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L-R: Brad Mix, advertising and graphic design;
Dean Hart, technical engineer; Lena Huntsman, art design specialist; Timothy Reed (back
standing), percussion engineer; Russell Reed,
president; Jim Akers, CEO
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As he watched his grandchildren grow, and continue down paths
of serious musicianship – and as he continued to assist them with instrument maintenance issues – he also realized that they too might
have some interest in a business built around MI products.
The thought of entering the MI market stuck in Akers’ mind for
years, until 2011, when he finally began mentoring his grandchildren in earnest. At the same time, he enlisted a small team to begin
a four-year product development process, with the goal of tackling
the biggest obstacles relating to instrument and accessory maintenance. “Sound Synergies conditioners and lubricants for the music
industry were designed and engineered to change how music instruments were maintained under all environmental conditions. If
the products were to be industry-firsts products, we wanted to address the most difficult, problematic areas first,” says Akers.
It’s All About Timing
In 2015, at the end of the four-year product development process,
Akers and team were ready to bring the Sound Synergies products to
market. “My oldest grandson [Russell Reed, president of Sound Synergies] is 31, and I’ve been grooming him to take over the business.”
he says. “I didn’t want to do this until my grandsons were ready to
take it seriously and be able to learn the business side of the industry,
in addition to the performance side. So it was a timing issue.”
Having years of experience in marketing – from custom branding to building product from scratch – as well as the rep industry
and consulting work with manufacturers, Jim Akers had accrued a
deep library of knowledge and best practices that he applied to the
Sound Synergies strategic plan from day one.
“I wanted to build the business around distribution, solving problems, and basically taking care of all aspects of the distribution chain
right down to the end user walking out the store with the product. I
wanted to address all the areas that were necessary, and that’s what
I started teaching my grandson: the A-to-Z approach to the business. And that’s why it took four years to get this thing ready. I didn’t
want all of the other obstacles raising their ugly head and having to
confront or adapt to whatever the problem may be. I wanted to get
ahead of that curve, so that’s what we’ve done.”
Based on the premise that music has so much intrinsic value to
society, and factoring in current trends in retail, Akers reckons that
today and in the future specialty music stores will flourish by fusing elements of traditional retail with a mix of in-store services and
online offerings. And with that in mind, he wanted to be able to
present retailers with turnkey solutions that would help them migrate toward that vision. “I saw the fragmentation of maintenance
products that were lumped together with general accessories,” Akers explains. “I wanted to offer the brick-and-mortar stores sales and
marketing tools to stave off the erosion of in-store sales by online
discounters of today. This approach stems from having a foot in oldline service and new online sales technologies, coupled with social
media and other newer forms of promotion.”
A Foot in the Door
One of the most significant hurdles for a new company with this
type of product line is educating the industry on differentiating
features – how these are different from other products in the marketplace. Akers understands that it may take some time for retailers
– and musicians – to learn about the Sound Synergies technology
and trust its products. “I told my grandsons that it’s going to take
you three years just to say hello in the marketplace out there. The
way we’re going to do that is through our advertising. We’re going
to build enough demand through our advertising that people will
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want to take a look at us.”
That process started in 2015 and will continue through next year.
He continues, “Introducing new paradigms in technology is usually
the most difficult hurdle. It takes time for people to accept a change
from traditional, accepted and well-established regimens.”
Even with a product line that includes specialized maintenance
products for strings, brass and woodwinds, electronics, stage sound
and lighting, drum hardware, cymbals, and drum heads, Akers continues thinking ahead, looking to future trends that may drive consumer trends and impact demand in the marketplace. Akers says,
“We can read the tea leaves and see the future, if you will. Superbugs
are a big health concern, and that will be a problem in the school
rental and repair market for wind instruments.”
Noting that accessories and school business are the top two
growth areas in the music industry, Akers thinks that Sound Synergies is well positioned to help prevent superbugs from ever gaining
a foothold in the band room. “We’re looking at the superbug thing
because more than one person uses the same instrument, and if you
look inside brass and wind instruments, they’re perfect incubators

for bacteria. So we’re addressing that area ahead of this potential
problem that may raise its ugly head. And that’s how we think in
terms of trying to forecast.
A Simple-but-Complex Solution
The Sound Synergies solution to the superbug concern involves
a two-step process. First, simplifying the cleansing process so it isn’t
time-consuming or laborious, to remove all of the gunk and corrosion internally, where the bacteria tends to build up. In addition, Akers says that Sound Synergies product leaves behind a film that will
prevent the growth of bacteria in the first place.
“We’re working on a program where we have three different bacteria fighters in there, so it’s not just a substrate film coating, but it’s
also the actual bacteria fighters, which are all natural. Some of these
materials, which are mostly concentrates from different plant life, are
very god bacteria fighters.” Akers expects that product to be available later in 2017 or early 2018.
“We’re an innovative company. We are not going to make anything that is a ‘me too.’ All of our products are very different – we’re
not single-compound makers slapping a different label on things.
Every one of our products has at least four different compounds in it,
where most maintenance products just have a single compound. All
of these things take time to get the message out and it requires an
organized, structured advertising program over a period of several
years to get people oriented and prepared to look at this product.
It’s costly and requires patience, but we have confidence we’ll get
there.”

