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Passionate About Sound 
Celebrating 40 Years in Audio

1968 

1968 - “Quilter Sound Things” 

starts in a small industrial 

building on the west side of 

Costa Mesa. Patrick Quilter, the 

founder, has dreams of creating 

the next great guitar amplifier. 

1969 - In what turns out to be 

a most fortunate mechanical 

failure of his motorcycle, Barry 

Andrews hitchhikes to Quilter 

Sound Things.

1969 - In an unrelated event,  

John Lennon and Yoko Ono  

stage a “bed-in” for peace.

1969 - Neil Armstrong and Edwin 

“Buzz” Aldrin become the first 

humans to set foot on the moon. 

1969 - Bill Hanley and Company 

design and build the sound 

system for the Woodstock  

Music Festival.

Peace signs and flower power 

Tie-die and bell bottoms 

Peter Max 

2001: A Space Odyssey 

Easy Rider 

The Ed Sullivan Show  

“It’s the real thing”

Jimi Hendrix 

The Beatles  

James Brown 

Janis Joplin 

The Doors  

Bob Dylan 

The story of QSC Audio is one of professional audio’s most inspiring 

tales. From its humble beginnings crafting handmade guitar amps in a 

one-room shop in Orange County, California, QSC has grown to become 

the industry’s undisputed leader in power amplifiers, loudspeakers, and 

complete networked audio solutions. 

At QSC, we provide industry-leading service and support that extends 

from before the purchase until after the project is completed. The 

reason we do this is simple. When our customers succeed, so do we.

1970 

1974 - The Grateful Dead 

produce the “Wall of Sound” at 

the San Francisco Cow Palace, 

incorporating separate systems 

for vocals, each of the guitars, 

piano and drums.

1977 - QSC made their trade 

show debut at the NAMM show.

1979 - The company incorporates 

in California as “QSC Audio 

Products Incorporated”, 

having survived the seventies 

through sheer persistence and 

unwillingness to fail. 

1979 - Marks the first year QSC 

broke $1million in sales.

Vinyl and turntables 

Pet rocks 

Happy face stickers 

Hot pants and platforms 

Warhol 

Jaws 

Star Wars 

Saturday Night Fever

Saturday Night Live debut 

Pong 

Mac apple II   

Minimoog analog synthesizer 

“The ultimate driving machine” 

“Reach out and touch someone”

Led Zeppelin 

Pink Floyd  

The Rolling Stones 

Fletwood Mac 

Carol King  

Miles Davis 

Stevie Wonder  

Santana 

Black Sabbath 

Queen

Four decades of designing the world’s most trusted amplifiers. Nearly 

one decade bringing world class digital and loudspeaker products to the 

market. We will continue to focus our attention and energy on providing 

you with products and service that support the art of audio in every 

possible way.

1980 

1980 - Sony introduces a palm-

sized stereo cassette tape player 

called a “Walkman”.

1981 - OEM deal with Dolby. 

Thanks to Dolby’s high-powered 

push into cinema, QSC’s 

products found their way into 

movie theaters across the nation. 

1986 - The first digital mixing  

consoles appear.

1988 - The debut of the EX 

Series introduced the industry to 

QSC’s “open architecture” design 

philosophy, a technological 

and cooperative breakthrough 

that allowed the leading-edge 

fiber optic and digital computer 

control systems of other 

manufacturers to all interface 

and work together.

1988 - The last commercially 

released major label 8 track is 

“Fleetwood Mac’s Greatest Hits”.

Boom boxes and cassette tapes 

MTV and music video’s 

The Blues Brothers 

Terminator and E.T. 

“Where’s the beef?”  

“Just do it”

Prince  

Michael Jackson 

Dire Straits 

Phil Collins   

Kenny Rogers 

The Police 

U2

1990 

1992 - QSC invests in a new 

automated production facility, 

the company’s first factory 

designed and built from the 

ground up.

1994 - The PowerLight Series 

once again raised the bar. The 

PowerLight virtually eliminated 

the need for a heavy power 

transformer, heralding a new 

era of lightweight, compact 

and super-efficient amplifier 

technology.

1998 - QSC opens a new facility. 

The “build-to-order” capability of 

the factory allowed the company 

to flexibly produce over one 

hundred different amplifier 

models on a moments notice.

Tatoos and raves 

Starbucks and ebay 

Jurassic Park 

Forrest Gump 

Titanic  

1992 - The world wide web was 

born. By the year 1998 over 100 

million people were online. 

1996 - QSC joins the internet and 

launches their first website.

1998 - MP3 players appear. 

1999 - Shawn Fanning, an 18 

year old computer science 

student, wrote Napster. 

CDs and DVDs 

Cell phones and digital cameras 

Nintendo and playstation 

“Play it loud” and “Got Milk?”

Nirvana  

Smashing Pumpkins  

Dr. Dre 

Brooks & Dunn 

Radiohead 

Red Hot Chili Peppers 

Metallica 

 

2000

2001 - Marks the debut of QSC 

ACE series loudspeakers. Fueled 

by the immediate acceptance 

of the ACE series, the company 

moved aggressively forward to 

build on this success, rapidly 

establishing QSC as a leader in 

loudspeaker technology. 

By 2005, the loudspeaker line 

had evolved into one of the most 

wide-ranging, fastest growing 

and successful in the industry, 

and a new 42,000-square-foot 

facility was opened to house the 

growing division. 

myspace and youtube  

LOL BRB IMHO 

Pirates of the Carribean 

Lord of the Rings 

Music downloading and iPod 

Camera phones  

Internet phones

Green Day  

Eminem   

Garth Brooks 

Alicia Keys 

Coldplay 

Foo Fighters

1968 ~ The Early Years 1970s ~ A Decade of Change 1980s and 90s ~ The Movie Business, Breakthrough Technologies and Manufacturing as an Art Form 2000s ~ The New Millennium



The Early Years

The story began one day in 1968, when 
Barry Andrews’ motorcycle broke down 
in an industrial park in Costa Mesa, Cali-
fornia. While waiting for a friend to pick 
him up, Barry struck up a conversation 
with a guy working in a nearby garage. 

Pat Quilter told Barry about his fledgling 
business, designing and building vari-
ous types of amplifiers. In the heyday 
of Hendrix, Cream and acid rock, Pat’s 
best opportunities seemed to lie with 
the growing market of local guitar and 
bass players, and Barry’s experience in 
building speaker cabinets looked to be 
a natural fit. Working out of a cramped 
800-square-foot shop, the two men 
joined forces, determined to change 
the world with products like the Quilter 
Sound Thing and the Duck Amp. 

Operating on a shoestring budget, the 
company’s beginnings were a typical 
saga of youthful optimism and negative 
cash flow. Securing minimal funding, 
they hired a small staff and set out to 
build their amps and spread the word. 
Managing to strategically place their 
amps at prominent clubs on Sunset Strip, 
they won praise (but little else) from the 
likes of Led Zeppelin, Cream, The Doors 
and other bands of the day. 

Sadly, the company’s debt grew faster 
than their reputation, and when the 
money ran out they found themselves 
back at square one. “Those were 
definitely the days when we didn’t know 
when we drove up if there would be a 
sheriff’s padlock on the door,” recalls 
Barry. Pat adds, “but even through those 
dark days, the thought of having to go 
out and get a ‘real’ job motivated us to 
work even harder.” 

A deal was struck with a Berkeley music 
shop to trade amps for guitars, resulting 
in a fairly unique promotional campaign 
— buy an amp, get a guitar for free. In 
the front half of their tiny shop, they 
would sell directly to musicians, drawn 
primarily by word of mouth. “It was a bit 
of a crazy cycle,” Pat remembers. “We’d 
get the word out, and people would 
come in to check out our amps. We’d be 
busy selling, so we wouldn’t have time to 
make any product. Then we’d run out of 
amps and have to close the doors for a 
few days while we made more.” 

Just as the company was beginning to 
make a bit of money, they suffered yet 
another setback. “Someone cut a hole 
in the roof one night, came in and stole 
all our finished goods,” Barry relates. “To 
add insult to injury, they went through 
our stock of guitar strings and, instead of 
just taking the whole carton, they picked 
out only the good ones, leaving the 
gauges no one wanted.” But even in the 
face of adversity, the partners stuck to 
what they knew was right. The values of 
hard work, honesty and integrity would 
become the bedrock of their company. 
“We had a negative net worth for several 
years running, and didn’t know how we 
were going to pay the bills, but we made 
sure we never burned anyone,” Pat as-
serts. “We’ve always really believed nice 
guys finish first.” 

Getting Serious

The two partners soon began to realize 
there was more to this business of run-
ning a business than just making a good 
product and hoping the world would 

discover it. “We wanted to make a name 
for ourselves, but we were pretty clue-
less as far as running a company went,” 
Barry remarks. “We had to invent a lot of 
it from scratch as we went along.” 

The company incorporated as QSC Audio 
Products, Inc. Pat concentrated on de-
signing and building the amplifiers, Barry 
took charge of sales and marketing, and 
Barry’s brother John, who had recently 
obtained his business degree from USC, 
was brought in to handle the finances. 

This clear division of responsibility imme-
diately began to reap other advantages. 
The three partners found they had not 
only a mutual respect for each others’ 
areas of expertise, but a mutual humility 
and ability to admit their own shortcom-
ings. While perhaps inexperienced at 
running a business, they knew enough 
to know they had a lot to learn. There 
was a willingness to struggle with the 
basics, and many late nights were spent 
consciously reviewing not only their deci-
sions, but the decision-making process it-
self. “We knew there was a lot we simply 
didn’t know,” Pat explains. “Rather than 
try to delude ourselves, we recognized 
that in order to grow, we had to learn 
what it takes to be a successful company. 
It was about more than just making our 
products better — though that was a  
major emphasis — it was about improv-
ing ourselves and our focus.” 

It is this absence of hubris, this humility 
and quiet pride, that has governed the 
company from its inception, and still 
exists today. 

A Decade of Change

By the early ‘70s, the guitar amp market 
was being dominated by a few promi-
nent companies. Names like Marshall, 
Ampeg, Vox and Kustom were becoming 
the undisputed leaders in the field. The 
emergence of progressive rock, led by 
bands like Yes, King Crimson and  
Emerson, Lake and Palmer, saw the 
synthesizer begin to overtake the guitar 
as the instrument of choice. 

At the same time, a new market was 
beginning to emerge. A young company 
called Tapco released their first small 
mixer, and the Japanese manufac-
turer TEAC® introduced a “semi-pro” 
four-track tape recorder. Though no 
one could foresee the profound and 
long-ranging effect these early products 
would eventually have, their immedi-
ate effect was not lost on the partners. 
“Through all the musical trends, the one 
thing that remained relatively constant 
was the power amp, and the one thing 
we knew really well was power amp 
technology,” Barry remarks. “It began to 
make sense to us that we should play to 
our strengths, and concentrate on what 
we did best. We decided to become the 
world’s largest amp company — which 
was pretty ambitious, considering we’d 
never even made a profit up until then.” 

“It began to become clear we’d reached 
a fork in the road,” Pat recalls.” We had to 
decide whether we wanted to be retail-
ers or manufacturers. It was a big leap 
of faith, since direct-retail sales offered 
a much higher profit margin, but after 
much soul searching we decided it made 
more sense to focus on what we did 
best, which was power amp technology, 
and try to increase our output volume.” 

A number of OEM deals followed, 
working together with companies like 
Mitchell, Furman, Alembic, and the very 
first AC-powered Pignose amp. While 
these products hardly set the industry 
ablaze, they were enough to keep the 
doors open and motivate the partners 
to new heights. The steady stream of 
orders honed their chops as manufac-
turers, increasing their efficiency and 
fine-tuning their business savvy. “It was 
about that time we started working with 
manufacturer’s reps,” recalls Barry. “We 
didn’t even know what a rep was before 
then. We’d never even gone to any 
trade shows.” 

And so a trailer was attached to the back 
of Barry’s 1970 El Dorado, and the com-
pany made their trade show debut at 
the 1977 NAMM show. The industry was 
in flux, with new startups emerging and 
jockeying for brand recognition. Names 
like Community and JBL were becoming 
known as loudspeaker specialists, and 
companies like Tapco became identified 
with mixers. QSC had found their niche. 
“Everyone began to become specialists, 
and we became known as amp special-
ists,” Pat recounts. “The industry was 
developing and diversifying, and all these 
companies — speaker manufacturers, 
amp manufacturers, mixer manufactur-
ers — fed off each others’ energies, 
coming together in separate camps to 
create a holistic system. Everyone had a 
different part in the band, so to speak, 
and we had found our instrument.” 

Another product of the partners’ ‘60s 
ethic was an understanding of the value 
of integrity. “We saw early on that our 
credibility would be judged by our prod-
ucts’ reliability,” Pat relates. “If we didn’t 
build it right, we’d have to fix it later. More 

importantly, we had to face our custom-
ers, so we knew we had to treat them 
right and create a dependable product.” 

It was this understanding of the need 
for reliability that drove Pat to design 
some of the company’s more innovative 
technologies, including the AC Coupled 
circuit topology that earned the company 
their first patent in 1978, and is still the 
basis of their core technology.  

Big dreams had begun to become reality. 
The little amp company that had begun 
the ‘70s with little more than aspirations 
and debt had, by the end of the decade, 
reached a turning point. QSC had 
established themselves as a rising star in 
the industry, with several patents to their 
name, a growing line of highly acclaimed 
products, and a reputation for quality 
and attention to detail. As if to confirm 
the significance of the past ten years’ 
work, 1979 marked the first year the 
company broke $1million in sales. QSC 
was primed and ready to move forward.

From Strength to Strength

During the ‘80s other new markets be-
gan to emerge. The concert and installed 
sound markets, formerly dominated by 
Altec and a handful of other systems 
manufacturers, were changing as the 
technology behind sound systems 
evolved. A new breed of audio design-
ers were creating entire systems based 
around integrating choice components 
from different manufacturers. The op-
portunity to expand into those markets 
was clear. 

“Prior to that time, we were probably 
considered more of a low-end amp 
manufacturer,” Pat reflects, “so we 
decided to make a statement and create 

a very high-end amplifier that would 
appeal to the concert sound market.” 
Adding to the challenge, the disco boom 
was going bust at around that time, 
and the market had become flooded 
with used high-end amps. The partners 
realized they had to build an amp that 
could appeal to the emerging installer 
market on both a practical as well as a 
performance level. 

Thus the Series Three was born. It rep-
resented a significant technical advance 
for the company, combining such innova-
tive features as convection cooling, 
step-linear output circuitry and remov-
able channel modules into a low-profile 
package. But while Series Three gained 
acceptance and praise from high-end 
audio professionals, clearly this market 
had its limits. The partners realized their 
next product would need to compete in 
both performance and price. This led to 
the Series One, which incorporated the 
performance quality of the Series Three 
into an affordable, fan-cooled package. 
“We put the knobs on the back, mainly 
because it was cost-efficient,” Pat ex-
plains, “but customers loved it because it 
kept their settings from being tampered 
with in the rack.” They also recognized 
the value of multiple inputs, an industry 
first. “We kept seeing installers making 
‘pigtails’ — adapters with XLR connectors, 
phone connectors, and bare wires — to 
work with the various inputs on different 
amp manufacturers’ products. So we 
decided to put them all on, to make life 
easier for everyone.” Again, the partners 
were watching, listening and learning, 
paying attention to their customers. 
The hunger for knowledge and pursuit 
of a higher standard continued to be a 
driving force. 

The Movie Business

The developing cinema industry was 
a sleeping giant for the company. As 
the 1980s began, the movie industry 
had begun to awaken to the impact of 
audio on the audience’s moviegoing 
experience. “The people from Dolby 
Labs approached us around 1981,” Barry 
recalls. “They wanted to move into rack 
mounting amps, and we went into an 
OEM deal with them.” 

Thanks to Dolby’s high-powered push 
into cinema, QSC’s products found 
their way into movie theaters across 
the nation. It didn’t take long for Dolby’s 
customers to discover who was manu-
facturing those great sounding amps, 
and before long the company was being 
contacted directly. Again, the partners’ 
ethics prevailed. “We had a deal with 
Dolby,” Pat explains. “Rather than start 
selling directly to customers, we went to 
Dolby and asked permission.” 

The humble quest for knowledge also 
continued. As Barry explains, “we knew 
this was a very different environment, 
and we needed to learn the ground 
rules.” The company joined the various 
cinema associations, slowly growing their 
recognition within the industry. “All along, 
we never made any big announcements 
or anything, and eventually we became 
so strong a presence that Dolby went 
from putting their name on our amps, to 
leaving the QSC name on it and offering 
it in their catalog — the Dolby processor 
with QSC amp. It became a de facto 
endorsement from Dolby.” 

Throughout the ‘80s, the company qui-
etly built up the cinema side of the busi-
ness. “None of the other amp manufac-
turers really understood the significance 
of the cinema market, and we never beat 
our chests about it,” Barry recalls. “We 
were the only low-cost THX-approved 
amp for quite some time.” Through the 
multiplex revolution, through Star Wars, 
through stereo, digital and surround, QSC 
gracefully and quietly rode each wave, 
fueling the company’s growth into an 
industry powerhouse. 

Breakthrough Technologies

Building on their reputation for innova-
tion, the company’s fervor to develop 
newer and better power amp tech-
nologies continued unabated. The 1988 
debut of the EX Series introduced the 
industry to QSC’s “open architecture” 
design philosophy, a technological and 
cooperative breakthrough that allowed 
the leading-edge fiber optic and digital 
computer control systems of other 
manufacturers to all interface and work 
together. Add to this the EX Series’ 
unique design elements, such as its 
Thermal Management System, internal 
Peak Limiting, and a full range of powers 
up to 1600 watts per channel. 

The PowerLight Series, released in 1994, 
once again raised the bar. Incorporating 
QSC’s patented PowerLight high-speed 
switching supply technology, the Pow-
erLight virtually eliminated the need for 
a heavy power transformer, heralding 
a new era of lightweight, compact and 
super-efficient amplifier technology. 
With QSC’s innovative PFC (Power Factor 
Correction) technology, which lowers 
AC current draw by as much as 40%, 
the company moved from strength to 

strength. The evolution of the DCA series 
firmly cemented QSC’s name as the 
leader in cinema sound, while the highly 
acclaimed PowerLight 2, PLX and RMX 
lines brought a well-deserved reputation 
in touring and installed sound. 

Manufacturing as an  
Art Form

The next big transition took place in the 
early ‘90s, as demand for the company’s 
products threatened to outpace supply. 
In now-familiar tradition, the partners 
were consistently planning for the next 
phase of the company’s success. Real-
izing again that there was always more to 
learn, expert manufacturing consultants 
were brought in to offer feedback. 

“At that point it was suggested we need-
ed to make a decision to increase our 
manufacturing capabilities or outsource,” 
John remembers. After some discus-
sion, the partners agreed it was time to 
expand. As Barry explains, “we real-
ized we would never fully optimize our 
product designs if we didn’t manufacture 
them ourselves. We had to intimately 
understand the cost and the process.” 
Adds Pat, “there were quality consid-
erations as well. Some of our designs 
required fairly sophisticated hand tuning 
that would take longer to explain than to 
do ourselves.” 

The logical step was to build a new 
manufacturing facility, and in 1993 a 
property in nearby Costa Mesa was 
procured. Needless to say, the move was 
not without some trepidation. “It was a 
scary leap, to be sure,” Barry recalls. 

“But we knew it was the right move. We 
commissioned a task force, using internal 
and external teamwork to design the 
new factory.” The result was a modern 
state-of-the-art 55,000 square foot facil-
ity capable of manufacturing over 500 
units per day. 

Their faith was confirmed that year 
with a 40% increase in sales. As Pat 
recalls, the move to the new factory was 
momentous on a number of levels. “This 
was the first time we had really planned 
and built the entire facility from scratch. 
Everything in it was new; prior to that it 
was all the product of legacy.

Our earlier plant had been assembled 
a piece at a time — we’d put in a roller 
conveyer one year, a soldering station 
another year — as the need arose and 
budgets allowed. Barry had the same 
desk for over 20 years, purchased at a 
second hand store in the ‘60s for $25. 
This was in many ways a new beginning.” 

The new factory offered a tremendous 
morale boost as well. “It raised our 
standards as a company, and everyone 
could feel it,” John observes. Aside from 
simply pride, though, the new facility 
further raised the company’s profile in 
the industry. Soon after moving into the 
new building, a deal was struck with JBL 
to create a line of private label amps for 
the company. 

The manufacturing process continued to 
be refined, and as capacity grew so did 
the company’s sales. In 1998, ground 
was broken for a new 81,000 square foot 
facility adjacent to the existing building. 

Looking Forward

The inception of the digital age repre-
sented new challenges and new op-
portunities. The very fundamentals upon 
which the science of audio was built had 
changed, and the common thread con-
necting mixer, amp and speaker — the 
analog wire — was no longer the stan-
dard it once was. The growing complexi-
ties resulting from these new technolo-
gies inspired a sea of change within the 
audio industry, with many companies 
consolidating to provide compatibility 
within their systems. 

Once again, QSC’s strategy was to 
watch, listen and learn. As early as the 
mid 1980s, the company had begun to 
explore these nascent technologies and, 
at Barry’s urging, invested in long-term 
research and development of DSP and 
networking technology. As Pat tells it,  
“we recognized that, while the technol-
ogy wasn’t quite there yet, ultimately net-
works were the future of sound systems.” 

The results of this research surfaced  
in the mid-1990s with the debut of  
QSControl, integrating remote monitoring, 
control and processing of amplification 
systems into a computer-based network. 
QSControl has quickly become an indus-
try standard, found in some of the world’s 
largest and most complex audio installa-
tions, including Las Vegas’ Mandalay Bay 
Hotel and Casino, Japan’s famed Anzu 
Hall and the world’s tallest buildings, the 
Petronas Towers in Malaysia. 

Another breakthrough in advanced sys-
tems technology was the debut of QSC’s 
RAVE (Routing Audio Via Ethernet) signal 
routing devices in 1998. Offering 

up to 64 channels of digital audio over a 
standard Ethernet network, RAVE’s open 
system architecture has found its way 
into countless applications including the 
renowned Sydney Opera House and the 
massive Salt Lake City campus of the 
Church of the Latter Day Saints. 

Forging deeper into complete systems 
integration, in 1999 QSC began their 
R&D foray into loudspeaker technology, 
spending several years meticulously re-
fining their designs before debuting their 
ACE series speakers in 2001. Fueled by 
the immediate acceptance of the ACE 
series, the company moved aggres-
sively forward to build on this success, 
rapidly establishing QSC as a leader in 
loudspeaker technology as well. 

By 2005, QSC had indisputably arrived at 
the forefront of yet another phase of its 
evolution. From relatively modest begin-
nings, their loudspeaker line has evolved 
into one of the most wide-ranging, 
fastest growing and successful in the 
industry, and a new 42,000-square-foot 
facility was opened to house the growing 
division. From the ISIS WideLine, fast 
becoming the line array of choice among 
major touring companies worldwide, 
to the DCS Digital Cinema Series of 
two-way and three-way master quality 
systems; from the powerful yet compact 
AcousticDesign models to the versatile 
ModularDesign series in both self-
powered and passive models, QSC has 
created a new standard in loudspeaker 
design. In just a few short years, the QSC 
logo has become as respected on the 
proscenium as it is in the rack. 

The Non-Corporation

“Imported from Southern California” 
was one of QSC’s early, tongue-in-cheek 
marketing mantras, and it’s clear there 
has always been something distinctive 
about the company. “We came together 
as ‘60s California hippies who really 
wanted to do something different,” Pat 
recalls. Even today, many of those ‘60s 
values still form the foundation of QSC’s 
business ethics. A visit to the company’s 
corporate offices provides an interest-
ing study in contrasts — the sleek and 
modern environment could easily play 
host to three-piece suits, but is popu-
lated instead by T-shirts and cut-offs. As 
Barry puts it, “we’re far more concerned 
with people’s substance than with their 
fashion sense.” 

John agrees. “Other companies think 
if you make your employees dress in 
suits, you get results. We figure if they’re 
dressed in shorts and T-shirts, then the 
respect they get is earned and genuine.” 

It is this focus on substance over style 
that has enabled the company to assem-
ble a talent pool of creative minds that is 
unrivaled anywhere in the industry. “Part 
of what makes a strong brand is truly 
the caliber and quantity of really good 
people in the organization,” Pat asserts. 
“The collective horsepower of any single 
department in this organization outstrips 
that of most entire companies,” 

Spend some time at the company and 
it’s clear this pride extends to every 
individual in the organization. There is an 
openness and an exchange of ideas in 

this company that is rare for a corpora-
tion of its size, where even non-manage-
ment staff members are recognized for 
their talents, and their contributions are 
encouraged and rewarded. 

Unlike many of their contemporaries, 
QSC has never been dominated by a 
single strong personality. Continuity and 
even-handedness has always triumphed 
over chest-beating and flashy marketing. 
“We’ve always been very demanding 
of ourselves,” Barry observes. “In some 
companies you can hide away in your 
cubbyhole, but not here. We apply a 
very high standard to our products, our 
people, our service, even our customers.” 

The distribution of the decision-making 
process that began with Pat, Barry and 
John has evolved to become central 
to the company’s core principles of 
operation. “There’s a certain intellectual 
integrity that prevails throughout QSC’s 
management,” Barry observes. “When 
you’re managing good people, you don’t 
need to do their jobs for them. The 
value of their contribution to the process 
is clear, and is respected. We’re all 
ruthlessly honest with each other — we 
allow the facts to lead where they may, 
and we accept decisions based on the 
reality of those facts. Occasionally it may 
take longer to make decisions, but the 
result is always positive. The best ideas 
always win.”

The History of QSC Audio
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