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SINCE 2005, STEINWAY AND SONS HAS PARTNERED with 

Lyngdorf Audio to create a wide range of elegant audio solu-

tions. We recently spoke with Katherine Spiller, Director of 

Sales and Marketing for the Americas, along with comments 

from Founder Peter Lyngdorf, CEO/CTO Thomas Birkelund, 

and Alpesh Patel, Owner of Enhanced Home of Rye, New York.

GEORGE MCCLURE: Steinway & Sons is obviously an 

iconic name in pianos. What made them initially want to 

get into the audio/video business?

KATHERINE SPILLER: Steinway & Sons is, as you said, an 

iconic brand, so there’s a big attraction there. They were be-

ing approached by a lot of people who wanted to just license 

their name and put it on things that were completely unre-

lated to audio or to music, which to them didn’t feel right. 

Something like 98 percent of concert halls choose Steinway, 

and with that kind of heritage they feel very strongly about 

protecting the brand. 
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In the early 2000s, the people at Steinway were introduced 

to Peter Lyngdorf by a mutual friend. What really drives a 

lot of his innovation is his passion for music, and there’s no 

greater image in his mind of a musical company than Stein-

way. So he was all in immediately for the opportunity. He 

had just recently started Lyngdorf Audio, which was primar-

ily a digital amplifier company. And from the very first meet-

ing there was this incredible amount of synergy and shared 

passion that he felt with Steinway. He promised them then 

that he could create something really spectacular.

He went back to Denmark and started a lot of things from 

scratch, because he wanted them to rethink everything along 

the way. He really thought from the ground up, “If we could 

control every element in this audio chain, what could we do 

di�erently?” So he started from there. And what they created 

was the Model D music system, which included the Model 

D speakers, bespoke electronics, and Lyngdorf’s RoomPer-

fect™ room calibration software. 

GEORGE: And how was that received?

 KATHERINE: Well, he brought it to New York for Steinway to 

hear. He picked a CD with really great recordings of a Stein-

way piano, and the Steinway executives in the room could 

hear for the first time, from a recording, if the piano had been 

made in the factory in Hamburg, Germany or the one in Long 

Island. Those are subtle nuances that they could tell imme-

diately when they’re listening live, but they didn’t know that 

you could actually play them back from a CD and capture 

them. It was really the first time that someone had lived up to 

the level of performance that they stake their reputation on, 

and they wanted to go all in. Today, though our partnership is 

known as Steinway Lyngdorf, our products all carry the Stein-

way & Sons logo — the first non-piano pieces ever to have 

that. Then Lyngdorf Audio has its own line, as well. 

M O D E L  D
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GEORGE: You do beautiful two-channel systems, but you also 

o�er all the speakers necessary to do multi-channel surround 

systems. Tell us a little bit about the expansion of your product 

line. 

KATHERINE: It’s been fun to watch the evolution of the brand. We 

started with the Model D, where not only are the speakers the op-

posite of architectural in-wall speakers, but even the electronics at 

that time were. We didn’t have rack-mount electronics when we 

first started, so if you look at some of those early pictures of the 

Model D, you’ll notice the head unit piece standing between the 

tall speakers. It’s about four feet tall and kind of a beautiful furniture 

piece with a gold volume control knob on the front. That was actu-

ally the processor. We had all the inputs on the back and an inte-

grated CD player. Then the amplifiers were actually in the backside 

of the speakers, so everything was right there. 

So we started with these very beautiful speakers. The lacquer, 

when you see the high gloss finish, all of those panels are done at 

the woodworking center at our factory in Skive, Denmark, but then 

the panels go to Hamburg, Germany, and they’re finished with the 

piano lacquer by the same people finishing the pianos.

GEORGE: That’s very cool. Some manufacturers have a finish 

called “piano gloss black,” but in your case it’s literally true!

KATHERINE: Exactly. After the Model D the line grew with a smaller 

version called the Model C. And then we went into our first home 

theater surround system, with our first surround processor, elec-

tronics and in-wall speakers. We started o� with some smaller 

speakers called the Model M, which can go completely in-wall, on-

wall or semi in-wall, but also line sources — we’re huge fans of the 

line-source design. 

We love the idea of being able to have even volume throughout a 

space so that the first row of a theater and the last row have the 

same volume experience. Once we decided to do a multi-channel 

processor, we knew we wanted to have a line source as one of our 

o�erings for the theater. Because everything that Steinway does is 

designed to be really scalable. Did you know we have DSP [Digital 

Signal Processing] in our amplifiers and in our processors?

GEORGE: That’s interesting.

Our vision at Steinway Lyngdorf ex-

tends beyond just manufacturing ex-

ceptional audio systems; it’s about 

seamlessly integrating audio excel-

lence into the lifestyle of discerning 

clients. Partnering with Steinway & 

Sons — an iconic brand that has set 

the gold standard in musical crafts-

manship for over a century — was 

an unequivocal honor. Today, that 

partnership continues to be a natural 

alliance of craftsmanship and exper-

tise. It embodies our commitment to 

providing turnkey luxury audio solu-

tions that use advanced technology to 

reach the end goal, which is always an 

unparalleled listening experience that 

complements and even enhances its 

environment. 

Peter Lyngdorf  
Founder, Lyngdorf Audio
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KATHERINE: For us, it really made sense to have the DSP 

live in the amplifier so that if you add more speakers and 

amps to make the system bigger, everything scales up really 

nicely. 

When we went into multi-channel, we really went in with a 

pretty full line. So we came up with smaller speakers that 

could be placed below a TV if it was a solid screen, or they 

could be placed behind a transparent filmscreen without re-

flection. And then we also had line-source options. So right 

away we had a pretty wide variation for surround systems. 

That was in 2009. We jumped in heavily then, and it’s really 

expanded based on client demand. 

As we got deeper and deeper into the custom installation 

market in the U.S., we started working with some phenome-

nal partners and learned a lot. We have full-range in-ceiling 

speakers, if people want to do a more distributed audio style 

M O D E L  C
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KATHERINE SPILLER

DIRECTOR OF SALES AND MARKETING 

FOR THE AMERICAS

If you speak to anyone in manufacturing, it’s either stan-

dard or it’s custom. But we’re a solutions driven com-

pany, so we do a lot of custom systems, but we do them 

often enough that they sort of become standard custom, 

if you will. We create them based on the needs of our 

partners. 

“

”
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system. We have smaller speakers that can go below a large pan-

el. We have solutions for the video walls. We have the line sourc-

es that we talked about in the theater. And we do a lot of custom 

stu�, which I jokingly call standard custom. 

GEORGE: A bit of an oxymoron. 

KATHERINE: [Laughs] Yes, if you speak to anyone in manufactur-

ing, it’s either standard or it’s custom. But we’re a solutions driven 

company, so we do a lot of custom systems, but we do them often 

enough that they sort of become standard custom, if you will. We 

create them based on the needs of our partners. We do a lot of 

custom woofers, for example — we can go down to under four 

inches of depth, but you won’t see those on our website neces-

sarily, we don’t have product pictures of them. We also do a lot 

of innovative in-ceiling, in-wall woofers, maybe we’ve designed 

them to be side-firing out of a fireplace mantle so that when you 

look at the front of the fireplace, there’s no change in the décor 

and there’s just a really slim grille or fabric or maybe wooden slats 

on the side of the mantle where the base can come out of. 

So we kind of work on a case-by-case basis to figure out the solu-

tion for that space — what the client wants in terms of perfor-

mance, what they want in terms of the aesthetics and the décor, 

you know, what we need to do in terms of space management 

working with the architects so we’re not impeding on or infringing 

Innovation isn’t merely a buzzword 

for us; it’s deeply ingrained in the fab-

ric of our company culture. From our 

breakthroughs in digital amplification 

to RoomPerfect™ technology, we con-

stantly strive to push the boundaries 

of what’s possible in the audio indus-

try.

At the core of our product develop-

ment is the merging of groundbreak-

ing technology and timeless design. 

This balanced approach allows us to 

deliver products that o�er both unpar-

alleled audio performance and visual 

elegance.  We strive to work collab-

oratively with our partners.  Whether 

we’re working with interior designers, 

architects, builders or A/V integrators, 

these relationships aren’t just transac-

tional; they’re partnerships in the tru-

est sense. These collaborations help 

us fine-tune our o�erings and deliver 

more personalized solutions to our 

clients.

Thomas Birkelund 

CEO and CTO

M O D E L  A
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on what they need for their structure and their vision. It’s really a 

team e�ort to create these incredible installations. So our product 

line expands based on those kind of projects. We don’t just come 

out of the box — we’re definitely willing to create the product to 

fit a need.

GEORGE: Tell us about your Model A speaker, which is an  

in-room model that can be placed close to a wall.

KATHERINE: The Model A is actually one of my favorites. It’s a lot 

of fun. The flagship Model D is a phenomenal speaker, but for op-

timal performance it does need to be three feet o� that front wall, 

which is often not optimal, design-wise. And the Model D is also 

almost seven feet tall. We can do custom colors and work with 

interiors and make sure that it matches the décor, but it is a state-

ment piece. So the Model A really was born out of the desire to 

have something that could be a smaller, more compact footprint 

in a room, but also something that could be boundary loaded. 

Especially with the huge trend in video walls. You know, people 

often have these large displays and they’d like to have something 

kind of flanking the TV or credenza.

GEORGE: Sure. 

KATHERINE: Being able to push the speakers back up against 

the wall was great. Typically, that causes issues with frequency 

response, but since we’re using the integrated system, we know 

we’re always going to have the RoomPerfect calibration system to 

handle any of those. And the nice thing about having a speaker 

up against the wall is that you get additional power and better 

Alpesh Patel 
Owner of Enhanced 

Home of Rye, New York
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We’ve been in business for almost 20 

years and we’ve sold a tremendous 

amount of high-end systems from all 

sorts of manufacturers. The one com-

pelling thing that Steinway Lyngdorf 

o�ers is that it fits your lifestyle, where 

with a lot of audio systems you have 

to fit their lifestyle. Steinway’s given us 

the ability to be more flexible with our 

design.

The Steinway systems we’ve sold 

have mostly been to customers who 

had no idea about Steinway Lyngdorf. 

They didn’t come looking for it. They 

came thinking, what do you have that 

can give me an amazing experience? 

We turn it on and they’re like, oh my 

God, this is amazing. So, you’re not 

driven by the product, you’re driven by 

the experience that it delivers.
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Lighting Control

timing. You don’t have as many 

reflections bouncing around the 

room and slowing the delay in 

the timing. We actually love be-

ing up against the wall when we 

can for a closed cabinet speaker.  

So we felt like it was a win for 

everyone — our side, the client 

side, the designer side, the ar-

chitect side, and everyone was 

really happy with it. We have 

two speakers that fall into that 

category. The Model A is our 

newest one, and it’s a full-range 

speaker, which has two 12-inch 

drivers on the front side facing 

forwards. Then we have the 

Model O, which is a smaller 

version, but a similar design. 

It’s actually also full range. You 

M O D E L  O

only see the mid and high drivers on the front, but on the bottom in the back we have a 

passive bass driver. We actually had the Model O first and it had tremendous response 

to that placement option, so we wanted to create an even bigger version of that with the 

Model A.

 R O O M P E R F E C T  C A L I B R A T I O N
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