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Spread the Word

Within this issue we mark a milestone: the tenth year of an essay scholarship 
program by our sister publication, School Band and Orchestra.   Originally 
planned as an aid to our music educator audience, the initiative has developed 

from a simplistic approach, “ My Favorite Instrument…,” to the more thought provoking, “I 
Believe Music Must Remain A Part Of The School Curriculum Because… ” We have award-
ed $100,000 in prize money and an equal dollar-amount of music products to the students’ 
school music programs. The fi rst essay contest attracted 2,000 entries.  Our largest response 
(12,000 entries) followed the theme, “What The National Anthem Means To You…” which 
was planned to coincide with MENC’s promotion of the National Anthem Project, a year-
long event celebrating the battle of Fort McHenry and the restoration of the original battle 
fl ag by the Smithsonian (one respondent was a relative of Francis Scott Key).

During this decade-long span, with the support and encouragement of our char-
ter co-sponsors Alfred Publishing and Yamaha Corporation of America, and the fur-
ther fi nancial contribution of the NAMM organization, we have been empowered to 
complete the circle from parent-student to educator and music dealer.  Proudly, nine 
NAMM dealer members presented scholarship checks to the student winners (see page 
12). Several of the presentations were made at school assemblies or within dealer stores 
with parents, students, and friends in attendance.  

For our staff and other individuals working with us in reviewing the essays, it has 
been a consistently emotional experience.   Many of the students are from single par-
ent homes, many with fathers and mothers serving in the military, or fi rst generation 
Americans, and several with physical and emotional disabilities who have benefi ted 
from their music education. The essays are submitted in many forms – hand-written, 
e-mails, presentation folders – and often as school projects intertwining with the Eng-
lish department.   Jennifer Bayeri of the Phoenix Middle School in Delavan, Wis. com-
mented, “I believe my students benefi ted by the introspection required in writing on a 
topic such as this…” and from Nina Karbacka, Washington Middle School, Jamestown, 
N.Y., “This was a wonderful activity for my orchestra and gave us an opportunity for a 
creative writing essay which is an initiative of our school.”

We are most grateful for our team of industry judges who make the fi nal selections 
awarding ten $1,000 prizes to students ranging from the fourth to the 12th grade. A 
heartfelt thank you to: Andrew Surmani, Alfred Publishing; Michael Skinner, DANSR; 
Joe Lamond and Sandra Jordan, NAMM; Earl Hurrey, MENC; Vic Firth, Vic Firth Inc.;  
and Roger Eaton and Jay Schreiber, Yamaha Corporation of America.   Through the 
years their selections have included students from public and private schools in the 
U.S., children from Canada and Kosovo, home-schoolers, a pair of brothers, and mul-
tiple winners applying from the same school. 

In the coming months we shall introduce our 11th Annual Music Student Scholar-
ships, with the theme, “How My Music Teacher Has Infl uenced Me And My Goals In 
School.”   Along with our charter co-sponsors, we are joined by Sabian Ltd. and Wood-
wind and Brasswind. They are welcome additions to the team.

You can help spread the word by displaying the contest poster within your store.  E-
mail mprescott@symphonypublishing.com for a poster and check out www.sbomaga-
zine.com for additional information and a list of past winners, their schools, and prize 
winning essays.  
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       Upfront
Mendello Steps Down, Thomas Named CEO of Fender
After more than 30 years with Fender 
Musical Instruments Corporation, long-
time chairman and CEO Bill Mendello 
announced that he would retire from his 
position later this year. A corporate suc-
cession plan has been in place for nearly 
a year in anticipation of this planned re-
tirement and Mendello will remain on 

FMIC’s Board of 
Directors. 

“I have been 
uniquely privi-
leged to call Fender 
my ‘second family’ 
for over 30 years. 
Now, after a 45-
year career, I am 
looking forward 
to spending more 

time with my family, traveling and pursu-
ing personal interests,” said Mendello. “I 
am very proud of the work I have accom-
plished and the people I have come to know 
in this industry and I am especially happy 
to be able to retire with a great amount of 
confi dence in the company’s future.”

Fender announced the appointment of 
Larry Thomas to the position of CEO, ef-
fective August 1, 2010, following the previ-
ously announced retirement of Bill Men-
dello. Thomas was appointed to the FMIC 
Board of Directors in 2009 and brings near-
ly 40 years of music industry experience to 
FMIC, including his tenure (1996-2004) as 
chairman and CEO of Guitar Center, Inc.

 The organizational move also names 
current FMIC Board members, Mark 
Fukunaga and Michael Lazarus as co-

chairmen, effec-
tive Aug. 1, 2010. 
Mark Fukunaga 
has served as a 
member of the 
FMIC Board of 
Directors since 
July 1993 and 
is currently the 
chairman and 
CEO of Servco 
Pacifi c Inc. Mi-
chael Lazarus has served as a member 
of the FMIC Board of Directors since 
December 2001. Lazarus co-founded 
Weston Presidio, a private equity fi rm 
and FMIC’s largest shareholder, in 1991, 
where he currently serves as managing 
partner.Mendello

Thomas

Monteverde Music Closes
Monteverde Music, the U. S. distributor of 
P. Mauriat instruments, has ceased opera-
tions.  By the second week of July, the com-
pany’s Web site read, in part: “After six years 
in operations, Monteverde Music will cease 
distributing P. Mauriat instruments, due 
to the company founder, Professor Roger 
Greenberg, retiring. Effective immediately, 
Albest Musical Instrument Co., Ltd., the 
parent company of P. Mauriat Musical In-
struments, will handle all P. Mauriat busi-
ness directly with all P. Mauriat dealers and 
end users. We thank you for everything you 
have done for us, and for being patient dur-
ing the quick transition.”

It was that quick transition that caught 
people by surprise, including Mark Over-
ton, president of Saxquest, retailer for P. 
Mauriat saxophones. “We had no notice, 
just a phone call,” says Overton. “Dan 
from Monteverde called last week and 
told me they were not longer in business. 
I guess the reasons are Roger is retiring 
and P. Mauriat is looking for a new U.S. 
distributor. Roger was great. They did a 
good job; you could always reach them. 
I’ve had a couple of email exchanges with 
Taiwan, but haven’t worked out any de-
tails. I don’t know how things will work 
with Taiwan.”

Overton isn’t sure exactly what hap-
pened with Monteverde. “It’s total specula-
tion, but I’m sure it came from Taiwan,” he 
offers. “Maybe there were some disagree-
ments between Monteverde and Taiwan 
about how things were running. They’ve 
been tight-lipped. My relationship with 
Roger and Monteverde was great. They 
put a great brand on the product; they 
were advertising everywhere. Roger’s son 
Dan seemed to be ready to take over the 
business and take the bull by the horns.”

Right now, Overton has eight P. Mau-
riat horns in stock, which he says will get 
him by for about a month or so. After a 
couple of e-mail exchanges with P. Mau-
riat, Mark is still not sure where things 
will go from here. Around the time that 
he received the phone call and was given 
the news from Monteverde, P. Mauriat 
posted the following on their Web site: 
“Independent Sales Rep Wanted Excel-
lent Commission. Work anywhere in the 
USA. We are seeking motivated and ex-
perienced sales reps to present our com-
plete line of woodwind instruments.”
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Sweetwater Files Suit Against Audiolines.com
It was reported in mid-July that Sweetwater Sound, Inc. is suing Chicago-based J2 
Electronics Group, Ltd. – better known as Audiolines.com – for selling products un-
der the Sweetwater name.

 Sweetwater is seeking more than $75,000 in damages in U.S. District Court for 
the Northern District of Indiana in Fort Wayne. The lawsuit states that J2 Electron-
ics had “intentional disregard to Sweetwater’s rights” by advertising products under 
that name.
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       Upfront
According to recent court fi lings, 
Gibson Guitar Corp. has settled 
its patent-infringement claims 
against Viacom Inc., Electronic 
Arts Inc. and retailers over the 
“Rock Band” music-video game.

 The original action was taken against 
Viacom, Harmonix and Electronic Arts in 
2008. The case reportedly hinged on Gib-
son’s fi ling of a patent in 1999 “for a way of 

using a musical instrument to 
take part in a simulated concert.”

 Terms weren’t disclosed.  
Also cited in the complaint 
were retail companies Target 

Corp., Amazon.com Inc., and Wal-Mart 
Stores Inc. Gibson also had previously 
claimed the “Guitar Hero” games made 
by Activision Blizzard Inc. infringed its 
patent. That dispute was settled last year.

Supplier Directory 
Corrections: 
M&A Sales has moved.  The new ad-
dress and information is:
PO Box 63366
North Charleston, SC 29419
Phone: (800) 323-6500
Fax: (800) 646-1950

The e-mail listed for Rovner Products
(page 109) was incorrect.  It should 
be: rporders@rovnerproducts.com

Drumskull Drums was inadver-
tently omitted from the Directory.  
The company’s information is as 
follows:
Drumskull Drums
105 Pioneer St., Suite C
Santa Cruz, CA 95060
www.drumskulldrums.com
Scott Cooper
info@drumskulldrums.com
(831) 429-5766
Fax: (831) 429-5767

WD Music Products’ 
Discount on Kent 
Armstrong Pickups
WD Music Products Inc. recently in-
troduced volume pricing for many of 
the product lines on their dedicated 
wholesale Web site. Along with most 
electronics and select pickguard and 
neck models, Kent Armstrong pick-

ups appear to be the favorite. Deal-
ers, OEMs, and repair shops can save 
up to 20 percent off Kent Armstrong 
pickups wholesale price when buying 
in volume. WD Music Products car-
ries a full line of Kent Armstrong bass 
and guitar pickups.

To fi nd out more, 
visit www.wdbiz.com.

Following the fi rst leg of “Mission From 
Gadd Europe” in April 2010, drumming 
icon Steve Gadd will be returning to key 
European markets in September 2010 for 
“Mission From Gadd Europe – The Sequel” 
making ten stops in eight countries, begin-
ning in Reading, England, including a spe-
cial meet and greet at the London Drum 
Show, and fi nishing in Lisbon, Portugal.

Steve Gadd has played and recorded 
with artists such as Eric Clapton, Paul 
Simon, James Taylor, Steely Dan, Chick 

Corea, and countless others. In 2003, 
Steve was the recipient of Zildjian’s 
American Drummers Achievement 
Award. In 2004, Steve was instrumental 
in designing Zildjian’s K Custom Session 
line of cymbals. He also received an hon-
orary doctorate of music from Berklee 
College of Music and was inducted into 
the Percussive Arts Society Hall of Fame 
in 2005. 

For more information visit: 
www.zildjian.com. 

Zildjian Brings Steve Gadd Clinic Tour to Europe

Gibson Settles with ‘Rock Band’ Developers
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Priced from $29.95 Retail

Nicole Fox
Miss Hawaii 2008
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       Upfront

Karen Gonzalez of McClean Middle School, 
Page Trotter, and Betsy Taylor of Brook Mays 
Music.

Oscar Naranjo, president of International 
House Of Music; Neydi’s mother, Mrs. Mendez; 
Neydi Mendez; Neydi’s father, Mr. Mendez; 
and William Barrett of Daniel Webster Middle 
School.

Reshonda Brown (Jasmine’s mother), Jasmine, 
Capitol Music owner James Houston Darby 
Jr., and Floyd Middle Magnet band director 
Coleman Woodson.

Mark Peabody, Marin School of the Arts; Sam 
Hoffman; and Alan Rosen, Bananas At Large.

Hebron Middle School band director Wendy 
Davidson, Jessica Roederer, and Kevin Cranley 
of Willis Music.

Pat Averwater, Amro Music Stores, Inc.; 
Gabrielle Duran; and Dr. Reginald Houze, 
Watkins Overton High School.

John Moon, St. Stephen’s Episcopal School in 
Austin, Texas; Audrey Wozniak; and Blackerby 
Violin Shop owner Al Marabella.

Jeff Edon, Laguna Creek High School; Pete 
Rose, Skip’s Music, Elk Grove; and Truc Pham.

We thank SBO for supporting a national 
contest. This is a great way to involve 
directors, dealers, students, and parents 
in our fi ght to support music education 
in our schools.  Jessica Roederer was 
thrilled to receive the check and it was 
nice to see the family support with her 
parents and siblings in attendance. The 
event was made even more special when 
her mother presented Jessica with fl ow-
ers and the Hebron Middle School played 
“America The Beautiful.” Willis Music 

President Kevin Cranley gave a great talk 
about the importance of music in young 
people’s lives. 
Cindy Hicks
Willis Music

All of Page Trotter’s teachers came to the 
school library for the presentation along 
with her parents and friends. Page read 
the winning essay to all in attendance.  
Sarah Weeks, the school principal was 
proud to tell us that the school enroll-

ment of 408 had 99 enrolled in the band 
program and 35 in the school orchestra.    
Betsy Taylor
Brook Mays

We presented the check at our store and 
had a live band perform. In attendance 
with the recipient Neydi Mendez was her 
music teacher and pastor as well her par-
ents and storeowner Agustin Acevado.    
Joy/Jazz Armento
International House of Music

NAMM Dealers Present SBO Music Student Scholarships
School Band and Orchestra, MMR’s sis-
ter publication in the music education 
fi eld, recently completed its tenth year 
of awarding scholarships to middle and 
high school music students. 

Ten students each received a $1,000 
scholarship for their winning essays on 
the topic, “I believe music must remain a 
part of the school curriculum because…”  
The scholarship program, which is co-

sponsored by NAMM, Alfred Publishing, 
and Yamaha Corporation of America has 
awarded a total of $200,000 in funds and 
matching music products to the students’ 
school music programs in the past de-
cade.   

The scholarship money was dis-
tributed by NAMM dealer members, 
several of them at school assemblies or 
within their stores with school offi cials 

and parents in attendance.   The par-
ticipating dealers included: Arts Mu-
sic, Columbiana, Ala.; Capitol Music, 
Montgomery, Ala., Blackerby Violin 
Ship, Austin, Tx.;  Brook Mays, Dallas, 
Tx., International House of Music, Los 
Angeles, Ca.; Skip’s Music, Sacramento, 
Ca.; Bananas at Large, San Rafael, Ca.; 
Amro Music Store, Memphis, Tenn; and 
Willis Music, Florence, Ky.  

12  MMR AUGUST 2010

MMR_12   12 7/21/10   9:31:20 AM



mmr_13   13 7/21/10   9:27:17 AM

www.sierraguitars.net


       Upfront
Gretsch and KMC 10th Anniversary
grounds of the KMC Music Corporation in Bloomfi eld, Conn. The family friendly event 
celebrated the partnership between the Gretsch Company and KMC Music. KMC Music 
is the exclusive distributor of Gretsch drums, worldwide.
Photos: Randal L. Struckus

Colin Schofi eld, Business Development Manger 
for the Gretsch Company, welcomes family and 
friends to the 10th Anniversary celebration.

A portrait of three generations of Gretsch
company presidents, Friederich Gretsch, his son 
Fred Gretsch Sr., and his two sons, Fred Gretsch 
Jr. and Bill Gretsch. The Gretsch Company was 

shop in Brooklyn. Current president Fred W. 
Gretsch is the son of Bill Gretsch.

The afternoon activities included balloon 
twisting animal creations for the children.

 A timeline depicts the more than 125 years of 
Gretsch family history.

Paul Damiano, senior vice president, Sales and 
Marketing, KMC Music, accepts a plaque from 
the Gretsch Company.

Fred and Dinah Gretsch address the ten year collaboration with 
KMC Music.

14  MMR AUGUST 2010

Don Mulligan, Delmar Products, Fred Gretsch, Dinah Gretsch, John DiMugno, president and owner, Delmar Products and Doug O’Leary,
Delmar Products.

Fred Gretsch mans the barbeque.
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On June 11, The Gretsch Company hosted a 10th Anniversary barbeque picnic on the 

Paul Damiano presents the Gretsch Company with a snare drum signed by the KMC Music staff.

founded by Friederich Gretsch in 1883 in a small 
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“When I purchased a wonderful Bosendorfer grand piano for
my new studio, I knew that I  wanted to outfit it with the best
MIDI playback system I could find so the piano could be used
for both arrangements and recording. The SilentDrive HD
System quickly became the top choice and I’ve been very
pleased with its performance.”

— Danny Elfman
Photo by Jimmy Ienner, Jr.
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       Upfront

‘Fritzi’ Frieda Kramer
“Fritzi” Frieda Hesse 
Kramer passed away 
on April 27, 2010 af-
ter a brief illness.

 Many will remem-
ber Fritzi from nu-
merous past NAMM shows and vintage 
guitar shows, having been in the music 
business since 1940. Along with her hus-
band of 63 years, Duke Kramer – himself 
an industry veteran (notably with the 
Gretsch Company) – Fritzi owned and 
operated D&F Products in later years.

 Memorials to: NE Florida Com-
munity Hospice, 4266 Sunbeam Rd., 
Jacksonville, Fla. 32257.  

Michael D. Baker
On May 17th, David 
D. Baker passed away 
after a brief battle 
with cancer. Mike 
was a longtime em-
ployee of Wells Mu-
sic in Denver until purchasing Graner 
Music in Colorodo Springs about two 
years ago. His wife, Charlotte, is now 
running the day-to-day operations 
of Graner Music, along with Mike’s 
brother, Randy.

 Memorials may be made to the 
Batten Foundation at 166 Humphries 
Drive, Reynoldsburg, Ohio 43068.  

Koob Veneman
Koob Veneman, the owner and founder 
of Maryland’s Veneman Music (acquired 
by Guitar Center in 2000), passed away 
on Sunday, June 13.  Veneman also cre-
ated and manufactured KAPA Guitars.

 In lieu of fl owers, memorial dona-
tions may be made to either the Amer-
ican Cancer Society , 11331 Amherst 
Ave., Silver Spring, Md. 20902 or the 
Johns Hopkins Kimmel Cancer Cen-
ter, 100 N. Charles St., Ste 234, Balti-
more, Md. 21201. 

Trade Regrets:
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AER (Audio Electric Research), Ca-
nadian distributor SF Marketing, and 
FingerStyleGuitar.ca, brought acous-
tic guitar player, Tommy Emmanuel, 
to Cosmo Music in Richmond Hill, 
Ontario, where he conducted a guitar 
workshop on May 14th, before playing 
the second of two consecutive sold out 
shows at the Ryerson University in To-
ronto.

Over 60 attendees were on hand to en-
joy the two-hour interactive workshop, 
during which Tommy shared stories, tips, 
and tricks, interspersed between perfor-
mances. Following the performance, the 
artist participated in Cosmo’s traditional 
plaster hand print molding, creating a 
memento of the visit that will hang on 
the retailer’s Wall of Fame. 

For more information, visit www.sfm.ca.

SF Marketing and AER 
bring Tommy Emmanuel to Cosmo Music

In Wheaton, Illinois, Wheaton College 
selected a Shigeru Kawai concert grand 
for its primary performance venue, 
Edman Memorial Chapel. The selec-
tion in May of 2010, made possible by 
a generous alumni gift, is the capstone 
purchase in a series of piano acquisi-
tions that has placed Wheaton Col-
lege among an elite and growing group 
of music schools designated as Kawai 
EPIC Institutions. 

In 2009, Wheaton College became a 
Kawai EPIC Institution when it added 23 
Kawai and Shigeru Kawai pianos to its fl eet 
of instruments at the Conservatory of Music. 
Institutions that earn the EPIC designation 
(EPIC is an acronym for Elite Performing 
Instrument Collection) have made a fi rm 
commitment to provide exceptional instru-
ments for their students and faculty. 

For more information, visit 
www.kawaius.com.

Wheaton College Selects Shigeru Kawai 
Concert Grand

Musiquip Inc, a distribu-
tion and marketing com-
pany serving the Ameri-
can MI market, has been 
appointed the exclusive 
U.S. distributor for His-
cox Cases.   

Hiscox Cases, which 
are today sold in over 20 
countries worldwide, are 
constructed of a leather 
textured high impact ABS 
(Acrylonitrile Butadeine 
Styrene) hard plastic outer shell, bonded 
directly to an inner molding made from 

a blend of high tech cel-
lular foam. 

The brand offers 
cases for a wide variety 
of instruments, includ-
ing numerous acous-
tic and electric guitar 
models, as well as alto 
and tenor saxophone, 
tenor horn, baritone, 
euphonium, violin, 
viola, cello, and man-
dolin. 

For more information, 
visit www.hiscoxcases.com.

Hiscox Cases Appoints Musiquip as USA Distributor
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Call the Hal Leonard E-Z Order Line to take advantage 
of our special stock order season today!

1-800-554-0626
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Music directors trust the Essential Elements series from Hal Leonard to provide 
comprehensive instruction for all programs. From basic instruction and creative 

supplemental materials to excellent music for concerts and recitals, Essential Elements 
gives directors everything they need for their music program to succeed!

Call by 

August 31 for 

extra discounts 

on these titles!

ESSENTIAL
ELEMENTS
TOTAL CURRICULUM FOR ALL SCHOOL PROGRAMS
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People

Retailers’ Source For All Things Musical

800-527-5292
(L A PL AYA)

Toll Free Fax: 800-227-5292

www. lpdmus ic.com •  www.parachoe l i te.com •  emai l : sa les@lpdmus ic.com

Since 1963

32575 Industrial Drive
Madison Hts., MI 48071

D’Addario & Company, Inc. has an-
nounced the hiring of two new senior 
artist relations managers, Marco Soccoli
& Frank Aresti.

Marco Soccoli will be 
joining D’Addario as di-
rector of artist relations, 
responsible for all artist 
relations activities, and re-
porting directly to David 
Via, vice president of sales & 
marketing. Soccoli most recently served 
as director of worldwide artist relations 
for Vic Firth, Inc.

Frank Aresti will be 
joining the company as 
artist relations manager. 
Aresti was previously the 
merchandising/product 
manager for Kaman Music 
Corporation.

Originally contracted in February of 
2009 as a freelance artist relations rep-
resentative to help fortify D’Addario’s 
presence in the Nashville artist, backline, 
rehearsal & studio communities, Tom 
Spaulding has now been hired, full-time, 
“to play a heavy role in the development, 
publishing and management of guitar.
com content, but will also contribute 
to D’Addario and Co., Inc. marketing, 
product development, events and artist 
relations.”

Soccoli

Aresti

Find it in the 
Hot News section 
of MMR’s Web site, 

Breaking News

www.MMRmagazine.com
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GUEST  ED ITOR IAL

With the number of 

newspaper readers 

in the US declining 

by four percent a 

year, the broadcast radio industry 

down by roughly 13 percent over 

the past two years, and TV a shadow 

of its former self, many businesses 

are fi nding that it no longer “pays 

to advertise,” at least not in the 

traditional way. Small wonder, 

then, that advertising spending by 

businesses experienced its fi rst two-

year decline in 2008 and 2009. 

Instead of relying on conventional forms 
of advertising, it may make more sense to 
turn inward, and implement an inside-out 
marketing strategy that uses your business 
as its own advertising platform to reach out 
to customers and generate an invaluable vi-
ral buzz on and off the Internet. 

 The most successful viral buzz-genera-
ting events aren’t exotic “gimmicks” con-
jured up to create attention for attention’s 
sake; instead, they’re promotional ideas 
that come from within a business, grow-
ing directly out of its core identity to build 
its image with consumers. 

The “Free” Market
For many companies outside the music 

industry, such as Dunkin’ Donuts, Arby’s, 
Baskin Robbins and others, this branding 
has involved running selective “free give-
away” offers for limited periods of time. 
Although it may seem counter intuitive 
from a pre-Internet perspective, a free of-
fer can be a cost effective way to raise cu-
stomer awareness for any business. 

 After all, no word captures the 
consumer’s attention as effectively as 
“free.”  And few things will spur a social 
media buzz as quickly as the news that a 
company is offering its product or ser-
vices at no charge. As far as the cost of 
giving away the free perk is concerned, 
the companies that have run these pro-

motions successfully consider their give-
aways an advertising expense. 

 The money that, in the past, had gone 
to placing ads in traditional media out-
lets, is now being use to fund a new kind 
of viral/social media advertising.  Instead 
of buying broadcast time or newspaper ad 
space, this money is used to pay for other 
things, such as products for give-ways, 
which spark interest in the social media.  
The social media then spreads the word 
about these things virally for little or no 
added cost. So, in the social media world, 
the advertising cost is not in disseminating 
the information, as it was in the traditio-
nal media world, it’s in creating the event 
that starts the information ball rolling. 

Denny’s Free Grand Slam Breakfast pro-
motion, which generated so much publicity 
for the company in February, 2010, provides 
a good example of how the process works. 
Although Denny’s did advertise its free 
breakfast deal on the Super Bowl, the com-
pany relied mostly on social media buzz 
and extensive traditional media coverage 
to promote the offer.  In 2009, Denny’s ser-
ved its free breakfast to two million people, 
averaging 130 Grand Slams per hour at each 
of its 1,500 restaurants. During the promo-
tion, the restaurant chain ranked among 
the Top Ten Trend Twitter Topics. This 
year, even more breakfasts were served, and 
Denny’s received 24 million hits on its Web 

You Are Your Own Advertising Platform When 
You Engage Customers Through Social Media
The Decline Of Traditional Advertising Means Your Company May Often Have To Turn Inward When Reaching Out To Music Lovers

By Joe Fucini

“The smart marketer will actively seek to engage 
customers in social media.”
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site in the four days surrounding the offer. 
The exposure Denny’s receives from its 
free offer is well worth the cost of 2 million 
breakfasts. No wonder the company’s stock 
rose 22 percent in the short term after it ran 
the promotion last year. 

Free and Easy
You can run a variety of free promotions 
on your social media outlets. Here are 
just two examples: 
• Free Facebook Offers – Want to create 

some buzz for a new product? Or pump 
up interest in an existing one? How about 
sending free strings or a gift card to the 
fi rst 50 fans on your Facebook page who 
agree to write a review of your business?  
You can post the positive reviews on your 
Facebook page and Web site, and use the 
negative ones as feedback to enhance fu-
ture strategies. Most people who earn a 
chance to participate in this project are 
going to message their friends about this 
activity, which generate viral buzz. 

• YouTube Contest – If a picture is worth 
a thousand words, a video is probably 
equivalent to 100,000!  You can harness 
the power of YouTube, by encouraging 
customers to make videos explaining 

why they love your store. Here’s one 
way to accomplish that goal: Offer a free 
sample product to the fi rst 25 or 50 peo-
ple who make a video and post the entry 
on YouTube. At the end of the contest 
period, the customer who created the 
best video as determined by your panel 
of judges wins a prize, such as $100 gift 
card.  The cost of the prizes and the free 
samples should be more than offset by 
the exposure you receive on YouTube. 
After all, you’re getting these real pet lo-
vers to make video commercials for you!

Making Your Brand Fun On The 
Social Media

People spend more money when and 
where they feel good, said Walt Disney, 
who went on to amass a fortune building 
“the happiest place on earth”. You aren’t 
going to turn your Facebook page or Web 
site into Disneyland, but you can create 
a game-like sense of excitement by ran-
domly giving away prizes.

Visitors aren’t going to expect to win 
anything valuable at your site, since the 
odds are slim, but the fun of having this 
contest should make a visit to your social 
media pages more exciting and memora-

ble, which will strengthen the bond bet-
ween your business and its customers. By 
the same token, most of the people stan-
ding in line for hours at Denny’s for a $6 
breakfast know that their actions don’t 
make sense economically. For them, the 
free Grand Slam isn’t about breakfast; it’s 
about being a part of something fun! 

Consider McDonald’s, which has en-
joyed great success with its long-standing 
October Monopoly Game. The quick 
serve restaurant chain has reenergized 
its brand, built customer loyalty and rea-
ched out to young consumers by tapping 
into the iconic name recognition of one 
of the world’s most famous board games. 

Initially, McDonald’s Monopoly began 
as an in-store promotion, but the quick 
serve king continually innovated, taking 
the game online in 2004, bringing on 
digital partners to increase its prize pool 
and, in 2008, turning it into the world’s 
fi rst mobile collect and win game. Some 
4 million players entered 70 million mo-
bile codes in McDonald’s Monopoly in 
2008 and store sales increased by 5.5 per-
cent during Monopoly Month. Last year, 
McDonald’s added a Facebook app for its 
game, which attracted 500,000 users. 

HUNTER MUSICAL INSTRUMENTS
3300 Northern Blvd. Long Island City, NY 11101

(718)706-0828 FAX (718)706-0128
www.huntermusical.com

QUALITY BAND 
INSTRUMENTS
FROM HUNTER

Provide your customers with the highest quality instruments 
and the best possible price points.  Hunter offers a full line 

of instruments that are made to the best standards.  
Call us today to find out how you can profit 

from Hunter Musical Instruments. 
Fast shipping available from our New York warehouse.

HUNTER
NEW YORK
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The lesson McDonald’s demonstrates 
is that customers want fun and color in 
their daily routines. They aren’t going to 
get this from your advertising, but you 
can give it to them with a social media 
marketing platform that delivers an en-
joyable experience. 

Social Media Turns “Word Of 
Mouth” in WORLD of Mouth

As the McDonald’s Monopoly expe-
rience also shows, when you create this 
enjoyable experience and marry it to so-
cial media, the viral buzz you create is 
going to spread like wildfi re. The Inter-
net has turned word of mouth advertising 
into a more powerful force than could 
ever have been imagined just a genera-
tion ago. If you use your store to create 
events and customer experiences that get 
people tweeting, blogging and emailing, 
you’ll create a level of exposure for your 
business that would be all but impossible 
to match with traditional advertising. 

Making It Meaningful
Making your brand fun is one way of 

generating exposure.  Adding extra social 
meaning to your brand is another.  Home 

Depot offers a good example of this stra-
tegy. Beginning in June of 2009, the home 
improvement giant did something that 
would have been unimaginable at the start 
of the decade: it stopped giving customers 
plastic bags with their purchases. Ad ma-
terial published by Home Depot explained 
the new policy this way: 

“To encourage customers to reduce 
their use of plastic bags and protect the 
environment we will now charge 5 cents 
for each plastic bag. Please bring your 
own bag or purchase one of the Home 
Depot’s reusable bags available in-store.” 

 Home Depot’s eco-bag policy is just 
one example of the steps companies are 
taking to their products, services and 
stores more meaningful to customers by 
connecting it to a larger cause. There’s 
a good reason why so many companies 
from Wal-Mart to Starbucks have follo-
wed similar strategies. In one recent sur-
vey, 85 percent of Americans said they 
have a more positive image of companies 
that support causes they believe in, and 
68 percent said they would pay more for a 
product that supported a good cause. 

 Doing things at your site that creates a 
positive impression on customers and gives 

them greater awareness of your business is 
at the heart of inside-out marketing. Not 
long ago, a business could create this con-
sumer awareness through advertising, but 
changes wrought by the Internet and social 
media have made that far less likely today. 

Social Media Is For Listening Too
The social media is a great platform for 

spreading a positive image about your busi-
ness, but its value certainly doesn’t end there. 
Unlike traditional advertising, which sends 
information in one direction – from your 
company to its customers – social media is 
a two-way street. In addition to helping you 
send out your messages, it’s an effective mar-
ket research tool, providing you with instant 
feedback from your customers, potential 
customers and even former customers. 

 Even if you aren’t engaged in the so-
cial media, you are on it, since people are 
Tweeting, blogging and commenting on 
your products or services all the time. 
Monitoring this feedback should be a key 
part of your business strategy. 

 The venerable toy maker, Lego also 
learned fi rst hand about the power of 
social media as a market research tool. 
In 2004, the company’s products seemed 
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outdated, and it was losing $300 million 
a year. But by 2008, the company was 
posting double digit sales increases. In 
2009, Lego enjoyed a 31percent US sales 
increase, gaining a full market share 
point to 3.9 percent, making it the fa-
stest growing of the top 10 toy makers 
in this country. 

What happened? Lego began a com-
prehensive customer listening program 
that relied increasingly more on social 
media as a market research tool. Delving 
into Facebook, Twitter and carefully mo-
nitoring consumer toy blogs, it took seri-
ous samples of popular culture, and pro-
cessed it thoughtfully to make its product 
line more relevant to consumer tastes. 
For example, Lego placed much greater 
emphasis on movie-themed toys like its 
Star Wars and Indiana Jones offerings. 
Now these licensed products make up 
more than half of the company’s sales. 

 At one time, it was thought that Lego 
toys were just for kids. Monitoring blogs 
and Tweets soon convinced Lego execu-
tives otherwise. By being attuned to so-
cial media they discovered an extensive 
network of adult fans that remained pas-
sionate about the toys and spent a good 
amount of money on them. 

 Once they became aware of this lar-
ge adult market, Lego executives actively 
reached out to it, getting involved in the 
AFOL (Adult Fans Of Lego) community. 
Lego has sponsored adult oriented events 
and created a network of ambassadors 
who spread the word about Lego through 
the social media and share their input 
with the company about new products. 

All of this networking has created 
even more momentum for Lego’s grow-
th machine, but of course none of this 
might have happened had not the compa-
ny made a concerted effort to learn more 
about its customers. There’s a lesson in 
this toy for all businesses that are looking 
for new ways to build customer loyalty. 
In today’s market, when the impact of 
traditional advertising is limited and 
technology has changed the dynamics of 
the consumer-business relationship, the 
smart marketer will actively seek to enga-
ge customers in social media, not just by 
“talking” to them, but by listening too. 

Joe Fucini is president of Fucini Produc-
tions, a marketing and public relations 
agency serving clients in several indus-
tries, including MI. He can be reached at 
joe@fucnipro.com.

SIMPLY THE BEST UNIVERSAL MICROPHONE HOLDER

MADE IN THE USA

Opens a full 2 inches • Protective clamp pads
Holds any microphone • Guaranteed not to break

Strong composition  • Security lock

See our other Clamp-on holders,
no-creak goosenecks & lights at 

www.ac-cetera.com

info@ac-cetera.com

800-537-3491Flag Ship No-creak Goose necks

Our mic holder
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for pure 
tone, 
played 
for pure 
pleasure.

www.pantheonguitars.com

or call 410.254.4433
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There are not enough hours in your days.  Your customers need 
you.  Your employees need you. Everyone is pulling at you and 
you just want to make your work load easier.

Dana B. Goods is here to help! With one simple call you 
can order a wide variety of instruments and  accessories.  Our 
sales team are known for their low-pressure, fun attitude which 
makes ordering a pleasant experience.

By working with Dana B. Goods you get:
   

A wide variety of profitable, quality products
Excellent customer support
A painless, low-stress ordering process
Tons of product training materials
Aggressive product marketing
A heck of a good time! 

Dana B. Goods is the exclusive 
         US distributors for:

Call Dana B. Goods at  (800) 741-0109 today  
   and start having a good time all of the time!

Dana B. Goods    4054 Transport Street, Unit A, Ventura  CA  93003             danabgoods.com sales@danabgoods.com
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We get it.
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MMR: Where did the idea for the 
GigBag Amp originate?

Brian Ball: We felt like there was a 
tremendous opportunity to collaborate 

with an amp manufacturer and design 
a case that was multi-functional and 
tremendously portable.  We really 

wanted to give guitarists the abil-
ity to plug & play on the go with 

a fantastic sounding amp.  
We also wanted to pro-

vide an option for guitar-
ists to play along with 

their favorite songs 

through their iPod / MP3 player.  The 
amp is equipped with stereo speakers 
which allows guitarists to play simulta-
neously with the MP3 player. 

MMR: How has the initial reaction 
been to the amp?

BB: The reaction to the gig bag amp 
has been very positive.  The gig bag is 
durable, extremely well padded, and at-
tractive with embroidery and exclusive 
fabrics.  The amp is lightweight, com-
pact, yet surprisingly loud and powerful.

Marshall did a fantastic job with the 
design, and components used.  We re-
ally worked hard at making sure the amp 
sounded great, while staying lightweight 
and compact in design.

Dealers have been very impressed 
with the pricing options and suggested 
street price of $119.99.  We’ve already 
received commitments from many fam-

ily owned independent stores, national 
chains, and international distributors 

in over 20 markets

MMR: How did the 
collaboration with Marshall 
develop?

BB: We wanted to partner 
with an iconic brand, who 

spoke to the Rock and Roll au-
dience. Marshall clearly fi ts that 

bill, and they’ve been nothing short 
of a fantastic partner to work with. Both 

of our companies share a lot of common 

interests, goals, and coincidentally - both 
companies share the same 50 year anni-
versary in 2012.

MMR: Makes good sense.  Switching 
gears to strings: how did you guys 
develop and design your new Element 
Shield Packaging?

BB: The new string packaging was a 
big undertaking, and something we are 
very proud of.  Our strings are manufac-
tured, packaged, and sealed within hours 
of testing and approving the raw materi-
als we use.  We want our strings to be the 
fi nest and freshest on the market, and 
the barrier we are providing our strings 
is second to none.  We switched over in 
2008, and have received a ton of positive 
feedback from consumers, dealers, and 
distributors.

MMR: Any other new developments 
on the horizon for Ernie Ball you can 
share?

BB: We’re placing a tremendous 
amount of energy on consistently im-
proving the processes that go into manu-
facturing, quality control testing, and 
packaging of our core products.  That’s 
been a big focus of ours, and will con-
tinue to be in the future.

Product wise, we’ve got some excit-
ing new developments both on the Ernie 
Ball and Music Man side that I can’t quite 
divulge, but we are targeting at a 2011 
launch.

Brian Ball
At the recent NAMM Show, MMR dropped by the Ernie Ball booth to chat 

with the family behind one of the marquee names in MI.  

In addition to looking over and discussing the wide range of current 

Ernie Ball/Music Man product offerings, Brian Ball gave us a hands-on 

demonstration of the company’s new product innovation, the GigBag Amp.  

As the name suggests, it’s a quality soft case for guitar with a built in Marshall(!) 

two-channel amplifi er boasting an impressive array of tonal features and an 

auxiliary input, opening up new worlds of mobility and versatility to electric 

guitar players of all types.

UpfrontQ&A
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anywhere in the world. These horns make it easier 
to do what I do in every musical situation.”

Artists believe in Yamaha.

Jeff Coffin
Dave Matthews Band
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D ISTR IBUT ION

An MI retailer receiving a 

Hal Leonard catalog is 

not necessarily a big deal.  

Receiving two? Well, mistakes 

happen… wait. The second is just for 

gifts and accessories. As for their main 

catalog, the software section is getting 

bigger, too. So in addition to that 

ukulele folio, dealers can order little 

composer statues; band method for 

viola; pro audio recording software; 

and with that conga book and DVD, 

why not electronic tuners? 

And during that slow period in the 
middle of the day, if you want to edit that 
soon-to-be Oscar winning feature fi lm, 
Hal Leonard can help with that.

It’s no secret that the print music com-
pany has been aggressively entering in dis-
tribution and partnerships with many other 
publishers large and small. But they’ve in-
creasingly moved into other areas, and today 
offer Avid products, Yamaha B&O accesso-
ries, Hohner harmonicas, GigLights, Chop-
Saver Lip Balm, Peterson and Korg tuners, 
Roland sound modules, Finale software, 
and IK Multimedia amp modeling software 
and interfaces, among others. [for a full list of 
brands carried, see page 79–Ed.]

Larry Morton, president of Hal Leon-
ard, says it’s been an evolution – albeit a 
carefully thought out one. “We publish 

every kind of print music in every musical 
genre, therefore we deal with every kind of 
music store,” he explains. The gamut is run 
from the smallest folk shop, to the full line 
store; from the violin shop to the rock and 
roll combo operation. “We have this reach 
of 10,000 storefronts in North America. We 
have good knowledgeable sales people who 
are respected. So it’s not a big leap.”

“We’re musician-oriented, and we’re 
very good at moving small goods,” 
notes Brad Smith, Senior Sales and 
Marketing Manager.  “Our main strat-
egy is to be able to offer more to people 
we’re already talking to.”

Let’s Make a Deal
The many big and small deals they’ve 

aggressively pursued in the print world 
include a joint venture with Music 
Sales, DrumFun, Shawnee Press, Rock 
House, Criterion, Stephen Sondheim 
music, Faber, and even products from 
Scott “the Piano Guy” Houston.  

But add to those harmonicas – and 
yeah, that poster of the Washington Mall 
statue of Lincoln playing a steel guitar. 

Morton says it started when they fi rst 
stepped beyond products that were conve-
niently all pretty much 9” x 12” size. Once 
they started packaging recorders with song-
books successfully, it opened up a gate of 
possibilities – though he admits shipping 
was the biggest challenge in the process. “We 
traditionally had the advantage of selling a 
fairly uniformed-sized product, and then 
we were selling music stands, Hohner har-
monicas, tuners, lip balm, and gifts. We had 
to build into the distribution system a way 
for that to fl ow. But we had just built the new 
distribution center, so we weren’t too con-
cerned about it and it’s worked out.”

 With those details worked out in their 
new warehouse, they have “grown ca-
pable” of handling a growing list of non-
print products, all of which have turned 
out to be a good fi t, he says. But there are 
limits to where they are going.

“We didn’t want to jump into the broad 
distribution of what’s being done at Harris 
Teller, Chasbro, et cetera,” he says. “We’re 
much more interested in unique products 
that are compatible with who we are.” He 
says the fi rst notable deal down this path, 
with Peterson stands, was a perfect place 
to start: it holds the music that they pub-
lish, and is unique in that it’s the only truly 
mobile collapsible music stand.

Unique Products
As for software in general, and the recent 

deal with Avid, Hal Leonard backed into 
that business starting in 2001. “We’ve been 
distributing software since the early ‘90s, so 

Hal Leonard Expands Into Software, 
Accessories & Gifts Distribution
Also trumpets deals with Yamaha, Roland, and Korg

Larry Morton Brad Smith
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this is just a natural outgrowth,” explains 
Smith. “We got started with Sibelius mu-
sic notation software and that was an easy 
natural fi t because our sales people speak 
that language, the packaging of it similar 
to what we do, so that business grew.” Soon 
they added Finale to the mix. When Yamaha 
bought Steinberg in 2005 that pushed them 
in the pro audio business. Then Avid bought 
Sibelius and as Hal Leonard continue to dis-
tribute them, they noticed them reaching a 
segment of the market they weren’t, and that 
lead to the recent deal and the offshoot of 
going even deeper into software.

Morton addresses a potentially touchy 
issue – the fact that they are taking on 
products from companies who are in fact 
fi erce competitors with each other. “We 
found that not to be a problem because we 
are careful to communicate discreetly and 
work independently with each company, 
and they trust us,” he explains. In mar-
keting materials and catalogs, competing 
products aren’t placed on the same page, 
for example.  “On the other hand, one plus 
one can equal three. Making competing 
products available from one source can 
lead to more sales for everyone.”

On the gift side, he acknowledges that 
some may “turn their noses” up stocking 
these products, but in many cases, it’s an 
opportunity missed.

“Gifts are challenging on a merchandis-
ing level,” he admits. “By their nature can 
just look so junky if they don’t get properly 
displayed. Retailers can order some, then 
get them in and open the box and go, ‘now 
what?’” The company is going to help re-
tailers with that by offering displays.

“Right here in Milwaukee we have 
White House of Music, they have a beau-
tiful store where there gifts and accesso-
ries have nice slat work, tagged nicely and 
neatly – that’s what it takes. Once you get 
past that challenge, retailers realize that 
all musicians like to buy them, usually on 
impulse, and they have healthy margins 
and they have no after market cost.”

Karen Cannon, the artist behind Art 
Strings gifts and cards, was another op-
portunity that made sense. From there 
G. Henle musical puzzles did as well. But 
not everyone need apply.

“Frankly, we turn down more people 
than we’ve brought in,” he says. What are 
the conditions that lead to thumbs up? A 
shared vision and philosophy and a realis-
tic view of the market and what their prod-
ucts can do for starters. “Uniqueness and 
quality of the product are most important 

Hal Leonard Score Card for Non-Print Items
In case you haven’t been keeping track – and this list is by no means complete, but 
here’s notable notes of who Hal Leonard has partnered with in the near past:

HL agrees to distribute IK Multimedia (IK) music production software and 
hardware to music stores in North America. This privately held music soft-
ware company headquartered in Modena, Italy and is the software partner of 
choice for such iconic brands as Ampeg®, Fender® and Jimi Hendrix™. 

HL and Premier Guitar form Guitar Edge LLC, a new joint venture compa-
ny created to expand and enhance Guitar Edge magazine as a multimedia 
resource for guitarists. 

HL partnered with Avid and all their software products which include 
Pro Tools, M-Audio Axiom Pro, and Sibelius.

HL agrees to distribute Hohner harmonicas.

HL exclusively distributes Art Strings products, which feature the artwork of 
Karen Cannon, and includes cards, posters, mugs, mouse pads, and more.

HL exclusively distributes Yamaha’s Steinberg Software, which includes 
Cubase, WaveLab, and HALion. A second agreement with Yamaha to 
distribute their line of accessories including maintenance kits; mouth-
pieces and caps; cleaners, cloths, and oils; percussion practice pads; 
and Silent Brass systems.

HL distributes Petersen Music Stands.

•

•

•

•

•

•

•
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– we want to be careful to what we attach 
the Hal Leonard name too. So with every 
situation, we have to do due diligence.”

That’s for the entrepreneurial-based 
companies. But for bigger deals with bigger 
companies like Yamaha, Roland, and Korg, 
the process is different. “These are high level 
organizations with top professional people 
with their own distribution and market-
ing in place – they certainly don’t need Hal 
Leonard to tell them what to do,” Morton 
says. But Hal Leonard is valuable because 
they get into the “nooks and crannies” of 

the business, whereas these companies are 
appropriately focused on selling their main 
products – instruments. It’s much easier for 
a dealer who doesn’t sell Korg keyboards to 
add one or two of their tuners to an order al-
ready going to Hal Leonard. Minimum or-
der issues are not an issue, either. As for the 
companies, Smith observes that, “they love 
the extension of their brand going beyond 
their franchised dealers into a whole subset 
of retailers.  This all has been particularly 
good timing for the technology companies, 
well.  We’re reaching a lot of storefronts.”
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Government Regulations and Their Impact 
on Your Business

For many NAMM Members, the term “government regulations” is 
shorthand for government-imposed requirements that place undue 
burdens on business. For others, it represents necessary restrictions on 
behavior or process to assure quality of life, a sustainable environment 
and access to opportunity for all.

While government’s influence in business is not new, it’s amazing how 
the landscape has changed in just 10 years. More issues than ever 
impact NAMM Members and knowledge about regulatory requirements 
is necessary for business success. The Federal Register, which is the 
government’s principal tool for announcing regulations, grew nearly 
20 percent from 2001 to 2008. Whether it’s regulation that directly 
impacts NAMM member companies —such as Internet sales tax, credit 
card privacy issues, environmental issues, tariffs or consumer 

finance—or more generalized regulation like health care, there’s likely 
to be even more regulation in the coming years. The time for not paying 
attention is over—forever. 

In addition to our primary lobbying effort in support of music and 
art education for all children, your association is active year-round 
advocating for legislative or regulatory reform with the goal of providing 
support and assistance to all NAMM Members. We work with a great 
team in Washington, other associations like the National Retail 
Federation and NAMM Members to make sure our voice is heard when 
these laws are being debated. We strive to educate and inform you 
about compliance with pertinent regulations, and we fight to achieve 
reasonable gains and outcomes for the entire industry. Like democracy, 
government regulations are grounded in discussion and compromises.
On a daily basis, your $195 annual dues help NAMM stay actively 
involved in representing your views and looking out for the best interests 
of our Members with your elected officials—and we encourage and 
welcome your continued input.

To stay up-to-date on current issues and NAMM’s efforts to support 
the needs of small business, visit www.namm.org/publicaffairs and 
follow NAMM’s Public Affairs blog updated regularly by Mary Luehrsen, 
Director of Public Affairs & Government Relations. 

News ADVERTORIAL • AUGUST 2010

NAMM News is published by NAMM. To keep up-to-date on the

latest breaking industry news, sign up for our PLAYback Digital e-newsletter

at playbackdigital@namm.org.
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visit us online at www.namm.org

Note
from Joe

International Trade and Regulation Issues

required documentation for use of wood and wildlife on restricted 
use lists 

harvested wood and/or wood products

deadlines for sale of non-complying products

nationwide

and other content in musical instruments and other products

metals deemed hazardous 

Financial Regulation

retailers more flexibility to accept debit cards

Tax Issues

between storefront and online retail

Healthcare Reform

advocating for concerns and needs of small businesses
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REPORT: AFTERMARKET  P ICKUPS

Retailers -
Pick Up the Pace!

Perhaps the biggest lesson to be taken 
away from both of these reports is the 
importance of creating a consumer who 
is, by nature, bound to represent repeat 
business.  If you can successfully “hook” 
a musician on the possibilities (and 
downright fun) available through modi-
fying their gear and individualizing their 
instruments and rigs, you’ve opened up 

a can of worms that is likely to stay open 
for a long while.  The kid who success-
fully swaps out the factory issue pickup 
on his entry level solidbody electric isn’t 
likely to stop there – expect that same 
customer to come back, over and over 
again, for: pickguards, machine heads 
and tuning machines, saddles, nuts, more 
pickups, et cetera.  

So the upsides seem inarguable, espe-
cially in an econimic climate in which a 
musician is much more likely to feel com-
fortable about multiple mid- and small-
level purchases, dollar-wise, than big-ticket 
commitments, such as an entirely new 
instrument.  How to really capi-
talize on this potential, then?  
Sure, the fi rst step would be 

In our last issue (July), MMR explored the opportunities presented – for both retailers and consumers – by 

replacement guitar cabinet speakers.  It was noted that the tonal variations and potential for “customizing” that 

speakers offer are today being recognized in much the same manner which lead aftermarket pickups to fi rst 

become a hot commodity back in the ‘70s.  With that in mind, we decided to take the pulse of the pickup market 

in 2010 – what’s new, what’s popular, what’s the appeal for both MI storeowners and end-users?
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Billy Pirie
Fender Musical Instruments 
Corp.

Frank Falbo
Seymour Duncan 
/Basslines/D-TAR

Scott Wunschel
EMG, Inc.

Pekka Rintala
B-Band, Inc.
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to make sure you actually have the product 
available, in-store.  But to really make an 
impact, it takes more than just plopping a 
few pickups in a counter display.  If you, 
or someone on your staff, can be knowl-
edgeable enough to answer the nuts-and-
bolts questions a customer may have about 
pickups, in general, or effectively outline 
the differences between specifi c options, it 
makes a world of difference. But going even 
further helps create that “lifer,” and guides 
that consumer into a culture which en-
courages and celebrates modifi cation (and, 
consequently, more sales for you).  

Don’t just sell that kid a pickup for his 
entry-level solidbody – help him install it, 
tell him where to buy a soldering iron and 
other essential tools, show him the basics 
involved in the process.  Maybe drop a few 
hints about all the other gear you have in 
stock right now that he might be interested 
in that would further individualize his in-
strument.  And when that same kid comes 
in, a year later, asking about refi nishing 
guitars, have some knowledge about nitro 
and poly fi nishes and be able to offer some 
leads as to where to go to get supplies. To 
make the most of this potential repeat busi-
ness, become more than just the store that 
carries the product – be a mentor, a part-
ner, a true resource.  

Below are some observations and 
feedback from some of the key names in 
pickup design and manufacture today.

MMR: What trends have you been 
noticing in the pickup market?

Frank Falbo: As in most industries right 
now, the trend is: value. Most guitar 

manufacturers have found ways to push 
value farther than ever, and pickups are 
no exception. For a company committed 
to USA manufacturing, the challenges are 
even greater. The average cost of a US-
made replacement 
pickup has under-
indexed the rate of 
infl ation by 66 per-
cent. Luckily for us, 
process and quality 
improvements have 
always been a pri-
ority, so many of the effi ciencies we en-
joy today were initiated during the high 
growth time of 2006-08. Now we reap the 
rewards, rather than playing catch up, or 
cutting corners, which is not in our vo-
cabulary. 

That job is never “done,” but we’ve 
been able to remain competitive, even 
with companies marketing Asian-made 
pickups for less, while still maintaining 
the integrity of our brand as more high 
cost boutique winders enter the fi eld.

Billy Pirie: The trend in the market is that 
not everybody is out there spending tons 
of money on big-time products and such, 
however the boutique market is doing re-
ally well.  Folks are looking for something 
that’s very, very personal, but not neces-
sarily super expensive.  Lower priced 
goods that are branded with strong names 
associated with them are seeing a lift in 
the marketplace.  Fender’s enjoying that 
as well. We’re noticing a good momentum 
in the pickup marketplace.  Certain SKUs 
that are staples – the original P-Bass pick-
up, for example – are doing real well.

Scott Wunschel: We are seeing a growing 
demand for 7- and 8-string pickups from 
artists and consumers. We have a very 
good selection of 7- and 8-string pickups 
now and see the potential for a few more 

in the near future. In fact, we are work-
ing with an internationally known guitar 
player on a brand new 7-string model for 
his signature guitar. This came out of a  
meeting at the Winter NAMM Show this 
year, so there is a current demand.

Pekka Rintala: Compared to previous 
years, more guitars sold in stores have pick-
ups installed at the factory, so the OEM 
sales are bigger and aftermarket sales are 
not as big as they used to be. There are still 
some high-end brands that prefer not to 
install pickups; they will leave that option 
for the customer after they buy the guitar. 
There are also many players who will buy 
a guitar and decide to upgrade the pickups 
after playing it for some time.

Jason Lollar: Players seem to be mov-
ing back towards the “classic” tones. Less 
gain, more note clarity. Obviously, that’s 
a generalization, but we get far more 
requests for pickups that are not really 
“hot.” You can fi nd so many great, vin-
tage-style amps these days... I think many 
players are re-discovering the beauty of a 
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Jason Lollar
Lollar Guitars

Kent Armstrong
Kent Armstrong Pickups/WD 
Music Products, Inc.

Rod Rose
Schatten Design Acoustic 
Pickups

Chris DeMaria
Fishman Acoustic 
Amplifi cation

“ Every guitarist, if they stick with it long enough, 
 will replace their pickups. It’s just a matter of time.”
 – Frank Falbo, Seymour-Duncan
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responsive amp and a clear, dynamic pickup. These are tones 
we’ve always built towards... It’s what I prefer to hear.

Kent Armstrong: Players are becoming more discerning and 
tone has trumped raw power as players’ tastes have evolved. Note 
articulation/separation, touch sensitivity, and smooth response 
are more in demand with less attention to distortion. The trend 
toward smaller, low powered amplifi ers has also helped bring 
our pickups’ tonal qualities to the forefront. Players also like 
the no-mod necessary swaps.  Retrofi t pickups like our P-90 in 
humbucker size, Filtertron in humbucker size, and humbuckers 
in single coil confi guration are attractive options for those who 
want to change the sound of their instrument without making 
major modifi cations.

Rod Rose: Players are looking for top quality pickups at more af-
fordable prices. Most low priced instruments that are sold in 
stores are equipped with offshore electronics and they don’t cut 
the mustard. Dealers all over the world are telling us that they 
are swapping these pickups for our handmade pickups and the 
customer walks away very happy. 

Noticing this trend a few years back, we redesigned some of 
our pickups and jack assemblies to make them easier to man-
ufacture and launched our Player Series of pickups. With this 
new series, musicians and players are getting the same great 
sound from our pickups that they always have in the past, and 
with a wide array of natural sounding pickups retailing under 
$100, they are also getting great value. Interestingly, as well, it 
seems that more country and bluegrass players are starting to 

plug in and use our pickups, as they fi nd that most venues are so 
loud that they can’t hear themselves play if they just use a mic.

Chris DeMaria: Things are defi nitely going the way of simpler, 
more elegantly designed systems that are non-intrusive, ergo-
nomic, and intuitive. A lot of customers are willing to sacrifi ce 
some features for a system that is more elegant and discreet. Of 
course, we still want to offer the best in sound, performance, 
and features, so we developed the new F-1 Aura Series for Mar-
tin, which has been wildly popular.

Every once in a while something new and interesting comes 
along – usually pickup systems that combine multiple sources 
or attach somewhere differently, but customers – especially 
performing artists – still come back to the piezo-style under-
saddle pickup systems. In demanding performance situations, 
especially at high volumes, the piezo undersaddle bridge pickup 
remains the most dependable, consistent and dynamic solution 
out there.

MMR: What technological innovations do you feel have had 
– or will soon have – signifi cant impact re: pickups?

Pirie: That’s an interesting topic, because in some respects 
we’re still using essentially the same technology that was in 
place decades and decades ago.  You can say, “These pickups are 
space-age!” but are we talking the Mercury Rocket or the Space 
Shuttle?  You fi nd a vintage PAF or a vintage pickup out of a ’54 
and there’s something magical about it.  Then again, we do have 
some truly technologically advanced pickups.  I am seeing some 
companies out there that are doing more and more with active 
circuits that don’t hit the front of the amp so hard.  It’s more 
about retaining that absolute vintage vibe.  With active pickups 
you can get around some of the problems of longer cables or 
extensive pedal-boards.  Some of the newer pickups retain that 
nice passive dynamic range, but boost the signal without affect-
ing the tone.  

Wunschel: Solderless installation. Rob Turner, our founder and 
president, developed our Solderless Install System™ for our ac-
tive product and accessories that is revolutionary. It makes the 
process of installing pickups a less intimidating and time con-
suming process for players, techs, luthiers, and guitar manufac-
tures. Rob took his Quik-Connect ™ system one step further by 
incorporating a main power-bus that pickups, pots, and switches 
connect into and then a cable slides on to the output jack.  There 
are far too many different types of guitars and electronic confi g-
urations in guitars to simply assume one size fi ts all, so soldered 
components are still available on request.  We see other pickup 
companies following our lead.  Giving more control to the player 
is the future of pickup installation.

Lollar: Nothing really stands out. I’ve seen experiments with 
optical stuff, digital modeling, and custom switching... lots of 
ideas. In the end, it has to sound right. For the most part, players 
know what they want to hear. All the technology in the world 
won’t help if they can’t get the tones they’re after.

Rose: We have very recently released a new Archtop Guitar 
Pickup, the AT-04. We found that most archtop guitar pick-
ups shared similar design issues: they were hard to fi t to the 

MMR_34   34 7/21/10   9:43:02 AM

www.emgpickups.com


fishman.com

The new Loudbox Mini
likes rock.

The new Loudbox Mini is one powerful little amp. It comes with 60 beefy 
watts of clean, sparkling Fishman sound, and can handle whatever your 
acoustic can dish out. All for a truly mini price.

It includes an MP3 input and balanced XLR D.I. output so you can capture 
your performances while you jam along. And at only 20 lbs, it’s so portable 
and feature-packed that it might just make other little amps squeal.

Street price under $300!
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instrument, diffi cult to cut down if one 
had to match the required lower height of 
some older archtop instruments, and in 
many cases the pickups were not all that 
pleasant to listen to. With the new design 
of the AT-04, we’ve basically separated 
the two post areas of the lower part of 
the bridge from each other by employ-

ing a much more resilient and fl exible 
link between them. The upper saddle of 
the bridge now much more easily trans-
mits string vibration down through the 
saddle to the pickup sensor than it was 
able to previously which gives us a bet-
ter sounding pickup (and also makes an 
instrument sound better acoustically as 
well). The pickup sensor, which adheres 
to the underside of the saddle, is remov-
able so that the saddle may be modifi ed 

as required after which the sensor is eas-
ily reinstalled.

A short while ago we introduced our 
latest generation of endpin jack preamp, 
the Artist II. This unit is signifi cant in that 
it is the only endpin jack preamp in the 
world that can run from a 9-volt battery 
on board the instrument or be run from 

phantom power (of up to 48 volts D.C.) 
supplied from a PA system or amp. The 
Artist II’s are all 2-channel preamps with 
trim pots on the circuit board for setting 
maximum gain per channel and the pre-
amps may be outfi tted with thumbwheel 
volume controls for each channel.

DeMaria: When all is said and done, what 
Fishman is really striving for is trans-
parency in tone. The best use of digital 

technology, particularly in preamps, is to 
have the instrument sound as good live as 
it does in your living room or studio. Our 
focus has been to refi ne our pickup tech-
nology so that it delivers the best results 
with our Aura Acoustic Imaging technol-
ogy. When it comes to innovation in pre-
amps, it’s not about re-creating the voice 
of what we think an acoustic instrument 
should sound like, but about getting that 
instrument to sound natural and trans-
parent in every performance situation. 

Armstrong: We’ve been very successful 
in coming up with new ways to cancel 
hum in vintage pickup designs without 
getting away from the classic tone. I’m 
currently pioneering new processes that 
allow winding pickup coils without using 
a conventional bobbin and addressing the 
traditional magnet structure in others de-
signs. We don’t want to give up any trade 
secrets but users will be pleasantly sur-
prised at the tone that can be achieved.

Rintala: There are some new materials 
and new applications on old materials 
that have been used in the last few years 
to improve the sound of the instrument. 

“ I cant think of a better way to repay a customer than to say, ‘Hey man – 
 I’ve got a drawer full of pickups here and there’s going to be a set 
 that’s going to make you love your guitar more.’”
 – Billie Pirie, Fender

the Straight Truth About Pickups by Jason Lollar
The “magic” found in some (but not all) classic vintage pickups 
was created by accident. Don’t let anyone tell you different. And 
over time, some pretty stellar accidents happened. The only way 
to recreate that magic is to study more than a few exceptional 
examples of all the classic pickup types, while acquiring a
thorough understanding of exactly what materials were used 
and precisely how each pickup was constructed and wound. Only 
then is the “magic” repeatable, if you are willing to spend the time 
and money required to chase the dragon.  I am. 

I personally design and wind over 30 different pickup models,
including all the vintage classics, many obscure works of art 
known only to lap and pedal steel players like Robert Randolph, 
and even a few of my own designs that never existed in the past.

I invite you to visit our website for sound clips, videos and
current product information, or call us for a free product
highlight brochure.

Lollar Guitars PO Box 2450 Vashon Island, WA 98070  (206) 463-9838  www.lollarguitars.com
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There have been some developments on 
the pickup itself and also the electronics 
on the preamp are more sophisticated 
than just few years ago. Instead of using 
one sound source, combinations are used 
to get more natural sound, defi nition and 
nuances of the instrument.

Falbo: We’ve had quite a few in recent 
times. The Blackouts are lower noise/
higher headroom active pickups made 
for today’s amps and tones. Signifi cant 
impact is an understatement. They have 
been a game-changer. P-Rails quickly be-
came a top seller, which says a lot about 
the consumer’s ability to embrace new 
concepts, but I believe a lot of that is 
rooted in the authenticity of the design. 
Rather than “voicing like” or “modeling” 

a P90, there is a real P90 inside there. 
Our new Stack Plus designs are super low 
noise; each one is hand-calibrated to per-
fection. The patented design allows us to 
wind the top coil strictly for tone. That’s 
been quite freeing. 

Category-wide there have been signif-
icant advances in solderless installation, 
some good, and some proprietary. I think 
everyone would agree that solder is best. 
It’s our challenge to produce something 
simple and reliable in spite of that.  Ev-
ery solderless junction introduces its own 
failure percentage. The more you have on 
one single instrument, the higher the risk 
for failure.

MMR: What types of product have 
been most successful of late?

Falbo: The artist pickups are turning 
out to be very successful right now, and I 
think that’s partly due to the integrity of 
it. We don’t just put someone’s name on 
an existing product. These products are 
truly dialed in to deliver the artist that 
last fi ve percent difference that makes 
things perfect.

Rintala: On OEM level our preamps 
with built-in tuner have been very suc-
cessful. We have launched two different 

style preamp systems, A and T series that 
both have a tuner built in.

Our single and dual input endpin pre-
amps, B-Band A1.2 and A2.2 have been 
the biggest sellers on aftermarket sales. 
They require minimal modifi cation to 
the guitar so they are easy to install and 
you don’t need to cut into your guitar to 
install one of them. The preamp, battery 
and other parts are attached by Velcro or 
two-sided tape. They also offer volume 
and balance controls that are installed at 
the edge of the soundhole by two-sided 
adhesive.

Lollar: We consistently sell the big four: 
S&T-style single coils, P90s and hum-
buckers. Our P90s really put us on the 
map, but we’re doing really well with our 
entire line.

Armstrong: Kent Armstrong hand wound 
and factory wound Jazz pickups have long 
been established as the industry standard 
with major archtop guitar manufactures 
as well as small boutique builders. The 
vintage market is very strong and newer, 
“hotter” pickups like my “Motherbuckers” 
are selling equally well. The DIY market 

MMR_37   37 7/21/10   9:43:11 AM

www.wdbiz.com


is strong, so pre-wired 
pickguard assemblies are 
hard to keep in stock.

Pirie: The basics.  When we 
think about Texas Specials, 
which is our hot single-coil 
set, it’s very mid-rangy, but 
it gives you that extra bite. 
’57s, ’62s are always strong, 
Texas Specials are always 
strong.  We’re seeing good 
movement in the bread and 
butter selections of our line.  
Our burden and challenge is 
to consistently supply the market.

DeMaria: As far as pickups go, our mag-
netic soundhole pickups are still very pop-
ular – especially for players that want the 
option of taking it out when they’re not 
performing – but our Matrix undersaddle 
pickup is still the fl agship of our line and 
works fl awlessly with Aura products.

Wunschel: We are primarily known as 
“The Active Pickup” company largely 
due to the number of high profi le play-
ers such as Zakk Wylde, Kirk Hammett, 
and Kerry King that play our product. 
Twenty-fi ve years ago active pickup tech-
nology was a crazy idea that never had 
a chance. Now going into our 35th year 
with dealers in 65 countries, and an artist 
roster of some of the greatest players in 
the world, developing the active pickup 
technology was clearly the right decision. 
Mind you, we have an excellent passive 
product line up that does very well for us 
and we continue to develop new product 
such as the SRO Series, tested by touring 
and recording artists.

Rose: Our Player series was introduced at 
the recent Winter NAMM show and has 
taken off. We currently feature 16 different 
hand made pickups that retail for under 
$100. Outside of the Player line, the HFN 
series for guitar is our top selling pickup, 
closely followed by our banjo, resonator 
and our new RB series for upright bass.

MMR: What’s the appeal of 
aftermarket pickups?  Who tend to be 
the end-users?

Pirie:  Not usually beginners, but some-
body who wants to personalize a guitar 
that they enjoy playing – those are the 
people who buy aftermarket pickups.  

There’s a myriad of 
different options out 
there.  The customer 
could be just about 
anybody.  It’s about 
changing the guitar 
without spending a 
grand, two grand, 
fi ve grand on an en-
tirely new instru-
ment. There are 
so many different 
fl avors and fun 
things that people 

can do.  What folks look for, 
especially in this strange economy, is brand.  
Brand is king right now.  However, we are 
seeing more and more people making ac-
cessories and pickups and putting product 
into the marketplace.  Since we started this 
[economic] mess, everyone’s talking about 
how accessories can be the answer.  The old 
adage is that everyone’s got $20 in his or her 
pockets.  Every customer wants to walk out 
the door with something.

We’re doing really well and that’s be-
cause we’re seeing accessories take off.  
We’re seeing our dealers calling out for 
things that maybe were a little bit soft 
in the past because we had been seeing 
a huge upswing in guitars for a number 
of years and now that market is maybe a 
little soft due to a hard economy.

I cant think of a better way to repay a 
customer than to say, “Hey man – I’ve got a 
drawer full of pickups here and there’s go-
ing to be a set that’s going to make you love 
your guitar more.”  It’s fun, it’s creative, and 
you’re going to fi nd something that works 
for you.  What’s really cool is the whole idea 
of exploration and, “I did this!”  

Falbo: Every guitarist is an end-user. It 
will only be a matter of time. Even some-
one who purchases a guitar that comes 
stock with Seymour Duncans is our end-

user, because they have recognized that 
the pickup makes a difference. It was part 
of that purchase decision. They plugged it 
in and it sounded great. Every guitarist, if 
they stick with it long enough, will replace 
their pickups. It’s just a matter of time.

Wunschel: The appeal is fi nding the tone 
you want as a player. Players are always 
looking and listening to what’s out there. 
Players check out a forum, Blog, or YouTube 
of something and want to fi nd out more.  
From beginning players to professional gui-
tar builders, there is always the desire to look 
into new tone options. We believe in tech-
nology, empowerment, and performance, 
which I think translates to all end-users.

Rose: The appeal of after-market pickups 
is that the quality of sound of the after 
market units is much better than most 
factory installed equipment. We fi nd 
that most factory installed pickups are 
lacking in realism, or have that famous 
piezo quack that scares the ‘you know 
what’ out of people. We strive to make an 
affordable pickup that brings out what 
your instrument has to offer.

A couple of years ago, we had a cus-
tomer install our HFN-C-Artist into his 
classical guitar. He asked us what to ex-
pect and we told him he would get what 
his guitar produces, only louder (through 
his amp). At fi rst he was ecstatic about 
it. After a few gigs he was told by vari-
ous sound people that they didn’t like the 
sound of his guitar. He phoned us up and 
asked if he could return the pickup and of 
course we said it would not be a problem. 
A few weeks later he called and thanked us 
for the great pickup. Confused we asked 
what had happened and he explained that 
we were correct in saying that the pickup 
would give him what his guitar produced 
and he realized he did not have a very good 
guitar. Once he swapped the pickup into a 
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better quality guitar, he started to receive 
the compliments he was hoping for and as 
a bonus started to get more gigs.  

There seems to be a wide variety of 
end-users out there, from the person prac-
ticing in their basement, to students try-
ing to make a buck to the band that tours 
for 200 shows a year. Everybody is looking 
for a natural sound, at an affordable price 
for his or her acoustic instruments.

Lollar: Working with builders has always 
been a very important area for us. They 
tend to be very picky about what goes into 
their instruments, and they can try ev-
erything. If we can make them happy, we 
know we’re on to something. We also work 
with a wide variety of musicians: bedroom 
hobbyists, pro and semi-pro players, week-
end warriors, etc. The common thread is 
they all have an idea of the tones they want. 
My job is to help them fi nd those sounds.  
Ultimately, that’s the appeal of a custom 
pickup. Finding the right tool for the job.

Armstrong: That’s a good question, re-
ally if you look at my long history and the 
legacy of my father, Dan Armstrong, I feel 
I’m one of the originators of the aftermar-
ket pickup. Back in the day you couldn’t 
fi nd aftermarket guitar parts so people 
like me had no other option than to wind 
their own. Kent Armstrong end-users run 
the full musical gamut, from Jazz to metal 
and with so many companies making af-
termarket pickups it just comes down to 
what style music and personal taste.

DeMaria: Fishman supplies pickup and 
preamp systems to over 50 guitar makers 
around the world, so there are a lot of choic-
es for instruments with factory-installed 
electronics at every price point. Some people 
are looking for an instrument “right out of 
the box” with an onboard system that gives 
them all of controls at their fi ngertips, while 
others may have an aversion to side-mount-
ed electronics on an acoustic guitar. It’s all a 
matter of personal choice. 

Also, there are a lot of popular guitar 
models that don’t come standard with any 
electronics at all. Our aftermarket pick-
up business serves those customers who 
bought a guitar without a factory-installed 
system but decided they wanted to add a 
pickup at some point afterwards. Again, 
it’s a different customer. Our Matrix Infi n-
ity is still the best selling pickup & preamp 
system on the market – especially as an af-
termarket add-on. Most of these customers 

don’t necessarily want to cut a hole in the 
shoulder of their instrument, so most of 
our aftermarket systems are more discreet 
and less intrusive – which is especially ap-
pealing to the person doing the installa-
tion!

The end-users for our aftermarket 
pickups are basically anyone looking to 
plug in their acoustic instrument.

Rintala: The appeal of aftermarket pickup 
is that the player gets to choose the right 
kind of a pickup to suit their playing style, 
playing situations and the right pickup to 

fi t their guitar. The end-users range from 
beginners to professionals. Professionals se-
lect a right guitar that plays well and sounds 
right acoustically. Then they will choose the 
right pickup that will work in this guitar and 
make it sound right plugged in as well. Also 
we get a lot of players that want to upgrade 
the electronics on their old guitars.

MMR: Compared to this time last year, 
are sales up, down, level?

Wunschel: It is a better year, to date.  Much 
of that has to do with over the counter sales 

LOCK DOWN
MORE PROFIT

Become a Floyd Rose parts dealer and benet from:

info@FloydRose.com

Call and become a Floyd dealer today:
732-918-7001
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 • Original Floyd Rose tremolos now available in 2 new nishes:  
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getting a boost with our lineup of new 
products and our transition to a solderless 
installation.  We feel the year will remain 
strong and with all of the new products in 
development – we’re not slowing down. We 
have re-branded, re-packaged, re-invented 
how installation is accomplished.  There’s so 
much more to come, and it’s only mid-year.

DeMaria: Sales are up signifi cantly from 
last year.

Falbo: Sales are up across the board. We’ve 
fared well in most economic times. If gui-
tar sales are down, our OEM business will 
follow. But as we all know, OEM generally 
represents a smaller GM percentage. Our 
OTC business, however, tends to fl ourish 
during those very same times. Those same 
customers who are delaying that new gui-
tar or amp purchase are still looking for 
ways to upgrade their tone. We provide 
exactly that, and perhaps to the broadest 
base of customers. This is important be-
cause even when different genres of music 
infl uence purchasing trends, we’re right 
there with that product. We also released 
and continue to release a lot of innovative 
new products, which increases awareness.

Rintala: Sales are up.

Lollar: We’ve had steady increases since we 
started selling, and this year is no different.

Armstrong: Yes, demand for Kent Arm-
strong pickups has steadily grown in 
both the retail and OEM markets. My 
pickups have always had a strong fol-
lowing in the traditional blues and jazz 
circles, but more and more rock players 
are fi nding out just how much tone they 
can get out of Kent Armstrong pickups. 
I’m not big on hype, these are just great 
sounding pickups and word on the street 
is consistently good.

Rose: In dollar value we are about the 
same but if we factor in our lower prices 
this year our sales are up about 15 percent, 
so we are very excited about this and are 
hoping that we keep on moving forward.

MMR: Any closing thoughts, 
comments?

Falbo: There are lots of new and renewed 
pickup makers, from one-man winders to 
guitar manufacturers. It’s no secret that 

accessories can help fl oat the boat during 
slower times, and I think everyone reacts 
to that and rushes to the marketplace. 
But in a neutral or growing economy, the 
best use of resources is generally to use 
experts in their respective fi elds to maxi-
mize your ROI, as well as capitalize on 
their brand recognition. That sentiment 
will return in time. And as the job mar-
ket opens up, many with “garage chop 
shops” may trade in their full time ex-
periments for steady work, relegating the 
chop shops to second jobs or hobbies. 

Lollar: There are a lot of great pickup 
builders working today, making really 
good sounding stuff. We’re always trying 
to fi nd ways to improve our products and 
stay ahead of the curve.  Players have an 
amazing amount of choices and options, 
now more so than ever. No excuses for 
bad tone!

Rintala: In the past couple of years, the 
ukulele seems to have gained a lot of 
popularity. We just introduced a specifi c 
pickup and preamp systems made for 
ukulele. Ukulele is a small and light in-
strument so we designed a pickup system 
that is small and light, yet it amplifi es the 
instrument truthfully. We have three dif-
ferent ukulele preamps, one endpin pre-
amp and two sidemount preamps with a 
built-in tuner. They all use lithium disc 
battery.

Also we are expanding the B-Band 
product line this year. We introduced the 
new B-Band UROS Acoustic Amplifi er 
and B-Band TUN-A desktop tuner. Both 
will be available this summer.

Armstrong: We have seen many recent 
designs of active pickups, active electron-
ics, light beam pickups, piezos and capaci-
tance driven pickups. All are technological 
wonders but none of these innovative de-
signs seems to have the ability to dethrone 
the magnetic pickup. Some things just do 
not need to be improved upon.

Rose: As long as people are playing acous-
tic instruments, there will be an after mar-
ket for pickups. Our biggest concerns are 
producing and manufacturing handmade 
pickups and preamps in Canada that are 
affordable for everybody, and still being 
able to pay the rent. There are a lot of op-
tions out there, but we think our quality 
and customer service makes a difference 
over a lot of the competition.
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SHOW REPORT

NAMM 
Summer Session

This year, it was really more of the same 
– although with a few minor twists.  While 
the 12,462 reported registrants for ’10 rep-
resents a four percent decrease from last 
summer, it’s perhaps a small victory when 
one considers that 2009 saw a 26 percent 
decrease in registration, compared to ’08.  
The actual tally of exhibitors remained 
steady, with 383 on hand in Tennessee.  
As with last year, the general perception 
(with a few exceptions, of course) was that 
the lower attendance benefi ted newer and 
smaller companies, in particular, and that 
the less frantic and crowded pace allowed 
for more actual business to take place.

“In addition to some of our industry’s 
largest manufacturers and distributors, 
Summer NAMM appeals to the new and 
emerging companies, and there were 70 
brand new NAMM exhibitors this year,” 
said NAMM president and CEO, Joe 
Lamond. “During the show, the inde-
pendent dealers, along with the largest 
buying and marketing groups, were able 
to see exciting new products to stock in 
their stores for the fall and holiday selling 
seasons. We continue to hear Member 
feedback about how Summer NAMM is 
valuable to them, especially in this chal-
lenging economy.”

2010
In our September 2009 wrap-up of last summer’s NAMM convention in 

Nashville, we bemoaned the absence of some of the “big name” exhibitors 

who’d had a presence in previous years and reported on declining 

numbers, while simultaneously noting a generally positive tone on the 

show fl oor.

1

1. Andy Strayer, Jason Kennedy, and Tabor 
Stamper of KHS Musical Instruments.
2. Joe Husak and Tim Pfouts of SIT Strings.

2
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“ The consumers 
 that were at 
 the Show 
 represented 
 an opportunity 
 to take our 
 message directly 
 to the end users.” 
 – Gerson Rosenbloom, 
    Wechter Guitars

When it Rains, It… 
Though in most respects the city had 

– at least in the areas directly near the 
convention center – seemingly recov-
ered from the devastating and deadly 
fl oods of early May, there were those 
who suspected that lingering concerns 
related to the disaster might’ve deterred 
some potential attendees and exhibitors.  
“I would hope that they [the fl oods] 
didn’t play a signifi cant role,” said Mar-
shall Electronics’ Jim Mona.  “But I do 
know of quite a few people who stayed 
home due to concerns about the weath-
er, thunderstorms and fl ooding.”

Both prior to and during the show, 
NAMM made a point of addressing the 
recent disaster and making efforts to 
provide relief to the city that has so often 
been home to the Summer Show. In ad-
dition to the obvious boost to the local 
economy generated by the convention, 
NAMM’s efforts in partnership with 
Next BIG Nashville, American Songwriter 
magazine, the Nashville Musicians Asso-
ciation and MusiCares were reported to 
have brought millions in aid to the city 
through events, a silent instrument auc-
tion, and donations from NAMM Mem-
bers.

The Great Unwashed
Summer NAMM also represented a 

fi rst: on Sunday, non-industry individu-
als (the “public” – gasp!) were offi cially 
welcomed to walk the show fl oor.  

How to address the issue of these visi-
tors has long been a topic of debate.  It’s 
safe to say that the lines of folks wait-
ing to get whatever high profi le endors-
ing artist’s signature that snake around 
the larger booths and spill into adjacent 
aisles are not wholly (or even largely) 
comprised of MI dealers or industry fi g-
ures, so there’s no question that there is 
public interest in the NAMM get-togeth-
ers and that these people often manage to 
fi nd a way to get in to the hall.  

Some have long advocated making the 
Shows open to all – the NAMM conven-
tions are well known by most serious, 
and even semi-serious, musicians.  Al-
lowing interested parties to attend, en-
couraging exhibitors to really pull out 
the stops and call upon their biggest art-
ists to show up and perform, could not 
only lead to and up-tick in profi t, but also 
increase visibility and help build the cul-
ture by making the Shows high-profi le 
“events.”  Then there are those who feel 
the added foot traffi c would make it even 

1 2 3

1. Zipbox Media’s Paul Wright with artists Josh and Jason Pantana.  2. Joe Lamond of NAMM talks with Nashville Mayor Carl Dean about the 
impact of the fl oods on the city. 3. Kevin and Tom Dougherty of TKL Products Corp.  4. Alfred Publishing’s Bryan Bradley, Daniel Frohnen and Holly 
Anzalone-McGinnis.  5. Ruben Lugo, Laurence Bell, and Steve Hendee; Yorkville Sound. 6. Elizabeth and Steven Lasko of JangleBox.

4 5 6
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2

more challenging for dealers and suppli-
ers engage in meaningful conversation 
and broker deals.  Also, many exhibi-
tors – particularly those fi elding smaller 
product – worry about increased theft at 
the shows, if the public were encouraged 
to attend. 

This was the fi rst NAMM-sanctioned 
arrangement, designed to accommodate 
both “outside” interest in the show, while 
respecting the concerns of exhibitors.  
“Wanna Play Music” Sunday allowed pa-
trons to check out the heretofore indus-
try-only event for $20, or $10 with a cou-
pon from a participating music retailer.  
Many saw the initiative as a sort of half-
measure that didn’t quite hit the mark, 
but perhaps a promising fi rst step. 

“The consumers that were there rep-
resented an opportunity to take our 
message directly to the end users,” said 
Gerson Rosenbloom of Wechter Guitars. 
“However, from our perspective, we felt 
that the consumer attendance was light. 
Regardless, we encourage NAMM to stay 
the course and give this new direction the 
opportunity to take hold.”  Gator Cases’ 
Ken Fuente made similar points: “As 
you know, consumers always fi nd their 
way into NAMM Shows and I noticed 
only a few more consumers than normal 
on Sunday in Nashville. We were hop-
ing, and prepared, to be inundated with 
them. I heard from local musicians that 
they didn’t know anything about Sunday 
being open to the public… it was news to 
them.  It’s obvious more should’ve been 
done to promote this. It’ll be interest-
ing to see how NAMM addresses this.”  
Steven Savvides of Musical Distributors 
noted, “If NAMM advertised it more 
aggressively, I believe it could be a good 
thing, however I do not believe the word 
got out and the turnout was very weak.”

See You in Anaheim!
With the economy seemingly on the up-

swing (fi ngers crossed), hopes are high for 
this January’s get-together in California.

The 2011 NAMM Show will take 
place January 13-16 in Anaheim, Calif.  
For information about 2010 Summer 
NAMM or to learn more about the 2011 
NAMM Show, interested parties can visit 
www.namm.org.

1

4 5 6

1. Levy’s Leathers: (rear) Brett Marcus, Ben Myron, Larry Greene, (front) Garth Giesbrecht, 
Sylvie Talbot, Harvey Levy, (fl oor) Brayden Giesbrecht. 2. Don Oriolo of Oriolo Guitars. 3. Carolyn 
Bridges, Deering Banjo Company. 4. Steve McReary, Collings Guitar, Inc. 5. Flavorreeds’ Walt 
Ostermeyer. 6. Mike Mulqueen and Kasey Konkus of Major Music Supply. 7. Mike and Irwin Berg 
of Humes & Berg. 8. Alan Poster of Reunion Blues. 9. ToneRite’s Ryan Frankel and Hans Yeakel. 
10. IBC Trading’s Iain Wilson. 11. Taylor Guitars’ Bob Taylor. 12. David Plugan with Jodi Ann 
Parker, Players Music Accessories.

10 11 12
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1. Jack Thompson, Steven Savvides, Dwayne Rando and Wally Rando of Musical Distributors Inc. 2. Brian Wolfe and Leonard Wyeth of 
AcousticMusic.Org with Bourgeois Guitars’ Bonni Lloyd. 3. Kimberly Lewis, Karrington Williams and Susie Merritt of George L’s Musical Products.
4. John Strand and Lann Wang of Cherub Technologies. 5. Lorne Graham and Gene Garb, NEMC. 6. H & F Technology’s Paula McNamee and Haw 
Renn Chen 7. Nancy and Vinni Smith of V-Picks.

5 7

“I think the Show’s going 
great,” enthused Two Old 
Hippies’ Tom Bedell on Fri-
day afternoon.  “We’re hav-
ing a really good time, meet-
ing new people and talking 
to old friends.”

In addition to the wide ar-
ray of Bedell Guitars, Tom 
was particularly excited 
about the single cutaway 
Great Divide Songsmith. 
“This is a fantastic guitar 
– a quality instrument with 
a solid Sitka spruce top and 
a Fishman Isys T system,” 
he noted.  “At under $400, 
that’s an incredible value. 
On top of that, during the 
fall [October 1 through De-
cember 31 – Ed.] we’ll be in-
cluding a Fishman ACG-20 
amplifi er, free.  It’s really an 
amazing deal.”

In the middle of 
this year’s Summer 
NAMM Show, 
American Music 
& Sound brought 
together some of the 
biggest names in the 
keyboard business 
into a single powerful 
booth display. For 
the fi rst time, Show attendees could try out 
Nord’s new Nord Piano, Kurzweil’s PC3K 
workstation, and Studiologic’s new Numa 
Piano and Numa Organ offerings all in one 
place.Tom Bedell of Two Old Hippies.

Great Divide Songsmith: Get Amp’d
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1. Worldwide Music Services; Nathan Ersig, 
Justin Wells, Phil Smith and Jeff Hansel. 2.
Gil Soucy of US Music Co. 3. D’Addario & 
Co.’s Josh Touchton and Brian Vance, with 
Raymond McGlamery of DMG Austin. 4. 
Marshall Electronics’ Jim Mona. 5. Sterling
Ball with sons Brian and Scott, Ernie Ball. 
6. Dan Barker, Penny Patton-Canada, and 
Anthony Armendautz of EMD Music. 7. Kate
Yeager and Sharon Hennessey of The Music 
People with Paul Finke of Willis Music. 8. 
Robert Wilson from Sound Technology
(UK) with NAMM’s Joe Lamond at Thursday 
night’s ‘The Hang’ in Nashville.
9. Scott Fore and Dana Bourgeois , Pantheon 
Guitars, 10. Cindy Adkins and Dave Snyder 
of Aurora Strings. 11. Retail Up’s Gordon 
O’Hara and Bee Bantug. 12. Gabe Whyel and 
Tom Menrath, American Music And Sound.
13. Iain Wilson with Rick Nelson of Flaxwood
and G7th. 14. Gerson Rosenbloom and 
Abraham Wechter of Wechter Guitars.
15. Steve Smith and Paul Chu of Hunter
Music Instrument.

6

12 13 14 15

8 9 10 11
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1. Hal Leonard Corporation: Chrissy Dzioba, 
Peter Calrson, Brad Smith, Maribeth Barrons, 
Tim Cose, and David Jahnke. 2. Jim Hall, Hall
Crystal fl utes. 3. The Music Link’s Ashley
Atz. 4. Ben Parker, Gary Bennett, and Cory 
Kerr of Chesbro Music Co.
 5. Ricardo and Renan Albuquerque with Luiz 
Yamashita and Milton Burbosa of Miami
Audio Music. 6. Mary Faith Rhoads-Lewis and 
Todd Newman of Breezy Ridge Instruments 
with Bryan Clark of The Recording Academy.
7. Pete LaPlaca, PJLA Sales. 8. Dave Lewis, 
WD Music. 9. Penny Haas, Joe Naylor and 
Ken Haas of Reverend Musical Instruments.

6 7 8

4

8

MMR_48   48 7/21/10   9:50:47 AM

www.guitar-hands.com


AUGUST 2010    MMR 49

4 5 6 7

1 2 3

1. NAMM’s Scott Robertson and Mary Leuhrsen with Governor Mike Huckabee. 2. Brad Smith and Larry Morton, Hal Leonard Publishing fl ank Dick 
Boak, Martin guitars. 3. John Maher, Alan Poster and Dave Andrus, Reunion Blues. 4. William Steppan and Ron Koppes of Tri-Technical Systems.
5. Symphony Publishing’s Eliahu Sussman with Jason Kendall of Harmonix. 6. Derek Brocks and Brian Ball, Ernie Ball. 7. Mark Campfi eld and Jim 
Schmelzer, Koozee Armor Products.

©2010 Beamz Interactive, Inc. 

®

www.thebeamz.com

enables everyone to experience music making
touch laser beams and make music by playing light

recreational music making

Most Innovative
Teaching Tool

 Music System
Interactive
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1. The team at Oriolo Guitars – Warren 
Hibbat, Mike Oriolo, Tony DiDamenico, 
Richard Cimarick, Felix the Cat, Laurie Ashire, 
Don Oriolo, Jurgen Thomas, and Donald 
Oriolo. 2. CE Distribution’s Orin Portnoy. 
3. Mike Shellhammer of Morgan Hill Music.
4. Amber Slade, Paige Capos. 5. Bradley 
Weinholtz of Bridgecraft USA, Inc. 6. St. 
Louis Music/U.S. Band & Orchestra Supply’s
– Chris Meikle, Mark Ragin, and Stan Morgan. 
7. Marc Ingber of Score Mktg. 8. Martin 
Ritter, Ritter Europe Ltd. 9. Shubb Capos’
Gary Mobley, Rick Shubb, and Raul Reynoso. 
10. Kala Brand Music Co.’s Phil Slight and 
Rick Carlson. 11. George Li and Sophy Wu, 
Merano Musical Instruments. 12. Richard
Dron and Michael Lasota of Mobineko.
13. Guy McKeon, Bruce Sherman, Anthony 
Soriano, Lou Capece, and Peter Capece; Lou 
Capece Music. 14. The EMG Pickups team: 
Scott Wenschel, Karen and Rob Turner, Scott 
Ferrara and Andrew Farrell.

5

7 8

11 12

13 14
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1. SHS’s Rob Pugh, Guy Petty, and Doug Shepard. 2. Dennis Webster and John Schauer of Yamaha. 3. Roy Burns and Chris Brady of Aquarian
Drumheads. 4. Peak Musical’s Pamela Liu and Jonathan Tai.

2

4
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Best & Worst of Show Awards
Best Display
The Chesbro Booth was hand-made 
from actual timbers from an old barn, 
lending to the authenticity of the 
display’s “down home,” backwoods 
cabin appearance.

Best Guy in One of Those 
“Put Your Head Inside This 
Larger, Fuzzy Head” Costumes
Putting most MLB mascots and your local 
Chuck E. Cheese “animated characters” 
staff to shame, Oriolo Guitars’ Felix 
the Cat made his debut appearance at 
the Summer Show and was consistently 
spirited and engaging, throughout the 
three-day event.

Best on-time delivery:
Travis Perry of Perry’s Bluegrass 
Shops (Dothan, Ala.) and fi rst-time 
NAMM exhibitor (Chord Buddy) left 
Nashville just in time to welcome a 6lb, 
14oz baby boy to the family.   Travis 
reports the new arrival was, “playing a 
Chord Buddy within two minutes…”

Best Happy Hour
The Hal Leonard booth at 4PM.  As 
Jimmy Buffet once said, “It’s 5 o’clock 
somewhere!” 

Worst “Industry Growth”
The huge (pun unintended, but it 
stays…) selection of 2XL T-shirts
for sale at the NAMM store.  Either 
NAMM accidentally overstocked that 
one size or, as an industry, we all 
need to put the donuts down…

Worst Analysis by 
a Show Exhibitor
“Morgue on the Mountain…” 
– Anonymous (by request)

Best Dive Bar
Slightly sketchy, full of character, 
exceedingly inexpensive ($5 pitchers 
and $.50 pool table!) – Springwater 
Supper Club & Lounge offers a 
comfortable and relaxing way to wind 
down after a full day on the Show fl oor.

Best Analysis by a 
Show Exhibitor
“I opened three 
new distributors” – Lou 
Capece, Lou Capece Music
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Worst No-Shows…
No single “winner” here, but as 
with last summer, it was pretty 
disappointing to not see a number 
of heavy hitters at the Show.  The 
economy, the recent Nashville 
fl oods, picking and choosing where 
money is spent, bottom line, Xs and 
Os – we get it.  We. All. Get. It.  Still 
kind of a bummer…

Best BBQ
With all due (and well deserved) respect to Jack’s on Broadway, after having 
made the trek over to the East Nashville/Inglewood area, MMR’s editorial staff 
have to say that Bailey & Cato Family Restaurant is hands-down the best BBQ in 
the city.  Locals travel to the little cottage on McGavock Pike as much for the fried 
chicken and meatloaf as anything else (allegedly, on Sundays after church, the wait to get 
served is as long as two hours), but it’s the barbecue ribs that really stand out: crisp red/
brown skin, slightly fatty (adding tons of fl avor), and a deliciously spicy rub.  We’ve visited 
essentially all of the barbecue hotspots in the U.S. and I’m going to have to say Bailey & Cato 
does it better than anywhere in the country (address your irate “You don’t know what you’re 
talking about!” e-mails to: cwissmuller@symphonypublishing.com…).

Best Informal Get-Together
The Bi-annual guitar jam session at the 
Levy’s Leathers suite, with pizza and 
great music.  We miss you Paul Specht! 

Dana Teague with Harvey Levy.

Best Deal
The silent auction for Nashville 
musicians yielded a $150 gift 
certifi cate to any Palm Restaurant, 
snagged for a bid of $75 (claimed by 
MMR’s Sid Davis). 

Best Unusual 
In-Booth
Entertainment
An actual hurdy gurdy 
being played at the AMV 
Consulting Booth.

Best Wake-Up
At the fi rst day’s NAMM Breakfast, 
the Wooten Brothers performed their 
signature brand of soul/funk/R&B to an 
appreciative audience.

Worst Arrival Time
Delays, delays, delays…  The last members of the MMR team to depart 
Nashville landed in Boston past 1AM.
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The 2010 Summer NAMM Show featured 
countless innovative musical products 
covering the entire spectrum of music 

making. MMR’s sister publication, School Band & 
Orchestra, enlisted educators attending the Nash-
ville trade show to seek out the best tools for use 

in music classrooms, with the winning products 
being named at a special presentation on June 
20th.  The panel of educators helped select and in-
troduce the following products in12 widely vary-
ing categories, declaring them SBO’s 2010 Sum-
mer NAMM Show Best Tools for Schools.

Best 
Elementary Tool

Jumbie Jam
Panyard, Inc.

www.panyard.com/jumbiejam

The Jumbie Jam is a colorful steel 
drum pan for young and begin-

ning music students that comes 
with a height-adjustable, collaps-
ible stand, mallets, a play-along 
CD, and educational materials.

Best 
Beginning Tool

The Chord Buddy 
www.chordbuddy.com

The Chord Buddy is a capo that 
is confi gured to play the primary 
chords in the key of G on the gui-
tar.  Simply press one of the four 
colored buttons on the top of the 

Chord Buddy to change the chord 
while strumming. 

Best 
Intermediate Tool

FT-88 Mini-clip Tuner
Shenzehn FZone Technology
www.fzonetechnology.com

The FT-88 mini-clip chromatic 
tuner from FZone is a colorful, 

fun-shaped clip-on tuner that uses 
vibration to determine pitch and is 
designed to work on both stringed 

and brass instruments. 

MMR Report: 

Best Tools 
for Schools
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Best 
Advanced Tool

The Drum Wallet
www.thedrumwallet.com

The Drum Wallet is a small, 
simple, bean-bag-like device 

that can be attached to the lugs 
of a snare drum and then easily 
fl ipped onto the batter head in 

order to quickly muffl e the drum, 
and just as quickly fl ipped back 

down when additional muffl ing is 
no longer wanted. 

Best 
Percussion Tool

Power Wrist Builders
www.powerwristbuilders.com

Designed to build strength, agility 
and endurance in the wrists and 
forearms, Power Wrist Builders 
are solid aluminum and solid 

brass drumsticks weighted be-
tween two and 28 ounces.

Best Small 
Ensemble Tool

JamHub
www.jamhub.com

JamHub is a portable device with 
multiple segments that each have 
their own input and output jacks, 

each controlling its own mix.  This 
tool enables a small ensemble 
to play electronic instruments 

together in relative silence.

Best Stringed/Fretted 
Instrument Tool

TunerGuard
www.tunerguard.com

Currently only for guitar but in 
the process of being adapted for 
other stringed instruments, the 
Tunerguard is a sturdy plastic 

sleeve that slides over tuning pegs 
to prevent them from moving if 

something should bump or brush 
against the headstock. 

Best 
Marching Band Tool

BBS-1 Wireless 
Pulsating Metronome

Peterson Strobe Tuners
www.petersontuners.com

Building on the original BodyBeat 
metronomes, the BBS-1 Wireless 
Pulsating Metronome allows an 
unlimited number of performers 
to feel or hear the same beat by 

wirelessly connecting and syncing 
pulsating metronomes. 

Best 
Recording Tool

PCM-D50, Sony
pro.sony.com

The PCM-D50 is a rugged, light-
weight recorder that uses AA bat-
teries and is packed with useful 
features, including two-position 

stereo microphones, 4GB of inter-
nal memory, digital pitch control, 

and MP3 playback capability.
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Best Independent 
Study Tool

Trumpet Compact Practice Mute
Faxx Mutes

www.AmericanWayMarketing.com

Faxx Mutes’ lightweight and com-
pact practice mute for trumpet 
is designed to allow players to 

practice at low volumes.

Most 
Innovative Tool

Beamz Player
Beamz Interactive

www.thebeamz.com

With the tag line of “Enabling peo-
ple of all ages to play, create, and 
perform great music,” the Beamz 
Player uses lasers and sensors, 
which, when interrupted, trigger 

musical cues.  In addition to being 
fun for beginners, this device is 

also a great way to involve special 
ed students in music making. 

Best Health 
& Hygiene Tool

Guitar Hands

The Guitar Hands Clinical Lipid 
Therapy Cleansing Lotion is, as 
the name suggests, designed 
to cleanse, nourish, heal, and 

toughen skin, making it ideal for 
use on hands that play stringed 

instruments.

Joe Allison Jeremy Greenwood

Laura Verdone Steven Nendza
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1 32

8 9 10

4 5 6 7

1. School of Rock: Christine Harrington, Jill 
Livick, and Rich Agar. 2. Hap Kuffner and 
Andrew Farrell, EMG Pickups and Mike Kropp, 
NS Designs. 3. LM Products Troy Parker, Pat 
O’Densws and Larry Mechem. 4. Allen Gatchell 
and Steve Crisafulli of Gatchell Violins.
5. Travis Perry and Clayton Jordan, Chord
Buddy. 6. Michelle and Todd Stadler of 
Grassroots Musical Distributor. 7. NAMM’s
Joe Lamond and Kevin Johnstone. 
8. American Way Marketing: Jim Klingler and 
John Musselman. 9. Governor Mike Huckabee 
with NAMM’s Melanie Ripley. 
10. Johnny Rabb presents a master class at 
Summer NAMM.
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1

Tools For Schools

2 3 4 5

1
1. Rick Kessel of MMR and SBO
magazines introduces the panelists for the 
Best Tools for Schools presentation: Joe 
Allison of Eastern Kentucky University, 
Jeremy Greenwood of Tupelo (Miss.) High 
School, Steven Nendza of Hille Middle 
School in Oak Forest, Ill., and Laura 
Verdone, a music teacher in the Nashville 
(Tenn.) Public School System. 2. Joe
Allison 3. Jeremy Greenwood 4. Laura
Verdone 5. Steven Nendza
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8 9 10

11 12 13

15 16 17

1 2 3 4

5 6 7

1. Colin Schofi eld, Gretsch Co. and Joe 
Vasko, LP Music. 2. Lizabeth Gray and Rick 
Fagan, Santa Cruz Guitars. 3. Greg St. Peter 
and Niels Larsen of Acorn Pianos. 4. Monica
Barton and Yule Jabara of House Band Gear.
5. Sesame Street’s Elmo with NAMM  
friends Sandra Jordan and Eric Ebel. 6. Steph 
Maffei, Jerry Andreas and Dave Sanderson 
of SKB Cases. 7. Samson Technologies:
James Tsaptsinos, David Hakim, Jack Knight, 
and Scott Goodman. 8. Martin Guitar’s  Dick
Boak and Chris Martin. 9. Gerson Rosenblum, 
Wechter Guitars. 10. Remo Inc’s Brian Levan 
and Bob Yerby. 11. Kenny Bohling of Lakota 
Leathers. 12. Michael Ferrucci of Voyage-air 
Guitar. 13. John Broemann, Music Dealers 
Resource Group. 14. Tropical Music’s Joey
Ojeda. 15. At the Mel Bay Publications booth: 
Paula Brown (L) and Jeff Ponte (R) with 
Bill Crook of Crooks Music, Hot Springs, 
AR (center). 16. Bonnie Spencer Swayze of 
Alliance Rubber Co. 17. EMG’s Hap Kuffner.
18. Kay Depompeo and Tim Fisher, Howard
Core Company. 19. Koozee Armor Products’ 
Mark Campfi eld and Dave Phillips. 
20. Musiquip’s John Kelley and Jeff Sazant.
21. Sid Davis of MMR with Joe Fucini of 
Fucini  Productions.

18 19 20 21

14
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32

1. Ludwig Musser’s Grant and Robert Henry and Kevin Packard. 2. Rotosound’s Jason and Kathy How with Mark Blasko. 3. Access Case and Bags 
Marty Harrison, Kevin Leigh and Tom Walker. 4. Jack Westheimer of Cort USA. 5. Andy Morris of Dream Cymbals and Gongs. 6. Randall Williams of 
Kyser Musical Products Inc. 7. Sabian’s Greg Zeller. 8. Bill Reim of Hoshino USA. 9. Ken Fuente of Gator Cases.

1

4 5 6 7 8 9
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PS/R: Pro Sound/Recording
S&F: Stringed & Fretted
ETH: Ethnic
ACC: Accessories
BI: Band Instruments
PRC: Percussion
PM: Print Music
P/KB: Piano/Keyboard

ALABAMA 
Howard Core Company
99 Symphony Way
P.O. Box 5680 
Anniston, AL  36205  
(256) 238-9966
(800) 633-2302 Toll-Free Orders
Fax (256) 238-VIOL (8465)
(877) 633-2302 Toll-Free Fax Orders
E-mail: info@howardcore.com
Web site: www.howardcore.com
Alex Weidner, managing partner
Categories: S&F, ACC, luthier supplies, 
books, tools, cases, strings & bows.
Principal Brands:  
Instruments  - Core Academy Instruments 

(Exclusive);  Core Select Instruments 
(Exclusive);  Johannes Köhr 

(Exclusive);  August F. Köhr (Exclusive);  
K500 series (Exclusive); Gewa (USA Exclu-
sive); Mark Wood Violins (Exclusive); S.I.R. 
Cellos  (USA Exclusive); Franz Sandner;  
Semmlinger Cellos; Christopher Basses; 
Wilfer Basses
Cases - Bobelock (USA Exclusive);  Core 
Cases (Exclusive),  Gewa (USA Exclusive); 
Negri; Concord; Winter   
Bows - Glasser Bows; Marco Raposo Bows; 
Dorfl er; Alfred, Hartmut, & Gerald Knoll; 
Horst Schicker; Lothar Seifert
Strings - Crown (USA Exclusive);  Han-
nabach Classical Guitar Strings (USA 
Exclusive) Pirastro;  Larsen;  Thomas-
tik;  Super-Sensitive; Jargar;  D’Addario;  
Goldbrokat; Westminster; Strad; Prim; Hill; 
LaBella; Savarez
Accessories  - Teller bridges;  Aubert Mire-
court bridges; Despiau bridges; RDM Prod-
ucts;  Ulsa end pins; Wittner metronomes & 
string adjusters; D’Addario & Planet Waves 
accessories; Intellitouch tuners;  Viva La 
Musica; Everest; Kun; Bon Musica; Wolf; 
Kohr Fittings; Gel Rest chinrest pads; Old 
Wood Finishing Products (USA Exclusive);  
Royal Oak Rosins & String Cleaner (USA 
Exclusive); Jade rosin; Melos rosin; Sal-
chow rosin; Pops rosin; Herdim tools
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ARIZONA 
DBL Distributing, 
the Consumer Electronics 
Division of Ingram Micro
16648 N 94th Street
Scottsdale, AZ 85260
(480) 596-8636
(800) 733-6766
Fax: (800) 388-9636
E-mail: salessupport@dbldistributing.com
Web site: www.dbldistributing.com 
Don Anderson, Director of Sales
Categories: Pro Sound and Recording; 
Stringed and Fretted; Piano and Keyboard; 
Accessories
Principal Brands: Pro Sound and Recording; 
Tascam; Numark; Pioneer DJ; Gemini; Gem 
Sound; audio-technica; Ion; Ortofon; Fender 
Audio; Nady; Pyle; CAD; Azden; Sony
Stringed & Fretted: Fender; Challenge
Piano & Keyboard: Casio
Percussion: Yamaha
Accessories: Hosa; BBE; Pyle; Buttkicker

CALIFORNIA
Alfred Music Publishing
16320 Roscoe Blvd., Suite 100
Van Nuys, CA 91406
Phone: (800) 292-6122
Fax: (800) 632-1928
E-mail: sales@alfred.com
Web site: www.alfred.com/dealer
Daniel Frohnen, Director of Trade Marketing
Categories: PS/R, S&F, ETH, ACC, PM.
Principal Brands: Daisy Rock Girl Guitars 
(Exclusive), TASCAM, Might Bright, Farley’s 
Musical Essentials, Ultimate Support, 
Schaum, Dover, Faber, Mayas Music, DW 
DVD, Drum Channel DVD, Guitar World 
DVD, Penguin.

American Music and Sound 
22020 Clarendon St ste 305
Woodland Hills, Ca 91367
Phone 800 994 4984
Fax: (818) 597-0411
E-mail
info@americanmusicandsound.com
Web site 
www.americanmusicandsound.com
Lynn Martin, pres.
Categories: PS/R, S&F, ACC, P/KB, PRC
Principal Brands: Allen & Heath, Focusrite, 
Novation, beyerdynamic, Fostex, Nord, 
Vestax, Studiologic, Turbosound, Wharfdale 
Pro, Xone.

Dana B. Goods 
4054 Transport St., Unit A
Ventura, CA 93003
(805) 644-6621
(800) 741-0109
Fax (805) 644-6332

E-mail: info@danabgoods.com
Web site: www.danabgoods.com
Dana Teague, Michael Brown, Dale 
Titus, James Garza, Marc Boomer, 
Jimmy Christen
Categories: PS/R, S&F, ACC
Principal Brands: Aria, MTD Kingston, 
ADK Mics, Red Witch Analog Pedals, 
Lehle Switchers, Humfrees, Diago.

Drumskull Drums
105 Pioneer St.
Suite C
Santa Cruz, CA 95060
(831) 429-5766 
Fax (831) 429-5756
E-mail: info@drumskulldrums.com
Web site: www.drumskulldrums.com
Ryan Bennett, owner
Matt Hardwick. owner
Scott Cooper, offi ce manager/sales
Categories: print music, drums, hand 
drums, percussion, ethnic, drum 
building supplies, drum accesso-
ries, African music, cases, djembes, 
instructional media
Principal Brands: Drumskull Drums

European Crafts, Inc.  
3637 Cahuenga Blvd.
Hollywood, CA 90068
(323) 851-4070
(800) 851-0750
Fax: (323) 851-0148
E-mail: ecraft@pacbell.net
Web site: www.europeancrafts.net 
Mirek Strizka, pres.
Categories: S&F, ETH, ACC, BI, PRC
Principal Brands:Savarez, SKB, Remo, Rico, 
Speedfi re, Hohner, Martin, Shure, Pro-
Mark, Regal Tip, Vater, D’Addario, Dunlop, 
Selmer, Bach, Electra, Estrella, Ace, Wittner, 
Augustine, Aranjuez, DeVillier, Schaller, 
Amati, Strunal, La Bella, Super-Sensitive, 
Dominant, Yamaha, La Voz, Jones, Otto 
Link, Rovner, Lee Oskar, Hamilton, Pignose, 
Gorilla, Grover, Trophy, Tric, Blitz, Ping, 
Shubb, Kyser, Universal Percussion, Dan-
mar, Atlas, Neotech, Berg Larsen, Bobby 
Dukoff, Meyer, Clayton, Kun, Dean Markley, 
D’Angelico, Fort Bryan, Glasser, Harmon, 
Herco, Micro, K & M, Kratt, Pro Co, Rhythm 
Tech, Resonans, Rotosound, Claude Lakey, 
American Plating, John Pearse, Pyle Ampli-
fi ers, Lone Star Guitars, Bari Reeds, Miri 
Reeds, Zildjian.

KMC
3690 Jurupa Street
Ontario, CA  91761
(909) 969-9200
Principal Brands:
(Please see KMC Connecticut listing)

Major Music Supply  
918A Clement St., Suite 103
San Francisco, CA 94118
(888)-996-2567 (orders only)
(415)-221-6666
Fax: (415) 221-9666
E-mail: majormusicsupply@yahoo.com
Web site: www.majormusicsupply.com
Web site: www.revivalacoustics.com
Mike Mulqueen, sls. mgr.
Categories: S&F, ETH, PRC, ACC
Principal Brands: Instruments: Revival 
Acoustic Guitars, Revival Mandolins, 
Revival Resonators, Vivace Stringed Instru-
ments, Makai Uke Co., Adagio Violins, Ve-
rano Classical Guitars, Armor Cases, MMS 
World Instruments, WB Percussion.

The Music Link
31067 San Clemente Street
Hayward, CA 94544
(415) 671-4785
(888) 552-5465
Fax: (510) 471-6652
Web site: www.themusiclink.net
E-mail: sales@themusiclink.net
Categories: PS/R, S&F, ETH, ACC, BI, PRC, 
P/KB
Principal Brands: Recording King banjos, 
resonator guitars and acoustic guitars; 
VHT all-tube boutique amplifi ers; The Loar 
archtop acoustic guitars & mandolins; AXL 
guitars & amplifi ers, accessories & cables; 
Guardian bags & cases; Johnson acoustic 
& electric guitars, amplifi ers, resonators, 
mandolins, ukuleles; Palatino violin-family 
instruments & accessories; Palatino band 
instruments; Palatino pianos; Lucida clas-
sical & traditional mariachi guitars; Antonio 
Hermosa classical guitars; Koloa profes-
sional ukuleles; Dell’Arte gypsy jazz acous-
tic guitars; Baltimore guitars; Antonius 
violin-family instruments; CODA drums & 
percussion; Savannah folk instruments.

Saga Musical Instruments 
P.O. Box 2841
137 Utah Ave.
South San Francisco, CA 94080
(650) 588-5558
(800) BUY-SAGA (289-7242)
Fax: (650) 871-7490
Web site: www.sagamusic.com
E-mail: info@sagamusic.com
Richard Keldsen, pres.
Categories: S&F, ACC, ETH, folk insts., 
parts.
Principal Brands: Cremona and Anton 
Breton Bowed Instruments; Anton Breton 
and J. La Salle bows; Blueridge, Durango, 
and Trinity College Guitars; Gitane and 
Cigano Gypsy Jazz Guitars; Regal Wood 
and Metal Body Resonator Guitars; J. 
Navarro and Valencia Classical Guitars; 
Gold Star, Rover, and Saga Banjos; 
Kentucky and Rover Mandolins; Trinity 
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College Celtic Mandolins, Mandolas, 
Octave Mandolins and Bouzoukis; 
Mahalo and Hamano Ukuleles; Gladiator 
Electric Guitars; Saga Electric Guitar Kits; 
Saga Acoustic Mandolin and Banjo Kits; 
Superior and Golden Gate Bags and Cas-
es; Travelite Cases; Golden Gate Fret-
ted Instrument Parts and Accessories; 
Anton Breton Bowed Instrument Parts 
and Accessories.

Tornavoz Music 
1455 19th St.
Santa Monica, CA 90404
 (310) 586-1180
Fax: (310) 586-1181
E-mail: info@tornavozmusic.com
Web site: www.tornavozmusic.com
Categories: Jose Ramirez, Cordoba, Paco 
de Lucia, Aparicio, Contreras, Loriente, 
Matsuoka, Sakurai-Kohno, Iberia, Humi-
case
Principal Brands: S & F

Vitali Import Company, Inc. 
13020 Whittier Blvd.
Whittier, CA 90602-3045
(562) 698-6508
(800) 325-8154
Fax: (562) 698-2429
E-mail: lcraven@vitaliimport.com
Web Site: www.vitaliimport.com
Lauretta Craven, pres.
Categories: S&F, ETH, ACC, PM
Principal Brands: Aubert Bridges, Corelli, 
Jargar, D’Addario, Kun Shoulder Rests, La 
Bella, Millant rosin, Pirastro, Prim, Savarez, 
Super-Sensitive, Thomastik.

COLORADO 
PROsing Karaoke 
(800) 776-7464
Fax: (888) 388-9740
E-mail: sales@prosing.net
Web site: www.prosing.net
Categories: PS/R, products for singers, 
karaoke, CDGs, DVDs, equipment, acces-
sories.
Principal Brands: Sound Choice, MMO/
Pocket Songs, VocoPro, RSQ, Chartbuster, 

Forever Hits, IXT Systems, Emerson, Audio 
2000 Disney, V2GO.

CONNECTICUT 
KMC MUSIC, INC.
55 Griffi n Road South
Bloomfi eld, CT 06002-9005
(860) 509-8888
Sales: (877) 526-2668
Fax: (877) 526-2632
E-mail: sales@kmcmusic.com
Web sites: www.kmcmusic.com (portal to 
KMC brands), www.kmconline.com (order-
ing), http://kdn.kamanmusic.com (dealer 
support materials and specials) 
Ed Miller, pres.
Larry Dunn, Sr. v.p. fi nance, CFO
Paul Damiano, Sr v.p. sls. & mktg.
Robert E. Lee, v.p. sls.
Joe Vasco, v.p. and g.m., Latin Percussion
Chuck Bashaw, v.p. purchasing & int’l 
logistics
Frank Untermyer, v.p. & g.m. Ovation/Ham-
er/Guild/Gretsch Drums
Categories: PS/R, S&F, ETH, ACC, BI, PRC, 
PM, P/KB
Principal Brands: Ovation, Adamas, 
Takamine, Hamer, Applause and Jasmine 
guitars; Latin Percussion, Gretsch drums, 
Sabian cymbals, Toca percussion, Gibraltar 
hardware, CB drums and educational 
percussion, Dixon drums and hardware, 
Genz Benz, Fender strings and accessories, 
Groove Tubes, Shadow Electronics, Full 
Contact Hardware, Vic Firth educational 
percussion, Becker, Suzuki, Academy, Sten-
tor, Hercules Stands, Seiko, Cherub, Matrix, 
Lee Oskar, Levy’s Leathers, Gretsch guitar 
accessories, Bigsby bridges and Guild gui-
tar accessories, among many others. 

Magnamusic Distributors Inc. 
74 Amenia Union Rd.
P.O. Box 338
Sharon, CT 06069-0338
(860) 364-5431
Fax: (860) 364-5168
E-mail: magnamusic@magnamusic.com
Web site: www.magnamusic.com
Madeline Mix Hunter, pres.

Categories: ACC, PM, recorders & historical 
woodwinds
Principal Brands: Recorders: Aura, 
Coolsma, Dolmetsch, Zen-On. Publishers: 
Anfor, Ascolta, Avondale, Barandol, Broken 
Consort, Cheap Trills, Consort Music, Dolce 
Edition, Dolmetsch Library, Dovehouse, 
Early Music Library, Edition Baroque, 
Hawthorne, Harpsichord & Fortepiano 
Magazine, Hug, Jolly Robin Press, London 
Pro Musica, L’Oiseau Lyre, Loux, Magnamu-
sic, Marlborough, Mayfair, Moeck, Muses 
Gardin, Musica Budapest, Pan, Peacock 
Press, Muro, Pelican, Polyphonic Publica-
tions, Recorder Magazine, Schott, Sweet 
Pipes, Tomus.

The Music People! Inc. / TMP Pro 
Distribution 
154 Woodlawn Rd. Suite C 
Berlin, CT 06037
(800) 289-8889
Fax: (860) 828-1353
E-mail: sales@musicpeopleinc.com
Web site: www.musicpeopleinc.com or 
www.tmppro.com 
Jim Hennessey, pres.
Categories: PS/R, ACC, P/KB
Principal Brands: Microphones: AKG, 
Astatic, Audio Spectrum, Audio-Technica, 
Audix, Beyerdynamic, CAD/Equitek, CAJ 
Countryman, Earthworks, Electro-Voice, 
Sennheiser, Shure, Sony, Telex, Wireless 
- Audio-Technica, Beyer Dynamic, Elec-
tro-Voice, Nady, Samson, Shure, Sony, 
Telex. Headphones: AKG, Audio-Technica, 
Sennheiser, Sony, Sound Systems: Atlas 
Sound, Community Sound, Electro-Voice, 
EAW, Fostex, Gemini, InterM, JBL, Mackie, 
QSC, TOA, Williams Sound. Cables, Inter-
faces & Connectors:  Hot Wires, Pro Co.  
DJ/Lighting: Gemini, Numark.  Mixers: 
Alesis, Allen and Heath, Bi-Amp, Bogen, 
Mackie, Midas, Soundcraft, Toa. DSP’s/
EQ’s/Processors: Ashly, Alesis, Bi-Amp, 
dbx, Klark Teknik, Lexicon, Rane, Symetrix, 
Toa. Amplifi ers: Ashly, Bi-Amp, Bogen, 
Crest Audio, Crown, InterM, Lab Gruppen, 
Samson, QSC, Toa. Accessories - On-Stage 
Stands, On-Stage Gear, DrumFire, AKG, At-

las, Raxxess, VERSA-TEK, 
Hennessey Guitar Parts. 
Drum Sticks: On-Stage 
Sticks.

On-Stage Stands
154 Woodlawn Rd. Suite C 
Berlin, CT 06037
(800) 289-8889
Fax: (860) 828-1353
Web site: www.onstages-
tands.com
Jim Hennessey, pres.
Categories: ACC
Principal Brands: On-Stage 
Stands: microphone, guitar, 
keyboard, speaker, amp, 
lighting, rack, karaoke, 
orchestra and sheet music 
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stands.  Accessories: microphone acces-
sories, mic clips, pop-fi lters, windscreens, 
Posi Lok locking microphone booms, bags, 
cases, etc; On-Stage Gear: Guitar Straps, 
pick holders, keyboard dust covers, sustain 
pedals; DrumFire drum hardware, drum 
bags, snare wire replacements.  Trademarks: 
Hex-Base (mic stands and studio booms), 
Flip-It (guitar stands), Hennessey (Guitar 
Parts). 

P&D Wholesale Music Supply 
1660 Barnum Ave.
Stratford, CT 06614
(800) 823-5188
Fax: (203) 377-2576
Al D’Addario
John Rampino, natl. sls.
Categories: PRC, ACC
Principal Brands: Drums & percussion: Basik 
Drums, R.C. International Acrylic Drums, 
Tree Works, Swingtime Percussion. Acc. and 
Drum Hardware: Aquarian, Dan-Mar U.S.A, 
Cannon, Rhythm Tech, Grover, Trophy, Du-
plex, Noble & Cooley, Zero-Rings, Stick Han-
dler, TPS, Neary Drum Torque, Lug Lock, 
Pro-Mark, Remo, Muffl ’s & Practice Pads, 
H.Q. Percussion, Real Feel, Shine On, Trick, 
Groove Juice, Blitz, Buckaroo, Ace, Latin 
Groove, Nomad, Kaces, SKB, Drum Heads, 
Attack, Remo, Drumsticks, Mallets, Brushes; 
Vic Firth, Pro-Mark, Regal Tip Hotsticks, 
Mike Balter, Vater, Innovative Percussion 
Inc., Swingtime Percussion, Slug Accesso-
ries; Cymbals: Sabian Solar, Imported Brass; 
Latin American Products: Bongos, Congas, 
Timbales, Cowbells, Maracas, Fort Bryan, 
Kaces, Perfekktion Bags, Qwik Time.

Tamarkin Company, Inc. 
177 Rowley St., #2
Winsted, CT 06098
(800) 521- 5464
Fax: (860) 379- 4834
E-mail: tamarkinmusic@aol.com
Web site: tamarkincompany.net
John Macbeth; pres.
Tom Daley: whse. Mgr.
Principal Brands: Hardshell Cases, 
Chipboard Cases, Gig Bags, Grand Prix 
Cases, Edge Microphones,Bedford Stringed 
Instruments, Blitz, Hamilton, Kyser, 
Huang, Flinthill, Fort Bryan, Grover, Intelli, 
Intellitouch,Qwik Tune, Concerto Manu-
script, String Swing, Sound Barrier, SKB, 
RDM, Topp Pro, TKL, Jensen, JJTubes, 
Pignose, Latch Lake, Mighty Mite, Palmer, 
Pocket Rockit Amp, Cherub,Luthier Sup-
plies

FLORIDA
FBT - U.S.A.
P.O. Box 353516
Palm Coast, FL. 32135
(800) 333-9383
Fax: (386) 437-7990
E-mail: fbtusa@sbcglobal.net
Web site: www.fbtusa.net

Tom Concorde, V.P.
Carol Concorde, cust. svc. mgr.
Dennis Marturano, tech. spt. mgr.
Categories: PS/R, PRC, Guitar Amps
Principal Brands: FBT Professional Audio, 
QUBE Audio, Kempton Audio, FBT “Cicog-
nani” Guitar & Bass Guitar Amps
Equipment: FBT Maxx, Hi Maxx, Pro Maxx, 
Verve, Jolly, PSR powered and passive 
speakers, Formula Series Mixers, Sym-
bol Power Amps, Amico portable sound 
systems, FBT Modus powered and passive 
line arrays, MITUS Series Powered & Pas-

sive Line Arrays & Speaker Systems, Qube 
Audio powered & passive line arrays and 
speakers, Qube amplifi cation, Kempton GT, 
PW Speakers, Kempton KA series amps, 
Kempton mixers, Cicognani series guitar 
and bass amps, Brutus series guitar amps, 
Imperium series guitar amps, Indy series 
bass guitar amps, Dragon effects pedals.

German American 
Trading Co. Inc.
P.O. Box 17789
Tampa, FL 33682

The First Step In Music

www.eldoninstruments.com

Give Your Students 

the Instrument 

They Deserve

 
877-526-2668

 
800-845-1922

A Quality Product by Antigua 
Putting quality instruments into the 

hands of students at prices their families 

can afford. Isn’t that what creating new 

music makers is all about?

Now available exclusively from:
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(813) 961-8405
Fax: (813) 961-8514
E-mail: Germanamer@msn.com
Bert Neidhardt, pres.
Categories: S&F, ETH, ACC, BI, P/KB
Principal Brands: August Foerster, Bohemia, 
Discacciati, Silvetta, Musima, Wilhelm Eber-
le, Anton Schneider, Lenzner, Ratz & Pschera, 
Goldbrokat, Rubner, Adler, Meinel, Schlegel, 
Otto Jos. Klier, Fisoma, Eberhard Meinel.

Mid-East Mfg., Inc. 
7694 Progress Cir.
West Melbourne, FL 32904
(321) 724-1477
Fax: (321) 952-1080
E-mail: info@mid-east.com
Greg Kundrat, pres.

Tropical Music Export 
Enterprises, Inc.
6850 S.W. 81st Terrace
Miami, FL 33143
(305) 740-7454
Fax: (305) 740-7456
E-mail: sales@tropicalmusic.com
Web site: www.tropicalmusic.com
Peter Marrero, U.S. sls. mgr.
Categories: PS/R, S&F, ACC, PRC, lighting. 
Branches in Chile, Puerto Rico, Dominican 
Republic, Costa Rica, Trinidad, Guatemala.

Principal U.S. Brands: American Drum 
Works, Biscayne, H. Hoffer, Juggs, Mano 
Percussion, MAS, Palmer, Palmer Espana, 
Pro-Lok, Snug Fit, Starforce, Topp Pro Mu-
sic Gear, Windfi eld, Afrosound Percussion, 
Vizcaya Guitars, Palmer Marquis.

WD Music Products, Inc. 
17570 N. Tamiami Trail Suite 1
North Fort Myers, FL 33903
(877) WDMUSIC
(800) 449-9348 
Fax: (239) 543-5874
E-mail: sales@wdmusic.com
Web site: www.wdmusic.com
Wendy Davis, pres.
Larry Davis, v.p.
Categories: S & F, ACC
Principal Brands: Kent Armstrong Pickups, 
Kluson Tuners and accessories, L.R. Baggs, 
“Q” Parts, TonePros, Steelbender, Stromberg 
Jazz Guitars, TKL Cases, WD Fender-Licensed 
Replacement Necks, Moses, WD Finished 
Bodies, WD Custom Pickguards, CTS elec-
tronics, Switchcraft Electronics, Oak and CRL 
switches, Mallory, Sprague, WD guitar parts.

ILLINOIS 
Advantage Wholesale
3319 N. Ridge Ave.

Arlington Heights, IL 60004
(800) MUSICAL (687-4225) 
(847) 398-5480
Fax: (847) 398-5441
E-mail: sales@advantagewholesale.com
Web site: www.advantagewholesale.com 
Categories: All categories musical mer-
chandise
Principal Brands: California, Eleca, Oscar 
Schmidt, Silvertone, Kansas Guitars, S101, 
Dunlop, Dean Markley, Audio-Technica, 
Advantage, LP, Martin, Morley, Kyser, 
D’Addario, Pyle Pro, Rico, Amati, Wittner, 
MXR, Pyramid, Rhino, Ace, Roy Benson, 
Pignose, Jim Dandy, Pro-Co, Qwik Tune, 
Attack Heads, Pro-Mark, Basix, Royce, 
Stick Handler, NRG, TKL, Lauren, Gorilla, 
LM Straps, Mighty Mite, Ultra, D-Tech, 
Herco, Tastee-Reeds, MTS, Leeder, Trick, 
Area 51, Hal Leonard, Alfred Publish-
ing and many other instruments and 
accessories. 

DANSR  
818 W. Evergreen Avenue
Chicago, IL 60642
888-707-4455
Fax: 312.475.0958 
E-mail: sales@dansr.com
Michael Skinner - President
Categories: B&O, ACC
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SKB Global Transport Authority 

G u i t a r  P l a y e r

800.410.2024

Visit www.skbcases.com for the latest product news and updates
The new 1SKB-62 is covered by SKB’s unsurpassed no-fault Million Mile Guaranty™ (Lifetime Warranty)

The First ever molded case for the Fender®
Jaguar or Fender® Jazzmaster guitar
1SKB-62 case features include:

  

Powered Pedalboard for under $100!

The First ever Injection molded electric guitar 
flight case
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Principal Brands: Vandoren, Denis Wick, 
Hamilton Stands

Harris-Teller, Inc. 
7400 S. Mason Ave.
Chicago, IL 60638
(708) 496-2100
Fax: (888) 983 5537
E-mail: sales@harristeller.com
Web site: www.harristeller.com
Jon Harris, pres.
Categories: Gen’l. music mdse. and printed 
products.

PJLA Music Sales & Marketing
PO Box 550
Barrington, IL, 60011
Peter J. La Placa
(847)-382-3210
(877)-541-4017
Fax: (847)-382-4626 
E-mail: pjlabiz2@aol.com
Web site: www.pjlamusic.com
Principal Brands: Phaeton, Sax Dakota, F.E. 
Olds & Sons, Calzone/Anvil Cases, Gard 
USA Gig & Travel Bags, TAKT Conductor 
Batons, Pomarico Woodwind Mouthpieces.

Westheimer Corp. 
3451 W. Commercial Ave.
Northbrook, IL 60062

(847) 498-9850
Fax: (847) 498-5370
E-mail: sales@westheimercorp.com
Web site: www.westheimercorp.com
Categories: BI, S & F, P/KB, PM
Principal Brands: Basix, Cort, Mighty Mite, 
Roy Benson, Royce, Kansas, BSX, Har-
mony, Emporor.

INDIANA
American Way Marketing LLC 
P.O. Box 1681
Elkhart, IN S/B 46515
(574) 295-6633
(800) 331-0664
Fax: (574) 293-9888
E-mail: info@americanwaymktg.com
John Musselman, pres.
Jim Klingler, v.p.
Categories: ACC, BI
Principal Brands: Superslick, Partner, Faxx 
(proprietary); Al Cass, Alisyn, Antigua 
Stands, Bach, Bari, Berp, BG France, Blue 
Juice, Bobcat, Bo-Pep, Chop Saver, Claude 
Lakey, Denis Wick, Emerald, Fibracell, 
Hamilton, Harmon, Hetman, Hodge, Jones 
Reeds, Jo-Ral, Kratt, Mahasset stands, 
MARCA, Meyer, Micro, Mighty Bright, 
MTS, Neotech, Otto Link, Pack A Stand, 
Peter Ponzol, ProHands, Red Label, Reka, 

Rovner, Ruryon, Selmer, Super Sensitive 
Strings,Tom Crown, Trophy, Valentino, 
Vandoren and Yamaha. 

B & S  
A division of American Way 
Marketing LLC
P.O. Box 1681
Elkhart, IN 46515
(574) 295-7466
(866) 594-8664
Fax: (574) 293-9888
John Musselman, pres.
Categories: BI, ACC, PS/R, S&F, ETH, BI, 
PRC, PM, P/KB.

Black Mountain 
Musical Enterprises, Inc. 
8060 Woodland Dr.
Indianapolis, IN 46278
(317) 899-1524
(866) 885-0881
Fax (317) 899-3837
E-mail:
Katief@blackmountainmusical.com
Web site: 
www.blackmountainmusical.com
Categories: PS/R, S&F, PRC, KB, ACC
Proprietary Brands: Spencer Instruments, 
Asheville Instruments, Terrapin Bags, 
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Jailhouse Blues.
Principal Brands: Spencer Instruments, 
Asheville Instruments, Miller Amplifi ers, 
Onstage Stands, Danelectro, Perfektion, 
Dean Markley, Eleca, Korg, Intellitouch, 
Wittner, Matrix, Seiko, Qwik Tune, Sabine, 
Signal Flex, Ping, WD Products, Wedgie, 
Dunlop, Fred  Kelly, Alaska Pick, Picks by 
the Pound, Goldengate, National, Martin, 
D’Addario, Fender, Black Diamond, Ernie 
Ball, Curt Mangan, Kyser, Shubb, Paige, Feel 
No Fret, Blitz, Clayton, Steven Steel, Eddie 
Bell, Chopsaver, String Swing, LM Straps, 
Fort Bryan, Mel Bay, Cassette & Video, Audio 
Technica, CAD, Hohner, Casio, General 
Percussion, Groove Juice, Zildjian, Promark, 
Rhythm Tech, TKO Percussion, Mighty Mite, 
Performance Plus, Hot Wires, Mighty Brite, 
Anton Breton, Super Sensitive, Hamilton, 
Players, Rico, Van Doren, Grover, Trophy, 
Flinthill, Finger Ease, Remo, Onstage Sticks.

Conn-Selmer, Inc.  
P.O. Box 310
Elkhart, IN 46515
(574) 522-1675
Fax (574) 522-0034
Web site: www.conn-selmer.com
John Stoner, pres.
Categories: BI, PRC, ACC, S&F
Principal Brands: Bach, Selmer (USA), 
C.G. Conn, Leblanc, King, Selmer (Paris), 
Holton, Armstrong, Martin, Yanagisawa, 
Vito, Lewis, Emerson, Noblet, Benge, 
Artley woodwinds and brasswinds.  Glae-
sel, Sherl & Roth, and Wm. Lewis string 
instruments.  Ludwig drums and Musser 
percussion instruments and accessories. 

Accessories:  Bach, Mega-Tone, CKB, 
Selmer, C.G. Conn, Bundy, Farkas, Holton, 
Heim, Leblanc, Yanagisawa, Morales/
Backun, E. Rousseau, Primo, Jo-Ral, Ridi-
nour, Vandoren, Legere, Fibracell, Gon-
zalez, Hemke, LaVox, Mitchell Lurie, Bo-
Pep, Kiwi, Gower, Charles Davis, Softone, 
Harmon, Vacchiano, Tom Crown, Denis 
Wick, B.E.R.P., Brilhart, Goldentone, Rico, 
Ridenour, Vinson, Rovner, Kiwi, Olivieri, 
Gill, Slide-o-Mix, Roy J. Maier, H.W., Al 
Cass, Hamilton, Manhasset, Petersen, 
Pack-a-stand, Korg, Trombotine, Glaesel, 
Lewis, RAO, Scherl & Roth, Thomastik, 
Jargar, Super-Sensitive, Glasser, Wolf, 
Resonans, Kun.

Folkcraft Instruments, Inc. 
22133 Main Street
P.O. Box 302
Woodburn, IN 46797
(800) 433-3655
Fax: (317) 245-2378
E-mail: sales@folkcraft.com
Web site: www.folkcraft.com
Categories: S&F, ETH, ACC, PRC, PM, ocari-
nas, Renaissance fl utes, early insts.
Principal Brands: Folkcraft Appalachian 
Dulcimers, Legend Hammer Dulcimers, 
Pathfi nder Hammer Dulcimers, Claren-
bridge Folk Harps, Psalteries, FolkRoots Ap-
palachian dulcimers, bodhrans, panpipes, 
most folk inst. & folk-related items.

Grassroots Musical Distributor
8250 North 600 West
McCordsville, IN 46055
317-336-4766

888-90-GRASS 
Fax:  (317)-336-4769
Web site: www.grassrootsmusical.com
Purchase online 24 hours a day/ 7 days a 
week or call
Categories: Accessories, Amps, Bags/ 
Cases, Band/ Orchestra, Bass, Beginner 
kits, Clearance items, Custom, Branding, 
Custom Printing, Drums/ Percussion, Gui-
tars, Instructional Books, Videos & Music, 
Keyboards, Kids instruments, Lifestyle 
& Apparel, Maintenance Kits, Parts, Pro 
Audio, Stands, World & Traditional Instru-
ments
Principal Brands: Ace Backstage
AKG, Alesis, Alice, Allen & Heath, AMK 
Speakers, Amplivox, Anchor, Apogee, 
Aroma, Art, Ashly, Astatic, Atlas Soun-
dolier, Audio Spectrum, Audio-Technica, 
Audix, Auralex, Aviom, Avlex, B USA, 
Beyerdynamic, BI-AMP, B-Natural, Bogen, 
BSS, CAD Equitek, Celestion, Chauvet 
Lighting, Clearcom, Clearsonics, Clock 
Audio, Community Sound, Corbin, Coun-
tryman, Crest Audio, Crown, D’Addario, 
Danelectro, Darco, DAS Sound Products, 
dbx Professional, De Rosa, Denon, Drum 
Fire, Dunlop, Earthworks, EAW Commer-
cial, Electro-Voice, Ernie Ball, EZ Dupe, 
FBT, Fender Pro Audio, Fostex, Furman, 
Galaxy Audio, Gator Cases, Gemini, GHS, 
Glen Burton, Grassroots, Grundorf, Hear 
Technology, Heil, Hennessey, Herco, HHb, 
Hosa Technology, Hot Wires, Huntington, 
Inter-M, JBL, JVC, Kazoobie INC, KDM 
Electronics, Klark Teknik, Korg, Kyser, 
Lexicon, Listen Technology, LittleLite, LM 
Straps, Lowell, Mackie, Marantz, Martin, 
Mel Bay, Midas, Mid-Atlantic, Mi-Pro, 
Mounts, NADY Systems, Numark, Omni-
mount, One Systems, On-Stage, On-Stage 
GEAR, On-Stage Stands, Orange, OWI, 
PeaveyPeerless, Phillips, Phonic Ear, 
Players, Presonus, Pro Co, Production 
Intercom, QSC, Quam, Qwik Tune/ Qwik 
Time, Rane, Rapco, Raxxess, RDL, Renkus 
Heinz, Rico, Rolis, Sabine, Samson, 
Schaller, Secure Cabinets, Sennheiser, 
Shure, Sonic Lynx, Sony, Sound Advance, 
Soundcraft, Soundsphere, String-Swing, 
SurgeX, Symetrix, TASCAM, TC Elec-
tronic, TEAC, Telex, TOA, Travel Sonic, 
Tunerguard, Turbosound, VersaTek, Watch 
& Learn, Wedgie, Whirlwind, Williams 
Sound, Xantech, Yamaha Commercial

KENTUCKY
Davitt & Hanser 
(A Division of Hanser Music Group) 
3015 Kustom Drive
Hebron, KY 41048 
Hanser Music Group: (859) 817-7100
Orders: (800) 999-5558
Fax: (800) 451-4944 
E-mail: sales@hansermg.com
Jack Hanser: Chairman/CEO 
Robert Imhoff: President
Bill Xavier: VP, Sales & Marketing

Become a Dealer
 800.558.3877

www.shoreviewdistribution.com

B2B
distributor

Shoreview Distribution, Inc.  69 Elm Street Foxboro, MA 02035
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Patrick Stevenson: VP, Product Development
Categories: PS/R, S&F, ACC, BI, PRC
Principal Brands: Woods guitars/mando-
lins/banjos, Musino violins/cellos/violas, 
TourGrade stands/cases/bags, Powererks 
Pro Audio, Shure, Elixir Strings, Audio-
Technica, Ernie Ball, D’Addario, Martin, 
Dean Markley, Kyser, Rico, Vandoren, 
Dunlop, Remo, Pro-Mark, Regal Tip, Vic 
Firth, Hohner, Lee Oskar, Paiste, Super-
Sensitive, Helicore, Pro Arte, Hamilton, 
Manhasset. 
Note: B.C. Rich, Kustom Amplifi cation, 
Michael Kelly and Traben are separate divi-
sions of HMG.

Musicorp Louisville 
Distribution Center 
11400 Interchange Dr.
Ste. 101
Louisville, KY 40229
Web site: www.musicorp.com 
Dan Roberts, v.p., sls. 
Principal Brands:
(Please see South Carolina listing)

MARYLAND
International Violin Company, Ltd. 
1421 Clarkview Rd., Suite 118
Baltimore, MD 21209
(410) 832-2525

(800) 542-3538
Fax: (410) 832-2528
E-mail: sales@internationalviolin.com
Web site: www.internationalviolin.com
Lori S. Kirr, pres.
Ken Wise, g.m.
Categories: S&F, ACC, repair parts, tone 
wood, tools, bow hair, books
Principal Brands: Karl Hofner, Ernst 
Heinrich Roth, Aubert Lutherie, Dorfl er, 
Wittner, Geipel, Strunal, Semmlinger, 
Engelhardt-Link, Calvert Violins, Pro-
Tec, Gottfried Sturm, Hans Royner, 
Arcadia Violins, P&H Fiberglass bows, 
Glasser bows, Motrya Gold, Kun, Despiau, 
Bausch, Aubert, A. Mirecourt, Hill, Playo-
nair, Intellitouch, Soundboni™, Micro 
Mesh, Herdim, Ibex, Grobet, Hacklinger, 
Bend-a-Light, Dunlop, Grover Rotomatic 
Machines, L.R. Baggs, Henry Strobel, 
Harry Wake. Strings: Super-Sensitive, Dr. 
Thomastik, D’Addario, Pirastro, Kaplan, 
La Bella, Prim, Larsen, Jargar, Corelli, 
Black Diamond.

MASSACHUSETTS
Harris Musical Products Inc.
49 Rose Street
Stoughton, MA 02072
(781) 341-0776
Fax: (781) 341-0778

E-mail: harris.musical@verizon.net
Web site: www.harrismusical.com
Marc Harris
Categories: S & F, ACC, PRC, BI
Principal Brands: Picks by the Pound, Sticks 
by the Pound, US Blues, Buckaroo, Feel no 
Fret, Famous #351, Narragansett, Inner-
soul, Guitarlamp.

Shoreview Distribution 
69 Elm Street
Foxboro, MA 02035
800.558.3877
Fax: 781.784.4680
E-Mail: Luke@shoreviewdistribution.com
Web Site: www.shoreviewdistribution.com
Luke Furr, President
Categories: Professional Audio, Profes-
sional Video, Consumer Electronics, 
Projectors, DJ & Lighting, Video Confer-
encing
Principal Brands: Anton Bauer, Audio Ac-
cessories, Canon, Comprehensive, Da-Lite, 
Denon, Echo, FEC, IDX, IK Multimedia, In-
ter-M, JVC, Mackie, Martin, Miller, Miranda, 
Monster, Motorola, Optoma, Panasonic, 
Peerless Mounts, Petrol, Phoenix Audio, 
Philips, Pioneer, Premier Mounts, Sachtler,  
Samsung, Sandisk, Sharp, Sonnox, Sony, 
Tascam, Tecnec, Toshiba, TV One, VFI, 
Vinten

Full Range of 
Quality Stringed Instruments

Classic Musical Instruments
P.O. Box 580713 • Pleasant Prairie WI 53158

Toll-Free 888-942-CMIC (2642) • Tel: 262-564-0023 • Fax: 262-564-0025
www.hofner.com • www.paesold.com • E-mail: hofner.usa@hofner.comCMI CLASSIC

MUSICAL

INSTRUMENTS

Exclusive U.S. Distribution By

Galaxie H500 62 BassPaesold Master Series Double Bass

Paesold Master Series Violins

HA Grand AuditoriumHZ 27 Verythin CT

Paesold Master Bows Hofner AS Carbon Fiber Bows

Alfred Stingl Series
Educator Approved Violins,

Violas, Cellos & Double Basses
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MICHIGAN 
Castiglione Accordion Co. 
13300 E. 11 Mile, Suite A
Warren, MI 48089-1367
(586) 755-6050
Fax: (586) 755-6339
E-mail: johncast@bignet.net
Web site: www.castiglioneaccordions.com
John Castiglione, pres.
Categories: S&F, ETH, ACC, B&O, PM, ac-
cordions, concertinas, button boxes, amps, 
pickups, folk instruments, reed instru-

ments, used accordions, MIDI instruments, 
wireless MIDI systems, Roland reedless 
accordions, Roland amps.
Principal Brands: Beltuna, Excelsior, 
Scandalli, Paolo Soprani, Guerrini, Dallape, 
Bugari, Hohner, Melodjia, Strasser, Karn-
tnerland, Castiglione, Stagi Concertinas, 
Tyrolean, Master MIDI’s, Musictech MIDI’s, 
Logic MIDI Systems, Polytone Amplifi ers, 
Centaur Amplifi ers, Delicia & Halavecek, 
Ciao Electronics with reedless and reed ac-
cordions, Sem Accordions, Orla Keyboards, 
Orlavox Reedless Accordions, Orla Arrang-

ers, Midivox III Excelsior Accordions, E. 
Soprani Accordions, Roland FR 5 and FR 7 
Virtual Accordions.

LPD Music International 
32575 Industrial Dr.
Madison Heights, MI 48071
(248) 585-9630
(800) 527-5292
Fax: (248) 585-7360
E-mail: mail@lpdmusic.com
Web site: www.lpdmusic.com
Sonia Vallis, pres.
Tom Vallis, v.p.
Categories: PS/R, S&F, ETH, ACC, BI, PRC
Principal Brands: AKG, Amati band instru-
ments, American DJ, Atlas, Audio-Tech-
nica, Audix, Belcrest band instruments, 
Blessing, Casio, City Limits Straps, Com-
munity, Conquest, Crestwood guitars, 
Crown, Danelectro, Darling Divas Guitars, 
Dunlop, Electro-Voice, Englehardt, EPM, 
Vic Firth, Furman Sound, Galaxy Audio, 
GCI Technologies, Korg Tuners, Grab Bag, 
Hal Leonard, Hohner, Hosa, Italia Guitars, 
Josef Bremen Stringed Instruments, Latin 
Groove percussion, Latin Percussion, 
Lexicon, Lonestar Guitars, L.R. Baggs, 
Middle Atlantic, Nady, Neotech, Lee 
Oskar, Oscar Schmidt, Pignose, Pro-Co, 
Pro-Mark, Qwik Tune, Remo, Rhythm 
Tech, Rolls, Seiko, Selmer accessories, 
Sennheiser, Shadow, Shure, SKB, Sound-
craft, Sparrow Guitars, Sperzel, String 
Swing, Switchcraft, Tara Guitars, Tascam, 
Telex, Thomastik, TKO Percussion, Tube-
Tech Stands, Ultimate Support, Wind-
sor band instruments, Yamaha, Zildjian 
accessories.

M&M Distributing Co. 
2465 S. Industrial Hwy.
Ann Arbor, MI 48106-1411
(800) 98-STRAD (987-8723)
Fax: (800) 99-STRAD (997-8723)
E-mail: mm@mandmdistributing.com
Haig Avsharian, pres.
Categories: S&F, wholesale distributor of 
all bowed instruments, cases, strings, and 
accessories
Principal Brands: Pirastro, Thomastik, 
Jargar, Super-Sensitive, Sensicore, 
Larsen, Dominant, Prim, D’Addario, Cushy, 
American Case Co., Play-on-Air, Carlsson, 
Heritage, Tourte, Kun, Otto Ernst Fischer, 
Children’s Music Series, Finkel, Schneider, 
Hoffmann, H.R. Pfretzschner bows, Stretto 
Humidifi ers, Nilton music stands, John 
Cheng workshop violins, Evy Lavrent Bows, 
Toshiba Cases, Overture Strings, Presto 
Carbon Fiber Bows, Embassy Cases, Plug 
‘N Play Electric Violins, Cellos, Amps; 
Suzuki.

MISSOURI
KC Music Supply LLC 
1300 Quebec
N. Kansas City, MO 64116
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(816) 309-8870
Order Line (toll-free) 1-877-424-9060
Fax: (816) 781-7312
E-mail: kcmusicsup@aol.com
Jim Grimm, pres.
Categories: S&F, ACC, PRC
Brands: Shoal Creek Guitars, Kyser, Her-
cules, Shubb, Eleca, Performance Plus, 
Intellitouch, Qwik Tune, TKL, Intelli, Trophy, 
Ultra, Seiko, Kay, Applecreek Dulcimers, 
Grover, Perris, California Guitars/ Amps, 
Might Brite, and many more.

MMB Music 
9051 Watson Road Suite 161
St. Louis, MO 63126
(314) 531-9635
(800) 543-3771
Fax: (314) 531-8384
E-mail: info@mmbmusic.com
Web site: www.mmbmusic.com
Michelle Kruggel, President
Categories: PRC
Principal Brands: Studio 49 Orff Instru-
ments, Exclusive US Distributor

St. Louis Music
A division of U.S. Band & Orchestra 
Supplies Inc. 
1400 Ferguson Avenue
St. Louis, MO 63133

(314) 727-4512
(800) 727-4512
E-mail: info@usbandsupplies.com
Web site: www.stlouismusic.com 
Mark Ragin, CEO
Categories: B1, S&F, PRC, ACC
Principal Brands: Alvarez Guitars, Knill-
ing String Instruments, Austin Guitars, 
Zonda Reeds, Perfection Pegs, SLM 
Accessories, Viva, Jade, Alexander 
Supereal, D’addario, Rico, Vandoren, C.F. 
Martin, Paiste,  Evans, Remo, Vic Firth, 
ProMark, Dean Markley, Audio Technica, 
Sennheiser, Zildjian, Korg, Boss, Hohner, 
Selmer, Yamaha, Manhasset, Thomastic-
Infeld, Innovative Percussion, Francois 
Louis, Dunlop, Legere, Otto Link, Super-
Sensitive, Rovner, Planet Waves, TKL, 
Cleartone, Denis Wick.

NEW JERSEY 
Gary Castelluccio & Assoc. 
57 Crooks Ave.
Clifton, NJ 07011
(973) 772-3333
(800) 888-1899
Fax: (973) 772-5410
E-mail: info@castelluccio.com
Gary Castelluccio, pres.
Categories: PS/R, S&F, ACC

Musical Distributors Group 
9 Mars Court
Unit C3
Boonton, NJ 07005
(973) 335-7888
(866) 632-8346
www.musicaldistributors.com
Categories: S&F, Pro Sound, Recording, 
Acc, Percu, DJ, Amps
Brands: i-Tab, American Recorder,Ampridge 
Cables, Beat Kangz, Coffi n Case, EBS 
Bass, Encore Guitars, Fernandes Guitars, 
Fret-King Guitars, Gig-FX Pedals, Hiwatt 
Amplifi cant, Kerly Strings, Pacemaker DJ, 
Olympus ProAudio, Vintage Guitars, Laney 
Amplifi cation.

NEW YORK 
Creative Stage Lighting Co., Inc. 
P.O. Box 567
149 Rte. 28 N.
North Creek, NY 12853
(518) 251-3302
Fax: (518) 251-2908
E-mail: info@creativestagelighting.com
Web site: www.creativestagelighting.com
Categories: Lighting Supplier, Rentals, Fix-
tures, Lamps, Consoles, Rigging hardware.
Principal Brands:  Dura-Flex, Entertainment 
Industry Tape, Cam-Lok, Altman, High 

Guitar Capo 
for the 

21st Century

Capo each string individually at any fret
for hundreds of tunings without de-tuning the guitar
Flip-Fingers for songs with multiple tunings  for the first time
Easy Tunings makes beginning playing easy, inspirational
“Virtually Limitless possibilities”-gearwire

www.spidercapo.com
845.679.3391

                                      Woodstock, N.Y.,  USA  
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End Systems, Osram-Sylvania, GE, ETC, 
James Thomas Engineering, Suspension 
Solutions, Entertainment Power Systems, 
Rosco, Lee Filters, Clear Com Systems, 
Northern Case, JB Lighting, Compulite, 
Wireless Solutions.

Ideal Musical Merchandise Co. 
150 W. 22 St., 2nd fl oor
New York, NY 10011
(212) 675-5050
Fax: (212) 989-9275
E-mail: info@emmcmusic.com
Web site: www.emmcmusic.com
Kate Loeb, pres.
Categories: S&F, BI 
Principal Brands: Stringed instruments by 
Josef Lorenz, Andreas Morelli, Jan Kulik, 
G. F. Heberlein, Hermann Lowendall, 
Roma, Wenzel Kohler Cellos & Basses, 
Roman Teller, Ernst Heinrich Roth, T.G. 
Pfretzschner, G.A.  Pfretzschner, Enesco 
Stringed Instruments, Artur Teller Violins 
& Violas, Emanuel Wilfer Basses, Lothar 
Semmlinger, Rudy & Josef Schuster Cellos. 
Basses 1/10 to 3/4 size by Enesco & Roma. 
Cases by Gordge, Gewa, Jaeger & Winter. 
Wittner Metronomes, Music Stands & Tun-
ing Forks, Bows by Joseph Richter, Heinz 
Dolling, Otto Durrschmidt, Horst Schicker, 
Herbert Wanka, Willhelm Raum, Alfred 
Knoll, Lothar Seifert and C.F. Durro Carbon 
Fiber Bows. Strings by Pirastro, Prim, Ka-
plan, Jargar, Thomastik and Larsen. Cadet 
Band Instruments, Musica Rotary Band 
Instruments, Amati Band Instruments, 
Aubert Mirecourt & Despiau Bridges, Rosin 
by Hill, Liebenzeller, Pop’s, Nyman. Shoul-
der Rests by Kun, Wolf & Resonans, violin 
maker’s wood & tools, Ideal Instrument 
Products.

Kent Drum Distributing Co. 
1520 Broadway
P.O. Box 35
Buffalo, NY 14212-0035
(716) 892-2275
(800) 828-7676 (USA & Canada)
Fax: (716) 892-2321
E-mail: kentdrum@verizon.net
Jimmy Edwin, pres.
Categories: S&F, ACC, BI, PRC
Principal Brands: Company wholesales MI, 
BI, and perc. inst. & acc. brands.

Lou Capece Music/Music World Ent. Inc. 
2555 North Jerusalem Road
East Meadow, NY 11554
(516) 221-5596
(800) 321-5584
Fax: (800) 573-3630 
E-mail: sales@loucapecemusic.com
Web site: www.loucapecemusic.com
Lou Capece, pres.
Categories: PS/R, S&F, ETH, ACC, BI, PRC, 
P/KB
Principal Brands: Di Palo violin, Oxford vio-
lin, viola, cello, double bass, New York Pro 
guitar, mandolin, electric bass, Danville 

amp, Daphon effects pedal, New York Pro 
gig bag, New York Pro drumsticks, Intelli 
Tuners, Intelli metronome, Kyser Capos, 
Shubb Capos, New York Pro tenor sax, 
alto sax, trumpet, clarinet, pocket trumpet, 
trombones, Mr. Music stands, Mr. Tam-
bourine, Gliga Vasile violin, Oxford violin, 
viola, cello strings, Panasonic batteries, 
Schaller strap lock, Fort Bryan strap, 
American Pro rosin, Wittner, Loud Mouth 
speakers, Dean Markley Strings, Parrott 
Harmonicas, Super-Sensitive, Buffalo 
Products, Sky Products, Music Net Work 

Products, Drum Boy bongos & congas, 
Play-On Tunes.

Micro 
Musical Products Corp.
180-08 Liberty Ave.
Jamaica, NY 11433
(718) 658-1030
Fax: (718) 658-5942
Categories: BI
Principal Brands: Duplexo, Free-Tone, Le 
Pectole, Nu-Shine, SPIVAK, Shastock, 
Thermo-fl ox.
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New Sensor Corp. 
(Electro-Harmonix/Sovtek)
32-33 47th Ave.
Long Island City, NY 11101
(718) 937-8300
(800) 633-5477
Fax: (718) 937-9111
E-mail: sales@newsensor.com
Web site: www.newsensor.com and 
www.ehx.com 
Categories: PS/R, ACC
Principal Brands: Sovtek vacuum tubes, 
Electro-Harmonix vacuum tubes, Tungsol 
vacuum tubes, Mullard vacuum tubes, 
Genelex Gold Lion vacuum tubes, JJ 
vacuum tubes, Svetlana vacuum tubes, 
JJ Electronic vacuum tubes and others. 
Eminence speakers, EH speakersDunlop 
sound effects, Pro Co sound effects, E-Bow 
sound effects
JJ capacitors, Sprague Capacitors, Illinois 
capacitors, Xicoa capacitors, F & T capaci-
tors, Switchcraft Parts, Carling Parts, CTS 
Parts, Alpha Parts, Marshall parts, Fender 
parts, Craig chemicals, Duracell batteries

Rhythm Tech, Inc. 
29 Beechwood Ave.
New Rochelle, NY 10801
(914) 636-6900
(800) 726-2279
Fax: (914) 636-6947
Web site: www.rhythmtech.com
Richard Taninbaum, pres. & CEO
Categories: PRC, ETH, ACC, BI
Principal Brands: Rhythm Tech Tambourine, 
Solo Tambourines, True Colors Tambou-
rines; Studio, Cocktail and Live Shakers; 

Fruits, Eggz, Canz & Maraquitas Shakers; 
Stickball & Stick Jingl-er; Rhythm Tech Ma-
racas & Gemini Maracas, Trigger Triangle, 
Rhythm Tech Cabasa & Piccolo Cabasa; Bar-
bells, Chatterbox, Tambinio child-safe Tam-
bourine, DST Drum Set Tambourine, Studio 
Series Cowbell, Moon Block, Bar Chimes, 
Studio Chimes, The Skratcher, Crasher, Met-
alworks Percussion, Rhythm Tech Conga, 
Bongos, Djembes, Timbales; Eclipse Conga, 
Bongos & Djembes; DSM2 Universal Mount, 
DSM Quad Mount, MGT Mountable Gig Tray, 
Wireless Mic Clip, Active Snare System, Bal-
ance, Bass Drum Beater, The Hat Trick, IT 
Tuners, Pro Torq Drum Key, The Laptop, The 
DKP & DKP2 Drum Kit Pack, BSX Basics 
Percussion Pack

Tone King Corp.  
P.O. Box 1095
Wyandanch, NY 11798
(631) 643-8333
(800) 662-3478
Fax: (631) 643-8005
Ilse Poike, pres.
Categories: S&F, ETH, ACC, PRC, BI
Principal Brands: Ace, Adamas, Alaska Pic, 
Aranjuez, Blessing, Cable Corp., Augustine, 
Blitz, Buckaroo, Clayton, Danmar, Darco, 
Dava, D’Andrea, D’Angelico, Deadringer, 
Dean Markley, DEG, Dr. Stringfellow, Dr. 
Thomastik, Dunlop, Duplex, E-Bow, Emerald 
Reeds, Ernie Ball, Eudoxa, Fender, Finger 
Ease, Flageolet, Franz, Frost Rosin, Gibson, 
Gill, Glasser, Gorilla Snot, Grover, Guild, Gui-
tar Now, Hamilton, Harmon, Hearos, Herco, 
Hohner, Holton, Huang, H.W. Pad Saver, John 
Pearse, K & M Stands, Kratt, Kun, Kyser, 

La Bella, Latch Lake, Ludwig, Manhasset, 
Martin, Mel Bay, Micro, MVP, Neotech, Pac-
A-Stand, Pignose, Pirastro, Pocket Tones, 
Pro-Mark, Regal Tip, Remo, Rhythm Tech, 
Rico, Rotosound, Rovner, Runyon, Sageman, 
Savarez, Schaller, Selmer, Shubb, Signal Flex, 
SKB, Sonic II, Stephi, String Swing, Super-
Sensitive, Super-Slick, TKL, Trophy, Ultra, 
Universal Percussion, Vega, Vic Firth, W.D. 
Parts, Wittner, ZerOring.

NORTH CAROLINA
Rowdy Pickers Musical Products 
PO Box 4899
Mooresville, NC 28117
(850) 380-3438
E-mail: lawson@rowdypickers.com
Web site: www.rowdypickers.com
Contact Lawson Peets
Catagories Strings, Books, Replacement 
Tuners, and  Accessories
Principle Brands-- COB Picks, Dean 
Markley, Osborne Banjo Heads, Morrell 
Books, and PegHeds® Geared Tuners.

OHIO 
V.J. Rendano Co. Inc. 
755 E. 82nd St.
Cleveland, OH 44103
(216) 881-0599
(800) 321-4048
Fax: (216) 432-3642
Categories: S&F, ACC, BI, PRC, P/KB, amps 
Principal Brands: Galveston, Monique, T.J. 
Percussion, Texarkana, Casio, Pro Co, Au-
dio-Technica, Karera, Shure Microphones.

Universal Percussion Inc. 
1431 Heck Rd.
Columbiana, OH 44408
(330) 482-5750
(800) 282-0110
Fax: (800) 979-3786
E-mail: sales@universalpercussion.com
Web site: www.universalpercussion.com
Tom Shelley, pres.
Categories: ACC, PRC, two full lines of 
drums sets
Principal Brands: Cannon, Mega, JAMM, 
Attack, Zildjian, Vic Firth, Pro-Mark, Vater, 
Regal Tip, Mike Balter, Drum Workshop, 
Rhythm Tech, Mic-Eze, RealFeel, Sound Off, 
Percussion Publications, Wuhan, Handzon 
Latin Goods, Beato Bags, Innovative Per-
cussion, Black Swamp Percussion, Videos 
& DVDs, Holz, Cymbal Cleaners Asst., Lug 
Lock, Latin Percussion, Ludwig, Noble & 
Cooley, Pure Sound, Tree Works, Trick, XL 
Products, Qwik Time, Evans Products. Full 
Distributor of Zildjian Cymbals  and Remo 
Drum Heads.

PENNSYLVANIA
AIM Gifts/ Albert Elovitz Inc. 
3001 Penn Ave.
Pittsburgh, PA  16066

The Sound of Italy

©OrlaUSA 2010

www.orlausa.com

Contact us now to become an Orla dealer 

18 REASONS WHY YOU SHOULD BECOME AN ORLA DEALER

1. KX10 PORTABLE KEYBOARD
2. KX10 PIANO ACCORDION KEYBOARD
3. STAGE PLAYER
4. STAGE ENSEMBLE
5. STAGE PRO
6. STAGE PRO LITE
7. T3 TYROS STAND
8. CH176 CHURCH KEYBOARD
9. CLASSICAL 88 CHURCH KEYBOARD

10. CDP10
11. CDP20
12. CDP25
13. CDP31
14. CDP45 ENSEMBLE
15. GRAND 310
16. GRAND 450 ENSEMBLE
17. GRAND THEATRE ORGAN
18. COMPACT THEATRE ORGAN

ORLAusa
W Y M A N

Musical Instruments

E-mail: info@orlausa.com
East coast office: 516.502.4001
West coast office: 513.543.0909
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(800) 233-2800
Fax: 412-683-3110
E-mail: sales@aimgifts.com
Web site: www.aimgifts.com
Albert Elovitz, pres.
Categories: ACC, general music gift mer-
chandise, accessories
Principal Brands: AIM, Albert Elovitz Inc.

Breezy Ridge Instruments, Ltd.
John Pearse Strings
P.O. Box 295
Center Valley, PA 18034
(610) 691-3302 
Fax: (610) 691-3304
E-mail: info@jpstrings.com
Web site: jpstrings.com
Mary Faith Rhoads-Lewis, CEO
Categories: S&F, ACC, ETH, PM, video 
courses
Principal Brands: John Pearse Strings & 
Acc., John Pearse Books & Video Lessons; 
Breezy Ridge Hammer Dulcimers, Ol’ Reli-
able Capos, D’Angle, Artiste Strings & Ros-
ins, Weissenborn Strings, Nuages Gypsy 
Strings, Lil’ Nipper, K’Saire, John Pearse 
Armrests, JP Acoustic Pickups, Django 
Buttons, Wood, Horn & Bone Fancy Picks, 
Fast Turtles, Jazz & Studio Flat Picks, The 
Edge Slide, Brass King Pins, Horn Bridge 
Pins, Bone Bridge Pins, Faux Tortoiseshell 
Bridge Pins, John Hartford Banjo Strings, 
Vintage Thumbpicks, Hi-Rider Fingerpicks.

Hoshino USA 
P.O. Box 886
Bensalem, PA 19020
(215) 638-8670
(800) 669-8262
Fax: (215) 245-8583
E-mail:
customerservice@hoshinousa.com
Web site: www.ibanez.com
www.tama.com
Bill Reim, pres.
Categories: S&F, PRC, Guitar/Signal Pro-
cessing, Guitar and Bass Amplifi ers
Principal Brands:  Ibanez Guitars & Basses, 
Ibanez Electronics & Amplifi cation, Tama 
Drums & Hardware.

RHODE ISLAND
JR Music Supply LLC  
93 Hazel St.
Woonsocket, RI 02895
(401) 762-2278
(800) 333-EADG
Fax (401) 762-2215
E-mail: info@jrmusicsupply.com
Web site: www.jrmusicsupply.com
Categories: Manufacturer/distributor of 
violin-family instruments & accessories 
Principal Brands:   Instruments:  Sheng Liu, 
Euro, Calin Wultur; Master
Instruments by Andrzej Swietlinski, Josef 
Simon, Andrzej Glodek, Jarek Koscielny, 
Wojciech Topa, Roman Glogowski, Tadeusz 
Wojciechowski, and Jan Szlachtowski.   

Bows:  Jean Tabary Carbon Fiber Jet 
Bows, JT Pernambuco-Graphite Bows, JT 
Prism Bows, JT Apprentice Bows.   Cases:  
JR Featherlight Cello, JR Cocoon Cello.  
Strings:  Pirastro, D’Addario, Thomastic, 
Super Sensitive, Jargar, Larsen, Warchal, 
Prim,  Eurosonic, and more.

SOUTH CAROLINA
E.M. Winston Band Instruments Co.  
44B Markfi eld Dr.
Charleston, SC 29402

(843) 614-8050
(800) 456-1841
Fax: (843) 614-8051
Web site: www.emwinston.com
Categories: S&F, B&O, PRC
Principal Brands: E.M. Winston Band 
Instruments (world exclusive dist.), Win-
ston Brass & Woodwind Mouthpieces, Gill 
Wood & Plastic Recorders, Emilio Super 
Sax Strap, Puff Padded Sax Straps.

MBT Lighting 
P.O. Box 63366
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North Charleston, S.C. 29419-3366
(843) 745-8501
(800) 845-1922
Fax: (843) 745-8502
Web site: www.mbtlighting.com
Categories: Lighting & Sound

Musicorp  
2456 Remount Road, Suite 305 
North Charleston, S.C.  29406
Mailing Address: P.O. Box 63366
North Charleston, S.C. 29419-3366
(843) 745-8501
(800) 845-1922
Fax: (843) 745-8502
Web site: www.musicorp.com
Dan Roberts, v.p., sls. 
Categories: S&F, PS/R, BI, PRC, ACC, KB
Principal Brands: Barcus-Berry, J.B. Player, 
Percussion Plus, Arbor, J.Reynolds, RMS, 
Amigo, Lauren, MBT Lighting, Sierra 
Guitars, Stageline, MBT Cases, Samson, 
Zoom, Hartke, Yamaha guitar packages and 
portable keyboards, Sabian, Dean Guitars, 
Luna Guitars, Shadow, Fender Accessories, 
Groove Tubes.
Categories: PS/R: Pro Sound/Recording; 
Stringed & Fretted: ETH, Ethnic: ACC, 
Accessories: BI Band Instruments: PRC: 
Percussion: PM Print Music: P/KB: Piano/
Keyboard

M&A Sales, LLC  
2456 Remount Road  #305
N. Charleston, SC 29406
(800) 323-6500 
Fax: (800) 646-1950 

Dan Roberts, Vice Pres. 
Categories: S&F, PS/R, BI, PRC, ACC, 
KB
Principal Brands: MBT Lighting & Sound, 
Barcus-Berry, Stageline, Dean Guitars, Sa-
bian, RMS, Percussion Plus, Adam, Lauren, 
J. Reynolds, J B Player, Arbor, Amigo, MBT 
cases, Wings

TENNESSEE
EMD Music, Inc. 
P.O. Box 487 
LaVergne, TN 37086
(866) 871 5800
(615) 793-8787
Fax: (877) 231-6653
E-mail: usa@emdmusic.com 
Web site: www.staggmusic.com 
Categories: PS/R, S&F, ETH, ACC, BI, PRC
Principal Brands: Stagg, Remo, Ashdown 
Amplifi cation, Nomad Cases, Benz Reeds

Kaman Music Corp.
1042A Fred White Blvd.
Portland, Tenn. 37148
(615) 325-7104
Principal Brands: (Please see KMC Con-
necticut listing)

Morrell Music  
Distributing Co.
2306 W. State St.
Bristol, TN 37620
(423) 968-5811
Curtis Morrell, pres.
Categories: S&F, ACC, PRC, PM, guitars, 

cases, videotapes
Principal Brands:  Morrell, Martin, Dunlop, 
Super-Sensitive, Anton Breton, Mapes, 
Hohner, D’Andrea, TKL, La Bella, Flinthill, 
Kyser, Lou Capece, Eleca, Saga, Onboard, 
L&M, Long Hollow.

The Music Link Corp. 
2526 Quality Lane 
Knoxville, TN 37931 
Toll Free 1-888-552-5465 
E-mail: sales@themusiclink.net 
Web site: www.themusiclink.net 
Principal Brands: (Please see California 
listing)

TEXAS
Allparts  
13027 Brittmoore Park Dr.
Houston, TX 77041
(800) 327-8942
Fax: (713) 466-5803
Categories: S&F
Principal Brands: Allparts, ABM-Mueller, 
Bartolini, Bigsby, Buzzstop, CTS, Danelec-
tro, Earvana, Gotoh, Graph Tech, Grover, 
Gurian, Hipshot, Leo Quan, Razor, Switch-
craft, Schaller, Sperzel, Joe Barden, Tremol-
No, Lace, Fender, Gibson, Tone-Pros, Moses 
Graphite, Q-Parts, Bourns.

M&M Merchandisers Inc. 
1923 Bomar Ave.
Fort Worth, TX  76103
(800) 299-9035
Fax: (800) 687-0203
E-mail: sales@mmwholesale.com
Web site: www.mmwholesale.com
Marty Stenzler, CEO, pres.
Chuck Franklin, COO
Categories: Acoustic, electric, bass guitars 
and accessories, amplifi ers, banjos, man-
dolins, percussion, horns and reed instru-
ments, instructional books and videos, DJ 
lighting and sound, retail supplies.
Principal Brands:  Trinity River, Kona, Oscar 
Schmidt, Alpine, B.A Starr, Fender, Pyle 
Pro, Danelectro, Qwik Tune, Harris Musical 
Products, Black Diamond, GP Percussion, 
Zildjian, Musician’s Workshop, Watch and 
Learn, Hal Leonard, Mirage, Shure, Gemini, 
Audio-Technica, Audix, Chauvet, Gem 
Sound, Phonic, Ernie Ball, D’Adario, Wash-
burn, GHS, Maestro, Huang, Casio, Hohner, 
Barraza, Main Street, Fat Boy, Merano, 
Zebra, Audiopipe, MTX, Yamaha, Grover , 
Dean Markley.

UTAH
Priddis Music 
P.O. Box 345
Pleasant Grove, UT 84062-0345
(800) 326-3062
Fax: (801) 785-6705
E-mail: sing@priddis.com
Web site: www.priddis.com
Richard L. Priddis, pres.
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Categories:  Professional performance 
music for singers. 
Principal Brands:  Prosound 

VERMONT
Metropolitan Music Co. 
P.O. Box 1415
4861 Mountain Rd.
Stowe, VT 05672
866-846-5461
(802) 253-4814
Fax: (802) 253-9834
E-mail: sales@metmusic.com
Web site: www.metmusic.com
Rob Juzek, partner
Categories: S&F, ACC
Principal Brands: John Juzek Stringed 
Instruments, E. Wilfer Basses, Resonans 
Shoulder Rests, Ultra Practice Mutes, Ibex 
Luthier Tools, Juzek Tools USA, Thomastik, 
Pirastro, Larsen, Super-Sensitive, Prim, 
LaBella, D’Addario, Warchal, Dörfl er Bows, 
Glasser, Kaces, Soundwear, Kun, Mach, In-
telli, Wittner, Teller, Despiau, Aubert, Melos 
Rosin, Herdim Tools, Simeon Chambers 
Tonewood, Hammerl Varnish.

VIRGINIA
Hohner, Inc. 
1000 Technology Park Dr.

Glen Allen, VA 23059
(804) 515-1900
(800) 446-6010
Fax: (804) 515-0347
Web site: www.hohnerusa.com
Categories: S&F, PRC, Music Ed Inst. (Orff), 
ACC, Harmonicas, accordions, record-
ers, melodicas, kazoos, guitars, ukuleles, 
banjos, mandolins, drums, microphones, 
musical toys & children’s instruments, Orff 
instruments, bags & cases, instrument 
stands & musical accessories.
Principal Brands: Hohner, Lanikai, Sonor, 
Hohner Kids, Rockwood by Hohner, HSS 
Bags & Cases, Kohala.

Sonor Drums  
1000 Technology Park Dr.
Glen Allen, VA 23059
(804) 515-1900
(877) 337-6667
Fax: (804) 515-0347
Web site: www.sonor.com
www.myspace.com/sonorusa
Categories: PRC
Principal Brands: Sonor Drums and Percus-
sion.

WISCONSIN 
Dynamic Music Distributing 
P.O. Box 270655

Milwaukee, WI 53227
Phone: (800) 343-3003
Fax: (800) 211-5570
E-mail: scicero@dynamicmusicdist.com
Categories: B&O, Drum & Guitar Acces-
sories, Printed Music & DVD Media, Music 
Stands, Guitars, Drums, Band Instruments.
Proprietary Brands: Archer (guitars), Union 
(drums), Ravel (band instruments)
Distributor Brands: Yamaha accessories, 
Selmer accessories, Jones, Emerald, La 
Voz, Al Cass,
Chem-Pak, Micro, Roche Thomas, Super 
Sensitive, Glasser, Trophy, The Original 
Swab Co., Neotech, Fibracell, Blitz, Mighty 
Bright, Sho-All, Blessing accessories, Sher-
man, DEG, Chartier, Zonda, Harmon, Reed 
Mate, Alisyn, Berp, Meason, Kratt, Tastee-
Reeds, LM Products, Manhasset, Hamilton, 
On-Stage, Hal Leonard, Alfred, Mel Bay, 
Word, Remo, Rhythm-Tech, Mike Balter, 
Zildjian accessories, Sabian, Vater, Kinder, 
Regal, Aquarian, DW hardware, Rhythm 
Band, Treeworks, Trick, Slug, Puresound, 
Ludwig accessories,  Danmar, Kaces, 
Grover, Korg, Dunlop, SKB, Ebow, Dean 
Markley, Evets, Fort Bryan, Shubb, Kyser, 
Middle Atlantic, Audio-Technica.

Hal Leonard Corporation
7777 W. Bluemound Rd.
Milwaukee, WI  53213
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P: 800-554-0626 / 414-774-3630
F: 414-774-3259
www.halleonard.com
sales@halleonard.com
VP of National Sales: David Jahnke
Senior VP of Sales: Doug Lady
Categories: Print Music, ProSound/Record-
ing, Accessories & Gifts, DVDs, Music 
Software
Principal Brands: Print Music – Songbooks/
Instructional Publications/DVDs: Hal Leon-
ard Guitar Method, Hal Leonard Student 
Piano Library, Essential Elements, E-Z Play 
Today, FastTrack, Play Today, Hal Leonard 
Jazz Play-Along, Hal Leonard Guitar Play-
Along, Hal Leonard Bass Play-Along, Hal 
Leonard Drum Play-Along, Hal Leonard 
Keyboard Play-Along, Hal Leonard Pro Vo-
cal Series, Sing with the Choir, Hal Leonard 
Big Band Play-Along, Hal Leonard Blues 
Play-Along, Hal Leonard Harmonica Play-
Along, Hal Leonard Worship Band Play-
Along, Guitar Recorded Versions, Signature 
Licks, Berklee Press, Musicians Institute, 
Cherry Lane, Centerstream, Homespun, 
Hudson Music, Rock House, Meredith 
Music, Music Sales America, Faber Piano 
Adventures, Willis Music, Shawnee Press, 
De Haske, String Letter Publishing, Disney 
Publications, Ashley Music, Brentwood/
Benson, Fred Bock, Modern Drummer Pub-
lications, Music Minus One, Lee Roberts 
Publications, Rubank, Tara Publications, 
Canadian Brass, Lillenas, Word Music, 
Christian Music Summit
Classical: G. Schirmer, Boosey & Hawkles, 
G. Henle, Schott, Universal MBG (Ricordi, 
Durand, EMB, Salabert), Novello, Chester

Pro Sound/Recording Software: Pro Tools, 
M-Audio, Sibelius, MakeMusic (Finale), 
Steinberg, Korg (nanoKEY Controllers), 
Antares (Auto-Tune), Avid, Garritan Sounds, 
IK Multimedia, Roland MT-90U, Yamaha 
(headphones, Portable Digital Recorder), 
Tapspace, Practica Musica, Music Wizard 
Group
Accessories/Gifts: Aleken Board Games, 
Art Strings Publishing (greeting cards, 
posters, mugs, mousepads, totes), Chop-
Saver Lip Balm, GigLight Music Lamps, 
Hohner Harmonicas, Korg (tuners & met-
ronomes), Petersen Music Stands, Rhino 
Music Stands, Roland, Sellers Calendars, 
Steinberg, Yamaha (B&O accessories, 
recorders), Acorn Pennywhistles, Willis 
Music Composer Statuettes
Magazines: Christian Musician, Guitar 
Edge, In Tune, Making Music, Modern 
Drummer, Music Alive, Premier Guitar, Sing 
Out!, Worship Musician
Trade/Reference Books: Amadeus Press, 
Applause Theatre & Cinema Books, Back-
beat Books, Chronicle Books, Focal Press, 
Hal Leonard Books, Jawbone Press, Lime-
light Editions, MusicPro Guides, Omnibus 
Press, Random House, Record Research, 
Vintage Guitar Books, Watson-Guptill Publi-
cations, Writer’s Digest Books

PUERTO RICO
Tropical Music of Puerto Rico 
P.O. Box 8733
San Juan, Puerto Rico 00910
(787) 726-1750
Fax: (787) 727-8181

Boyde Benfi eld, pres.
Categories: PS/R, S&F, ACC. BI, PR, P/KB

CANADA
B&J Music Ltd.
(Subsidiary of KMC Music Inc.)
2360 Tedlo St.
Mississauga, ON L5A 3V3, Canada
(905) 896-3001
(800) 268-8147
Fax: (905) 896-4554, (800) 777-3265 
E-mail: bjmusic@kmcmusic.com
Dale Kroke, sr. v.p., gen. mgr. 
Categories: S&F, BI, PRC, ACC
Principal Brands: Adamas, Antigua, Ap-
plause, Augustine, Austin City, Bari, 
Becker, Belmonte, Big Idea Guys, Black 
Diamond, Bridget, CAD Professional 
Mics, CB Educational Percussion, CB Per-
cussion, Celebrity, Cherub, Corelli, Darco, 
Durro, Eldon, E.M. Winston, Firstnote, Genz 
Benz, Gibraltar, Gretsch, Grover, Hamer, 
Hearos, Herco, Hercules, Hirade, Hohner, 
Ingles, Intellitouch,  Jasmine, Jim Dun-
lop, La Bella, Lee Oskar, LP, Manhasset, 
Martin,  Matrix, Mighty Bright, Montana, 
Music Boy, Nuvo, Ovation, Perri’s Leathers, 
Ping, Ramirez, Remo, Retro Parts, Rimshot, 
Rodam, RTOM, Sanyo, Seiko, Sierra, Sig-
nalFlex, SKB, Sousa Band, Super Sensitive, 
Takamine, TKL, Toca, Tranzamps, Tree-
works, Trophy, Ultra, V-Tech, Vega, Vic Firth, 
Wittner, Zildjian, Fender.

Beda Sales 
2634 Shaughnessy St.
Port Coquitlam, BC V3C 3G6
(604) 942-1257
(800) 663-5800
Fax: (604) 942-4022
E-mail: beda_sales@telus.net
Web site: www.bedasales.ca
Donna L. Barina, pres.
Categories: S&F
Principal Brands: Thomastik, Pirastro, 
Hofner, Wittner, Jargar, Kun, Skylark, Au-
bert, Dorfl er, Hidersine, Hill, Aubert, Dick, 
Wittner, Weidler, Super-Sensitive, Larsen, 
Glasser.

Canadian Print Music Dist.  
Suite 204 - 7481 Woodbine Avenue
Markham Ontario L3R 2W1
(416) 293-1200
(800) 668-5767
E-Mail: service@musicbooks.com
Web site: www.canadianprintmusic.com
Categories: PM, video instruction
Principal Brands: Print Music: Jamie 
Aebersold, Alfred Publishing, Mel Bay, 
Blue Rodeo, Bold Strummer, Boston Music, 
Bourne Music, James F. Chapin, Cole 
Harbour Music, Cranford Music, Creative 
Concepts, Edwards Music, FJH Music, Carl 
Fischer, Joe Goldfeder, Ron Greene Music 
Dials, Groove Tubes, Henle, Frederick Har-
ris Music, Karamar, Kendor, Kjos, Koala, 
Koneman, Hal Leonard, Mayfair Music, 
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Minstrel Press, Montgomery Music, Music 
In Motion, Music Sales, Ottawa Folklore, 
Plymouth Music, Reader’s Digest, San-
torella, Shawnee Press, Sher Music, Sing 
Out, George B. Stone, Vinland Music, Vocal 
Power, Bob, Vopni, W.W. Norton, Walton 
Music, Warner Bros., Waterloo Music, Willis 
Music, Video: Alchemy Pictures, Home-
spun, Hot Licks, MacMaster Music, MVP, 
Rumark Video.

Coast Music 
(a division of Jam Industries Ltd.) 
21000 TransCanada Highway,
Baie D’Urfe, Québec H9X 4B7. 
(514) 457-2555
Sales (800)-363-8460
Fax: (514) 457-0055
800-263-5851.
E-mail: info@coastmusic.ca
Web site: www.coastmusic.ca. and www.
coastmusic.com
Martin Golden, Chairman of Jam Indus-
tries Ltd.; Eddy Shenker, President of Jam 
Industries Ltd.; Marty Szpiro, Senior Vice-
president, Jam Industries; Manuel Senra, 
Vice-president of Coast Music. 
Product Managers: Alex Kundakcioglu, 
band & orchestral; Scott Atkins, Sonor 
and percussion , Gil Karout, Marketing 
Manager . 
Product specialty: Fretted Instruments, 
Brass and Woodwind, Drums and Percus-
sion, Amplifi ers and Accessories.
Brands: Alabama (banjos, mandolins); 
Alegria (violins, violas, cellos); Amy Birch 
(rosin); Angel (recorders and educational); 
Apple Creek (Dulcimers), Aubert (string in-
strument accessories), Augustine (strings), 
Bausch (violin accessories), Boblen (cases) 
Bravo (guitars); Cannon (percussion parts), 
CNB (bags and cases), Crafter ( guitars ); 
Dean Markley (Strings),  Delta Blues (har-
monicas and accordions); Dunlop (strings, 
effects and pedals, guitar accessories), Elix-
ir (strings), EPM (pickups), Falcone (Pia-
nos), Finger Ease (Lubricants), Fiore (accor-
dions), Generation (penny whistles),GHS 
(strings and accessories), Graph Tech 
(Guitar Parts), Grover (Fretted Instrument 
Accessories), Hobart M. Cable (pianos), 
Gypsy Rose (guitars), Herco (Mainte-
nance products), Hill (rosin), Hindersine 
(Rosin), Hohner (harmonicas, accordions 
and accessories),  Jay Junior (guitars) 
Jay Turser (guitars); Kun (shoulder rests), 
Jupiter (band instruments),  Leem (cables), 
Mahalo (ukuleles), Manhasset (stands), 
Mano Percussion (congas, quintos, tum-
badoras, bongos, djembes, accessories); 
Martin (strings), Mega (amplifi ers) Menzel 
(violins, double basses, cellos, and acces-
sories); Mighty Bright (LED lights), Neotech 
(straps), Pacifi c Trends (Piano Lamps), 
Paganini (Rosin), Procussion (drums); 
Profi le (parts, stands, accessories , tuners ); 
Rhythm Band (percussion, brass acces-
sories); RB (drums, sticks and percussion 
accessories), Rhythm Tech (percussion 

and accessories), Sabian (cymbals and 
accessories), Samick (guitars), Sava-
rez (strings), Segovia (guitars), Shubb 
(capos and accessories), Sinclair (brass 
instruments), Snap Jack (cables), Solar 
(cymbals), Sonor (drums and percussion 
accessories), Sonor Orff (educational 
percussion), SX (guitars and accessories), 
Thomastik-Infeld (strings), Trak (drums, 
hardware, drumsticks, accessories); 
Trophy (accessories),  Univox (micro-
phones, amplifi ers, headphones); Valencia 
(classical guitars), Vandoren (reeds and 

mouthpieces), Vic Firth (drum sticks and 
accessories), Walden (guitars), Westbury 
(drums, hardware, accessories) and Wittner 
(metronomes and accessories).

Contact Distribution Ltd.  
38 Thornmount Dr., Unit 1
Scarborough ON M1B 5P2
(416) 287-1144 
Fax: (416) 287 1204
E-mail: info@contactdistribution.com
Web site: www.contactdistribution.com
Bill Coons, dir.

Cremona bowed instruments have set the pace
for the vibrant student and rental markets for over
30 years. Strict adherence to international sizing
requirements, domestic educational set-up standards
and continuous quality improvement have made
Cremona Violins, Violas, Basses and Cellos proven
sales leaders.

Our best-selling, ebony fitted SV-175 Cremona
Premier Violin Outfit has recently been upgraded
to include the J.LaSalle LB-13 Octagonal Bow and
the TL-33 deluxe rectangular Travelite case.

Meeting the Needs of Students
for More Than 30 Years ...

Our Best-Selling SV-175 Cremona Violin!

SV-175

[800] BUY-SAGA
www.sagamusic.com
Dealer inquiries invited.

•All-solid carved, graduated construction

•Seven sizes from 4⁄4 to 1⁄16

•Long lasting ebony fittings

•Finetuner tailpiece for precise, easy
tuning

•Rugged TL-33 Travelite case

•Well-balanced J.LaSalle LB-13 bow 
with ebony frog

Cremona SV-175 Violin Outfit: 

$249
Suggested Retail
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Principal Brands: APB Dyna-sonics, Coun-
tryman Assoc., Optocore, Projectiondesign, 
Production Intercom, Rane, Renkus-Heinz, 
Timax.

Counterpoint Musical Services 
Markham, ON L3R 2W6
(905) 415-0515
(800) 690-0515
Fax: (905) 415-9232
E-mail: music@counterpointmusic.ca
George Ullmann, pres.
Categories: S&F, ACC, BI
Principal Brands: Thomastik, Bohemia, 
Headway, Fusion Bags, Superslick, Stentor, 
Wittner, Pirasto, Hidersine, Kun, Wolf, Lege-
re, Mirage, Chopsaver, Harpsicle Harps.

D’Addario Canada 
50 W. Wilmot St., #13
Richmond Hill, ON L4B 1M5
(905) 889-0116
(800) 268-6855
Fax: (905) 889-8998
E-mail: info@daddariocanada.com
Arnold Davidson, pres.
Categories: S&F, ACC, BI, PRC
Principal Brands: D’Addario, D’Addario 
Bowed, Planet Waves, Rico, Evans, 
HQ Percussion, Puresound, Archives, 
Vater,  BeaverCreek, Danelectro, Tycoon, 

Qwik Tune/Time, Shadow, Suzuki Harmoni-
cas, Suzuki Melodions, Solutions, Dava, 
Guitar Workstation, Playsound, Typhoon, 
Verona, Wedgie, Music Stamp, Windy City, 
Kind David Batons, Generation Flageolets

Efkay Music Group 
2165-46th Ave.
Lachine, PQ H8T 2P1 
(514) 633-8877
(800) 343-0353
Fax: (514) 633-8872
Howard Kalisky, pres.
Categories: S&F, B&O, PM, P/KB, amp
Principal Brands: Ibanez guitars, basses, 
amplifi cation; Orange amplifi cation, Tama 
drums & accessories, Wuhan cymbals & 
gongs, Pro-Mark sticks, Casio keyboards, 
Morley effect pedals, Warwick basses, 
Rocks bags, Carlos Giordano Silenzia Vio-
lins, Ebtech signal processing, J. Michael 
wind instruments, Framus guitars & amps, 
Groove Juice cymbal cleaner, J. Michael 
Wind Instruments, 2 Box electronic drums.

Erikson Audio 
21000 Trans-Canada Hwy.
Baie-D’Urfé, PQ H9X 4B7
(514) 457-2555
Fax: (514) 457-0055
E-mail: info@ericksonaudio.com

Web site: www.eriksonaudio.com
Jeffrey Carman, div. mgr.
Principal Brands: Audio-Technica, Ableton, 
Ashly, Cerwin-Vega, Focusrite, Fostex, Gator 
Pro, KRK, MyMix, Novation, PreSonus, 
Quad Industrial, Quik Lok, Stanton, SurgeX, 
Vestax and Wharfedale Pro

Erikson Music 
21000 Trans-Canada Hwy., 
Baie D’Urfé PQ H9X 4B7
(514) 457-2555
Fax: (514) 457-0055
E-mail: info@eriksonmusic.com
Web site: www.eriksonmusic.com
Martin Golden, chmn., Eddy Shenker, 
pres., Martin Szpiro, sr. v.p., Michael Gold-
en, v.p., Peter Patrick, g.m.,Paul Fredrick, 
perc. mgr., Andrew Bujold, promotions 
coordinator
Products: Digitech, Gator, Protechtor, 
Seymour Duncan, D-Tar, Headhunter, 
Marshall, Vox, Mark Bass, Hagstrom, 
Washburn, Oscar Schmidt, Pearl, Phonic, 
Quik Lok, Wharfdale, Sonic Décor, Light-
snake.
Branch (Vancouver) 
580 Ebury Place
Delta, BC V3M 6M8 
(604) 520-0568 
Fax: (604) 520-6176 

®
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Erikson Pro 
21000 Trans-Canada Hwy.
Baie-D’Urfé, PQ H9X 4B7
(866) 916-4660
(888)-918-2244
Fax: (514) 457-0055
Web site: www.eriksonpro.com
Christian Bouchard, div. mgr.
Principal Brands: Allen & Heath, Aphex, 
DOD, JEM, KV2, Martin, Swefog, Doughty, 
Omnimount, Denon DJ, Pulsar, Turbo-
sound, Saf-T-Rig, Chauvet, Iluminarc.

Geo. Heinl Co., Ltd.  
201 Church St.
Toronto, ON M5B 1Y7
(416) 363-0093
Fax: (416) 363-0053
E-mail: GHCL@idirect.com
Web site: www.georgeheinl.com
Ric Heinl, pres.
Categories: S&F
Principal Brands: Aubert, Carlsson, Corelli, 
Goldbrokat, Nyman Harts, Pops, Pyramid, 
Sacconi, Heinl, Handorff, Roth, Dvorak, 
Jaeger, Gewa, Gordge, Winter, Kolstein, 
Pirastro, Thomastik, Jargar, Schatten, 
D’Addario, Augustine, Hannabach, Savarez, 
Martin, Dean Markley, Wittner, Heinrich, 
Hohner, Wolf, Menuhin, Beare, Kun, Hill, 
Schaller, Hidersine, Grover, Gotoh, Glasser, 
Dunlop, Intellitouch, Prim, Yamati, Strunal, 
Petz, Bam, Hamilton, Gill, Dorfl er, Boblen, 
Bobelock.

Korg Canada 
21000 Trans Canada Hwy. 
Baie D’Urfe, PQ H9X 4B7 
(514) 457-2555 
Fax (514) 457-0055 
Web site:  www.korgcanada.com 
Martin Golden, chmn.
Eddy Shenker, pres. 
Michael Golden, v.p. 
George Capone, nat. sls. mgr.
Categories: PS/R, S&F, ACC
Principal Brands: Korg pianos, keyboards, 
digital recording workstations, guitar ef-
fects & accessories.

Martin Canada Professional Lighting 
21000 Trans Canada Hwy.
Baie D’Urfe, PQ H9X 4B7
(514) 457-2555
Fax: (514) 457-0055
Web site: www.martincanada.com
Marty Golden, chmn.
Eddy Shenker, pres.
Categories: Lighting supplies, movie fi x-
tures, scans, DJ effects, controllers, track-
ing systems, fog, haze machines.
Principal brands: Martin Professional, JEM, 
MACH.

Musiquip Inc. 
325 Bouchard Blvd.
Dorval, PQ H9S 1A9
(514) 780-2070

Fax: (514) 780-2111
E-mail: sales@musiquip.com
www.musiquip.com
Categories: S&F, ACC, Amps, Pedals
Principal Brands: Tanglewood Guitar Com-
pany UK, T-Rex Pedals, AER Amps, JBovier 
Stringed Instruments, Hiscox Cases, Steph 
Accessories

Omnimedia Corporation Ltd.
1875 55th Ave.
Dorval, PQ H9P 2W3
(514) 636-9971

Fax: (514) 636-5274
E-mail: info@omnimedia.ca
Web site: www.omnimedia.ca
David S. Joseph, pres.
Categories: PS/R
Principal Brands: Zoom Digital Recorders, 
Zoom Effects Processors, Toft, Studio Proj-
ects, Joe Meek, Trident, Your Rock Guitars, 
Bolt, Morpheus Extreme Pedals, Icon.

Radial Engineering, Ltd. 
1588 Kebet Way
Port Coquitlam, BC V3C 5M5

just kinda different.

Hear the Changes

LEW SOLOFF

Sonaré TR-800

ANNE DRUMMOND

Powell 14K

Sonaré 708

w w w . s o n a r e w i n d s . c o m
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(604) 942-1001
Fax: (604) 942-1010
E-mail: info@radialeng.com
Web site: www.radialeng.com
www.tonebone.com 
www.primacoustic.com
Peter Janis, pres.
Categories: S&F, PS/R, PRC, P/KB, PS/R, 
ACC, interconnect
Principal Brands: Radial, Mogami, Jensen, 
Telecast Fiber Systems, Primacoustic, 
Tonebone, Broadway.

Scott’s Highland Services Ltd.
143 Stronach Crescent
London, ON N5V 3G5
(519) 453-0892
(519) 453-6303
E-mail: scotts@scottshighland.com
Web site: www.scottshighland.com
Bev Scott, CEO
Ian Scott, sls. mgr.
Categories: PRC, Scottish & Irish ethnic 
music and instruments.
Principal Brands: Pipers’ Choice Bag-
pipe Accessories, McCallum Bagpipes, 
Chieftain whistles, Walton’s whistles & 
bodhrans, Sousata Whistles.

SF Marketing Inc. 
325 Boul. Bouchard
Dorval, PQ H9S 1A9

(514) 780-2070 
Fax: (514) 780-2111
E-mail: info@sfm.ca
www.sfm.ca 
Categories: PS/R, S&F, BI, ACC, P/KB, PRC
Principal Brands: Lighting: Advanced Devic-
es, Alkalite, Antari, Lamps, Leprecon, Levi-
ton/NSI, Lumi, Phase 3, SGM, Socapex, W-
DMX – Wireless Solution
Accessories: Barkan Mounts, Canare, Digi-
fl ex, Furman, K&M, Littlite, Marinco, Neu-
trik, NTI Instruments, Raxxess
Pro Audio: Aviom, Communication Special-
ties, EAW, Fulcrum Acoustic,  Genelec, 
Neutrik, Pacemaker, Pioneer DJ, QSC, 
Shure, Smaart Training, Symetrix, Telex 
Communications
Musical Instruments: eMedia Music, AER, 
Bogner Amplifi cation, Cleartone, Duesen-
berg, Hiscox Cases, JamHub, JBovier, Line 
6, Mapex Drums, Moog Music, NS Design, 
N-Tune, Prudencio Saez, Schecter,  Steph 
Accessories, Tanglewood Guitar Company 
UK, T-Rex, Ultimate Support Systems

Wes-Can Music Supplies Ltd. 
2677-192nd St., Units 117-120
Surrey, B.C. V3S 3X1
(800) 661-9960 (North America)
(604) 543-2633 (Worldwide)
Fax: (800) 600-6646
Fax: (604) 543-2604 (Worldwide)

E-mail: salem@direct.ca
Joseph Sallay, Leslie Sallay,
Paula Lemke, Cathy Laszlo
Categories: S&F, PRC
Principal brands: Raimundo, Kohno, 
Sakurai, Aria, DiMarzio, John Pearse, Vinci, 
Audio 2000, Odyssey, Maxell, Gotoh, New 
Media, L.R. Baggs, B-Band, Blade, THD, 
Morgan, D’Aquisto, G7th, Clayton, CBI, 
Onerr, Trem King, Curt Mangan, Glider, 
Lace, Tech 21

Wholesalers of:

Juzek Stringed 
Instruments
Bows
Cases
Strings
Accessories

P.O. BOX 1415
STOWE, VT 05672
1.866.846.5461 sales@metmusic.com
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Newproducts
Alfred’s Complete Idiot’s Guide for 
Guitar
Alfred Music Publishing has released 
three new books for acoustic, classical, 
and rock guitar inside the Complete Idiot’s 
Guide series: The Complete Idiot’s Guide 
to Playing Acoustic Guitar, The Complete 
Idiot’s Guide to Playing Classical Guitar,

and The Complete 
Idiot’s Guitar to 
Playing Rock Gui-
tar.

The Complete 
Idiot’s Guide se-
ries offers a short 
refresher course 
in the basics of 
music theory 
and simple ar-
rangements of 

popular songs. Using Alfred’s exclusive 
TNT software, these guitar books allow 
for customized learning, allowing the 
user to loop sections for practice, slow 
tracks down or speed them up without 
changing the pitch, switch back and forth 
between the full-performance, and play-
along tracks. Each song is presented with 
full music notation, TAB, and chord dia-
grams. The books retail for $24.99.
www.alfred.com

The Zoom H1 Handy Recorder
Weighing in at about two ounces, Zoom’s 
H1 recorder delivers clear 24-bit/96 kHz 
stereo recordings suitable for music, in-
terviews, lectures, recitals, band practice, 

and more. The H1’s two 
onboard microphones are 
confi gured in an X/Y pat-
tern. 

The H1 also features 
a newly designed user in-
terface that places all its 
functions at the touch of 
a button. Zoom included 

access to the track marker, auto record, 
low cut fi lter, level, and volume controls 
with onboard buttons and no menus. 

The H1 can accommodate up to 32GB 
microSDHC memory cards, providing 
over 50 hours of recording time. The 
recorder is powered by a single AA size 

battery, which provides up to 10 hours of 
continuous operation. H1 users can pur-
chase an H1 accessory kit that includes a 
windscreen, AC adapter (USB type), USB 
cable, adjustable tripod stand, soft car-
rying pouch, and mic clip adapter. The 
Zoom H1 retails for $99.  
www.samsontech.com

Tycoon’s Tables, Racks, and 
Drumset Hardware 
Tycoon Percussion now offers a complete 
line of hardware that allows drummers 
and percussionists to position instru-
ments within easy reach of their sticks 
and hands. 
Tycoon’s 2010 
catalog fea-
tures a vari-
ety of clamps 
and arms for 
mounting per-
cussion effects 
on existing 
stands, a bracket that connects percus-
sion instruments to any standard bass 
drum pedal and accessory percussion 
racks, including a mountable model 
with a universal clamp that accommo-
dates four accessories and a free-stand-
ing version that can hold a combination 
of up to a dozen mountable percussion 
instruments. 

Tycoon’s new percussion tables are 
available in large (TPT-L) and small 
(TPT-S) sizes and are recommended for 
all types of drummers and drumming 
situations. The trays are attached to 
height-adjustable, heavy-duty, double-
braced stands, and feature padded sur-
faces that can accommodate multiple 
accessory percussion instruments, sticks, 
and mallets as well as electronic multi-
pads and laptop computers.
www.tycoonpercussion.com

Trophy Music’s Maestro-Lite 
Baton
Designed to make it easier for musicians to 
see in dark situations and to create a visual 
effect on stage, Trophy Music’s Maestro-
Lite features a sturdy Lexan polycarbonate 
shaft and a textured easy grip handle. The 

entire shaft is illumi-
nated by LED’s that 
will last 100,000+ 
hours. The light 
concentrates at the 
tip, further allowing 
musicians to better 
follow the tempo 
and includes extra 
batteries.
www.grotro.com

Levy’s Grrls Rock Guitar Straps
Levy’s expands its Urban Prints gui-
tar strap line for 2010 with fi ve original 

printing designs for Grrls who Rock. 
This model uses a canvas of glossy, St-
Tropez leather and a narrow, padded 
strap design.  
www.levysleathers.com

Electro-Harmonix’s 44 Magnum 
Amp & Germanium Pedal
Electro-Harmonix’s 44 
Magnum Power Amp, 
designed with guitar in 
mind, but is also suitable 
for bass, keyboards, or 
any electric instrument. 
The 44 Magnum offers a 
broad power range with 
plenty of headroom. It can 
also be driven to a natural saturation as 
the volume is turned up. A tone switch 
lets the player select a neutral tone or a 
top-end boost.

Measuring 4.70  high x 3.70  wide x 
1.18 deep, the portable 44 Magnum can 
be used as a primary or a backup ampli-
fi er. It comes complete with a 24DC-3000 
power supply and is compatible with any 
speaker cabinet providing an eight or 16 
Ohm load. The 44 Magnum Power Amp 
retails for $193. 
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Electro-Harmo-
nix’s Germanium 
4 Big Muff Pi pedal 
features two inde-
pendent circuits, 
one overdrive and 
one distortion that 

can be used individually or in series. The 
overdrive and distortion circuits each use 
a pair of N.O.S. NKT275 Germanium 
transistors. 

The Overdrive section features inde-
pendent controls for gain, bias, tone and 
volume, while distortion provides inde-
pendent controls for gain, bias, volts, and 
volume. The bias controls adjust the tonal 
character of the distortion by changing the 
bias of the signal before it is distorted by the 
Germanium transistors. The volts control 
enables the player to dial back the amount 
of voltage supplied to the distortion side and 
create varying “dying battery” sounds.

Stack the overdrive and distortion in 
series and the player has two individual 
control sets that work in combination for 
a hybrid tonality that can be mixed and 
balanced. The Germanium 4 Big Muff Pi 
is compact, measuring 4.75” high x 5.75” 
wide, and 1.5” deep. It comes equipped 
with a battery. It also uses an optional 
9DC-100 power supply. The retail price 
is $193. 
www.ehx.com

Gus G. HT-Blackfi re Signature Pedal
Developed with guitarist Gus G., (Ozzy 
Osbourne, Firewind) Blackstar’s HT-
Blackfi re is a two channel, valve-driven, 
metal distortion pedal. Gus G. began his 
relationship with Blackstar when he used 
the Series One 200 amplifi er to record the 
latest Ozzy album. Since then, Gus has 
become a full Blackstar endorsee.

The pedal’s channels are named after 
the Firewind track “The Fire and the Fury.” 
The Fire channel delivers a high gain dis-
tortion, while the Fury channel takes you 
to leads and beyond. Other features in-
clude an ECC83 valve, patent-applied-for 
ISF control, independent gain and volume 
controls for each channel, and an industry-
standard speaker emulated out. The Black-
fi re features a black fi nish, orange and red 

LEDs, black grille, and Blackstar designed 
Gus G. logo. Limited to just 1,000 pieces 
worldwide, each pedal includes a certifi cate 
of authenticity signed by Gus G. and an ex-
clusive Gus trading card.
www.blackstaramps.co.uk

New Line of Speakers from 
PZtronics
PZtronics’ VLA-2 speaker is being made 
available in a self-powered model. Bal-
anced XLR/TRS inputs and outputs sim-
plify setup, and the integral amplifi er 
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with level control ensures 
matched power being de-
livered to the speakers. New 
input circuitry with DSP 
onboard provides fl at fre-
quency response and other 
proprietary features. Rated 
at 1,000 watts RMS, the out-
put is capable of producing 
110 dBs at 100 feet. A stan-
dard 1 3/8” pole mount al-
lows wall mounting or use 
with a tripod stand.

PZtronics FM-8X stage 
monitor also utilizes similar 
DSP processing and pushes 
250 watts into a concentric 
horn and driver.

For larger venues addi-
tional subs can be added using the LF-
15X, a self-powered 500 watt subwoofer, 
also with DSP processing and crossover.
www.pztronics.com

T-Rex Engineering’s Mudhoney II 
and Octavius Pedals
T-Rex Effects has 
added to their dis-
tortion/overdrive 
and modulation 
pedal lineups with the 
new Mudhoney II and 
the Octavius pedals.

T-Rex Effects has 
added a second distortion channel to its 
original Mudhoney to create the Mud-
honey II. Each channel has four con-

trols (gain, level, tone, and boost) and 
features the same boost function from 
the original pedal. With the Mudhoney 
II’s range, players can switch between a 
clean tone by bypassing both channels 
and a thick warm distortion from the 
other channel. 

The Octavius provides an 
octave-down and oc-
tave-up effect, which 
can be adjusted with 
the lo oct, high oct, 
master mix, and boost 
knobs. The tri-tone genera-
tor pedal also features an on/
off footswitch and a boost footswitch.
www.t-rex-effects.com

Aim Gifts’ Green Gifts & Musical 
Instrument Bands

Aim Gifts’ new line of “environmentally 
sensitive” music gifts are functional, styl-
ish and are made with recycled, biode-

Newproducts
Delta Series

AVAILABLE IN A VARIETY OF FINISHES & STYLES
Send $4 US for COLOR CATALOG 13027 Brittmoore Park Drive, Houston, Texas 77041

by GOTOH
1:21 ratio

America’s Premier Guitar & Bass Parts Supplier

Over 900 organizations
switched to Jackrabbit

Tired of Paper?
Allow your customers to sign up and pay online!

Worried about switching systems?
Free import of your current customer data.

View Online Training Videos & User Guide

Super Easy web-based Music School Management Software

“Jackrabbit web-based software is the most comprehensive, 
user-friendly program available; it's completed by constant 
enhancements, tireless support, and cutting edge technology.”

- Matt Coker – www.CokerMusic.com

Request a FREE trial at: JackrabbitMusic.com
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gradable materials. These new products 
include tote bags, ruler sets, and jour-
nals.  

AIM Gifts’ Music Shape Bands are 
available in three rock band designs 
(tie-dye, glitter, and original) and music 

band instruments (glitter). Each package 
includes 12 pieces of assorted, colored 
bands. They can be collected, traded, and 
worn dozens at a time.   
www.aimgifts.com

Lava Soar Cable
Lava Cable’s Lava Soar guitar cable fea-
tures dual 22 AWG 99.99 percent pure 
OFC solid copper conductors, dual lay-
ers of tailored shielding, a rugged outer 
braid, and low capacitance of 29 pF/ft.  It 
comes with highly conductive Lava Silver 
Wire plugs standard as part of a complete 
matched plugs-to-cable design. Durabil-
ity over fl exibility was chosen in the sol-
id-core design, and as a result the cable is 
slightly stiffer than an average stranded 
cable. The 20-feet Lava Soar cable retails 
for $79.95.
www.lavacable.com 

Kala’s Round About Amp
Kala’s Round About ukulele 

amp features a round de-
sign and measures 10” 

in height and from 
side to side. The 

amp has a pow-
er output of 10 
watts and is 
equipped with 
a fi ve inch 

speaker. Other 

features include master volume, treble 
and bass tone controls, and a headphone 
jack. The Round About is designed to 
provide just the right amount of punch 
for the ukulele to be heard when playing 
in circumstances when a little boost in 
volume is needed. It is available in three 
colors: tweed, pink, and black.  
www.kalaukulele.com   

Pioneer DJ’s Multi-Format Player
Pioneer DJ’s CDJ-2000 multi-format 
player enables playback of MP3, AAC, 
WAV, and AIFF audio files on CD, 
DVD-ROM, SD card, and USB mem-
ory devices. You can also assign vari-
ous buttons of the CDJ-2000 to trigger 
other devices, such as DJ effecters and 
software with MIDI mapping capabil-
ity. With Pioneer’s new Pro DJ Link you 
can connect up to four CDJ-2000’s and 
share a single music source from just 
one player. 

For displaying song titles, jacket art 
as well as detailed track information, the 
CDJ-2000 has a 6.1” full color LCD panel 
and graphic user interface. Shoreview 
Distribution is an exclusive distributor 
of Pioneer DJ Products.
www.shoreviewdistribution.com

Keystone’s Product Supplement 
Keystone’s 16-page, multi-colored sup-
plement details 125 new interconnects 
and hardware.  It features coin cell and 
button cell retainers; standard battery 
holders, clips, and contacts; multi-use, 
auto-blade, 
mini and 
standard fuse 
holders and 
clips; insulat-
ed PTFE ter-
minals, pins 
and jacks; and 
standard, mini 
and micro 
USB types A & B plugs and sockets in 
2.0 and 3.0 formats for SMT & THM ap-
plications. The publication is complete 
with technical illustrations, mounting 
details, specifi cations, and color photo-
graphs.  
www.keyelco.com 

The best capo for intonation 
for the past 30 years

is still the best today!

info@shubb.com | www.shubb.com
707-843-4068

learn more at: www.shubb.com/bestcapo

The SHUBB Capo closes onto the neck 
just like your hand, not like a clothespin, 
or a belt, or a vise, or a pair of scissors
...no sideways pull on the strings.

The strings are NOT PULLED OUT OF TUNE!

Most capos cause tuning problems by 
the way they engage the neck. They pull 
the strings unequally to one side.. 

Like your hand...
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Classifi eds

Business Opportunities

RATES: Classifi ed Display: $30 per column inch for text only. $40 per column inch, 1 
color, logo, graphics. $50 per column inch 4 color.
PAYMENTS: ALL ADS ARE PREPAID. Charge on Mastercard, Visa or American Express.
SEND YOUR ADVERTISEMENT TO: 21 Highland Circle, Suite 1, Needham, MA 02494
mjohan@symphonypublishing.com.
QUESTIONS? Call Maureen Johan at 800-964-5150 x 34
mjohan@symphonypublishing.com.

Contact Roger at 877-727-2798 Ext. 5

• Band and Orchestra Rentals
• New and Like New Educator-Approved 
 Brand Name Instruments
• Personalized Rent-To-Own Program
• No Franchise Fee or Inventory Investment
• No Shipping Costs
• High Commissions Paid the 1st of Every Month
• Exceptional Service

Find it in the Hot News
section of MMR’s Web site, 

Breaking News

www.MMRmagazine.com

Call 877-727-2798 Ext. 4
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 Visit the Classifi eds on the Web: www.MMRmagazine.com

Business Opportunities

For Sale
40 year old Music business for sale 

with or without Commercial Building. 
In Beautiful Central Oregon!  
call for details: 541 383 8863 

or email: phally54@hotmail.com

Lines WantedDistributors
Pacifi c Music Distributors, Inc

Wholesale Distribution
15935 Redmond Way
Redmond WA 98052

www.pacifi cmusic.com • 425.885.9703

Distributors Wanted
Dealers/Distributors Wanted

for full line case company.
Colorado Case Company, Small Dog 

and Cavallaro brands.
steve@coloradocase.com

Lines Wanted In Pacifi c Northwest
17 years successful experience. 

MI and Pro Audio.
All inquiries held in confi dence

Ray at Creative Enterprises
baragary@peoplepc.com

Manufacturing

www.mmrmagazine.com 

The UCL-S Porch-
Board Bass of-
fers analog, 
clean bass 
rhythm with 
the tap of a foot. Durable 
passive magnetic sensor system and 
3-way frequency response switch eliminates 
low-end feedback and delay. Features both 1/4 
inch and XLR outputs. No batteries, wall worts 
or external power supply required. 
Includes carry bag. $299.95.
www.porchboard.com  (608) 752-2229

PORCHBOARD BASS

Merchandise

 Oboes & Bassoons
We create the fi nest hand-crafted Oboes

 & Bassoons. Also replacement 
5K Bassoon Bocals.

Linton Woodwinds Corporation, 
Jack Linton

1013 Alma St. Elkhart, IN 46514 U.S.A.
PH: 1-866-220-2909 Fax: 574-266-7658

E-Mail: info@lintonwoodwinds.com
 www.LintonWoodwinds.com
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 Visit the Classifi eds on the Web: www.MMRmagazine.com

Help Wanted

equatone@earthlink.net

Merchandise

USED PIANOS at 
WHOLESALE PRICES 

consoles, studios, uprights,grands. 
DISCOUNT PIANO WHOLESALERS

(323) 377-3644

Over FIVE MILLION Unique Visitors
That’s right, Piano World has enjoyed over  ve million 
unique visitors in the last year.

Wonder how many of them could be your next customers?
Advertise on Piano World and  nd out.

Visit www.PianoWorld.com/advertising  
... Today!

PianoWorld.com
The World’s Most Popular Piano Web Site
Home of the world famous Piano Forums

Eigenlabs Sales Manager USA
Candidates must understand music 

software, demonstrate musical ability 
and be willing to master the Eigenharp. 

The task: to recruit and manage a
strategic retailer network to meet 

aggressive targets. Home based with
extensive travel, the role requires 

strong door opening and evangelizing
skills to introduce the revolutionary 

Eigenharp range.
Contact john.newman@eigenlabs.com 

with resume.
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ACCORDIONS, CONCERTINAS, & BUTTON 
BOXES new, used, buy, sell, trade, repair, tune, 

CASTIGLIONE DISTRIBUTING CO.
13300 E 11 MILE WARREN, MI 48089   

PH # 1-586-755-6050 
WWW.CASTIGLIONEACCORDIONS.COM

Merchandise

For Classified Sales Call Maureen 
800-964-5150 ext. 34 • mjohan@symphonypublishing.com

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

YAMAHA–KAWAI
& MORE

CERTIFIED PRE-OWNED PIANOS

Asian High Quality

No other supplier offers 
superior service before, 

during and after the sale. 
You get what you pay for!

GUARANTEED
LANDED QUALITY

1-800-782-2694
North American Music

11 Kay Fries Drive
Stony Point, NY 10980
Fax: (845) 429-6920

FINANCING AVAILABLE
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For Classifi ed Sales Call Maureen 
800-964-5150 ext. 34 • mjohan@symphonypublishing.com

BOW REHAIRING

Expert Bow Service
Order forms,Pricing and Shipping label at:

www.bowrehairing.com

Violin bows as low as $10.00 per bow in quantity incl. shipping (see website for
details.) Large inventory of replacement parts both new and vintage.

IRA B. KRAEMER & Co.
Wholesale Services Division

“An industry leader since 1967”
467 Grant Avenue, Scotch Plains, N.J. 07076

Tel: 908-322-4469 Fax: 908 322-8613 e mail: info@bowrehairing.com

BAND INSTRUMENT REPAIR VIDEO
Save $$$ on repair expense. Earn 

extra income. Journeyman repairman 
offers “How To” videos on the repair of 

brass and woodwind instruments. 
For information write to:

B.I.R.V. Co.
880 Slater Rd.

Bellingham, WA. 98226
(360) 384-6707

Repair Tools

Miscellaneous

 FAST TURN-AROUND ON 
STOCK REPAIRS NATIONWIDE

NAPBIRT member, 
26 Years Experience

Contact: Dan Rieck, 801-733-4243
dan@utahwoodwindrepair.com

Store For Sale

 SHIPPING YOUR PIANO
with Lone Wolf Trucking

is a “grand” idea!
An independent, long-distance Mover 

specializing in coast-to-coast 
residential Relocation. 

1-800-982-9505
www.lonewolftrucking.com

Alamogordo,
New Mexico.  88310
ICC MC-256289

Services

Vintage Instruments

For Sale
Brand new air conditioning and lease.  

Store and/or inventory.
25 year reputation

Studios, full line $500 k in stock
$185,000 cash/takeover/partner

Call Bruce in the PM at 321 725-3047

Merchandise
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Wanted USED TUBAS
ANY CONDITION-CASH PAID

THE TUBA EXCHANGE
1825 CHAPEL HILL RD.

DURHAM, NC 27707
1-800-869-8822

WWW.TUBAEXCHANGE.COM

 WE, BUY, SELL, TRADE 
and ship worldwide. 

Written APPRAISALS available.
GRUHN GUITARS, 

400 Broadway, Nashville, TN 37203

(615) 256-2033
fax (615) 255-2021    www.gruhn.com

Wanted To Buy MOVING?
Don’t miss a single issue 

of MMR...
Let us know 6-8 weeks before your move 
so we can continue to send your magazine 

without interruption.

PA
ST

E 
OL

D 
LA

BE
L 

HE
RE

!

NEW ADDRESS HERE!
 Name ___________________________

 Address _________________________

  _______________________________

 City ____________________________

 State ____________Zip ____________

21 Highland Circle, Suite 1
Needham, MA 02494

(781) 453-9310

Find it in the 
Hot News
section of
MMR’s Web site, 

Breaking
News

Please charge my:
Mastercard  Visa  AMEX
Credit Card #:  _________________________   

Expires_____/_____

Authorized Signature: ___________________

Name: _________________________________

Company: _____________________________

Street: _________________________________

City: __________________________________  

State: _________________________________  

Zip Code: ______________________________

Telephone #: ___________________________  

Fax # _________________________________

Email Address: _________________________

Classifi ed Advertising
To Advertise Call Toll Free 1-800-964-5150 x34
Deadline: Fourth Friday of every month

Attention: Classifi ed Ads
MMR, 
21 Highland Circle Ste. 1 
Needham, MA 02494
FAX your ad copy to (781) 453-9389

PAYMENT MUST BE 
RECEIVED IN ADVANCE

MasterCard, Visa, American 
Express accepted

PLACE YOUR AD BY MAIL OR FAX:

   AD RATES
$30.00 per inch (1 inch minimum). 
$40.00 per inch if one color, logo or 
graphic added. 
Add $1.00 per bold face line. 
Display classifi ed: $50 per inch. 
PAYMENT MUST BE RECEIVED IN ADVANCE.

PLEASE PLACE MY AD UNDER
THE FOLLOWING HEADING

__ Books 
__ Business 
     Opportunities
__ Distributors
__ For Sale
__ Help Wanted
__ Instruction
__ Lines Wanted 
__ Schools 
__ Luthiers 

__ Merchandise
__ Miscellaneous
__ Repairs
__ Services
__ Sales Rep Source
__ Schools
__ Software
__ Vintage
__ Wanted to Buy
__ Other (                    )

www.MMRmagazine.com
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 COMPANY NAME E-MAIL/WEB ADDRESS PAGE  COMPANY NAME E-MAIL/WEB ADDRESS PAGE

A
Ac-Cetera Inc. www.ac-cetera.com 24
Al Cass 78
Alfred Music Publishing www.alfred.com/dealer 45
Alliance Rubber Company www.alliancwe-rubber.com 61
Allparts Music Corp www.allparts.com 88
Amati’s Fine Instruments www.Amatis.us 69
America Longxing Inc. www.huntermusical.com 22
American Way Marketing LLC info@americanwaymktg.com 79

B
Beamz Interactive, Inc. www.thebeamz.com 49
Blue Drums www.bluedrumsusa.com 23
Bourgeois Guitars www.pantheonguitars.com 24
BreezSong LLC www.JamHub.com 82
Breezy Ridge Instruments Ltd. www.jpstrings.com 89

C
Cecilio Musical Instruments www.ceciliomusic.com 66
Chem-Pak Inc. www.chem-pak.com 68
Chesbro Music Co. www.chesbromusic.com 75
Chord Buddy www.chord buddy.com 57
Classic Musical Instruments www.hofner.com 71

D
Dana B. Goods www.danabgoods.com 25
Dunlop www.jimdunlop.com 18

E
EMG Inc. www.emgpickups.com 34
Ernie Ball Inc./Music Man www.ernieball.com 21
Evets Corporation www.danelectro.com cov 2
Evets Corporation www.danelectro.com 7

F
Fishman Transducers, Inc. www.fi shman.com 35
Floyd Rose Marketing www.fl oydrose.com 39
Freed International Inc. www.freedmusic.com 59

G
Grassroots Musical Distributors www.grassrootsmusical.com 68
Great Divide Guitars www.greatdivideguitars.com 19
Grover www.grotro.com 51
Grover www.grotro.com 61
Guitar Hands www.guitar-hands.com 48

H/I
H & F Technologies Inc. www.audio2000s.com 73
Hal Leonard Corp. www.halleonard.com 17
Howard Core Company LLC www.howardcore.com 64

J/K
Jack Rabbit Technologies www.jackrabbittech.com 88

Kala Brand Music Co. www.kalaukulele.com 22
KMC Music, Inc www.kmcmusic.com; 
 www.kmconline.com 65
Kyser Musical Products Inc. www.kysermusical.com 87

L/M
Lollar Guitars www.lollarguitars.com 36
LPD Music International www.lpdmusic.com 18
Metropolitan Music Co. www.metromusic.com 84
Miami Audio Music Corp. www.miamiaudiomusic.com 10
Musiquip www.musiquip.com 9

N/O
NAMM www.namm.com 30-31     
National Educational Music Co. www.nemc.com 85
Oriolo Guitar Company www.oriologuitars.com 41

P
P & D Wholesale www.PDWholesale.net 88
Peterson Strobe Tuners www.petersontuners.com 55
Philomuse www.philomuse.com 58
PianoDisc www.pianodisc.com 15
Pztronics www.pztronics.com 80

R/S
Saga Musical Instruments www.sagamusic.com 11
Saga Musical Instruments www.sagamusic.com 81
Samson Technologies Corp. www.samsontech.com 2-3      
Seymour Duncan Pickups www.seymourduncan.com 40
Shoreview Distribution www.shoreviewdistribution.com 70
SHS International www.shsint.net 5
Shubb Capos www.shubb.com 89
Sierra Guitars www.sierraguitars.net 13
SKB Corp. www.skbcases.com 67
Sonaré Winds www.sonarewinds.com 83

T
TKL Products Corp. www.tkl.com 1
Tone King Corp. tonekingcorp@mindspring.com  82
ToneGear www.theStringCleaner.com 74

V/W/Y
Vandoren www.dansr.com 72
Vandoren www.dansr.com 77
Visual Sound www.visualsound.net cov 4
W.D. Music Products Inc. www.wdmusic.com 37
Wyman Piano Company www.wymanpiano.com 76
Yamaha Corp. of America www.yamaha.com 27
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Check the website often for updates as they 
materialize! www.JazzEdNet.org

 Your portal to the global jazz community!

Details online NOW!
• Exciting Headliners

 • Enlightening Clinics/Panels
 • Exhilarating School Ensemble 
  Performances
 • Enticing Exhibits – 20,000 sq. ft.!

All under one roof, two blocks from the 
French Quarter!

Registration, Housing, Exhibitor 
& Volunteer Applications available 
online NOW!

SAVE THE DATE!

2nd Annual 
JEN Conference
2nd Annual 
JEN Conference
January 6-8, 2011
New Orleans, LA
Historic Roosevelt Hotel – 
Famed Blue Room

SAVE THE DATE!
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