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Disklavier™, TransAcoustic™, and other products
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‘demand for digital musical instruments, despite shortages in product supplies W Strong brand image and high market share backed by quality
from global difficulties in procuring electronic components = Extensive product lineup matched to diverse user needs
strong sales for digital pianos amid rising demand as people increasingly -mmmtmmmmmmmwmmmm
o in response to the COVID-19 pandemic Mngmsumotmmmmtumﬁmammntwmmmwm
in portable keyboard sales due to market exploration with mini keyboards (raditions of Western markets as well as emerging markets
d mammmmmmmammrm
mmmgquasmmmmmunwmm = Production and sale of almost all instruments used in brass bands and orchestras
were restricted as a result of the COVID-19 pandemic ' Broad lineup of products for customers ranging from beginners 1o professional
demand for digital drums, digital wind instruments, and digital violins, performers
I:g played easily at home m Product development capabilities capitalizing on digital instrument and other
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 Expertise in stimulating demand for wind instruments through coordination with
professional performers and music instructors
_"meummtmmﬁomthe m Global leader in number of acoustic guitars sold*
m1:smnbmmmmmmnpaommminw m Comprehensive solutions encompassing peripheral equipment offered through
continues 2 Yamaha Guitar Group, Inc. (Line 6, Ampeg)
w concept guitars, diversification in ways people enjoy piaying mTransAcoustic™, wireless, and other new technologies a step ahead of competitors

*Yamaha e
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s nationalities. The mission of the Design Labora
est incarnation of our design department, mtopropoo&
e designs and methodologies for expressing the Ya
phy and to thereby contribute to the creation of products
ices that surpass customer expectations. The Design Labo
strives to broadcast Yamaha's aspirations on a global scale

cing the five elements of our design principle laid out
ennial anniversary of Yamaha's founding, this organiz
> to act as a proponent for the Group's product
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Perry Wright - Follow X
Owner of Wright Sound Systems Since 1980 (1980-present) - 2y

- — - P Y 4

Elfects Parametors  Amplitude

Save | Reca nyert Modes

-
. . Global Setengs

w ToneWoodAmp

You mean this thing ? Well, as crackpot ideas go, this one is near the top of the list. It is only
effective at bedroom volumes. For that much money ($250) you can get a real guitar amp so
someone can hear you from 10 feet away.. All it is: just a tiny battery powered amp with reverb
/ echo type effects.

It sticks inconveniently to the back of the guitar and vibrates the wood back of the instrument a
; little. Very little. You can probably hum louder than this thing.
‘ I would just get an amp made for acoustic guitar, for less money, and have someth
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