric guitar. By employ-

ing oxygen free copper wire of diferent di-

mensions, transmission loss is reduced to 

a minimum, providing the most accurate 

and natural imaging of your warm acous-

tic - electric signal. The silent, no-pop plug 

allows for perfect muting during on-stage 

guitar changes.                takamine.com

Levy’s MV17HD01

2 1/2” hand dyed veg-tan leather guitar 

strap hand tooled with suede backing. Avail-

able in burnt olive, tan, and burgundy. Adjust-

able from 46” to 54”. Available in extra long, 

which adds 12” to overall length.

levysleathers.com

Aranjuez FluoroCarbon Strings

These strings are brand new 

and made of a totally diferent 

and heavy polymer 1.6 sg com-

pared to 1.3 sp for nylon. The 

polymer is tough so the strings 

are smaller diameter. The sound 

is loud, lively, bright, and crisp, 

which makes the instrument re-

ally become assertive. It’s a bit 

brighten than nylon, due to the 

string being slightly smaller than it’s nylon counterpart. Fluo-

rocarbon is also favored because like nylon, it holds up well to 

humidity, and also is less susceptible to change in temperature.

aranjuezstrings.com

Accessories



Survey: The Acoustic Guitar Market

KumbaYEAH! Acoustic Sales Continue to Set the Pace

With nearly half of the participants in our recent survey – sent out to over 400 MI retailers – reporting that acoustic guitar sales are “up,” 

and with an impressive 76.9 percent asserting that acoustic sales are either up or level when compared to this same time last year, it would 

seem safe to conclude that this particular market segment remains vibrant in 2015.

Not surprisingly, though, the assessment is not agreed upon by all, with some feeling the acoustic guitar “boom” is fading, while others 

feel Internet sales and big box competition are hurting all MI product categories, and still others worry that social media and other ave-

nues of distraction will be the undoing of acoustic guitar (and other) sales.

However, on balance, the outlook for acoustics is looking pretty positive. Most feel that acoustics not only represent a relatively soft-sell 

“gateway drug” to purchasing an instrument, but also often lead to accessory sales and ultimately step-up guitar purchases, representing 

even larger proft margins. Even with a rebounding economy, the promise of self-generated entertainment and group participation – think 

singing simple three-chord folk and rock standards around the freplace – clearly resonates with many end-users out there.  

Compared to this time in 2014, sales of 
acoustic guitars in your store are…

“‘Level is good as 2014 was 

strong. Everyone wants an 

acoustic – not so much with 

electrics.”

Gary Traversy

Gary’s Guitars

Portsmouth, New Hamp-

shire

“40 years in the business and 

I have never seen it this sluggish. 

I think the market has been in-

undated by the proliferation of 

both big box and Internet mu-

sical supply stores. I hope I am 

wrong, but I do not see it getting 

much better until the fock is 

thinned.”

Louis Galper

McCabe’s Guitar Shop

Santa Monica, California

“It seems to me that the 

acoustic boon of the post reces-

sion period seems to have sub-

sided.”

Donovan Bankhead

Springfeld Music

Springfeld, Missouri

“We are down about 11 per-

cent from 2014.”

Kevin Hedley

Uncle Ike’s Music

Dubuque, Iowa

“We are about 10 percent 

ahead of last year.”

Ken Rattenbury

Fret Mill Music Co.

Roanoke, Virginia

“A substantial increase [in 

sales], but at reduced proft mar-

gins.”

Kevin Walters

Central Penn Music

Palmyra, Pennsylvania

“Sales are up over 30 percent.”

Jim Dennis

Music Loft of Carrboro

Carrboro, North Carolina

Up: 

45.8%

Down: 

22.3%

Level: 

31.9%

The bulk of acoustic guitars sold in your 
store are…

Acoustic, steel 

string: 77.7%

Acoustic, nylon 

string: 7.5%

Acoustic-elec-

tric, steel 

string: 39.4%

Acoustic-

electric, nylon 

string: 2.1%

“We have a lot of students and budget minded folks, so we try to 

fnd instruments in the lower price points that are of quality.”

Ted Parrish

Parrish Music

Viroqua, Wisconsin

“This is a tough question to answer, as I feel we are doing well in 

all price points.”

Donovan Bankhead

Springfeld Music

Springfeld, Missouri

With respect to 

acoustic guitars, 

what price points 

are doing best for 

your store?

Low-end: 

41.5%

Intermediate: 

42.6%

High-end: 

16%

By Christian Wissmuller
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What brands of acoustic guitars are the strongest sellers 

for your operation in 2015?

Fender                             29.8%

Yamaha        12.8%

Bedell    4%

Epiphone        10.6%

Breedlove                     9.6%

Lâg                  3.9%

Taylor                       11.7%

Martin       12.8%

Ibanez          22.3%

Takamine                                      6.4%

Guild                  3.2%

The Loar            2.1%

Alvarez                     6.4%

Blueridge                5.2%

Gibson                       6.4%

Seagull                 3.2%

Washburn           5.3%

Faith     1%

Daisy Rock                         1.4%

“Other”                                                  14.3%

(Collings, Samick, Larrivée, and Cort were amongst the most common “other” 

responses in this category.)
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Fishman                                         25.6%

Fender                 12.8%

Marshall                4.3%

Yamaha                      1.1%

Roland                      9.6%

Laney    1.1%

VOX                       1.2%

Ibanez             7.5%

Peavey                     9.6%

“Other”                     17.7%

What acoustic-electric amps are selling strongest for you?

 (“None” or “N/A,” Stagg, Washburn, Traynor, 

Laney, and Kustom were the most common 

“other” responses in this category.)

“Much of this area’s economy is dominated 

by oil prices. The low prices are slowing our sales 

of all instruments, but acoustic guitar sales are 

holding up better than other segments.”

Don Williams

Q Systems Music & Sound

Hobbs, New Mexico

“It looks like people are deciding they’d like 

to play an instrument before they buy it. The In-

ternet doesn’t have too much efect on acoustic 

guitar sales.”

Larry Gosch

Encore Music Center

Auburn, California

“High-end acoustics ride the wave of interest 

in Americana. ‘Torrefaction’ is the biggest buzz-

word in acoustic circles these days.”

Greg Baum

Sweetwater

Fort Wayne, Indiana
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What brands of acoustic strings are doing 
best for your store?

(Rotosound and Curt Mangan were the most common 

“other” brands mentioned.)

What accessories or otherwise related 
sales are driven most by acoustic guitar 
sales?

67%

28.7%

30.9%

 3.2%
 6.3%

10.6%

1.1%
2.4%

2.1%
1.1%

2.2%
1.1%
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85.1%

6.4%

61.7%

77.7%
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“I expect acoustic guitar sales to be dou-

ble that of our electric guitar sales from now 

until well into 2016.”

Douglas McKelvy

Blue Mountain Guitar Center

West Lebanon, New Hampshire

“I see another strong year!!!”

Jef Burg

Portman’s Music Superstore

Savannah, Georgia

“An imperceptible but slow decline in the 

overall market as American society slowly 

moves away from self-generated music and 

deeper into the paralysis that is social me-

dia. The irony is that the industry saw this 

market trend back in 1976 or the prelude of 

those 17 years prior to Clapton going acous-

tic.”

Augustus M. Wanner

Guitar Tex

San Antonio, Texas

“Everything in stores is diminishing be-

cause of China-direct [product] on eBay, 

Internet sales (no sales tax), and the music 

industry’s failure to protect dealers. The 

U.S. manufacturers are run by investors 

with no concern about the future and 

NAMM is the biggest failure in the [MI] in-

dustry. Every year we lose more indepen-

dent stores.”

Rodney Lindner

Lindner Music

Watertown, South Dakota
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V
 entura Guitars/Sound Ideas, out of Austin, Texas, aren’t just 

about supporting mom and pop shops, they are one them-

selves. The company, which specializes in the manufacture 

and distribution of quality and afordable stringed instruments, was 

started in 2001 by Tom and Lily Oliphant, who, with a small staf and 

a 20,000 square-foot warehouse, still run the company the same way 

15 years later. One might wonder how such a small operation is able 

to survive and even grow in an MI retail world saturated by e-com-

merce and big box chain stores. Tom and Lily’s answer? They ignore it.

It’s no secret that the independent music store is sufering – and 

how could it not be, when everything the consumer could want is 

just a few clicks and an overnight charge away? Almost everything, 

that is. Not Ventura/Sound Ideas products, however. Tom and his 

wife Lily have an almost revolutionary approach to the distribution 

of their line, in that they have taken great pains to have almost no 

Internet presence, and instead focus on the personal relationships 

that they have forged with the dealers who carry their products. 

Their website, www.venturasoundideas.com, is designed specifcally 

for their current and prospective dealers. By not making their prod-

uct line available on the Internet or through national mass merchant 

chains, they are able to focus on establishing a network of dealers 

through word of mouth. It’s so crazy that it just might work – and it 

has. Tom, who handles all of the marketing and product line devel-

opment, also takes care of all the orders personally, as well as talking 

to almost all of the company’s 400-plus dealers throughout the U.S. 

at least a few times every year. He also makes it a point to visit as 

many of them as he can. When’s the last time the CEO of a multi-

national guitar manufacturing company walked into your shop to 

check on how things were going? Probably never, and it’s this atten-
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Champions Of The Common 

Mom & Pop MI Shop
By Jonathan Shepherd

Tom and Lily Oliphant

The Ventura V59 Natural Solid Sitka 

Spruce Top Cutaway Acoustic-Electric.
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tion to the human aspect of the business 

that Tom attributes to Ventura’s signifcant 

growth throughout the years. Lily, who 

was born and raised in Beijing, handles 

their relationships with their suppliers and 

friends in China, and both she and Tom 

travel there two to three times a year to 

oversee the manufacturing process.  

Tom sums up the company’s mission 

statement pretty succinctly: “From the 

beginning, our business model has been 

to take a contrarian approach to the mar-

ket. We decided to swim upstream rather, 

and specialize in doing business only with 

independent ‘mom and pop’ music stores. 

We would establish a lower to moderate-

ly priced line of well-designed ‘bread and 

butter’ guitars for consumers with limit-

ed budgets coming into their shops. The 

product would have a lifetime guarantee 

allowing the consumers to buy this prod-

uct with confdence, upon recommenda-

tion from the music store. Our customer 

would make a well-deserved fair proft 

as the product can’t be shopped online 

or found in the national music chains, 

nor would he or she have competing in-

dependent dealers in areas nearby. Our 

suggested list prices are confdential, 

available only to the dealer, and are not 

advertised. We do not compete with our 

customers as we ofer nothing for sale to 

the consumer, and by design our dealer 

website is our only Internet presence. We 

feel we have met a need for our customer, 

for at the time we started they were hav-

ing difculty competing with consumer 

mail order catalogs, and gravitating over 

the years to consumer online Internet web 

site selling, as well as the rapid expansion 

of the national music store chains”.

From the website, he goes on to say, 

“The market dynamics just mentioned 

have been the guiding light in the design, 

development, and pricing of the Ventura 

product line, as well as the general ap-

proach we have taken to the marketplace. 

In terms of features, styling, and cosmetic 

appeal, Ventura musical products are sig-

nifcantly more than what is commonly 

available at similar price points. Addition-

ally, the level of playability is beyond what 

is expected, and notable, as is the durabil-

ity and consumer appeal of the product.” 

“We are not trying to be all things to 

all people in terms of the breadth of our 

product line”, says Tom, “Instead, we feel 

that the more budget-minded consum-

ers, who represent the bulk of business 

for our dealers, rely upon the owners 

and employees of the independent mu-

sic store for guidance, and will trust their 

recommendations. We simply try to ofer 

our dealers a competitively priced bread 

and butter string instrument product line 

that can’t be shopped on mobile devices, 

or elsewhere, and that they can ofer with 

confdence to their customers. It also al-

lows them to make the fair proft they so 

much deserve and need to stay in busi-

ness. This has worked for us for the past 15 

years, and does seem to be greatly appre-

ciated by our dealers. We certainly have no 

plans in the future to make any changes in 

our business model. Over the years deal-

ers have become our friends, and we feel 

we ofer them a viable alternative to com-

pete in a very difcult retail environment“. 

Ventura’s entire line is geared toward the 

economical consumer, with price points 

up to $600 retail, but mostly in the $100-

$300 range, and they ofer a lifetime guar-

antee on every instrument they sell.

Can the Ventura approach be the sal-

vation that the independent music store 

so desperately needs to stay afoat in the 

current market? Maybe so. Trying to com-

pete with big box stores or Internet sales 

certainly isn’t an easy option. Because Ven-

tura is a true mom and pop company, they 

understand the needs of their customers, 

and as a result they don’t demand buy-in 

requirements, minimum orders, annual re-

up requirements, or applications. In Tom’s 

words, “If I know you are a brick and mor-

tar independent music store, then I know 

enough. It’s really just that simple.”  

We decided to swim upstream rather, and 

specialize in doing business only with 

independent ‘mom and pop’ music stores.    
– Tom Oliphant, Ventura Guitars/Sound Ideas

Jerry, Lily, and Tom Oliphant at the 2015 NAMM Show.
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Ned Steinberger

The initial focus of NS Design was on bowed instruments. The 

introduction of the Radius bass guitars a while back sort of 

signaled a return to more mainstream combo instruments. 

Can you talk about the Radius basses and what was the cata-

lyst behind designing and releasing these instruments.

Ned Steinberger: Well, this, it is kind of an interesting, slightly 

convoluted history in that about 20 years or so ago, I started to 

get serious about developing a tuner for a headless instrument 

that did not require any tools and did not require double ball end 

strings – so, essentially a self-clamping mechanism. I did fnally 

develop that, originally for six-string guitar. 

Anyway, I realized at a certain point that this tuner that I had 

developed for the guitar was going to be perfect for the violin be-

cause you know a violin is very sensitive to the amount of weight 

that it carries and the way it is carried. And so when I started to 

get really serious about electric violins I realized that with the 

guitars that I had done before, the only way to really get the bal-

ance I wanted was to have those tuning machines back on the 

body. And I surely didn’t want to get into making double ball 

end violin stings because there are all kinds of diferent strings 

out there for violin. I knew I needed to be self-clamping and so 

this tuner that I originally conceived for the guitar, was modi-

fed and we patented the mechanism and for many, many years 

now that’s just the fundamental part of our violins and violas.  

But what I came to realize is that this same mechanism would 

work extremely well for a bass guitar. The beneft of headless bass 

guitar runs deep because you got the long neck and heavy tuning 

machines on the end of it headstock. I originally came up with 

the headless [guitar] idea to make an instrument that would really 

balance beautifully instead of being heavy on the shoulder. 

With the Radius, my idea was to take this great headless system 

and package it into something that is more comfortable for bass 

players today who’ve got certain expectation about the body size 

and a scale of a bass. So I really worked to bring the Radius bass 

into a form that would be more comfortable for a player to adjust 

to, both physically in terms of the way it plays and how it feels 

against the body. And visually how it looks and how it projects 

itself. 

It has the body curved on the back to match the form of [a play-

er’s] midsection and it has that wedge shape to it, so it is thicker at 

the bottom than at the top – when it is held horizontally the body 

is thinner near a player’s shoulders and thicker down towards you 

know a person’s waist, so it tilts up a little bit allowing you can see 

the frets a bit. All those kinds of details were worked on very hard 

to make this bass as comfortable as a bass can be. And I do believe 

I see the market growing, with 
the music world using harmonicas 
more and more. 

There is Always Room to Improve
Ned Steinberger of NS Design By Christian Wissmuller

H
aving frst made waves with the iconic Spector NS-1 

bass (a collaboration with Stuart Spector) in the mid-

‘70s, and then introducing his revolutionary “headless” 

(no traditional headstock), graphite Steinberger electric guitars 

and basses in the late ‘70s, Ned Steinberger has remained a 

restless innovator who has continued to come up with ground-

breaking design concepts.

At the helm of NS Design since 1990 (Gibson purchased Stein-

berger Sound in 1987 and retain the rights to the “Steinberger” 

brand name), he has introduced a number of high-end electric 

double basses, cellos, violas, and violins in the ensuing years. A 

couple years back, though, NS Design launched the Radius line 

of bass guitars with a head-spinning array of unique features: 

a maple di-radial body (the back and top have two diferent 

arches); the new Fusion neck (a carbon-fber core embedded in 

a one-piece, bolt-on maple neck with adjustable trussrod; and 

a self-clamping tuning mechanism that allows the player to use 

any long-scale bass string.

With a hefty (though well deserved) price tag of just under 

$3,000, though, the original CR Radius basses are certainly not 

in line with everyone’s budget. The launch of the new WAV Se-

ries aims to address this, with price points closer to $1,000.

We recently sat down with Ned Steinberger to talk about de-

veloping the Radius instruments, as well as other goings-on at 

NS Design…
Ned Steinberger with a Radius Bass
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we have been very successful in creating product that is beautiful-

ly balanced and just very comfortable to play. 

We worked with Rob Turner at EMG to develop a really sweet 

sounding but powerful magnetic package for the instrument and 

we combine that with our own Polar Piezo System that I devel-

oped originally for the double bass. 

How have the Radius basses been received thus far?

Well I think we have had a very good response to it. We are you 

know kind of again new to this game and so we still have a lot of 

work to do to get the product out there, but the response we get 

from people who have contact with the instrument is extreme-

ly positive. What we are doing right now is getting instruments 

that are more afordable, so we have the WAV Series Radius In-

struments which you can get for $1,200 bucks or something like 

that – much more afordable than the CR models that we started 

with. I think that is going to really be able to help us throw our net 

in a much wider area. 

Are there any other new products introductions on the hori-

zon that you would like to discuss? 

Well there are some exciting things that I am working on that 

I can’t really discuss, but in terms of things that are just about to 

break nothing really comes to mind. I mean these projects are nev-

er over – there is always room to improve upon a design.  

 Amberburst NS Design 

WAV 4 Electric Violin

 An NS Design WAV Bass 

Guitar in Metallic Cobalt
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Holiday Buying Guide

Hal Leonard How to Play Rock Drums 

and Popular Hits – Cajón Play-Along

In rock music, the drums 

steer the ship. They’re the 

foundation upon which the 

song’s rhythmic frame is 

built. Therefore, in order for 

a band to sound solid, the 

drummer needs to be solid. 

In  How to Play Rock Drums 

(HL00138541 / $16.99), 

you’ll learn all the necessary 

skills and tools needed to fll 

this important role. Whether it’s classic four-on-the-foor beats, 

funky rock, 12/8 beats, or just about anything else you’re likely to 

encounter behind the kit, this book has you covered. 

Designed for the beginning-to-intermediate player, this nuts-

and-bolts method provides essential beats in numerous sub 

genres along with plenty of great ideas for flls – over 340 exam-

ples in all! With the included online audio access, you can hear 

every beat and fll demonstrated so you’ll know exactly how they 

should sound. You’ll even learn how to efectively count of a song 

in each style so you can get the ship sailing true from the start! So 

grab your sticks and prepare to start rocking’!

Online audio is accessed at www.halleonard.com/mylibrary                                                                               

If you want to hone your skills accompanying guitar and vocals 

on the cajón, this is the book you need! Listen to the profession-

ally-recorded demo tracks to hear how the cajón should sound, 

then play along with the separate backing tracks. The price of the 

book includes access to audio tracks for download or streaming. 

The Option Knob

The Oknob 

(MSRP: $9.95) al-

lows you to con-

trol your efects 

pedal by using 

your foot to ad-

just the sound while performing.  Simply pull of the factory knob 

and push on the Option Knob, then use your toes to tap the wings 

of the Oknob left and right to alter the efect.  Choose any param-

eter you wish to have real-time control over and unlock the full 

play potential of your pedal and live expression!  

D’Addario NYXL Line Extension

D’Addario announces nine new sets to their strongest guitar 

string line ever, the NYXL ($20.55-$23.40). These additions will 

make 15 NYXL sets available. The 

newly-engineered, break-resistant, 

high-carbon steel core and plain 

steel alloy of NYXL strings delivers 

a whole new level of freedom, con-

fdence, and power. NYXL’s provide 

more strength, and up to 131 per-

cent greater tuning stability when 

compared to traditional nickel 

wound sets. The reformulated nickel-plated steel alloy has great-

er magnetic properties, resulting in higher output and enhanced 

mid-range frequency response, modernizing the overall tone 

without losing that well-loved nickel-plated steel feel.   

Gig-A-Roo Mute & Stemware Holder

The Gig-A-Roo (MSRP: $11.99) holds stem-

ware and/or horn mutes and fts snuggly on a 

standard mic stand. Use two or three to hold 

various mute sizes. Made of resilient spring 

steel and coated in protective PVC for grip and 

durability. Also fts on any vertical 1/2-inch 

tubing. The inside of the ring is 3 1/4 inches. 

AIM Gifts 

Enjoy a cup of eggnog with 

AIM Gifts new Mason Jar Mug 

while looking at their new line 

of Acrylic Ornaments that say 

Happy Holiday to any music 

lover.  AIM has 100’s of music 

designed holiday ornaments 

and gifts, and 1,000’s of music gift accessories that are sure to 

make your cash register RING!!   

The Airturn PED

The Airturn PED is the perfect 

controller for Bluetooth smart 

ready-equipped Mac, PC, iPad, 

or Android tablet. Take control of 

music reading, scrolling lyrics or 

guitar tabs, teleprompting, slide 

presentations, instrument efects 

or media control, and more. Confgurations are also available for 

assistive technologies and common desktop document or pre-

sentation applications.  

W
ith Summer NAMM disappearing farther and farther away in your rearview, it’s time to look into stocking up on the products 

you might have missed out on earlier in the year. As retailers, you’re in the midst of back to school season, but as any MI retailer 

knows, the time to gear up for the holidays is now. We’ve broken down some of this year’s must have gift items into distinct 

pricing categories, making it easy for you to assure your shelves are stocked at every given price point.

Under $25

Under $100

H     LIDAY Buying 
G u i d e



Backbone Guitar Resonance Enhancers

Backbone Guitar 

Resonance Enhancers 

(MSRP: $49-$69) are 

direct bolt-on replace-

ments for the stock 

neckplates of Tele 

and Strat style guitars, 

forming a resonant, 

mechanical link between the neck, body, 

bridge and strings. Machined from light-

weight aircraft aluminum, attach Backbone 

in place of the neck-plate and connect the 

base to the string ferrules or tremolo claw. 

They ft any guitar using the industry stan-

dard dimensions for bolt-on necks.

Henry Heller FlapStrap 

The Henry 

Heller FlapStrap 

($69) stows your 

capo, harmonica, 

slide, and other 

guitarist essen-

tials. This smart 

strap is 3.5” wide and made from soft 

supple Amalf leather with a smooth gar-

ment leather back. Adorned with a sewn 

on fap pocket containing a magnetic dial 

closure. It adjusts to 58” max length. 

Prentice Practice Pads

The pad is constructed of MDF 8”X8”x4” 

with a 6” gum rub-

ber playing surface 

embedded for a 

realist feel and re-

bound. The top 

and bottom legs, 

attached by hook and loop, create a sound 

chamber. The easy adjustable angle and 

setup anywhere make for playing comfort. 

Our newest models feature an 8mm cym-

bal stand attachment which ofers more 

options for placement. (MSRP: $59.99)

LR Baggs Session DI

The Session Acous-

tic DI (MAP: $249) en-

hances your acoustic 

pickup. Features in-

clude: Analog Satura-

tion, which enhances 

warmth and harmonic content; Compres-

sion/EQ, which smoothes out common 

problem frequencies; 48V phantom pow-

er, 9V battery or 9V DC powering options; 

A mute footswitch for ¼” and XLR outputs; 

and a custom LR Baggs carrying case.

EMG ACS Soundhole System

The ACS 

employs a 

unique inter-

nal preamp 

that’s been 

tailored for 

the phase and frequency response of an 

acoustic guitar while still retaining a bril-

liant top-end favored in acoustic guitar 

tone. EMG’s active design delivers the 

kind of response, output, and quiet per-

formance needed in a soundhole pickup. 

Easy installation with EMG’s exclusive Sol-

derless Install system.

Electric Loog Blue

The Electric 

Loog  ($199) is 

fun, cute, and 

small, but it’s 

not a toy: it’s a real guitar, made out of real 

wood and equipped with a screaming lip-

stick-style pickup. We believe that when 

you build your own guitar, you develop a 

deep connection with it, and that is why 

we ship your Loog unassembled. Putting it 

together only takes 15 minutes but it will 

help you understand and love the instru-

ment. Features include: Adjustable-height 

bridge for low string action, enhanced 

playability and D’Addario strings.

On-Stage KPK6500 Bundle

All three 

bundles come 

equipped with 

O n - S t a g e ’ s 

most popular 

KS7190 X-Style 

Keyboard Stand and the classic KT7800 

X-Style Keyboard Bench, as well as a choice 

of sustain pedals. The KPK6500 Series in-

cludes the following models: KPK6500: 

Includes the KS7190 Single-X Keyboard 

Stand and KT7800 X-Style Keyboard 

Bench. MSRP $101.99; KPK6520: Includes 

the KS7190 Single-X Keyboard Stand and 

KT7800 X-Style Keyboard Bench, with 

the KSP20 Keyboard Sustain Pedal. MSRP 

$121.99; KPK6550: Includes the KS7190 

Single-X Keyboard Stand and KT7800 

X-Style Keyboard Bench, with the KSP100 

Keyboard Sustain Pedal. MSRP $144.99.
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Yamaha reface Series

Create your sound any place, any 

time with Yamaha reface Mobile Mini 

Keyboards (MSRP $799). Featuring bat-

tery-operation and built-in speakers, 

reface goes from studio to stage to sofa 

with ease. Reface YC features fve great 

organs while reface CP is an electric piano 

with six sounds and fve efects. Analog 

physical modeling powers reface CS and 

reface DX are inspired by the iconic DX7.

Blue Microphones Bluebird

Bluebird (MSRP $299.99) 

is a Class A large-diaphragm 

condenser microphone for 

recording any sound source. 

With a proprietary hand-

tuned capsule, transformer-

less design and discrete cir-

cuitry, Comes with S3 shock 

and custom pop flter. 

Audio Technica AT2020USBi Cardioid 

Condenser Microphone

Modeled after Au-

dio-Technica’s critical-

ly acclaimed AT2020 

microphone, the 

AT2020USBi cardioid 

condenser (MSRP: 

$359.00) is a high-res-

olution (24-bit/96 

kHz) digital output 

mic that works with 

PC, Mac and iOS de-

vices (USB and Light-

ning cables included). 

The mic’s smooth 

extended frequen-

cy response makes 

it an ideal choice for 

podcasting, home studio recording, feld 

recording and voiceover use. Includes an 

integrated gain control. 

Peavey 6505® MH

2x EL84 power tubes and 3x 12AX7/

ECC83 preamp tubes. Two footswitch-

able channels with three-band EQ. 

Footswitchable crunch on Rhythm chan-

nel, footswitchable reverb, footswitch-

able bufered efects loop. Tube Status In-

dication (TSI™) circuit. Impedance switch 

for 16 or 8 ohm cabinets. Microphone 

Simulated Direct Interface (MSDI™) Out-

put with XLR and ground lift switch. USB 

Output Speaker defeat switch. Head-

phone output Attenuator switch for 20 

Watts, 5 Watts or 1 Watt output power. 

$499.99 MAP.

JodyJazz DV Alto

The DV Alto Saxophone Mouth-

piece ($550) from JodyJazz Inc is their 

best-selling metal mouthpiece model 

and one of the most popular Alto sax 

mouthpieces in the world. The ‘DV Alto’ 

is handcrafted to exacting standards in 

the JodyJazz factory in Savannah, GA. 

Company founder Jody Espina applied 

the concept of the ‘Golden Section Pro-

portions’ to create the patented second-

ary window design that eliminates the 

shrillness associated with other metal 

alto mouthpieces. Made from 24kt Gold 

Plated bell-brass, the ‘DV Alto’ is extraor-

dinarily free-blowing delivering efort-

less power and projection with an un-

usually full tone.
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Look, Sound & Play the Best.
Visit us at Summer NAAM Booth #1614

HUMIDITY

CARE

BAND &

ORCHESTRA

CARE

GUITAR

& DRUM

CARE

OUR PRODUCTS ARE USED IN THESE FACTORIES  

AND MANY MORE:

MusicNomadCare.com

info@musicnomad.com

310-714-2301

Over $1,000

Willcox Guitars Saber Bass and Atlantics 

ElectroAcoustic Guitar HexFX Editions

The HexFX Editions feature a 13-pin indi-

vidual string output, in addition to the mono 

1/4” output. Willcox Guitars are all powered 

by the LightWave Optical pickup system. The 

optical pickup system uses infrared light to 

sense string vibration, providing a rich and 

powerful sound that is also ideally suited 

for individual string processing and synth 

access.

The optical pickup system features a total-

ly separate transducer for each string, with no 

electrical or mechanical crosstalk between 

strings. The HexFX Editions bring the indi-

vidual string outputs, along with a summed 

mono output, to a 13-pin DIN connector. The 

resulting output enables full synth access, 

individual string processing and modeling, 

as well as the use of a fanout box. The pos-

sibilities are limitless, and the optical pickup 

technology provides ultra-fast and accurate 

tracking, glitch free and with no latency and 

no false triggering. The HexFX Editions open 

up a world of new and exciting possibilities 

for the bass player and guitarist: polyphonic 

string processing, pitch to MIDI conversion, 

playing software instruments, playing digital 

and analog synths using the guitar as a con-

troller, and even transcribing the music you 

play into notation.

The Saber SL HexFX Edition is a 34” scale 

bass available in 4 and 5-string, fretted or fret-

less versions, with a solid alder body, maple 

neck, and rosewood fngerboard.  The Atlan-

tis Guitar HexFX Edition is a 25.5” scale length 

guitar, with a chambered mahogany body, 

European Spruce top, mahogany neck, and 

rosewood fngerboard.  These fnely crafted 

instruments are available direct and through 

authorized Willcox Guitars dealers.

The Atlantis ElectroAcoustic Guitar HexFX 

Edition is $2331

The Saber SL Bass HexFX Edition starts at 

$2029
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I
taly is known for doing a great many things well – desserts, spa-

ghetti, fne art, pizza, sports cars – but digital pianos don’t exactly 

come to mind, at frst. That’s something that Physis Pianos is try-

ing to change. Physis Pianos are 100 percent designed and manu-

factured in Italy, one of the things that distinguishes them from any-

thing else on the market today. “There are three key elements which 

set Physis apart,” explains Gary Girouard, director (North America) of 

Physis. “The frst is the user interface – Physis uses a multi-touch glass 

panel with no buttons. Much like tablet computing, it’s extremely vi-

sual and tactile. Secondly, each instrument is made with passion in It-

aly – From the powerful master controller to the elegant ‘hybrid’ style 

contemporary upright piano, the Physis piano lineup is 100 percent 

designed and produced in Italy. And lastly, the technology – physical 

modeling allows for full polyphony, full pedaling, unlimited sound 

models (patches), and unlimited expression. The platform allows you 

to create your own custom models and share with others.” 

Girouard indulged us with a “physical modeling for dummies” 

explanation of the technology behind each Physis instrument. “Uh-

oh, you asked for it,” Girouard begins. “Basically, physical modeling 

means a mathematical representation of real phenomena. For ex-

ample the Principle of Inertia discovered by Galileo, which describes 

body movement, is a physical model. Nowadays physical models 

represent more and more complex situations. If you’ve used Google 

Maps (or self-driving cars), watched the latest Pixar movie, or even 

depended on your local weather forecast, you’ve already enjoyed 

the benefts of physical modeling. These predictive models take into 

account a variety of characteristics, analyze them in real time using 

powerful computers, and create a real-life result. For example: Maps 

will take into account real-time trafc and alternate routes (and can 

now direct a self-driving car!); Pixar is able to make ‘water’ or ‘light’ 

look entirely realistic even though it’s an animation; and the local 

weather relies on predictive models to help you decide if it’s neces-

sary to bring an umbrella to work. The Physis Piano is equipped with 

sophisticated modeling for each of the piano’s components and is 

able, by means of extremely powerful computer processing, to cal-

culate the corresponding mathematical algorithms in real time. The 

result is a realistic reproduction of how a piano (with varying phys-

ical characteristics) will respond as you play it. We’ve also included 

Electric (“Rhodes” style) Piano Model, “Wurly” Piano Model, “Clavi” 

Piano Model, and “Mallet” Model – all of which use a similar process 

to recreate their respective sound/performance.”

Others before Physis had tried physical modeling to no avail, no-

tably Stanford and Yamaha had a go in the early ‘90s. Over time, com-

puter processors became more powerful and Viscount, the maker of 

Physis, saw an opportunity to revisit the concept.  “It was important 

to start with a ‘simpler’ instrument sound – and being a pipe-organ 

expert, Viscount started with a single speaking pipe,” says Girouard. 

“It took almost seven years of research – with the assistance of three 

Physical Modeling  
and the Physis Piano
Gary Girouard, director (North America) of Physis Pianos, describes the 

technology behind a Physis digital piano, the history of the instrument’s 

creation, and what sets them apart from anything else on the market today.

By Paige Tutt



 mmrmagazine.com    •   SEPTEMBER 2015          61

Piano & Keyboard

Italian universities – before Viscount introduced Physis technology 

in a pipe organ. Once Viscount achieved physical modeling of speak-

ing pipes, it became a much more attainable goal to physically mod-

el an acoustic piano. Physis Piano was introduced in 2014.”

In 2015, Physis now produces a variety of instruments. The “K” 

series are a group of master keyboard controllers (with aftertouch), 

which feature 27 fully assignable real-time controllers, 256 indepen-

dent MIDI channels (8 zones), 4 USB host ports. 8 pedal inputs, and 

tons of programmable scenes. The “H” series are a group of stage and 

studio pianos. These are available in 73-key and 88-key versions with 

a variety of key-action and accessory confgurations. The “V100” is a 

hybrid-style contemporary upright piano, which has a wooden-key 

action and “ivory touch” key tops. There’s a “slow close” key cover and 

the handcrafted cabinet is available in fve colors: Sky Blue, Flame 

Red, Moon White, Black Sound, and Sunrise Gold. Viscount, Physis’ 

parent company, also produces a full line of Viscount church organs  

(30 models total), ‘Voice Systems’ sound reinforcement, ‘Galileo’ 

entry-level digital pianos, and OEM solutions for other instrument 

manufacturers.

As a pianist himself, Girouard fnds the Physis to be more expres-

sive than any other “digital” piano he’s seen on the market today. 

“The ability to add nuance and color while playing is unmatched,” he 

explains. “This is the result of complicated mathematical algorithms, 

which are reproducing (in real time) over 100 various physical ele-

ments found in an acoustic piano. It gets technical, but for me it all 

comes down to the “feel” - the ability to get emotion and expression 

is the most important element.”   

The Physis Piano is equipped with 

sophisticated modeling... and is able to 

calculate the corresponding mathematical 

algorithms in real time. 

– Gary Girouard, North America Director
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W
ell, here we are in the fall season, and just when 

you have a good, young employee trained effi-

ciently, they’re off to college, and the training 

starts all over again. As an owner I’m sure you are involved 

in overseeing all training, but more than likely your man-

ager is the key person and the first person with whom that 

new employee interacts. The new employee is possibly a 

totally different creature from your last employee and per-

haps has a different personality or learning style, but that 

doesn’t stop the onslaught of the “trampling rental ele-

phants” (and trust me, you want to be trampled). So when 

one busy season follows another, and it’s back to school 

instead of a busy summer season, there is one way to stay 

sane when you are the owner, and that is the quality of 

your right-hand man – the manager.

Reason #1: An owner can’t be everywhere all the time, 

and there are many times when the quality of the person 

closest to you defines your reality. An environment of 

teamwork is created though respect.

Any owner worth his salt is consistently building re-

lationships every minute of every day. This is what good 

owners do, which means the details and follow-ups to 

multiple interactions are likely to have more than one set 

of hands on them, so your right hand man will be the first 

to get the detail calls.  

Do me a favor and read that sentence twice. You need 

respect from him/her and the way you get it is to give it 

first. Currently, in my world, my manager is the poster child 

for how to do the job right, and I do my best to show him 

personal regard and professional respect at every possible 

opportunity.  A good suggestion would be to have your 

right-hand man introduced and recognized at any of your 

major events or simply on the showroom floor.

Reason #2: The biggest problems become smaller 

when handled by a great team.

When was the last time you went to work and there 

were no problems? How about never! That is just the re-

ality of retail and service. When customers are frustrated 

or confused by your policies, it takes extra care to smooth 

out the wrinkles. It is your manager who inherits those 

problems first, and a great manager resolves those before 

those problems become yours to deal with. I find it more 

refreshing to share the joy of how a potentially big prob-

lem was headed of by my manager; I would much rather 

laugh with him than experience stress because someone on 

our team didn’t use the skill set to consider productive solu-

tions to escalating problems.

Reason #3: The front man of “your band” is THE MANAG-

ER. 

Recently I had a horrendous back to school online expe-

rience:  As a frst time buyer you received a healthy fake “dis-

count” for setting up your new account. The only problem 

was when you clicked through, the fake “discount” wasn’t ap-

plied, and of course the truth of the infamous online reality 

is … NO CONTACT PERSON. 

You already know how this story goes, because it has hap-

pened to you, and you know how many steps must be taken 

Menzie Pittman explains why it’s so imperative to have a great manager in 

today’s changing MI landscape.

By Menzie Pittman, Contemporary Music Center

Great managers, no matter 
what they manage, visualize 
possible outcomes and consider 
the impact of every detail. 

Three Reasons Every Business-Owner 
Needs A Right-Hand Man



 mmrmagazine.com    •   SEPTEMBER 2015          63

Small Business Matters

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

to redirect the outcome. 

Enter the front man of your band, the manager…not 

just any manager, a great manager. Problems still occa-

sionally happen, but the relationships he/she has put into 

place are immediately exercised. For example, the trust he 

has established with the manufacturers, the relationships 

he has with the customers, his rapport with his staff, and 

as simple as this sounds, the flow he has in his relationship 

with you, the owner, all factor into the successful solution 

to any situation.

Immediately a good manager knows how to access the 

“red” level of the problem, and in brick and mortar that 

can be as simple as a leak, or as complex as a child fainting 

and needing immediate medical assistance. A great man-

ager anticipates those problems; he can foresee them be-

fore they happen, and that applies to online sales as well. 

Great managers, no matter what they manage, visual-

ize possible outcomes and consider the impact of every 

detail, and that’s no easy task, I promise you.

A final thought:

The retail landscape is changing, and the service land-

scape is changing as well. Not a single person I know can 

completely wrap his or her head around where we are, 

much less where we are going. While Joe Walsh reminds 

us on “Daryl’s House” that we are in a strange new world, 

the app developers think this is the best time ever. How-

ever Joe makes one salient point, “There’s no mojo” and 

“No one is testifying.” 

Joe hasn’t met my manager, but if he ever did, he would 

say, “That guy… that guy has your back.”   

Menzie Pittman is the founder and 

owner of Contemporary Music Cen-

ter. Since 1989, he remains CMC’s only 

director of education. Contemporary 

Music Center has two locations in Vir-

ginia – one in Chantilly and one in 

Haymarket.  CMC has won NAMM’s 

Top 100 Award five consecutive years 

since 2011. Menzie is a frequent 

speaker at NAMM’s Idea Center on music education and has 

been invited to speak at the Whitman School of Business, 

Syracuse University in N.Y. He serves on the steering commit-

tee for the Support-Music Coalition and also serves on the 

Hylton Center’s Education Committee. Menzie was appoint-

ed to NAMM’s Board of Directors and served from 2012-2015.
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I 
don’t profess to have insider knowledge of every wom-

an’s experience walking into a music store. But I can 

tell you my own point of view and that of many oth-

ers I know. 

As a professional in the musical instrument industry 

for pretty much my entire career, and somewhat of an 

expert in guitar-related gear, I still sometimes feel un-

comfortable walking into a retail music store.

Why? Perhaps it’s internal demons, or perhaps it’s 

because I immediately feel like I have to prove myself 

knowledgeable to the salespeople there and therefore 

worthy of their attention.

Perhaps it’s because I have a bit of distrust when it 

comes to salespeople and expect that they are going to 

steer me toward whatever: a) they have in stock; b) they 

get the highest margin or commission on, and perhaps 

then; c) something they themselves like and appreciate 

for whatever reason.

In trying to put this in perspective, I considered a re-

cent purchase I made of a product I know nothing about. 

You see, my family and I moved to the Boston area re-

cently, and although the winter was miserable for most 

things, it was great for skiing. After several rounds of 

renting my son’s ski gear, I felt it was time to purchase… 

hopefully at a great end-of-season deal.

As my son and I walked around the ski shop, I im-

mediately felt out of place. I literally knew absolutely 

nothing. We were directed to a salesperson who asked 

my son about his experience, likes, uses, and other 

questions like height and weight. Then he turned to me 

and asked about budget, whether my son had stopped 

growing, and other questions I was comfortable with. 

He led us to a set of skis that really fit the bill. That 

salesperson made an overwhelming (and somewhat 

expensive) purchase seem like a no brainer. I felt re-

spected and my son was ecstatic. The salesman went 

on to explain about what to do to have the skis set up, 

and other things that I as a mom should think about. I 

walked out feeling like I hadn’t been taken advantage of 

and that my son was completely satisfied.

When I apply this experience to my own in music 

stores, well… let’s just say it’s a lackluster comparison.

People often ask me, how do we encourage more 

women to pick up an instrument, play more and, of 

course, purchase more music gear?

You want more women to walk into your store? Here’s 

what women (and most humans) want when they shop 

for musical instruments.

Let me know you are there to help and then give me 

space. Women like to browse. They like to look at prod-

ucts and take them in with all their senses: look, smell, 

feel – everything except maybe not taste! Don’t rush 

them. Make them feel at home but give them time to 

consider.

Make info easily available. I don’t want to have to 

ask the salesperson every question I have. It would be 

easier for me to browse if there are tags or cards that 

explain the pertinent features of the product. I can even 

snap a phone photo of ones that interest me for future 

reference. 

Give me something. I want to know that you are in-

terested in helping me, but I hate the hard sell. I’m not 

terribly comfortable with negotiating, but I want to feel 

like I’m getting a good deal. If you throw in something, 

like a pick, a cable, a tuner, a book, even something 

small, I feel like I’ve reached my goal of getting a bar-

gain. I love that.

Treat me with respect. Ask me questions in a tone 

that makes me feel like you actually are interested in my 

answers and you are not automatically assuming that I 

don’t know anything. Don’t make me feel stupid or de-

fensive.

Don’t assume. Yes, I may be shopping for my son or 

daughter or husband, but I may be just shopping for 

me. When you assume that I am not the musician or that 

I am not knowledgeable, it is offensive. This happens all 

the time!

No ogling. Don’t look me up and down while you are 

talking to me. This is so uncomfortable. Eye contact is 

great. This also means you shouldn’t have overly sexist 

art or language displayed or shared in your store or in 

your advertising outreach.

And speaking of. Have POPs, displays, ads and more 

that include female musicians in their artwork. I want to 

see people like me playing gear and being a part of the 

industry. This makes me feel like I belong. Oh, and make 

sure you have women’s sizes in your T-shirt stock!

Have a female salesperson. I go to a female doctor be-

cause I feel like she can relate to me better than a man. 

The same thing goes for salespeople. I feel a sense of 

When you assume that I am 
not the musician or that I am not 
knowledgeable, it is offensive. 

What Women Want
 (When they visit a retail musical instrument store, that is) By Laura B. Whitmore
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Cupit Music originally made 6 LIMITED EDITION (Matte fnish) Cupit Travel Guitars and 

ONLY 3 REMAIN in their inventory. They have also just released the remaining early serial 

numbers to the public. This is a ONE TIME DEAL, frst come frst served and when they are 

gone, they are gone. ACT NOW and own one of the only Matte fnish Cupit Travel Guitars, or 

early serial numbers of this one-of-a-kind patented instrument.

For more details, contact Dan Hagar at Cupit Music, 

615-731-0100 ext. 13, or cupitguitar@gmail.com.

relief when I am dealing with 

a female sales associate in a 

music store. She gets where 

I’m coming from. I immediate-

ly gravitate toward asking her 

my questions or seeking her 

advice.

Host events that are inclu-

sive for women: a Mothers Day 

sale; a singer/songwriter night; 

a partnership event with a local 

Girls Rock Camp; a beneft for a 

women’s support group; a “give 

back” week in which some of the 

proceeds go to my kids’ school. 

Women notice when businesses 

support issues and causes that 

are important to them.

Don’t be afraid to follow up 

with us. If I walk out of your store 

without purchasing, I’m okay 

with you checking in with me to 

see if I need further information 

before making my purchase. 

Or if you get something new 

in stock that you think would 

ft my needs, and you reach 

out to me, I think that’s kind of 

awesome. So invite me to sign 

up for your mailing list, but ask 

more than my name and email, 

and keep track of what my inter-

est areas might be. 

Laura B. 

Whitmore is 

the founder 

of the Wom-

en’s Interna-

tional Music 

N e t w o r k 

(thewimn.com) and the She 

Rocks Awards (sherocksawards.

com). She owns and runs Mad 

Sun Marketing LLC, an agency fo-

cused on music and audio prod-

ucts. She’s a singer/songwriter 

and the editor of Guitar World’s 

Acoustic Nation.
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W
hen you hear the words “Jersey Surf,” you’ll either 

think of catching waves of the Jersey Shore or the 

Jersey-based competitive drum and bugle corps. The 

Jersey Surf Drum and Bugle Corps – a New Jersey non-proft organi-

zation, dedicated to providing quality educational opportunities for 

young people in the performing arts – was founded in the winter of 

1990 by a collection of school band directors who desired more per-

formance opportunities for their students besides halftime shows 

during the football season. Two years later, in 1992, after an enthusi-

astic organizational meeting, the Surf had 102 members when they 

entered competition. 

The Surf since has become a veritable institution 

in Jersey, with marching band members from a va-

riety of high schools across many regions joining 

together to play in this competitive corps.  The Surf 

is known for it’s great, booming sound, but when 

some of the venues required a little assistance to 

help the group project, it seemed a no-brainer to 

enlist the help of Canadian manufacturer, Yorkville 

Sound. 

Steve Hendee, director of sales at Yorkville, says 

the partnership between The Surf and Yorkville 

started a few years back in 2012.  “Yorkville Sound LTD is the Canadi-

an distributor for MAPEX Drums,” Hendee explains. “In 2012, MAPEX 

helped put us in touch with Jersey Surf to ofer them solutions for 

an on-feld PA system for their summer programs. For the 2012 and 

2013 seasons they used our Unity cabinet - U15P and LS801P sub-

woofer.”

For the Surf, two of the biggest challenges when considering the 

design for a drum corps feld sound system are limited access to AC 

power and the fact that there’s minimal set up time – in most cas-

es fve minutes, and that’s including sound check. Yorkville met this 

challenge with a custom designed deep-cycle marine battery bank, 

which ofered the group a self-contained AC power solution, pro-

viding 30 amperes for a minimum of three hours. This drastically re-

duces the set up time needed because it allows the sound system to 

be set up and line checked outside of the venue, then subsequently 

rolled onto the feld while the system is already up and running.

Everything worked out so well with Yorkville’s redesign of the 

Surf’s sound reinforcement arsenal that the partnership continues 

on even to this day. The system consisting of two Yorkville Y15P’s 

and two LS801P’s was used for both the 2012 and 2013 seasons. In 

2014, the decision was made to use a line array system, which en-

ables the Surf to scale to individual venues, all while providing seam-

less coverage to the entire audience.

“For the 2014 season they were looking to up-

grade their sound system and ‘step’ it up a notch or 

two,” Hendee continues. “Something a bit more scal-

able for the various venues they were using. For us 

the natural answer was our Paraline PSA1 full range 

loudspeaker system. The PSA1 full range loudspeak-

er system delivers the clarity and precision of a com-

plex system in a compact, user-friendly format. This 

innovative cabinet design uses Yorkville Sound’s 

proven Paraline high frequency lens technology pio-

neered in our fagship VTC Elevation Series line array 

cabinets. 

So for the 2014 season they used fve of the PSA1’s along with 

four of the matching subwoofers - PSA1S. These 2 x 12” powered 

subwoofers ofer true 1400watts of unsurpassed Yorkville bass re-

sponse.  And here we are in the 2015 season, and once again they 

are employing our PSA1 and PSA2S cabinets.”

The Jersey Surf is celebrating 25 years of success this year. They 

celebrated with a special brunch at Cavanaugh’s River Deck in Phil-

adelphia, PA. Friends and family of the Surf were invited to enjoy a 

special performance from the corps, a DJ, dancing, and a breakfast/

lunch bufet. The corps then had their frst “home” performance that 

following Saturday at the Eastern Classic in Allentown, Pennsylvania, 

as well as a standstill performance at the Camden Riversharks base-

ball game the night before.   
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Sound Reinforcement

A Winning Partnership 
Yorkville and The Jersey Surf
Yorkville Sound and The Jersey Surf World Class 

Drum Corps began a collaboration in 2012 that 

changed the entire design of the corps’ field sound 

system – a partnership that still exists today.

Yorkville Unity U15P

Yorkville Unity  

LS801P subwoofer

By Paige Tutt
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The Good Fight

By Mary Luehrsen

I 
fnally made 

it! I did some-

thing I’ve al-

ways wanted to 

do! I went to Iowa 

where presidential 

candidates were 

courting cau-

cus-goers at the Iowa State Fair. Believe 

me, it did not disappoint. 

On August 14th, NAMM supported and 

participated in the Iowa Arts Advocacy Cau-

cus in Des Moines – an event developed by 

Americans for the Arts, the leading nation-

al arts and culture advocacy organization. 

The event included a full day of advocacy 

training that united arts, culture, and arts 

education leaders throughout the state. 

Plenary sessions, workshops, and presen-

tations by presidential candidates (or their 

representatives) encouraged attendees to 

speak up for the arts during the caucus pro-

cess to ensure that the creative and cultural 

sector, along with advocates for arts edu-

cation in schools, have a voice in the pres-

idential election. Our friends at Americans 

for the Arts are masters at creating fantastic 

tools that serve all of us (advocates!). They 

are also experts at educating folks about 

political processes and efective advocacy 

techniques. During the Iowa Arts Advocacy 

Caucus, I was reminded again that “It’s on 

US” to bring the arts issue forward during 

presidential campaigns and speak up and 

act as advocates to all community leaders 

and elected ofcials. The current presiden-

tial campaign cycle is a great example of 

the need and our responsibility to repre-

sent what we care about – thriving, vibrant 

arts and cultural oferings in all communi-

ties with opportunities for every child to 

learn and grow with music and the arts in 

every school. It’s on US as people working 

in the creative sector – music businesses, 

musicians, artists, music and arts education 

teachers, parents of students who are thriv-

ing with arts education opportunities – to 

voice our belief and concern that this issue 

must be included in national, regional and 

local policy and funding conversations and 

debates. 

Honestly, this issue will be addressed 

only if WE bring it up! The tools provided 

by Americans for the Arts for this campaign 

cycle – www.artsactionfund.org/pages/arts-

vote2016 and other advo-

cacy tools ofered by the 

NAMM Foundation and 

its SupportMusic Coalition 

www.nammfoundation.

org/get-involved support 

our roles as advocates, 

but we have to be willing 

to act. After the Iowa Arts 

Advocacy Caucus training, 

arts leaders in the state 

were ready and willing 

to ask targeted questions 

of the candidates. Some 

sample questions to ask 

candidates in person or via email or social 

media include: 

What is your position about the need for 

all children to have the arts as part of the 

curriculum?

Do you believe that every child should 

have an opportunity to learn in and 

through the arts? 

What policies would you put in place 

and/or support to assure access to high 

quality music and arts education for all 

children?

What is your position on supporting 

the arts as part of thriving communities all 

across our nation?

In your view, what role do the arts play 

in America’s international policy and diplo-

macy eforts?” 

Iowans are in a unique position to par-

ticipate in the frst caucus state that serves 

as a gauge for candidates’ electability – be-

yond current polling. But those of us who are 

non-Iowans can be advocates on these is-

sues by communicating with each campaign 

via email and social media platforms: most, 

if not all of the candidates have Twitter han-

dles and/or Facebook pages. Reach out and 

ask your question! Wouldn’t it be interesting 

to hear candidates talking about something 

we also care about? And this holds true for 

advocacy on the state and local levels.

American’s for the Arts has done an ex-

traordinary job providing information about 

the candidates that is available to all of us 

on their website: www.artsactionfund.org/

pages/artsvote2016. I urge all readers to re-

view and track information on candidates’ 

positions on the arts including statements 

and updates that will be provided right up 

to the general election. Note that candidates’ 

profles provide tons of useful information – 

including Twitter handles, Facebook pages, 

background info on voting and policy state-

ments, and sample questions customized for 

each candidate. So get involved! Remember, 

it’s on US!  

Presidential Campaigns and the Arts 
– It’s on US!

Leon Kuehner, executive director of the Iowa Alliance for Arts Education; Robert Lynch, 
president and CEO of Americans for the Arts; Mary Luehrsen, NAMM director of public 
afairs and government relations; Robin Walenta, vice chair of NAMM and president 
of West Music Co.; Rick Santorum, Presidential candidate and former Pennsylvania 
Senator; TJ Marcsisak, CEO of Nishna Valley Credit Union; Chris Kramer, deputy director 
of the Iowa Department of Cultural Afairs (Iowa Arts Council); Linda Langston, Linn 
County, IA supervisor; Paul Dennison, Iowa Arts Council Board/ KILJ Radio
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SwirlyGig 
SwirlyHook II

The SwirlyHook II headphone 

holder was designed to ft on 1-inch 

tubing (which is about the size of a 

quarter) and fts snuggly, using only 

friction and gravity, on a standard 

music stand or drum hardware. The 

SwirlyHook is the perfect spot to 

put headphones, tambourines, ca-

bles and towels. The hook portion is 

about 2 1/2 inches long so it’s plen-

ty big to hold what needs holding! 

It’s made out of sturdy and resilient 

steel then coated with a black PVC 

coating for grip, durability and pro-

tection. Try them on music stands, 

shelving, drum hardware, lighting 

stands or any 1-inch vertical tubing.  

MSRP $11.99

Grover Perfect 
Guitar Nut

Grover Musical Products has re-

introduced the Perfect Guitar Nut 

for slide steel playing. Sold success-

fully for over 50 years under the 

Micro brand, the new Grover model 

is produced using a new, but exact 

reproduction die cast mold, which 

provides a much brighter, resonant 

sound than stamped steel versions. 

1 7/8” total length - 1 5/8” Center E 

to Center E, the Grover Perfect Nut 

will ft almost all six string guitars.

ISP Technologies Theta Pro DSP
ISP Technologies Theta Pro DSP is a 

complete foor-controlled guitar system 

with a fully programmable digital The-

ta preamp, Vintage preamp, Intelligent 

Speaker and studio quality efects pro-

cessing. ISP takes a departure from the 

modeling processors and hands the guitar 

player the audio clay.   For the pro player 

who wants their own sound, the Theta Pro DSP delivers. Theta Pro DSP is based on 

ISP’s new hardware using a 32 bit foating point processor, the latest audio convert-

ers, and delivers over 124db dynamic range.  Based on ISP’s proprietary oversampled 

clipping algorithm, the Theta Pro is the only digital preamp that can ofer massive 

amounts of usable gain without any aliasing or noise. Theta Pro allows preamp ad-

justment of tone, gain, saturation and “SAG” to provide the dynamic of tube ampli-

fers. The Theta Pro can also be plugged directly into a mixer to go either to FOH or 

for direct recording, and by engaging the Intelligent Speaker function, it will provide 

the same impact as playing through a classic guitar speaker with the dynamics and 

realism of that cabinet with a microphone placed in front of it.  

The Killer Q Groupie
The Groupie distinguishes your equipment from 

others to make packing up efortless. No more fght-

ing over whom a cable belongs to. Mic cables and 

input cables can be expensive and costly to replace 

when taken or left at a gig or jam space. The Groupie 

keeps   your cords and cables highly organized and 

prevents kinking and breakage of internal wiring. It’s 

personalizable to set your equipment apart from the 

rest. Personalize The Groupie by adding your name, 

band logo, input information (i.e.  mic 1, guitar, bass, 

etc.), specifc color combination, or custom patterns 

of your own design.

ACCESSORIES

isptechnologies.com

killer-q.com

swirlygig.com

grotro.com

SpiderCapo Harmonik Mutes Attachment
Create natural harmonics with any open string, 

while fngered notes still sound as played. This is possi-

ble because the depressed string is pushed down be-

low the mute. When attached at the nut, and used as 

a mute, Harmonik Mutes will help control string-ring 

build up and feedback without altering the tone of 

your instrument. (unlike traditional “feedback elimina-

tors” and notch flters that suppress the entire frequen-

cy band). Because the SpiderCapo is the only capo that 

does not attach behind the neck, the Harmonik Mutes 

can sound natural harmonics at the 19th, 12th, 7th,or 

5th, fret on any guitar or bass. They can attach to any 

SpiderCapo model including the wide-neck XXL.

spidercapo.com
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NewProducts

Airturn TAP with Roland 
BT-1 Bar Trigger

The TAP BT-1 pairs AirTurn’s TAP Bluetooth wireless 

transceiver with the Roland BT-1 Bar Trigger Pad for a 

reliable interface to tablets and computers for dozens of 

triggers. With a tap of the drumstick, users can manage 

drum tabs, lyrics and set lists, queue a metronome, or 

start and stop backing tracks.  It can be detached and used as a handheld remote 

control. Users also may purchase the TAP with two Roland BT-1 units for additional 

control.  Works with the iPad, iPhone, Android tablets, and Bluetooth-equipped Mac 

and PC with over one hundred diferent applications.

D’Addario Kaplan Amo and 
Vivo Violin Strings 

Kaplan has always been synonymous with quali-

ty, consistency, and tradition. D’Addario now ofers two 

sets of violin strings, Kaplan Amo and Kaplan Vivo ($168). 

Kaplan violin strings ofer professional-level players an un-

precedented combination of beauty and power in two op-

tions, Kaplan Amo and Kaplan Vivo. Kaplan Amo provides warmth, richness, and 

fexibility for brighter instruments, while Kaplan Vivo delivers brilliance, clarity, and a 

robust feel for darker instruments. 

Alphayue Violin Strings
Thomastik-Infeld is proud to introduce  Alphayue – the 

frst string in a student’s journey.   Their advanced synthetic 

core delivers a rich, colorful sound and improves the sound of 

even the most basic student instruments. They boast a long 

lifespan, and are unafected by temperature and humidity 

changes. They get in tune and stay in tune with a short-break 

in time. With instant response, easy playability, and colorful 

tone, Alphayue makes making music a treat. Available for 4/4 violin. 

ACCESSORIES

airturn.com

daddario.com

thomastik-infeld.com

BAND AND ORCHESTRA

P. Mauriat LeBravo 200 Series
The LeBravo 200 

Series has been an in-

credibly popular line 

for P. Mauriat; an inter-

mediate range of saxophones from baritone to tenor.  This month, P. Mauriat is proud 

to announce an addition that completes the series: the LeBravo 200S Soprano Sax-

ophone. The Le Bravo 200 comes with both a straight neck and a curved neck, and 

features a yellow brass body with yellow brass keys to produce a consistently warm 

and centered tone.  Pearl key touches and leather pads with metal resonators ofer an 

excellent playing experience. The LeBravo 200S comes with a P.Mauriat trekking case, 

mouthpiece kit, cleaning materials, and neckstrap.  MSRP: $2249.

stlouismusic.com



Yamaha TF 
Mixers

Yamaha TF series reimagines 

the digtal mixing console. Touch-

Flow Operation ofers intuitive 

touch-panel controls, advanced 

features, and renonwned Yamaha 

reliability. The series ofers short-

cuts to great sound, such as fast, ac-

curate gain setup, single knob com-

pression and EQ, and microphone 

specifc presets. (TF5 – MSRP: 

$4,200; TF3 - $3,500; TF1 – MSRP: 

$2,950)

Weber Octar
Known for 

building its man-

dolin family of in-

struments – Weber 

is also known to 

throw a few unique 

body shapes in the 

mix.  The Weber Oc-

tar is defnitely one 

of those. The Octar 

delivers a big body 

sound - rounder 

and throatier than 

any mandolin fam-

ily of instruments 

deliver. It’s an instrument that is 

easy to play with its 15” bottom 

bout and 4” deep body that just 

doesn’t quit when pushed. The 

Octar fts in any genre.  Great for 

backing up folky ballads and really 

at home in Celtic music.  Bluegrass 

even works well because of its un-

expected voice and performance.  
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New Products

Blue Microphones Hummingbird
Hummingbird is a versatile, precision-engineered Class A small-di-

aphragm microphone, with a 180 degree rotating head for perfect 

placement. With a precisely tuned diaphragm based on Blue’s B1 cap-

sule and high-SPL handing, Hummingbird is ultra-responsive and de-

livers extended frequency response, making it the perfect studio and 

stage solution for drum overheads, acoustic guitar, or any instrument 

with fast transients and rich overtones. Hummingbird comes with a 

protective carrying case, along with a mic clip and foam wind screen. 

(MSRP $299.99)

Audio-Technica  ATH-M40x 
Pro Monitor Headphones

Part of Audio-Technica’s celebrated M-Series, the ATH-

M40x professional monitor headphones are tuned fat for 

incredibly accurate audio monitoring across an extended 

frequency range. The M40x features robust construction, 

superior sound isolation, 90° swiveling earcups for conve-

nient one-ear monitoring, and a collapsible, space-saving 

design. Perfect for studio tracking and mixing, and DJ 

monitoring. Includes both straight and coiled detachable 

cables. (MSRP: $139)

bluemic.com

audio-technica.com

PRO AUDIO FRETTED

DJ AND LIGHTING

webermandolins.com

yamahaca.com
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New Products

Peavey Dark Matter Series 
Enclosures DM 112

Two-way bi-amplifed pow-

ered speaker system. DSP with 

LCD screen and user-defnable 

presets; 12” heavy-duty woofer. 

DX 14 compression driver, with 

1.4 inch titanium diaphragm. 

Fan cooled. Exclusive Quadratic 

Throat Waveguide technolo-

gy, 110 by 80 degree coverage. 

XLR/1/4” TRS input.  A Mic/Line 

switch provides for two difer-

ent gain settings. XLR output. 

Rugged plastic injection-molded 

trapezoidal enclosure. Cabinet 

has rear corner angled sides for 

foor monitor use. Full-coverage perforated steel grilles with 

powder coat fnish. Pole mount molded-in for 1 3/8” diam-

eter poles. Dimensions (HxWxD):   25.13” x 14.63” x 14.38; 

Weight:  37 lbs. Price: $299.99 MAP (DM 112) 

peavey.com

PRO AUDIO

MEE audio M6 
PRO In-Ear 
Monitors

The M6 PRO is an all-in-one au-

dio solution for stage, gym, and 

street. Flexible over-the-ear mem-

ory wire conforms comfortably 

and securely to the ear while seven 

pairs of eartips provide a personal-

ized ft. Precise driver movement 

is achieved with a super thin 5µm 

driver diaphragm and aluminum 

voice coil, delivering clear, full-

range sound with deep, yet balanced bass and crisp detail 

reproduction. The M6 PRO features detachable, replaceable 

cables and sweat resistance. The spare headset cable (includ-

ed) incorporates microphone, remote, and universal volume 

control for phones and tablets while the in-ear ft and Com-

ply foam eartips reduce external noise, enabling safer listen-

ing volumes. With a lifetime replacement program, the M6 

PRO delivers unprecedented value in in-ear monitors. 

meeaudio.com



BUSINESS OPPORTUNITIES
 ☛ PREMIUM RATES: 

Available for extended ad placements. 

Just give Erin a call at the number listed below!

 ☛ PAYMENTS: ALL ADS ARE PREPAID. Charge 

on Mastercard, Visa 

or American Express.

 ☛ SEND YOUR ADVERTISEMENT TO: 

6000 South Eastern Ave., #14-J 

Las Vegas, NV 89119   

erin@timelesscom.com.

 ☛ QUESTIONS?  

Call  702-479-1879

C L A S S I F I E D S

Are You Tired of Trying to Climb 
the Corporate Ladder?

is a multi-store, family owned and operated full-line  

retailer based in Metro Atlanta. Ken Stanton Music  

has over 60 years’ success and customer satisfaction.

Seeking: 

Certifed Band/Orchestra Repair Techs,  

Print Music Manager, Store Managers,  

Woodwind Repair Technician,  

and Sales Associates in the following  

departments: Guitars, Pro Audio,  

Drums and Percussion, and  

Band/Orchestra.

Looking for friendly, customer service oriented, self-motivated, proven 

closers with good listening skills and 2+ years experience. Availability for 

fexible scheduling a must. Bi-lingual a plus.

We feature: Competitive non-commission based pay, medical/ 

dental coverage, 401(k) plan, vacation/holiday/sick time,  

and room for advancement.

Complete application online at: www.kenstantonmusic.com

 By mail:  Ken Stanton Music

  Attn: Scott Cameron, General Manager 

  119 Cobb Parkway North, Suite A 

  Marietta, GA 30062

 Via email:  scottc@kenstanton.com

www.TheDrumClip.com

ACCESSORIES

MERCHANDISE

From button accordion 

to Piano accordion, from 

Kid’s to adult, from entry 

level to professional, from 

solid color to combo, 

we have a wide 

selection for the 

accordion player.

Hunter Music Instrument Inc 
adds in an accordion line.

www.huntermusical.com
718-706-0828

mmrmagazine.com mmrmagazine.com/directory



FOR SALE

WE BUY, SELL, TRADE,
and ship worldwide.

ONLINE APPRAISAL SERVICE

guitars.com/appraise

From all known
makers, especially

GIBSON • VEGA

MARTI N • FEN DER

Guitars • Mandolins
Banjos • Ukuleles

Toll-Free  888-473-5810
or 517-372-7880 x102 outside USA

swerbin@elderly.com • elderly.com

Since 1972

WE BUYWE BUY

VINTAGE INSTRUMENTS

SERVICES

MERCHANDISE

Classifieds

REPAIR TOOLS

BOW REHAIRING

Expert Bow Service
order forms, pricing and shipping label at:

www.bowrehairing.com
ÒAn industry leader since 1967Ó

IRA B. KRAEMER & CO.
Wholesale Services Division

467 Grant Avenue
Scotch Plains, New Jersey 07076

(908)  322-4469

SHIPPING YOUR PIANO
with Lone Wolf Trucking

is a “grand” idea!
An independent, long-distance Mover 

specializing in coast-to-coast 

residential Relocation.

Alamogordo, New Mexico, 88310

ICC MC-256289

1-800-982-9505
www.lonewolftrucking.com

www.modernpiano.com



Classifieds

BUSINESS OPPORTUNITIES

Your Band Rental Business 
Start or Expand with our Flexible Plan

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

You take the profts on step-up instruments. We pay for all repairs.

We carry only top brands. You may quit at any time without penalty.

Your area is protected – we don’t operate retail stores.

We pay our commissions on time, every time.



Classifieds

TEACHING

ADD US!

MMR’s Musical Merchandise Professionals

AdvertiserIndex

AirTurn Inc. 43 airturn.com

Al Cass 53 alcassmouthpieces.com

Alfred Music Company, Inc. 11 alfred.com

Allparts Music Corp 69 allparts.com

Amati’s Fine Instruments 10 amatis.org

Antigua Winds Inc. 14 antiguawinds.com

Backbone Guitar Products 48 get-a-backbone.com

Boulder Creek Guitars 76 bouldercreekguitars.com

Bourns Inc.  4, 36 bourns.com

Breezy Ridge Instruments 69 jpstrings.com

CE Distribution/Jensen 29 jensentone.com

Celestion Professional C3 celestion.com

Chauvet C1 chauvetdj.com

Connolly Music Company 27 connollymusic.com

Coopercopia 33 cooperstand.com

Creative Tunings 70 spidercapo.com

Cupit Music 65 cupitmusic.com

D’Addario & Co. 12 daddario.com

Dana B. Goods 65 danabgoods.com

EMG Inc. 55 emgpickups.com

Epilog Laser 16 epiloglaser.com

ESP Guitar Co. 41 esptakamine.com

Godin Guitars 19 godinguitars.com

Graph Tech 26 graphtech.com

Grover Musical Products 44, 57 grotro.com

Hal Leonard Corp. 9 halleonard.com

Harmon Mutes 61 harmonmutecompany.com

Henriksen, Inc. 51 jazzamp.com

Hunter Music Instrument Inc. 63 huntermusical.com

ISP Technologies, LLC 71 isptechnologies.com

Jupiter Band Instruments Inc. 13 herculesstands.com

Kala Brand Music Co. 28 kalabrandmusic.com

Ken Smith Basses Ltd. 44 kensmithbasses.com

Kyser Musical Products Inc. 18 kysermusical.com

Lee Oskar Harmonicas 24 leeoskar.com

Legere Reeds 22 legere.com

Levy’s Leathers Ltd. C2 levysleathers.com 

LM Products 59 lmproducts.com 

Loog Guitars 17 loogguitars.com 

Music Nomad Equipment 59 musicnomadcare.com 

Mutec Mutes 23 mutecmutes.com 

NAMM 38, 39 namm.org

National Music Education Co. 30 nemc-partners.com

Ohana Music 63 ohana-music.com

OMG Music 40 omgmusic.com

Option Knob 67 optionknob.com

PageFlip Inc. 71 pagefip.com

Peace Musical Company 58 peace-drums.com

Prentice Practice Pads 76 prenticepracticepads.com

Radial Engineering 3 radialeng.com

Roland Corp. U.S. C4 rolandus.com

Rovner Products 33 rovnerproducts.com

Sadowsky Guitars 42 sadowsky.com

Shubb Capos 48 shubb.com

SKB Corp. 7 shubb.com

Sound Ideas Music LLC 8 venturasoundideas.com

The Music People 15 tmppro.com

TKL Products Corp. 21 tkl.com

Truetone 1 truetone.com

Two Old Hippes/Breedlove 45 breedlovesound.com

Vic Firth Company  35 vicfrth.com

W.D. Music Products Inc. 2 wdmusic.com

Wilcox Guitars/Lightwave Systems 25 wilcoxguitars.com

Yamaha Corp. of America 5 usa.yamaha.com

COMPANY  PAGE WEB



The Last Word

Stomp the Band

By DanDaley
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Dealer & Distributor
Inquires Welcome
(408) 842-0222
info@bouldercreekguitars.com

these are some of the words musicians 
have used to describe our RipTide Ukes.

Is your store ready for a RipTide?

Boulder Creek Guitars, RipTide Ukuleles & SBS Suspended Bracing 

System are trademarks of Boulder Creek Musical Instruments, LLC. 

All rights reserved. © 2015

Great Sellers | Unique Look
Strong Margins

Visit BoulderCreekGuitars.com/riptide

Stunning, Awesome, Powerful,
Superior, Fantastic...

The overheated 

fne-art world is sup-

posedly cooling of, 

with prices coming down of the blistering 

highs of recent years. But you’d never know 

that after walking the foor at the Summer 

NAMM Show in Nashville, if you kept one 

eye open for the visual arts. Clever industrial 

design has always been an integral part of 

product form factor in MI – even synthesiz-

er keyboards have found ways to make their 

utilitarian parameter controls look as pleas-

ing to the left side of the brain as their func-

tionality has been to the right hemisphere. 

Guitars, of course, have always led the way 

visually; thanks to their innate curvilinearity 

they’ve made the leap (though some might 

say jumped the shark) into everyday artis-

tic iconography – the velvet Elvises of the 

art-music world. Even hulking guitar amps 

have found ways to look like successful 

graphics-arts projects, from Orange’s evo-

cations of Yellow Submarine-era fonts to the 

noir Art Deco of Trilliums. 

But the product category that’s taken the 

lead as the artistic trendsetter in MI has been 

the lowly stomp box, efects pedals that may 

be running out of sonic singularities but 

seem to be blazing new paths when it comes 

to their visuals. From the silvery, sinuous 

scrimshaw of ScreaminFX’s Uverbia to Elec-

tro-Harmonix’ playfully named yet respectful 

Ravish Sitar to the abstract icon placement of 

the H.B.E. ComPressor Retro, there’s art les-

sons in there somewhere.

The importance of form hasn’t been lost 

on some. A U.K. brand consultancy, 625 

South, posted an undated blog entry estab-

lishing a dichotomy between the corporately 

beautiful classic design of the Roland-made 

BOSS boxes from the 1990s, which they 

describe as “slick, professional… identically 

shaped and beautifully designed,” ascribing 

to them the kind of characteristics we’d pin 

on any muscular industrial form, whether it 

be an automobile or an airplane, with Mad-

Ave-ready words like “innovative, strong and 

reliable” that might have fallen right out of 

Don Draper’s playbook. Oh the other hand, 

they posit the grittier designs of Electro-Har-

monix, which they call “…absolutely every-

thing that BOSS was not,” adding, “From the 

design to the parent company; you can al-

most tell everything you need to know just 

by comparing the two logos,” referencing 

BOSS’ stif, regimented graphics versus E-H’s 

1960s All-You-Need-Is-Love look.

Unfortunately, from there the blog post 

devolves into trite what-did-we-learn plat-

itudes: Find your own path; be your own 

brand; love what you do. But it at least ac-

knowledges the unexpected art that the 

stomp box has become the canvas for over 

the decades, like some grafti-covered New 

York City subway car from the 1970s. In fact, 

there are those buyers who lavish time, en-

ergy and creativity esthetically contouring 

manufacturer’s pedals, adding their own 

touches to a box that, like the Lexington Ave. 

6 local, does its best work down under foot.

In that way, the stomp box is becoming 

the gatefold LP cover that we’ve mourned 

the loss of since the arrival of the Compact 

Disc, a place to parse the visual elements 

even as we listen to the aural ones. 

“The pedal market is now like the craft 

beer market – thousands of options, many 

based on the same types of circuits,” Seth 

Wilk, owner of ScreaminFX told me. “Guitar-

ists are sharing pictures of their pedal boards 

almost more often than their guitar,” on so-

cial media, he’s fnding. 

These artistic renderings also have a prac-

tical component. “For years, pedals have all 

looked the same but now visual impact is a 

game changer for sales,” Wilk adds. “From a 

dealer’s perspective, the pedals that look a 

little diferent are the ones that people want 

to take of the shelves to try out. ”

The stomp box has become a kind of gal-

lery, and they’ve become collectibles, too 

with minimalist designs like a 1966 Dallas 

Rangemaster Treble Booster that can com-

mand low four fgures to the neo-primitive 

rendering that makes up the visage of the 

1960s Dallas-Arbiter Fuzz Face, which can tal-

ly as much as $1,000 for an original. Dealers 

sometimes choose boutique products based 

on looks alone. You may not be able to judge 

what’s inside a book by its cover, but some-

times it’s just as rewarding to enjoy the cover 

for its own sake.  

Dressing Effects Pedals Creates an Aesthetic 

That’s Market-Ready

ScreaminFX’s Uverbia
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