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I want to give you a FREE 
collection of music promotion 
reports, tip sheets and tools!

Thank you so much for making the decision to open this book and read it. I’m 
confident that the principles and suggestions you’ll find in these pages will inspire 
you and boost your self-promotion efforts to new levels. But the journey shouldn’t 
end there.

That’s why I invite you to download a free copy of Indie Music 
Marketing Secrets. To get it, just visit http://report.thebuzzfactor.com/

You see, I’m on a mission to empower musicians and creative people of all 
kinds. I’ve watched too many truly talented artists squander their potential 
because they bought into outdated myths about the music business or convinced 
themselves that marketing was “hard” or “expensive” or “lacking in integrity.”

What a crock!

But instead of complaining or throwing up my hands in frustration, I decided 
long ago to do something about it. I’ve dedicated my life to uncovering the secrets 
of successful independent musicians and sharing my findings with smart artists 
who are willing to listen and learn. Are you one of them?

In the Indie Music Marketing Secrets report, you’ll discover:

�� A rarely used marketing trick you can steal from restaurant menus

�� How to create a 12-month music promotion Action Plan

�� A simple technique that forces people to listen to your CD

�� Your two most important music career actions – hands down

�� Understanding the music fan “Attractor Factor”

�� And much more

Again, download your free copy at http://report.thebuzzfactor.com/

To your success!

-Bob Baker
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Introduction

Welcome to a new way of promoting your music!

That’s how earlier editions of this book began: talking about a “new way” to 
promote yourself and build a music career. I’m happy to report that this strategy is 
not so new anymore. Musicians of all stripes the world over are taking their talents 
and empowering themselves to build their own fan bases, book their own gigs, sell 
their own CDs and merchandise, and create business models that work for them.

It’s an exciting time to be an independent (also known as “indie”) musician and 
not have to rely on A&R big shots, record labels or “the industry” to rescue you 
from obscurity. Today, you can rescue yourself and build your own music career –
on your own terms.

Old habits are hard to shake

For decades, aspiring musicians thought the only legitimate route to success was 
landing a recording contract with a major label. It was also assumed that a new 
band needed to be on commercial radio and in major retail outlets to have a 
fighting chance to survive.

The times have definitely changed. The Internet and low-cost recording 
technologies have created a thriving do-it-yourself music movement with unlimited 
options to get exposure and reach fans. Unfortunately, thousands of songwriters 
and artists still believe the road to widespread recognition can only be traveled 
through a record deal.

My advice: Wake up and smell the gigabytes!

I believe the best way to approach a career as a musician who writes and performs 
original music is to take control, get your hands dirty, and market your music 
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yourself. No one will ever feel as strongly about your craft as you do. Which means 
you’re the best person in the world to spread the news.

Sure, promoting your own music takes a lot of effort. No doubt. But it’s well worth 
it. And despite what you may have heard to the contrary, it can be profitable.

Artists who have succeeded on their own terms

Here are several inspiring examples of self-empowered musicians:

 Over the past 20 years, Loreena McKennitt has sold 13 million of her 
“eclectic Celtic” albums worldwide. Her independent music career spans 
seven studio recordings and one double live CD. She is completely self-
managed, self-produced, and the head of her own internationally successful 
record label, Quinlan Road (www.quinlanroad.com).

McKennitt’s music has won critical acclaim and gold, platinum and multi-
platinum sales awards in 15 countries across four continents. She continues 
to manage her own career to this day.

 In 1988, Lorie Line (www.lorieline.com) got a job playing piano for 
customers at a Dayton’s department store in Minneapolis. Little did she 
know it would lead to Lorie Line Music, Inc., a family-run business that has 
released 26 of Line’s CDs, with sales exceeding 5 million copies. She has 
also published 20 complete books of piano music.

Line attributes her success to the basics – hard work, talent, perseverance 
and gut instincts. She is involved with every aspect of her company: 
management, sales, direct mail, public relations, marketing, tour 
scheduling, web site management, and music creation.

”It’s hard to believe that the company I started in my basement is now the 
second largest artist-owned record label in North America,” she says. 
“People always ask me how we do it all by ourselves. It is overwhelming if 
you think about it too much. But, because I do something that I absolutely 
love, my job is rewarding and continually fun.”

 Does the name Mark Maxwell (www.romanticsaxmusic.com) ring a bell? 
Perhaps not. But he's one of the best-selling saxophonists in the world. And 
although his name is not a household word, his 17 self-promoted solo 
releases have sold nearly 500,000 copies (yes, half a million) without the 
support of a record label or significant radio airplay.

 David Nevue (www.davidnevue.com) quit a good-paying tech job a few 
years ago to become a full-time musician and author. The move wasn’t 
exactly a risky one. Over the previous six years he had spent much of his 
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spare time building awareness for his spiritual solo piano music on the 
Internet. Through hard work and persistence, he went from obscurity to 
being one of the most widely played independent New Age artists. He now 
has thousands of fans and earns more than $5,000 a month from his 
various independent music activities. Nevue shares his secrets in a book 
called How to Promote Your Music Successfully on the Internet.

 The Philadelphia-based indie band Clap Your Hands Say Yeah used online 
buzz and word of mouth to sell 270,000 copies of its debut CD. Guitarist 
Robbie Guertin told Spin magazine, “What can [a record label] do for us 
that we can’t do ourselves? Maybe if someone came up with a good answer, 
we’d sign. But no one has yet.”

 John Taglieri (www.johntaglieri.com), a solo singer/songwriter from New 
Jersey (featured in Chapter 8), has sold more than 12,000 of his own CDs 
primarily using the Internet.

 It took her more than four years and 200 live shows a year to do it, but 
singer/songwriter April Nash (www.aprilnash.com) sold over 60,000 copies 
of her self-released CD.

Doing it yourself

You’ve most likely heard of singer/songwriter Ani DiFranco. At age 20, she started 
her own label, Righteous Babe Records (www.righteousbabe.com), and began 
performing a growing number of solo acoustic shows. Coffeehouse gigs led to 
colleges, then larger theaters and major folk festivals.

Over a seven-year period she sold more than 400,000 copies of her many 
independent releases (an average of 66,500 units per year). In one year alone, 
DiFranco performed 130 shows and generated almost $2 million in gross ticket 
sales. She’s been written about in glowing terms by just about every major 
magazine and newspaper.

Note: DiFranco was one of the early indie music pioneers who, in the 1990s, 
accomplished all of her success without a major record label, commercial radio 
airplay, MTV exposure, or advertising. “If you are disgustingly sincere and terribly 
diligent, there are ways for any serious artist to operate outside the corporate 
structure,” she once told the Los Angeles Times.

According to the Righteous Babe web site, “Along the way, she has inspired 
countless other musicians to rewrite the rules of the recording industry by striving 
for self-sufficiency and refusing to allow art to be subsumed by commerce. Small 
wonder, then, that Ani made CMJ’s list of the 25 most influential artists of the last 
25 years, taking her place alongside U2, Nirvana, the Pixies, and Radiohead.”
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So the next time you get down in the dumps because that major label recording 
contract hasn’t come your way yet, pause and realize that – like DiFranco and 
other self-supporting musicians – you may be better off as an independent artist.

And don’t think that the examples I use here are rare, isolated cases. Granted, 
most indie acts don’t reach such impressive levels. But there are thousands of 
songwriters, musicians and bands turning a decent profit. And they’re doing it their 
own way – doing something they have a real passion for: making and sharing 
music.

Putting your music career in focus

This manual was written to help you get a grip on the confusing topics of music 
marketing, promotion and sales. The concepts, ideas and suggestions in these 
pages are simple. That’s not to say they’re always easy. There’s work to be done 
here, but it’s the kind of activity that’s well within your ability to pull off.

The problem with most independent music people, even the ones who take lots of 
action, is that their effort is wasted on the wrong activities. By the time you finish 
reading and working with this book, you’ll have a much clearer idea of how to 
direct your energies.

There are a few essential principles that run throughout these pages. They include 
the following:

1) Question everything you’ve ever been told about the music 
business. If you get involved in the music biz for long, you’ll encounter 
plenty of people – some with impressive résumés – who will offer you their 
best music business advice. That’s fine. The more information you take in, 
the better educated you’ll be. But remain flexible and open-minded. The 
rules are changing quickly, so beware of anyone with an outdated, black-
and-white view of the music world. These days, you get to pick and choose 
which existing “rules” truly apply to you – and you can create more 
empowering rules that suit you along the way.

2) Give yourself permission to succeed. The biggest mistake you can make 
is waiting for someone or something else to deem you worthy of pursuing a 
music career. You don’t need an official sanction or a green light from 
anyone other than yourself (and the segment of the fan population you 
serve). So go ahead and give yourself approval right now!

3) Whenever you take action to promote your music, you must know 
exactly why you’re taking the action to begin with. Action by itself is 
not enough. You must know the purpose behind your actions. What is the 
real outcome you desire? The best way to make sure you’re going about 
things effectively is to come up with a plan that makes sense, have very 
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focused goals, and realize that you need to provide a benefit (or solution) 
to everyone you connect with in the music business.

4) Think outside of your mental box. Human beings are creatures of habit. 
We become victims of our own routines. Therefore, it’s no surprise that we 
slip into a narrow way of doing things. Habits are quite useful when they 
involve brushing your teeth, getting dressed, and driving a car.

But when it comes to promoting your music, this routine way of thinking –
and acting – is stunting your progress. When you market yourself the same 
way you’ve always done it, or the same way a thousand other artists have 
done it, you become part of the great indie music swamp in which everyone 
looks and sounds the same.

Your music marketing challenge

In this manual, I’ll poke and prod you to be different, to expand your thinking, to 
focus your goals and actions – in essence, to become a true Guerrilla Music 
Marketer. We won’t be talking about national advertising campaigns, music videos 
on MTV, or worldwide retail distribution. Instead, the following pages will show you 
how to:

 Work from the trenches, with little or no money
 Use often-overlooked techniques to give your music wider exposure
 Build a following one fan at a time
 Use each small success as a stepping stone to a bigger and more significant 

success story

I’m also going to ask you to do some serious soul searching and then commit your 
thoughts to paper by filling out the two Activity Worksheet sections. On these 
pages I take the main points covered throughout the book and give you a space to 
craft your own responses.

I implore you to use these worksheets! For it is here where my assorted 
suggestions come to life and become your own. By writing in these sections, you’ll 
get a clearer idea of where you are and in what direction you need to be heading.

Guerrilla techniques in action

It was using these same guerrilla tactics – while capturing my thoughts and goals 
on paper – that led me to start playing music when I was 15. (The year was 1975, 
in case you’re keeping score.) In the 1980s I played the club circuit full time 
throughout the Midwest as a singer/guitarist/songwriter, and I later played in 
bands that each put out independent releases. I continue to play music part-time 
to this day.
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I used many of the very ideas in this book to launch my own local music magazine 
in 1987. I didn’t have much money to work with and had no connections or 
experience with publishing. What I did have was a good concept and a knack for 
writing. That newspaper, called Spotlight, grew and flourished for 10 years until I 
stopped doing it in 1997. I put the paper to rest so I could concentrate on writing 
and publishing resources like this one.

In 1993, a company published my first book, 101 Ways to Make Money in the 
Music Business (now out of print). I realized then that being an author would be a 
big part of my future. Later that year I founded the St. Louis Regional Music 
Showcase, an annual music conference that ran for five years in the Midwest. In 
1996, I self-published the first version of the book you hold in your hands.

Evolving over the years

In the mid to late 1990s, after years of writing music success columns in the print 
world, I established an online presence for indie music marketing tips at 
TheBuzzFactor.com. At last count, my e-zine, also called The Buzz Factor, was 
approaching 10,000 subscribers. In more recent years, I’ve also been publishing 
blogs, a podcast and video content.

I’ve also cranked out many more books and spoken-word audio programs, 
including Music Marketing Crash Course, MySpace Music Marketing, Unleash the 
Artist Within and Branding Yourself Online – while also speaking at music industry 
conferences.

Why the résumé listing? To make a point: I wasn’t born into a wealthy family. I 
don’t have friends who wield great power, nor do I have any special abilities. I’m 
certainly not a super salesman and I don’t have a hyper, Type-A personality.

Insight: But I realized early on that I had a mind, just like everyone else’s, that I 
could use to make things happen. The only thing was, it seemed so many people 
around me felt as if they were victims of circumstance; that life handed them their 
fate and they were just along for the ride. That wasn’t good enough for me.

After reading many inspiring books and pondering about life for a while, I came to 
the conclusion that our lives are simply a reflection of our accumulated thoughts 
and actions. There’s a great quote by Earl Nightingale that goes, “We become what 
we think about most of the time.” If you truly comprehend that simple statement, 
it will change your life.

The secret to musical success

The problem with people living dead-end lives is that they think dead-end 
thoughts. People who enjoy successful lives think successful thoughts – and then 
reinforce those thoughts with positive action.
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Once I realized this simple but powerful truth, I started directing my thoughts in 
more productive ways. And the actions followed quite naturally. No doubt, I’ve 
stumbled many times on my journey through life and the music business (and I 
continue to), but the rewards have been many. And they keep growing every year.

Bottom line: Thoughts are things. What starts as an intangible concept grows into 
a reality as a result of mental focus combined with real-life activity. In fact, this is 
exactly how all songs are created.

So I ask you: What thoughts do you have about your present and future as an 
independent musician? And what actions are materializing as a result?

The Guerrilla Music Marketing Handbook will help you sort out the answers, open 
your mind to the infinite possibilities around you, and motivate you to take the 
steps necessary to climb higher up the ladder of success with your music.

How to use this book

Many of the chapters in this manual were originally written as separate special 
reports. While I have arranged them in a sequence that makes sense to me, you 
don’t have to read the segments in any particular order.

However, I do suggest that you read Section 1, “Guerrilla Music Basic Training,” 
first. These chapters give you a good foundation for the information contained 
throughout the rest of the book. Other than that, feel free to examine the sections 
and chapters that relate to whatever marketing or music career topic you want to 
focus on at the time.

Warning: While I’ve gone to great lengths to load up this book with creative 
marketing tactics and techniques, I encourage you not to get so consumed by the 
tactical details that you lose sight of the big picture: making great music and 
sharing it with a growing number of fans. It’s not the web site, media exposure, or 
CD cover art that’s most important. What’s most essential is how those things help 
you connect with more fans in a meaningful way.

I’m grateful that you’re allowing me to share these ideas with you. I sincerely hope 
you soak up the tips revealed in these pages and put them to good use. I look 
forward to one day hearing about your far-reaching musical achievements.

Much success to you. Now get out there and promote yourself!

-Bob
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Section 1

Guerrilla
Music
Basic

Training
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Chapter 1

3 Simple Steps to Effective 
Music Marketing

Ready to dive into this first chapter? Great. Here’s a simple question for you:

What is music marketing?

Sure, you know it’s something you have to do. You have at least some grasp of 
what is it. You recognize it when you see it (most of the time). But at its most 
basic level, can you explain what it is?

And more importantly, can you spell out the basic elements of effective music 
marketing? Because, after all, if you’re going to invest your time and energy in 
promotion, it better be effective. Right?

Don’t worry if you can’t come up with a quick answer to my question. On the other 
hand, please don’t curse me if you think you know the answer and feel my probing 
here is pointless. Because it isn’t.

If you plan to read this book and use these ideas to create a music promotion plan 
for your music, you better damn well know why you’re doing it. You need to 
understand the underlying principles at work here. These elements are simple, but 
they’re often glossed over by eager musicians who just want to “get their name 
out there.”

Getting your name out there is fine. It’s better than doing nothing at all. But 
mindless music marketing – without focus and purpose – usually leads to 
frustration and continued obscurity.

The solution: Look under the hood and get a grasp of what’s at the core of every 
effective music promotion plan.
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The three stages of music marketing

When it comes right down to it, music marketing consists of these three elements:

1) Creating awareness – taking action to communicate your identity to a 
specific audience

2) Making connections – starting and maintaining relationships with a 
growing number of fans and media/business contacts

3) Asking for the sale – generating cash flow and creating incentives for fans 
to spend money

There they are. The three stages of marketing. In a nutshell.

Seems simple enough, right? Then why do so many music promoters get it wrong? 
They spend time on one or two of these stages but ignore the second or third. Or 
they get busy doing a bunch of marketing “stuff” but don’t stop and think long 
enough to ponder how their efforts fit into the three-stage process.

Don’t make these mistakes!

Want some examples? Have you ever seen a band or record label run an ad that 
shouts out something along the lines of “Wakeup Call, the New CD From the ABC 
Band. In Stores Now!” Just the name of the band, the name of the CD, and the 
fact that it is now on sale. Perhaps you’ve even created an ad or flier like this 
yourself.

What’s wrong with this picture? Well, with this ad, the band is creating awareness, 
and it is asking for the sale. But it leaves out an entire, all-important stage: 
developing relationships with fans.

This error would be especially unforgivable if this was the only marketing method 
the band was using. Why? Because consumers typically need repeated exposures 
to something before they’ll get out their wallets. In addition, they need to feel a 
connection to the music and the artist. This ad does nothing to facilitate the 
relationship. And that means wasted money spent on advertising.

Another example: Have you ever known (or been in) a wonderful band that does 
a good job of creating awareness and a great job of connecting with fans –
perhaps through their live shows? But then they drop the ball when it comes to 
asking for the sale and generating cash flow. They don’t make people aware that 
they even have CDs for sale and don’t make enticing offers for fans to buy now.
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Again, they’re only putting together pieces of the puzzle. And it’s the missing 
pieces that are stopping them from reaching the music career level they really 
want to be at.

To help you use the three stages of music marketing better, let’s examine each 
stage and go over a summary of how you can make the most effective use of each 
one.

1) Creating awareness

This is the crucial first step. You really can’t do much with the next two stages until 
you’re getting results from this stage. Obviously, exposure is your main goal here. 
But before fans, the media and other people in the music business can help you, 
they need to be aware of you. They need to be familiar with your name and the 
type of sound you create.

As you’ll read in a number of chapters throughout this book, there are certain 
things you need to do before you march out into the world and start promoting 
yourself. First, you must:

 Define who you are as an artist.
 Determine who your ideal fans are.
 Come up with a way to clearly communicate your identity to these ideal 

fans (and media/business contacts).

Once those issues have been addressed, you take action to communicate your 
musical identity (and the benefits you offer) to a specific target audience. Some of 
the ways you accomplish this is to:

 Perform live as often as you can.
 Pin up posters to promote your gigs.
 Register a domain name and create an artist web site.
 Set up a MySpace.com artist profile.
 Post music video clips on YouTube.com.
 Research and discover where your ideal fans congregate online and off.
 Contact influential bloggers and podcasters.
 Pursue media coverage online and off.
 Set up shop on sites like GarageBand.com, SonicBids.com, Last.fm and 

more.
 Write and distribute press releases.
 Pursue radio airplay online and off.
 Determine the words and phrases that potential fans use to search for new 

music like yours.
 Optimize your web pages so they’re more likely to be found with those key 

words and phrases.
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 Determine what popular artists you sound like and tie into those artists’ 
existing fan bases.

This is just a quick overview of the steps involved in this stage (I’ll get into more 
details about many of them later), but it should give you a good idea of what 
creating awareness is all about.

2) Making connections

This is the step way too many aspiring musicians try to skip over. And they do so 
at their own peril. Quite often, artists don’t even realize they’re turning their backs 
on this step, or they don’t comprehend the importance of it to begin with.

Core idea: As an independent artist, you can’t think only in terms of marketing to 
the masses. That’s an old-school, major-label strategy. So stop thinking about 
marketing as a way to catapult your message to an enormous, faceless crowd from 
a distance.

Guerrilla music marketing is personal. It’s often delivered one-on-one. And even 
when you do direct a message to a sizeable audience, that audience is targeted 
and predisposed to like you. And, when communicating to crowds, your tone 
should be warm and personal. In fact, that’s one of the things that sets you apart 
from bands that are mass-promoted and “handled” by corporations.

So, how do you start and maintain personal relationships with a growing number 
of fans and music business contacts? Here are just some of the actions you can 
take:

 Build a mailing list by collecting names, e-mail addresses, and snail-mail 
addresses at your live shows.

 Talk to people at your live shows and become friends with your fans.
 Put an e-mail sign-up form on every page of your web site.
 Create incentives for fans to join your e-mail list.
 Send e-mail updates to your fan list at least twice a month.
 Mail post card announcements to your fan list every other month.
 Communicate with editors, reviewers, bloggers and podcasters in your 

genre and nurture relationships with them.
 Reply to all fan and industry e-mails promptly.
 Respond to people who post comments on your pages at MySpace, 

YouTube, etc.
 Start a blog and share your music-related thoughts and experiences with 

your fans.
 Thank your fans often and treat them well.
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Can you see how important this step is? Your job is not only to make people aware 
of you. Your job is to notice the people who connect with you the most (or who can 
potentially help you the most) and cement the bond between you.

3) Asking for the sale

When I encounter musicians who ignore this step, it always leaves me scratching 
my head. Why don’t more artists ask for the sale and encourage fans to spend 
money? Well, sometimes they simply forget to ask. Other times they’re too shy or 
they fear they’ll be perceived as cheap hucksters.

My advice: Get over it!

Want to know the biggest reason musicians avoid this essential stage? Insecurity. 
It’s the feeling that their music has no value and is not worth paying for.

That’s too bad. Because if they’d only take a few more steps to encourage fans to 
buy, these artists would find that fans have a different opinion. Most consumers 
who spend money on music feel that it enriches their lives and have no problem 
parting with a small amount of cash to take home new music or download it to 
their computers.

So get it into your head that your music is worth paying for. And make a 
commitment to this important third music marketing ingredient by doing the 
following:

 Announce that you have CDs and merchandise for sale at your gigs – and 
have some fun with it.

 Set up an attractive, efficient merchandise table at shows.
 Make every music CD you release available for sale on CDBaby.com.
 Sell your CDs on Amazon.com through its Advantage Program.
 Use CD Baby’s digital distribution program to make your tracks available on 

iTunes, Rhapsody, eMusic and other major music download services.
 Stress customer benefits, not the features of your CDs.
 Use testimonials from satisfied fans and the media.
 Offer a money-back guarantee on sales from your own web site – yes, even 

for digital downloads.
 Sell more by offering a collection of your CDs and merchandise at a special 

bulk price.
 Make limited-time and limited-quantity offers.
 Offer lots of free bonuses to fans who buy now or at a minimum purchase 

amount.

Selling your music is not the evil deed many musicians make it out to be. On the 
contrary, it’s an essential element to a successful music career.
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So commit these three simple steps to memory. Engrave them in your brain. And 
the next time you create a new promotion plan, make sure your efforts are hitting 
on some combination of these three effective music marketing steps:

 Creating awareness
 Making connections
 Asking for the sale

Keep your eye on these three simple elements at all times. Doing so will make a 
world of difference in your pursuit of indie music success.
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Chapter 2

The Power of Goal Setting:
A Foolproof Plan for Reaching 
Your Music Aspirations Faster

When the topic of goal setting comes up, most musicians run for cover. In fact, I’ll 
bet that right now you’re seriously thinking about skipping this chapter so you can 
move ahead to the “good stuff.” That’s understandable, but I urge you to ignore 
those instincts temporarily and stick with this page.

And while you’re at it, relax. Planning for the future doesn’t have to be painful. In 
fact, you’ll find that getting on friendlier terms with the noble art of goal setting 
will propel you toward reaching your musical dreams – while also giving you more 
juice and energy with which to pursue them.

Of course, you may be one of those people who says, “Planning never gets me 
anywhere. I always run into brick walls and end up bitter and frustrated. No, I just 
like to let things happen and let nature take its course.”

Don’t lose control

While there’s nothing wrong with letting your instincts guide you toward your true 
passion in life, taking the “let things happen” approach too far often leads to 
stagnation.

How else can you explain the slew of cynical, aimless musicians who populate most 
music scenes? They muddle through gig after gig, waiting for nature to take its 
course, and then suddenly wake up one day and wonder why they’re no better off 
today than they were 10 years ago.

The ugly truth: If you read nothing else in this chapter, at least contemplate this: 
When you just “let things happen” with your music career, you take the steering 
wheel of success out of your hands. You’ll always be at the mercy of someone or 
something else. In essence, you lose control over where you really want to take 
your skills and talents.
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People who succeed in music use goal setting to get back in the driver’s seat and 
step on that accelerator pedal known as “accomplishment.” (Pardon the poetic car 
analogies, but they help make the point.)

The good news is that you most likely already possess the skills to set goals 
effectively. Have you ever written a song? Have you ever gone into a studio to 
record your music? If so, you’ve been setting goals and didn’t even realize it.

Example: When you showed up at the studio for your first recording session, what 
did you do? Did you look at your fellow band members and say, “Jeez, I wonder 
what we should do now? Anybody got any good song ideas?”

Well, unfortunately, some musicians do this (I talk to studio engineers, you know), 
but hopefully you realize that not being prepared is senseless. You’ve got money 
invested in the session, you’ve had a dream to put out your own CD for years, plus 
you’ve got fans who are eagerly awaiting the recording ... you’d be nuts to go in 
there unprepared!

You didn’t do that, did you?

Of course not. You went into that studio with a game plan – a list of songs, 
knowing who’s playing what parts, when the harmonies come in, maybe even a 
title for the album. That’s all that goal setting is: knowing what you want to do 
before you set out to do it.

So in the same way you’d be wasting your time and money not being prepared to 
go into that studio, so too are you wasting your precious resources by being 
unprepared when it comes to your overall career. Does that make sense to you?

Being focused but flexible

Goal setting is not a rigid science. The plans you come up with are fluid – you can 
expect them to evolve and change over time. This is yet another concept you 
should be familiar with, especially if you’re a songwriter. Many songwriters (myself 
included) write using just a guitar or piano and voice. 

However, when many of these artists create a new composition, they often hear 
much more than that sparse arrangement in their heads. The drums, the bass 
part, maybe an entire string section ... all of it is there in the mind’s ear. Perhaps 
you create the same way.

Then you take this skeleton of a song and share it with your other band members, 
explaining to each the parts you hear ringing through your gray matter. But the
song the band ends up playing and recording is usually quite different from the 
version you originally heard in your head. However, the newer version is almost 
always better.
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Bottom line: The plans you come up with when goal setting will change as you 
work toward them. But the mere act of coming up with an idea, visualizing it in 
your mind, and acting on it will drive you to take those first important steps. While 
the end result isn’t always the one you expected, it’s usually one you can learn and 
grow from and hopefully be proud of.

By pushing yourself, through advance planning, to head off in a specific direction –
whatever direction that is – you create the opportunities from which real success 
can be realized. By waiting for things to happen, though, you set the stage for 
inaction and apathy. That’s why setting goals for yourself and your music career is 
so important.

What follows are 11 helpful tips for getting the most out of goal setting:

1) Decide specifically what you want

Before you set out to conquer your goal, you have to know what you really want. 
Do you have a clear idea of what you’re going after? Vague concepts about some 
day succeeding in the music business lead to vague, weak actions in attaining 
them. 

However, detailed target goals – such as selling 3,000 units of your CD, playing 10 
gigs a month, making at least $20,000 in the first quarter of next year – keep you 
focused and on track.

2) Visualize what you want as if you already have it

To be truly successful with goal setting, you must have a clear picture of the 
eventual outcome in your mind. Close your eyes and imagine what it would be like 
to reach the goal (or goals). Immerse yourself in that picture and deeply feel the 
sensations. What would it look, sound, feel, taste and smell like if you were 
already in that enviable position? Locking in these mental images will set you on 
an unstoppable course.

3) Write down your goals

Don’t keep goals only in your head. Put ink to paper and commit them to a solid 
form. Writing down your goals adds another element of conviction to your intent to 
reach them. All of my accomplishments – publishing a music magazine, writing 
books, putting out independent CD releases – started as notes to myself jotted 
down in a notebook. Don’t overlook the power of the pen.

In fact, I encourage you to take this a step further and set aside 20 to 30 minutes 
every day to write your goals and ideas in a notebook. Use these sessions to 
brainstorm new ways to promote your music, find solutions to current business 
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problems, or craft lyrics to an original song. Whatever you do, spend time writing 
– then apply the things you’ve written to reach your goals.

4) Make a list of what’s in it for you

This is the fun part. Compile a list of ways you will benefit from achieving each 
goal. Will you be rewarded with recognition, self-fulfillment, money, fame or 
creative expression? By listing these benefits in detail, you examine your true 
motivation for wanting each goal in the first place. Sometime you may discover the 
reasons that drive you aren’t the most productive (such as being lured by the 
prospect of making gobs of money, even though your heart isn’t really into it).

However, when you have a goal that’s fueled by a genuine desire and true belief in 
your ability to attain it and enjoy the benefits, you’ll be energized and ready to 
take on the challenges.

5) Anticipate the obstacles you’ll encounter

Make no mistake about it, there will be bumps along the road to reaching your 
goals. You will encounter things that go wrong, people who disappoint you, and 
schedules that move slower than you’d like. But don’t let any of these obstacles 
stop you! Just try to anticipate some of the difficulties you’ll face, then imagine 
and plan for how effectively you’ll deal with them when they arise.

Example: For five years, I organized an annual music conference in the Midwest 
called the St. Louis Regional Music Showcase. It was an enormous undertaking, 
and every year I had to gather a team of volunteer organizers who helped pull off 
the event. Without fail, every year one of my assigned organizers bailed out close 
to the event date, leaving that aspect of the conference in disarray.

It was frustrating, but it seemed to be the nature of the beast. Instead of getting 
too upset about it, I either found a replacement or ended up doing the job myself 
(not always an attractive option). But since I had mentally prepared myself for this 
possibility, I was able to find a way to work through it. Plan on doing the same 
thing along the road to reaching your goals.

6) Identify the people and resources you’ll need

Start gathering information on the people, tools and information sources you may 
need to reach your goals faster. These might include nightclubs, web sites, 
recording studios, music sales outlets, bloggers, podcasters, video production 
people, music conferences, booking agents, radio stations, magazines, graphic 
designers, producers, etc.

Compile this list of contacts from music business directories, online searches, and 
by networking with other musicians. Plus, you should always keep your eye open 
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for new sources to add to the list – newspapers you pick up in other cities, music 
associations you read about, new resources you come across on the Internet, etc. 

You can’t do it completely on your own – remember, it’s a business of people ... 
and timely information.

Here’s a short list of valuable directories and web sites you should look into:

The Indie Bible
www.indiebible.com/buzzfactor
This exhaustive 300-page directory is a classic. It lists thousands of places where 
you can get your music reviewed and your songs played online and on the radio. 
All genres of music are covered.

Musician’s Atlas
www.musiciansatlas.com
A guide that offers more than 15,000 music business contacts in over 25 
categories, including press, booking agents, managers and record labels. Listings 
include names, phone numbers, e-mail and web site addresses, detailed 
submission policies, and the styles of music preferred.

Radio-Locator
www.radio-locator.com
A comprehensive radio station search engine with links to over 10,000 web pages 
and audio streams from radio stations around the world.

News Directory
www.newsdirectory.com
More than 15,000 links to newspaper and magazine web sites.

NewsLink
www.newslink.org
A great directory of newspapers, radio broadcasters and TV stations.

Independent Record Store Directory
www.the-ird.com/store.html
Here you’ll find the best places to sell music across the United States.

Podcast Alley
www.podcastalley.com
Described as a “podcast lovers portal,” this site seeks to be the biggest and best 
directory of podcasts on the Internet.
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7) Set a deadline

Remember how you always got off your butt and went to work the night before a 
term paper was due at school? Deadlines have a way of motivating us to act. So 
do commitments we make to others and ourselves. Set a time limit for achieving 
each stage of your goal-setting action plan ... then do whatever it takes to meet 
those deadlines.

Make sure your deadlines are realistic. If they’re set too far in the future, there 
may be no motivation for you to get busy working toward them. If deadlines are 
set too soon, you risk encountering disappointment if you run out of time and miss 
them. Do your best to set sensible goals.

8) Create your plan

After you’ve taken all the previous steps, it’s time to write the first draft of your 
action plan. To do this, start with the goal itself and work backwards through the 
process. Keep breaking every stage of the plan down into its most basic tasks 
(such as making phone calls, sending e-mail, mailing packages, booking studio 
time, setting up meetings, writing songs).

Then make a short list of the primary things that need to be done first – but make 
sure they’re basic, attainable steps. For instance, if your goal is to sell 50,000 
copies of your self-released CD, calling a major distributor would not be the first 
thing you’d do. There is a whole series of preliminary steps you’d need to take long 
before you ever got near a distributor.

Now get to work and write that first-draft plan!

9) Clear your mind, then re-examine your plan

This is one of the few times I’ll suggest you not take immediate action. Get away 
from your action plan for about a day or so and let the details float around in your 
subconscious mind while you work on other things.

After some time away, come back to the plan with a fresh eye and start evaluating 
the logic in your sequence of events. For instance, have you really allowed enough 
time for the recording of your demo? Or perhaps you’re being too easy on yourself 
by allowing six months to get your first band photo taken. (I’ve known bands that 
have been together for years and have never had a promotional photo taken. In 
fact, I think I was in one.)

More questions: Are you juggling too many or too few projects at the same time? 
Also ask yourself what additional help you might need with technical support, 
media contacts, artwork, web design, press releases, and more.
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Next, create your second-draft plan as best you can. But remember, it doesn’t 
have to be perfect to use. Don’t fool yourself into thinking you can’t get started 
just because there are a few details you don’t know yet. Trust your abilities and 
know you’ll handle whatever needs to be done when demanding situations arise.

10) Act on your goals now!

At some point you must get busy working on the plan you’ve just created. It’s sad, 
but a lot of great ideas have withered away because the person who came up with 
them never took action. Don’t let this be your fate. Don’t wait for nature to take its 
mystical course.

Vow that every day you will take some action based on your goal-setting plan. 
Even if you think you don’t have time or aren’t feeling motivated, do at least some 
small deed every single day. Even if it’s simply making one phone call to a media 
contact, sending one press kit to a venue owner, leaving a comment on a blog, 
sending one e-mail update to your fan list ... do something every day!

11) Measure your progress and make adjustments

Once you have been working on your plan for a few weeks to a couple of months, 
you must then determine if your actions are leading you in the right direction. Are 
you moving closer to your goals or further away? Is your progress happening 
slower or faster than you had hoped?

The only way to answer these questions is to regularly evaluate your plan and 
measure your progress. If you find that you’re way behind schedule on getting 
things done, ask yourself what you can do to get the results you really want. Don’t 
just get frustrated and give up. Making adjustments to your plan is an essential 
part of any goal-setting process. So be prepared to measure often and come up 
with solutions.

Key point: When something is working, fit more of it into the plan. When other 
aspects prove to be duds (like the drummer’s bright idea to send your guitar 
player to local radio stations dressed like Barney the dinosaur), cut back or drop 
them completely. Fine-tuning is what working your goal-setting plan is all about.

Put the art and craft of goal setting to work to focus your energy and give you an 
immense boost toward getting what you really want from your music – and from 
your life!
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Chapter 3

The First 5 Steps to 
Marketing (and Profiting 
From) Your Music

To borrow a phrase from a former U.S. president, “I feel your pain.”

I’m not talking about physical pain, of course. I’m referring to the deep emotional 
pain and stress that come with pouring your heart into your band, new CD or other 
music-related pursuit ... and still feeling like you’re coming up short.

Whether you produce pop, rock, jazz or hip-hop music, you know what you offer is 
good and is of value to others. It’s just that not enough people seem to know 
about you yet and, as a result, not nearly enough money is streaming in to cover 
expenses, much less give yourself a little take-home money.

Take heed, my fellow Guerrilla Music Marketer. This chapter sheds light on how to 
remedy your situation (without losing your sanity or forcing you to start a Vanilla 
Ice tribute band). What follows are five steps you must follow to take charge of 
your music marketing so you start profiting from it now!

Warning: Don’t make the mistake that many aspiring musicians will make. They’ll 
read these steps, tell themselves how valuable the advice is, and then go back to 
the same destructive routines as before. You won’t do that.

And to make sure you don’t, I’ve added an affirming commitment statement to the 
end of each step. Read them out loud every day for at least two or three weeks 
until the commitment becomes ingrained. Then read them at least once a week 
after that. Doing so will make certain you put these success tips into action ... and 
profit accordingly.

1) Have a clear idea who your ideal fan is

Could you sit down right now and write a profile of your ideal fan? Can you 
articulate how your fans dress, where they work, what TV shows they watch, which 
blogs they read, what they do for fun, and who their favorite cultural hero is?
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If you can’t describe your fans in detail, you should immediately start searching for 
a way to do so. Knowing precisely who your fans are dictates what avenues you 
use to reach them and how you communicate your message once you do reach 
them.

Reality: Continuing to ignore these insights will lead to missed opportunities and 
wasted time. If you don’t know where your fans hang out, what they’re interested 
in, and why they spend money, how will you ever be able to effectively promote 
your talents in a way that will lead to all of you being better off?

When you overlook this element, potential fans move on without the benefit of 
your music. And you stumble on without the satisfaction of having shared your 
music and getting the recognition and income that come with it.

The solution: Do some basic, informal research. If you perform live at all, start 
asking questions of people in the crowd during breaks and after your shows. Write 
down your observations. What types of people come to see you? What traits do 
your fans have in common? Asking questions may even allow you to discover a 
segment of the population you’ve been ignoring, but which could benefit from your 
music.

If you’re just starting out, observe the types of people who patronize similar 
artists. Or simply describe the type of person to whom you want your band or 
record label to appeal. This doesn’t have to be a complicated research project. Just 
get a handle on the types of people you want to reach with your promotional and 
sales messages. Doing so will help you get to them faster.

Affirm your commitment to step 1:

“I no longer leave my music marketing to chance. Through basic research, 
personal observation and gut instincts, I create a specific profile of my ideal fan. 
Using this profile, I know how to reach my fans and communicate with them 
effectively.”

2) Discover what motivates your fans

Now that you have a clearer idea of who your fans are, you have to reach out and 
touch them. But the only way to reach them effectively is to understand their real 
reasons for spending time and money on you.

The problem: Most music marketers concentrate on themselves and the features 
of their product or service. For instance, recording studios are notorious for 
promoting lists of equipment and the credentials of engineers. That’s not a crime, 
but the real reasons many studio clients spend money is to get the good feeling of 
hearing a major label-quality recording of their music (because of the equipment) 
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and getting respect for being so closely connected to the music industry (due to 
the engineer’s resume).

While the studio literature and sales pitch should be stressing the clients’ feelings 
of accomplishment and respect, they instead spit out a list of mechanical features. 
The trick is to push a consumer’s hot buttons – the deeper reasons he or she 
spends time and hard-earned money on a given product or service.

Paul and Sarah Edwards, authors of the book Getting Business to Come to You, 
remind us that all potential buyers are tuned into radio station WII-FM, which 
stands for “What’s In It For Me?” – the essential question that every person asks 
when confronted with a time or money decision.

“Clients want to know that what you provide will meet their needs,” the authors 
write. “Can you save your customers money, time or effort? Can you increase their 
ability to compete? Can you make them look good to others? Can you give them 
peace of mind? Put yourself in the customer’s shoes.”

Bottom line: Determine the real motivating feeling – the key benefit – that people 
experience when they spend time and money on you. Does your music make them 
feel good? If so, in what way? Does it give them a recreational escape from their 
worries? Does it allow them to hang onto something they’re afraid of losing, such 
as youth, sex appeal or an outlet for their frustrations?

Ask your fans more questions, make more observations, do your homework, and 
use your head. Discovering the key motivations that draw your fans to you will 
help you discover your road to success in the music business.

Affirm your commitment to step 2:

“Just knowing who my fans are is not enough. I now do whatever it takes to 
uncover the personal and emotional benefits that motivate people to spend time 
and money on my music. Discovering these hot buttons allows me to more 
effectively market the music I have to offer.”

3) Create and use a Brand Identity Statement (BIS)

Think of your band or music business as the steel tip of a dart. Now visualize that 
the people of the world are spread out across a giant wall filled with thousands of 
dartboards. Each dartboard represents a specific demographic group. For instance, 
one might be teenagers who like hard rock music while another symbolizes adults 
who enjoy the blues. Other dartboards might include fans of folk, bluegrass, acid 
jazz, punk, smooth R&B, and so on.
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Key: When you market your music, it’s your job to aim the tip of your dart directly 
at the bull’s-eye of the dartboards that represent your ideal fans. You do this by 
sending targeted messages to the newspapers, magazines, radio stations, web 
sites, blogs, podcasts, and e-zines used by potential fans.

That’s the whole point of all this soul-searching research. Once you know who 
you’re ideal fans are, you can determine what forms of media they patronize. Then 
send focused messages through those channels.

But what kind of messages do you send? Most people who market independent 
music make one of two mistakes. They either:

1) Throw their dart randomly all over the wall and accomplish little or nothing, 
or …

2) Aim their dart at the proper boards, but the message is so weak, the dart 
doesn’t stick to any of them

The solution: Create a Brand Identity Statement (BIS) about your music. A BIS is 
a simple but powerful sentence of no more than 15 words (10 words or less is 
even better) that describes the specific vision of your songs, image, band or record 
label. If you could take every feature and beneficial aspect associated with your 
music and run them through a grinder, only to be left with the pure, concentrated 
essence of you and your music ... that would be your BIS.

You should craft your BIS to include a benefit statement to your fans. Two well-
known BISs from the traditional business world are Domino’s “Fresh, hot pizza 
delivered to your door in 30 minutes or less, guaranteed” (13 words) and M&M’s 
“Melts in your mouth, not in your hands” (eight words).

The BIS I use to promote my TheBuzzFactor.com web site is “Music marketing tips 
and self-promotion ideas for independent songwriters, musicians and bands.” For 
my Artist Empowerment Radio podcast, I use “Self-promotion tips and inspiration 
for musicians, artists, writers and creative people of all kinds.”

Examples: Here are a few possible Brand Identity Statements for bands:

 “Old-school funk for people who like to dance”
 “Green Day meets Sinatra at a rodeo”
 “Erotic techno grooves for sensuous souls”

Other BISs might include the following:

 A recording studio could use “High-quality demos for bands on a budget.”
 A solo artist targeting bar owners might use “Riveting acoustic folk music to 

help you sell more beer.”
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 A small ticket agency’s BIS could be “Convenient access to the great shows 
the big promoters miss.”

You can use your Brand Identity Statement in two ways. One is internal; the other 
external.

 Internal – Having a BIS keeps you focused on your marketing message. 
Therefore, every time you write a news release, set up a photo session, do 
a radio interview, or design an album cover, you make certain your vision 
stays focused on your core identity. You wouldn’t want your album cover to 
convey humor while the faces in your band photo look grim and serious.

Also, using a BIS keeps your marketing message tight and consistent. You 
don’t want to send out a news release about your band’s new online 
resource for ska fans, then do a radio interview and end up talking only 
about the night you met Pat Sajak. By constantly referring to your BIS, you 
make sure the messages you send stay focused on the most potent aspects 
of your music.

 External – You can also use your BIS as a public slogan that appears on all 
of your web pages, fliers, news releases, banners, posters, T-shirts, 
stickers, and more. That way, whenever people hear your name, they will 
be reminded of your musical identity and what’s in it for them.

Here are some real-life examples of Brand Identity Statements in use:

 Canada’s Helios Design and Communications uses “Hard-hitting design, 
done right the first time.”

 H&B catalog of Jazz CDs claims to be “A mail order service for people who 
know jazz.”

 Chicago’s Smart Studios promotes itself with “Great sounds. Cool people. 
Killer studio.”

 The band Buck O Nine describes its music as “Rock-steady ska-core from 
southern California.”

Find your own BIS. Then use it to stay focused and hammer home your primary 
marketing message to the masses.

Affirm your commitment to step 3:

“I will never again ‘wing it’ when it comes to marketing my music. I now use a 
powerful Brand Identity Statement to promote my music. I use my BIS to develop 
a consistent, needle-sharp vision and focused public image of my unique niche in 
the world of music.”
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4) Focus on the benefits your music delivers

Now it’s time to connect with the music fans whose lives you are about to touch 
and improve. But first we’re going to dissect the way you communicate with these 
fans. We’ll start by using the information you gathered about who your fans are 
and why they spend time and money on you. Then you’ll use those details as you 
pursue various means of communicating your message, including:

 News releases sent to the media
 Your brochure, letterhead and business card
 Your promo package and photos
 Web pages
 Blogs
 Podcasts
 Music video clips
 E-mail messages
 Fax messages
 Voice mail
 Posters
 Radio interviews
 Album cover artwork
 Paid ads
 Direct mail pieces

Bottom line: As you create the marketing materials listed above, you must keep 
one thing foremost in mind: the needs of your fans! In other words, stop talking so 
much about yourself, your needs and your qualifications. Start talking about what 
matters most: The benefits fans get when they support your music.

“The objective here is plain,” says marketing expert Jeffrey Lant. “It is not merely 
to tell what you’ve got ... it’s to motivate a human being to take immediate action 
so you can move to the next stage of the marketing process.” Lant has self-
published more than 10 business books (including Cash Copy and Money-Making 
Marketing) and has sold a ton of them using the same tactics he preaches about in 
them.

In his book No More Cold Calls, Lant advises, “You must list every feature of your 
service, transform every one into a benefit, then make sure the benefit is as 
specific and enticing as possible.”

Let’s see how this works in the real world. As an example, I’ll use the way I’ve 
marketed my spoken-word audio books. I’ll list each feature first, then its 
corresponding benefit.

Feature: Sixty minutes in length.
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Benefit: Jammed packed with a full hour of career-boosting details you can start 
using the same day you order.

Feature: Available only in audio format.

Benefit: Soak up these useful success secrets at your convenience: while you 
drive, jog, ride a bike, or clean the house. Audio books make learning easy.

Feature: It’s an MP3 download.

Benefit: Why wait? Start putting these ideas to use immediately. Get instant 
access as soon as your order is approved online.

Get the idea? You must learn to do the same thing when describing your music.

Affirm your commitment to step 4:

“No more bland résumé listings for me! I now take every feature related to myself 
and my music and transform them into benefits that my clearly defined audience 
of potential fans finds irresistible.”

5) Stop talking so much about yourself

I know it seems like we’ve beaten this premise to death. But just in case it hasn’t 
sunk in, let’s drive it home one more time: Make certain your words – whether in 
person or on the phone, by e-mail or on your web site, in ads or on post cards –
focus on the benefits to your fans.

Time and time again I explained this essential concept to the business owners who 
advertised in my former music newspaper. And, sure enough, when they turned in 
the wording for their ads, they were filled with “I can do this, we’ve done that, I, 
me, mine ... blah, blah, blah!”

Reality: Human beings gravitate toward talking and thinking about themselves. 
And for a good reason. For millions of years, members of our species had to think 
about their own needs to survive. In the caveman days, if you weren’t consumed 
with self-preservation, you’d be consumed by any number of wild predators, not to 
mention being done in by members of rival tribes. There’s a long-standing tradition 
of human self-indulgence.

So you’re not going to wipe out millions of years of conditioning in a couple of 
days. But you can use your advanced, reasoning brain to resist these primitive 
urges when it comes to marketing your music-related pursuits.
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Also, realize that you can use this knowledge of human nature to your advantage. 
When you approach potential fans through your live shows, web site, business 
cards, press kits and so on, who will these fans be focusing on? Don’t kid yourself
and think it’s you.

Knowing this, give fans what they want and make sure your marketing message 
hits them squarely on the head with what’s in it for them. Lead off with the 
number one benefit fans get from you, followed by the number two benefit and so 
on. Pile the motivating reasons they should care about you one on top of the other 
until even the most thickheaded of humans can figure it out.

A more specific example: Let’s say you were put in charge of marketing a new 
electric drill for carpenters. How would you go about it? Most people would start 
listing features: the manufacturer, mechanical specs, and material the drill is made 
of ... all focusing on – you guessed it – the drill. But what do people really want 
when they buy a drill?

A hole.

They also want a hole that can be created quickly, easily and economically. It 
really doesn’t matter if the hole gets there because of a drill, a toaster, a pair of 
socks, or a monk – as long as the appropriate hole is conveniently creating in the 
appropriate place.

In other words, sell the hole, not the drill. Then, and only then, use your features 
to show how your drill can meet the customer’s specific needs.

Affirm your commitment to step 5:

“It isn’t all about me. I resist the human urge to talk about myself and will, 
instead, focus on what my fans are most interested in: what’s in it for them!”

There you have it: The first five steps to more effective music marketing. Now 
affirm your commitment to these principles and get busy thinking, observing, 
asking questions, researching your ideal fans, creating a BIS, and focusing on the 
benefits you offer. A world of notoriety and profit awaits you.
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Chapter 4

The #1 Question You Must 
Answer When Promoting 
Your Music

I’m going to use this entire chapter to deal with only one subject because it’s so 
vital to the success of your music promotion efforts. Every day I see the same 
mistake being made in this area and feel I owe it to you to drive this crucial point 
home.

Suppose you walked into a record store and one of the employees (a complete 
stranger to you) came up and handed you a box filled with CDs. Then he said, 
“Here, these are extra promo copies we’re giving away. You can have any CD you 
want out of the box. But you can take only one.”

Now let’s pretend that you were not familiar with any of these artists. As you 
picked up each CD to consider whether or not you wanted it, what would be the 
first question to pop into your head? In other words, what basic question would 
you need to answer first before you could make an intelligent (and quick) decision 
on which one you’d take?

Would it be “Who produced this CD?”

No.

Would it be “What record label put this out?”

Probably not.

How about “Where is this act from?” or “How many awards has this band won?”

No. And no.

Would it be “How highly do these musicians think of their own music?”

No.
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Hopefully, you’ve come to the same conclusion that I have. The first question that 
anyone asks when encountering new music is …

What kind of music is this?

I use this box of free CDs example to make a point: This is exactly the same 
position that music editors, program directors, A&R people, and music publishers 
are in when they receive your unsolicited recordings along with dozens of others. 
Even though it’s great to think that everyone already knows who you are and what 
you do, the sad truth is that most of your contacts will be clueless. That’s why 
giving them the first and most important clue up front is essential.

Key point: Human beings need some way to process information and file it away 
in the proper place in their heads before moving on to any follow-up questions, 
such as “Where is this band from?” or “What unique spin do they put on this 
genre?” Without creating a mental category or comparison to something fans are 
already familiar with, it’s nearly impossible to get to these important follow-up 
questions. And if you can’t move this sorting-out process along in a swift manner, 
your music marketing efforts end up dead in the water.

Why, then, do so many people who promote music either ignore answering this 
fundamental question – “What kind of music is this?” – or bury the answer so deep 
in their promotion materials that the reader gives up out of frustration before ever 
uncovering it?

Unless you are (or are working with) a well-known artist, the people receiving your 
promo kits will be in the dark regarding who you are and what you play. Your job, 
therefore, is to answer that first all-important question right off the bat: “What 
kind of music is this?” It should be one of the first things people see when viewing 
your press kit, web site, or any other marketing tool you create.

Straight from the slush pile

Here’s an example I randomly pulled out of an overflowing box of review CDs 
years ago when I was a music editor. After opening the package, the first thing I 
see is a cover letter. Here’s how it reads (I’ve changed the name of the person, 
label and band to protect the misguided):

“My name is John Jones, vice president of Widget Records, here in New York. I’m 
writing to announce that one of our bands, the Losers, will be playing in St. Louis 
on July 24.”

It’s important to Jones that he announces who he is and what he does right off the 
bat. I’m sure this makes him feel good about himself. But how does this 
introduction move him closer to his goal of getting media coverage for the poor 
Losers? At least I know about the St. Louis date, something that should matter to 
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me. But since I don’t know what kind of music this is, I’m not impressed. On to the 
next paragraph.

“The Losers’ music is already on national college and commercial radio.”

Excellent. His mother must be very proud of him. But is this jazz radio? Alternative 
radio? Polka radio? Ten stations? Eight hundred stations? What? I’m still being kept 
in the dark.

“The Losers are a new band founded in New York City. These shows are part of a 
year-long tour to promote their debut album.”

More senseless background details before I even know what kind of music this 
band plays. But one thing I do know is that Jones sure likes talking about his band 
and its accomplishments. Now I’m starting to doze off.

A musical diamond in the rough

So I keep reading anyway, and finally, I come across this gem:

“The Losers’ music combines Celtic violin with punk-influenced distorted guitars 
and melodic rock vocals ...”

What? A description of the music? Say it isn’t so! And I only had to wait till the 
fourth paragraph to get it. And it ends up being a pretty cool description: Celtic 
violin with punk guitars. Now that’s different. That’s something I’d like to pop in 
the CD player and check out. What a great media hook for the band!

Unfortunately, the label’s vice president has done the group a disservice by 
burying this vital piece of information in a dreary cover letter. Most media people 
would have given up on it long before they got to the intriguing description.

But this never occurred to Jones. It was much more important for him to pound his 
chest and proclaim his name, title, city and the fact that his as-yet-undefined band 
was getting radio airplay. What a missed opportunity! Don’t make this same error.

There’s a better way

How much more effective would Jones have been if his letter went something like 
this?

“Dear Bob,

When we first told people we had signed a band that combined Celtic violins with 
distorted punk guitars and melodic rock vocals, they told us we were crazy. But we 
proved them all wrong with the Losers, a band that is now on a major roll. Last 
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month alone, over 325 college stations around the country were playing cuts off 
the band’s new self-titled CD. And now you can experience the Losers yourself 
when they come to St. Louis on July 24. I think your readers would get a kick out 
of hearing about this unusual Celtic/violin/punk-rock mix.”

Admit it. This version pulls you in and lets you know what you’re dealing with 
quickly and interestingly – as opposed to Jones’s dry meanderings.

Are you guilty of a PR felony?

Take a look at the promotional tools you’re using now. What’s the first thing you 
see? Your address? The band members’ names? The record label name? Some 
vague reference to how impressive your music is without a specific definition of it?

Stop beating around the bush and start getting to the heart of the matter. Media 
and industry people are often overworked and distracted. Don’t shroud your 
message in mystery, hoping it will tease people and make them read further.

Remember this: No one will ever be as interested in reading your marketing 
materials as you are.

So give them what they need up front, fast and simple. And answer the most 
important question first:

“What kind of music is this?”
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Chapter 5

The New Rules of Internet 
Music Marketing

More than a billion people now have Internet access around the planet. That’s a lot 
of people and a lot of opportunities at your fingertips. It can also be bewildering, 
as the number of new music sites and the variety of online tools continue to grow 
at dizzying rates. Just when you get a handle on how to promote yourself 
effectively with existing web-based tools, something new comes along to cloud 
your vision and fill up your to-do list.

Not to worry. In this chapter, I’ll give you a quick crash course on what’s new and 
what’s most important to know about marketing your music on the Internet today.

Grabbing the new economy by the tail

Have you read Chris Anderson’s book, The Long Tail: Why the Future of Business 
Is Selling Less of More? It’s a real eye-opener. So if you haven’t read it, do 
yourself a favor and get a copy, because in it he writes at length about the 
changing face of the entertainment industries.

Here’s a summary of the Long Tail concept with my own spin on it:

For decades, we lived in a scarcity economy. We got introduced to new music, 
books and films via retail outlets, radio, TV and print publications. But all of these 
avenues of exposure had physical limitations. There was only so much shelf space, 
air time and editorial pages to fill. So, in order to appeal to the widest audience 
and turn a profit, only those things that were determined to be the most popular 
were stocked or covered.

Reality: This lead to a lopsided cultural mentality: A book, band or movie was 
either a big hit or a giant dud. There was little ground in between the two 
extremes of popularity. You were either part of the system ... or an outsider.



- 41 -

Then came online retailers such as Amazon and Netflix, which were not 
constrained by the physical space limitations of traditional sellers. For example, 
the average Borders bookstore carries about 100,000 titles, while Amazon offers 
nearly 4 million books. The average Blockbuster carries about 3,000 DVDs, while 
Netflix offers close to 60,000. The average Wal-Mart store carries about 4,500 
music CDs (filled with more than 55,000 individual tracks), while the online music 
subscription service Rhapsody offers more than 1.5 million individual tracks.

And guess what? About 25% of the total revenues on Amazon and Netflix come 
from products not available in retail stores. On Rhapsody, that figure is about 
40%. Yes, from titles outside the “hit list.” Anderson’s overwhelming research 
concludes that, when given unlimited choice (along with the ability to filter through 
the choices), people will stray from the hits and spend a considerable amount of 
money on non-mainstream products.

Good news and bad

This is great news for indie artists. Unfortunately, the old scarcity business model 
is so ingrained in our culture, it has lead to many unfounded beliefs, such as:

 If it isn’t a hit, it’s a miss
 The only success is mass success
 “Independent” = “They couldn’t get a deal”
 Low-selling = low-quality
 If it were good, it would be popular

Luckily, a growing number of creative entrepreneurs are figuring out ways to make 
the most of this new “abundance economy” – where practically everything is 
available to the public, where the cream rises to the top based on what consumers 
actually want, and where you can make an impact (and a living) without ever 
ranking on the Billboard Hot 100 list.

So, what kind of world do you want to live in? One of scarcity, hits and misses? Or 
one of abundance, hits and niches? The choice is ultimately up to you.

The age of the empowered music fan

Another big change the Internet has brought involves the evolution of the tech-
savvy, modern music consumer. This is crucial to your future success with music, 
so read carefully:

Old-school music business: Back in the day, record labels would determine who 
the ideal audience was for a given act. Then they would hunt down those specific 
types of fans via targeted radio stations, magazines, concert venues, retail outlets, 
etc.
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As I mentioned earlier, music consumers had limited ways of gaining access to 
new music, so they relied on commercial, programmed media sources to filter new 
artists to them. Sure, some adventurous fans made the extra effort to dig for new 
music via “alternative” sources such as fanzines, college radio stations, mix tapes, 
etc. But most people weren’t willing to work that hard to discover fresh sounds.

So music consumers were mostly prey – reactive to the efforts major labels made 
to track them down and feed them the latest music. That’s where the term “target 
marketing” comes from. You aim your marketing message at your prey and fire 
away.

New-school music landscape: Today music fans are in control. They rely less 
and less on programmed, spoon-fed media sources and are finding it easier than 
ever to discover new music on their own. Using an iPod, MySpace, satellite radio, 
Internet downloads, podcasts, TiVo and more ... members of the digital generation 
are determining what they want to hear, when they want to hear it, and how.

The hunted become the hunters

Consumers who in the past were primarily hunted down by the music industry 
system have now become proactive hunters, empowered to choose the music 
that’s best suited for them. This shift has thrown the creation, promotion and 
distribution of music into a tailspin.

That’s one of the biggest concepts I’ve been marveling at lately. For years I’ve 
been talking about “artist empowerment” and how musicians should take their 
careers into their own hands. But what needs to be equally stressed is the huge 
shift toward “music fan empowerment” and “consumer empowerment.”

Insight: For a long time now I’ve repeated this mantra that “we live in an 
incredible era of self-expression and self-empowerment.” And it’s true. But these 
opportunities don’t exist only for artists. They’re available to everyone.

And that’s why sites like MySpace, Flickr and YouTube are so popular. They give 
average people a chance to express themselves, connect with other people, and 
discover cool new things.

Get into the discovery zone

Consumers today don’t respond very well to being “marketing to” in the traditional 
ways. However, they are more passionate than ever about discovering new music. 
It’s just that now they prefer to discover it on their own or through the 
recommendation of a friend or trusted blogger, podcaster, music magazine, etc.

As an indie artist, what should you do in this environment?
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You should still understand who your ideal fan is and actively seek them out. 
Simultaneously, you need to put yourself in the best position to be “discovered” –
not by a record label A&R rep, but by a curious music fan in search of his or her 
new favorite song or artist.

Lesson: The best way to promote yourself online in today’s environment is to 
think outside the box of your own personal web site. Yes, you want to use your 
own domain name as a home base that you steer potential fans and customers to. 
In addition, it’s vitally important that you leave traces of yourself all over the 
Internet.

That’s why you need to establish a small presence in all the places where your 
ideal fans congregate online. Get set up on MySpace and YouTube. Publish a blog 
and a podcast and video content. Post your own online press releases that get 
picked up by music news site feeds.

In short, give people an easy way to find you online and a reason to talk about you 
once they do.

Why fans need filters

In the old scarcity economy model, the music that got stocked in stores, played on 
the air, and covered in the press was determined by what Chris Anderson calls 
“pre-filters.” They include record label executives, retail store buyers, program 
directors, editors, etc.

Actually, these pre-filters are still very much a force to this day but, as I’ll show in 
a moment, their power is dwindling. So it’s this small elite group that decides what 
is worthy of entering the corporate pipeline. Their decisions are made in two ways:

1) They stock, broadcast and cover more of what has already proven itself 
popular, giving the general public more of what it seems to want.

2) Of the new artists and CDs that come out every month, the pre-filters 
predict what they think will be popular (in addition to giving prime retail 
placement to labels and distributors that pay for it).

Again, this system led to the black and white “hit or miss” mentality of the past 
several decades. The good news is that the Internet and digital technologies have 
created an abundance economy where everything and everybody have equal 
access to the marketplace online. The only problem is, the online marketplace is 
flooded with products and noise of all kinds. It would be easy for consumers to 
become overwhelmed and confused by all the choices.
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That’s where “post-filters” come in. Music fans don’t have to wade through 
everything to find the gems. They simply use some new tools and trusted sources 
to help them sort through it all.

Here are just some of the post-filters that fans use today to find new music:

 Friends – personal recommendations from familiar people will always be 
the leading way that consumers discover new music, books, films and 
more.

 Customer reviews – being able to read what other people think of a given 
CD on Amazon or CD Baby influences a lot of purchase decisions.

 Popularity lists – they come in all shapes and sizes: most downloaded, 
top sellers, highest rated, most discussed.

 Blogs and podcasts – the new niche tastemakers are bloggers and 
podcasters who cater to narrow audiences.

 Genre-specific resources – From AllHipHop.com to Rockabilly Radio, 
people gather where their main interests are addressed.

 Search – when in doubt, fans “Google” their favorite genres and see what 
comes up.

Your job as a music marketer is to tap into these sources. To make the best use of 
post-filters, do the following things:

 Encourage your current fans to share your music with their friends – and 
make it easy to do so.

 When a fan sends you a glowing e-mail about your new CD, ask them to 
post their comments as a review on Amazon, CD Baby and more – and give 
them the links where they can do that.

 Ask all of your fans to go to a certain site on the same day and vote you to 
the top of one of the popularity charts.

 Search for the terms your fans use to find music like yours – then try to 
gain exposure through the top sites you find.

Practice open-source promotion

Another offshoot of this evolution is the blurring of the lines between people who 
produce creative content and those who consume it. Case in point: A couple of 
years ago the Beastie Boys gave digital camcorders to 50 fans at a show in New 
York City and asked them to record everything they saw. Band member Adam 
Yauch then combined his favorite bits from the 100-plus hours of footage into a 
feature film.

Other examples:

 Janet Jackson solicited artwork from her fans and incorporated some of the 
best ideas into her new CD cover.
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 Barenaked Ladies (who did not renew a contract with Warner Music Group 
and are now independent) made the ProTools tracks to 29 of their songs 
available to fans who wanted to do their own remixes of them.

That’s in stark contrast to the old major-label habit of protecting copyrights at all 
costs. These days, the smartest musicians, managers and indie labels are 
redefining what intellectual property and promotion are.

In this new era, artists aren't the only ones who do the creating while fans 
passively sit by and wait to be fed the latest music. Now everyone has an 
opportunity to express themselves. Use this to your advantage. Co-create with 
your fans. Ask them to help you produce videos, artwork, T-shirt designs, even 
alternate versions of your recorded music.

Bottom line: Get fans involved and allow them to be co-creators in your success 
story!

These are just some of the new rules of Internet music marketing, but they’re the 
most important ones. Focus on them and you will see more results, more fans, and 
more money.
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Chapter 6

How to Use Blogs and 
Podcasts to Promote Your 
Music Online

When I think back to my early days on the Internet, it all seemed so simple then. 
You had only so many ways to promote yourself online: e-mail, a web site, and 
online discussion forums made up the bulk of available marketing tools.

How times have changed!

Now you have MP3 audio, embedded Flash players, and other streaming media 
formats, as well as cascading style sheets, search engine optimization, VoIP, and 
wikis to contend with. Not to mention terms such as ActiveX, JavaScript, P2P and 
XHTML to stay on top of.

Then we have blogs, podcasts and RSS feeds.

I’ll make this easy and dedicate this entire chapter to wrapping our heads around 
those last three items. Why? Because blogs, podcasts and RSS have become a 
huge part of the way people produce and consume information online, and they 
will continue to grow. So if you want to make the best use of Internet music 
marketing, guerrilla style, you must understand and embrace them – and put their 
magic to work for you.

What you need to know about blogs and feeds

As you may know, the word blog is short for “web log.” A blog is basically an 
online journal that its author uses to publish “posts,” which are separate entries to 
the journal. Blogs can be used for any reason and subject matter imaginable. From 
teenagers and activists to politicians and best-selling authors, anyone can easily 
and inexpensively publish a blog.

In many ways, blogs are just another version of a web site with multiple pages. 
You can visit and read a blog page in the same way you would any other web 
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page. The main thing that sets a blog apart from a basic web page is a nifty web-
based file format called RSS.

RSS stands for Really Simple Syndication. In general, it is used to publish and 
organize frequently updated digital content, such as blogs, news feeds and 
podcasts. The coolest thing about RSS is that it gives people the ability to 
subscribe to blogs and podcasts.

Feeding the RSS monster

In the old days, when you found a web site you were interested in and wanted to 
stay on top off, you had two choices: 1) subscribe to the site’s e-zine and get 
updates by e-mail, or 2) bookmark the site by adding it to your browser’s favorites 
list (but you had to remember to visit it often).

In essence, an RSS feed allows you to subscribe to a web site, which just happens 
to be a blog. You can subscribe to blogs using something called a news reader, 
feed reader or aggregator. These readers are popping up everywhere. The latest 
versions of the Firefox and Internet Explorer browsers allow you to subscribe to 
feeds directly from the browser. You can also subscribe if you have a personalized 
page set up on Yahoo, AOL or Google. Or you can use programs and sites such as 
NewsGator, Bloglines, Rojo, FeedDemon and more.

Perspective: If you’re not familiar with how these feed readers work, think about 
how your e-mail Inbox operates. You open your e-mail program and up pops all of 
your latest incoming e-mails, listed by subject line, with the most recent message 
at the top.

Feed readers work in a similar way. Open it up, and all of the blogs you’ve 
subscribed to will show up, with the latest content at the top, usually with just the 
headline and maybe the first few lines of the blog post displaying. It’s a pretty 
awesome way to have only the information you want delivered to your desktop.

Eight cool things about blogs

You should get cozy with blogs. Here are some good reasons why:

1. Blog messages don’t get trapped in spam filters. If someone 
subscribes to your music blog, they will always get your latest posts (as 
long as they check their readers).

2. It’s easy to subscribe to a blog. And unsubscribe too. A fan simply adds 
your feed link to his or her news reader to subscribe. They can unsubscribe 
at any time by removing it from the reader.
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3. Blogs are easy to publish. Most bloggers use free automated services or 
software. Little knowledge of HTML is required. Use a template, enter your 
text, and publish. You’re an instant blogger.

4. Search engines love blogs. Google and the rest eat up fresh content and 
reward web sites that regularly update.

5. It’s a great way to stay in touch with fans. Easily let people know 
about life on the road or how the new studio sessions are going.

6. Other bloggers like to blog about blogs. Once you publish a blog, 
you’re part of the blogosphere, where cross-pollination rules.

7. A blog can be a great creative outlet. Expressing yourself in writing on 
a regular basis can be fulfilling and leaves a public record of your ideas and 
experiences.

8. You can build community and encourage interaction. Activate the 
comments feature on your blog and get immediate feedback to your 
questions, stories and rants.

If you’ve been shying away from the blog world, dive on in. The water’s fine.

What you need to know about podcasts

Now that we’re comfortable with blogs and RSS feeds, let’s turn to a phenomenon 
called podcasting. Even though the name was inspired by Apple’s iPod, you don’t 
need an iPod to either produce or listen to a podcast. In essence, a podcast is an 
audio blog that features links to MP3 files (and even video content). A podcast can 
include music or spoken-word content and often features both. Think of it as a 
radio show that anyone with the right tools can produce and broadcast to the 
world.

Using the same RSS feed technology as blogs, people can subscribe to their 
favorite podcasts using a “podcatcher,” a program that automatically downloads 
the latest media files from a selected list of podcasts to the subscriber’s computer.

Some popular podcatchers include iTunes, Odeo, PodNova and Juice. You can also 
use Yahoo! Music Engine, NetVibes and a growing number of common applications 
to subscribe to and manage podcasts.

Reality check: A podcast takes more technical skills to publish than a simple text-
based blog. You must be familiar with microphones, audio editing software, bit 
rates, etc. But if you can swing it, podcasting offers another great way to interact 
and share yourself with fans.
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Top blogging and podcasting resources

There are tons of services out there that can help you produce and publish your 
own blog or podcast. Here are some of my favorites resources:

To publish your own blog …

 Blogger.com – a free blog service owned by Google – very easy to set up 
and use

 Wordpress.org – free blogging software you can run from your own web 
site

 SixApart.com – a company that offers multiple online journal options, 
including TypePad, Moveable Type, LiveJournal and Vox

To publish your own podcast …

 Gcast.com – a free podcasting service from GarageBand.com
 Libsyn.com – a low-cost service to host and publish your podcast
 Blogmatrix.com – another inexpensive option for podcasting (free for 

blogging)

To pump up your blog and podcast feeds …

 FeedBurner.com – a free service that can help you streamline your RSS 
feed subscriptions, add interactivity, and include lots of cool features (use it 
in combination with one of the blog services) – highly recommended!

For creating and hosting your podcast …

 Audacity.sourceforge.net – free, open-source software for recording and 
editing sounds

 OurMedia.org – a site that provides free storage and bandwidth for your 
videos, audio files, photos and more

Now that you’re up to speed on the world of blogs and podcasts, let’s cover some 
simple but powerful ways you can use them to promote yourself – whether you 
produce your own blog or podcast … or not.

Using other people’s blogs

Not interested in publishing your own blog at the moment? No problem. You can 
still use them to get exposure and reach new fans. Your first step is to find well-
read blogs that cover your genre.

Here are five blog directories you can use to hunt them down:



- 50 -

Technorati Blog Directory – www.technorati.com/blogs/

Blog Flux Blog Directory – Music Blogs –
http://dir.blogflux.com/cat/music.html

Band Weblogs – www.bandweblogs.com

Music Blog Directory – http://musicblogwiki.elwiki.com/

Blogarama – www.blogarama.com

Once you’ve compiled a list of blogs that reach your ideal music fans, here are two 
simple things you can start doing right away:

 Leave comments. Most blogs allow you to post comments about each 
entry, and those comments do get read. Don’t misuse this feature with 
“comment spam” that mindlessly hypes your band. Make sure your 
comments add to or amplify some aspect of the blog author’s post. It’s 
okay to make a sensible reference to what you play within your comment. 
At the end, put your name and a link to your web site.

 Send useful ideas and links to blog authors. One of your new online 
marketing goals should be to network with and get to know music bloggers. 
Search your favorite music blogs for a “contact” or “about” link that 
includes the e-mail address of the blogger. Store these names and 
addresses in a database, then occasionally send them compliments, links to 
sites that might interest them, or news about something cool you’re up to. 
Reaching out to bloggers in this way will strengthen relationships with them 
and lead to some nice online exposure.

Using other people’s podcasts

As you did with blogs, the first thing to do is uncover the best podcasts and online 
radio shows for your music. Here are some places to start your search:

Podcast Pickle – www.podcastpickle.com

Podcast Alley – www.podcastalley.com

iTunes – www.apple.com/itunes/store/podcasts.html

Yahoo! Podcasts – http://podcasts.yahoo.com/

Odeo – www.odeo.com
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Okay. You’re armed with a hot list of podcasts that cater to your target audience. 
Now what? Read on …

 Submit your music to podcasters. Visit each podcast web site. Seach for 
“music submission” or “contact” info. Then follow their submission 
guidelines, if they display them. Often it’s as simple as sending an e-mail to 
the podcast host with a short bio and a pitch for why your music is worth 
playing. Be sure to supply a link where the podcaster can hear and 
download your song or songs.

 Hook into PodSafeMusicNetwork.com. The major labels have many 
online broadcasters on edge. Podcasters, especially the more prominent 
ones, don’t want to risk getting sued for playing copyrighted material 
without permission. The PodSafe Music Network is a place where artists can 
register their songs as “podcast safe” – meaning they give podcasters 
permission to play their songs. Submit your music here and your exposure 
level could easily soar.

 Submit audio comments. In the blog section earlier, I suggested that you 
leave intelligent comments. You can leave text comments on many podcast 
sites too. But a more creative option would be to record and send an audio 
response to something a podcaster talked about or played on a recent 
episode. Include a clip from one of your songs in the background. Many 
podcasters will appreciate you giving them extra content to include in their 
shows, and you’ll benefit accordingly.

 Record podcast show IDs. You’ve heard these on commercial radio for 
decades. Well, they translate easily to the podcast world as well. Your 
recording would go something like this: “This is Dave Smith from Funky 
Monkey, Atlanta’s premier party dance band, and you’re listening to the 
Way Cool Music Podcast.” Easy, huh?

Using your own blog

If you already publish a blog or are about to start one, congratulations. That’s a 
smart move. Here are a few ways you can turn your blog into a marketing 
machine:

 Deliver the facts. The most basic thing you can do with an artist blog is to 
announce stuff: gigs you’re about to play, new tracks you’ve released, 
awards you’ve won, media coverage you’ve just landed, etc. Let people 
know about all of your music-related activities. But there are other things 
you should do with your blog too. So read on …

 Share your journey. This blog style is part personal diary, part rock 
documentary. Invite fans to follow along as you log reports about your 
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adventures through the music world. Publish daily dispatches from the 
road, keep fans updated on your creative process in the recording studio, or 
tell them about the great show you had the night before. Share yourself 
with your fans and they’ll feel more of a connection with you.

 Post often. Some bloggers publish something every day; others post 
entries once or twice a week. Choose a frequency that works for you and do 
your best to stick with it. I suggest at least one post a week; more if you 
can swing it. What you want to avoid is DBS (Dead Blog Syndrome) –
where weeks or months go by between posts. Lifeless blogs don’t get read.

 Report on your genre. Here’s an idea that could bring you a lot of 
targeted traffic. Instead of publishing a blog that promotes your music only, 
create one that acts as a one-stop resource for your entire genre. If you 
play children’s music, start the Children’s Music and Family Fun Blog. 
Publish reviews and links to other artists who create music for kids. You’ll 
attract a lot of incoming traffic from people searching for your musical 
category. Of course, you’ll include lots of plugs for your own music, which 
will make it well worth not having the complete focus of the blog on you.

 Extend link love. As I mentioned earlier, there’s a lot of cross-referencing 
that takes place in the blog world. You should regularly scour the web for 
news and online resources that would be of interest to your fans. Then 
write about (and link to) those other blogs, sites, artists, etc. After you 
publish a new post, send a quick e-mail to the person whose site you 
plugged. This will often lead to a return link when that webmaster or 
blogger writes about the exposure they got on your blog. The best way to 
get link love is to give it unconditionally in the first place.

Using your own podcast

If you have the editing software and technical chops to produce your own podcast, 
go for it. Here are some ways to give your podcasts more promotional strength:

 Introduce new songs. Obviously, the thing that sets a podcast apart from 
a blog is the audio aspect. Use that to your advantage by using your 
podcast to share the most important asset you have: your songs. But don’t 
limit your choices to what’s available on your latest studio CD. Use your 
podcast to share stripped-down demo recordings, live versions of your older 
songs, alternate studio takes, and more. And you don’t have to give away 
the store. One or two such tracks a month would be plenty to keep your 
fans happy and coming back for more.

 Reveal your personality. Artist podcasts don’t have to be all about music. 
Your speaking voice can also be a powerful connection device. Look over 
the tips I offered earlier on using your own blog – especially the “Share 
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your journey” and “Report on your genre” sections. Consider doing spoken-
word versions of these topics. Each episode could feature you talking about 
your latest experiences interspersed with a new song or two. The 
possibilities are limited only by your imagination.

 Use an interview format. Ask a friend or a journalist to do an audio 
interview with you. Or simply have fellow band members ask each other 
questions while the mic is on. Conversations are often more interesting 
than a solitary voice.

 Write attention-getting show titles. Make sure the name you give each 
episode is riveting and filled with rich keywords. I’m not talking about how 
you describe it on the recording. I’m referring to the headline you use on
the episode’s podcast web page. For example, “What a Week It’s Been” is 
not a strong headline. “How I Ended Up in Handcuffs in the Back of a Police 
Car” would grab a lot more attention. Be specific, mysterious, outrageous 
or funny with your titles … just don’t be dull.

 Edit your ID3 tags. These tags supply the information in an MP3 file that 
is displayed when your audio is played on an iPod or other digital media 
player. The most important tags are Title, Artist and Album. Don’t leave 
these blank. You want people to know what they’re listening to long after 
they’ve downloaded your podcast episode.

If your show is called the Pocket Rocket Podcast, your Title tag should be 
something like “PRP 10 – New Live Tracks from Detroit.” Include a standard 
abbreviation and show number, followed by the episode title. For the Artist 
tag, put your name and web site: “Steve Rooney Band -
SteveRooney.com.” In the Album tag slot, spell out the full name of the 
podcast. Taking these steps will ensure that fans are able to store and find 
your files quickly, and can get back in touch with you when they want.

Note: Another growing trend is the use of video blogs (also known as vlogs or 
videocasts). The video iPod and other multimedia devices make it possible for 
consumers to subscribe to sites that offer video content as well – using the same 
RSS technology that powers traditional blogs and podcasts.

We’ll cover more on video in the next chapter. But before you turn the page, let 
me ask you …

Are you squeezing all of the marketing opportunities you can out of music blogs 
and podcasts? If not, use the ideas in this chapter to tap into this progressive form 
of online communication.
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Chapter 7

MySpace, YouTube and the 
Social Media Revolution

Is your head spinning with thoughts of MySpace, YouTube, Technorati, Del.icio.us, 
Digg and all these new “social networking” web sites? Well, relax. This chapter will 
put things in perspective and make it all easier to understand. Looked at in a 
different light, social networking and the new rules of Internet music promotion 
aren’t so mysterious after all.

When it comes to technological advances, you must remember one thing: Your 
focus should not be on the tools and gadgets themselves. Your attention must stay 
on what’s powering the technology. And the fuel that runs all of these electronic 
and digital systems is … people. That’s right. Plain old human beings.

So, wrapping your head around “social networking” all boils down to understanding 
people. Human beings are social creatures, and they have been for centuries. For 
generations, people have gathered in groups: The tribe, the town square, the 
corner bar, the family reunion, the gang at work, the sports team, the church 
picnic … you name it.

What’s really going on under the hood?

Humans have a primal need to be around and communicate with other people –
especially with people who share their outlook, interests and values. It’s easy to 
get bogged down with ever-changing tech tools and file formats, but when you 
look under the hood, you’ll see something that never changes: human nature at 
work.

Insight: Think of our basic need to communicate as a body of water. It flows 
when and where it can. Blogs, podcasts and video streams are simply the latest 
tools that allow people to express themselves and make connections with others. 
Ideas flow regardless, but technology gives people more powerful options to 
deliver their messages to other humans.
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Tagging: a way to sort through the noise

There are more people surfing the Web and more stuff available to read, hear and 
see than ever before. It’s a crowded, noisy Internet. So how do people find the 
things that are most relevant to them? Of course, search sites like Google are one 
of the most common ways that consumers discover things. But a growing method 
people are using to filter through the clutter is something called “tagging.”

If you’ve ever used web sites like Flickr, YouTube or Del.icio.us, you may already 
be familiar with tagging. It takes place when someone posts a new photo, video or 
favorite link on one of these sites and then gives it a descriptive “tag” – one or 
more words that describe what it is. For instance, if you publish a picture on Flickr 
taken during your trip to the Grand Canyon, you might give it tags such as “Grand 
Canyon, Arizona, vacation, hiking.”

The important thing about tags on most of these social media sites is this: You 
aren’t the only one who can see and use your tags. Anyone who visits Flickr can 
search the entire site for photos tagged “Grand Canyon” or “hiking.” And you can 
quickly find out who else is posting Grand Canyon photos too. This allows you to 
find other people with similar interests and for them to find you. It’s online 
interaction on the most personal level.

Key lesson: The best way to use tagging to promote your music is to think about 
the words that fans of your music use most when searching for stuff online. You 
can load up your tags with references to your genre or similar sounding artists, 
such as “power pop, guitar rock, Cheap Trick, Green Day.” Or descriptions based 
on how your music might be used, such as “yoga, massage, meditation, music.”

I’ll cover some of the individual tagging sites later in this chapter. But for now, just 
be aware of this potent method to reach your ideal fans online.

The giants of social media

As I’ve mentioned, so many new web sites and technologies are popping up on the 
Internet, it’s hard to keep up with them. Many new music sites and services arrive 
in a flash with great fanfare … and then dissolve quickly or die a slow death. 
(Remember the heyday of MP3.com and Napster?) But a few of them stick around 
for the long haul.

In recent years, two sites in particular have made undeniable seismic (and 
seemingly permanent) splashes both online and off. Even if you’ve never been 
near a computer, you’ve certainly heard of MySpace and YouTube. There’s no 
ignoring them. With many millions of users and visitors – not to mention buzz and 
media attention out the wazoo – MySpace and YouTube are the undisputed kings 
of the Web 2.0 world, a new stage of Internet evolution where community and 
interactivity rule.
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Key thing to note: Most of the content on these sites is user-generated. Think 
about it. Every profile on MySpace and every video on YouTube is created and/or 
uploaded by users. In earlier days, a web site had to bulk up on news, books, 
music or some other kind of owner-created content to attract web traffic. But now 
– whether you’re talking about eBay, CraigsList, Flickr or Match.com – what draws 
people in is all the other people posting their stuff on these sites.

With all of this interacting going on, shouldn’t you be tapping into the flow? Of 
course. Here’s a rundown of the major social media web sites you should consider 
using to reach more fans and market your music better:

MySpace.com

Meet the undisputed heavyweight champ of social networking sites. By the time 
you read this, MySpace could have 500 gazillion registered users – or be a relic of 
the past. Who knows? But as of this writing, it is the most traveled online 
destination where independent music reigns supreme. Millions of bands have free 
profiles on the site and clamor for the attention of people they like to call “friends.”

Here’s how it works: It’s as if each MySpace user has his or her own private club 
of special friends who share similar interests. Once you’ve been approved as 
someone’s official friend, you get access to their entire network of friends. And 
each of those friends has a network of friends. So, when it comes to social “music 
networking,” if you can get a few excited fans talking about you, word can spread 
to thousands of people fast.

Three ways to use MySpace effectively:

 Be sure to sign up for a MySpace Music account – which gives you 
features like a music player, gig calendar, blog, and lots more. Don’t make 
the mistake of signing up for a basic, bare-bones member account, because 
it’s nearly impossible to convert it to a music version. So, when you 
register, go to the Music section and click on Artist Signup.

 Don’t make people dizzy with bad design. One of the great things 
about MySpace is the freedom the site gives users to manipulate the layout 
of their profile pages. The big drawback is that many people simply don’t 
have good design skills. That explains why you see so many horrid music 
profiles on MySpace that are bloated with heavy graphics, multimedia, and 
contrasting colors that make reading the text nearly impossible. Don’t do 
this! Err on the side of simplicity.

 Be prepared to put in the time. To make the most of MySpace, you can’t 
just throw up a profile page, let it sit, and expect it to work miracles. It’s 
called “social networking,” which means you have to be social and network
with other people. Therefore, allot time every day (or at least a few times a 
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week) to responding to comments, messages and friend requests. Be 
proactive and seek out users who are fans of bands similar to yours. Send 
them friend requests and messages. Also, update your profile regularly, 
upload and embed video clips, and check out other MySpace areas such as 
Groups, Forums, etc.

Here are a few other popular social networking sites to consider: Facebook.com, 
Friendster.com, Bebo.com, LinkedIn.com, Xanga.com. For more in-depth info on 
MySpace, check out my book MySpace Music Marketing at TheBuzzFactor.com.

YouTube.com

At first, the Internet was primarily a text-based medium. Then high-speed access 
and the MP3 and Flash formats made audio commonplace online. It was only a 
matter of time before video caught up. There are now an endless number of video 
sites across the Web, but the granddaddy of them all is YouTube.com, which at 
last count was serving up some 100 million videos a day to its users.

Here’s how it works: Once you register for a free YouTube account, you can 
upload video clips of 10 minutes or less in a variety of formats. The site then 
converts them to a streaming format that your fans can view on the YouTube site 
itself or embedded into your own web site. There’s a lot of competition for 
attention on the site, but some music videos rise to the top and are seen by 
millions of people.

Here are three ways to make the most of YouTube:

 Don’t let a low budget stop you. If you’re sweating because you think a 
music video has to be a big-budget MTV extravaganza, slap some cold 
water on your face right now. In this new era, it’s more about the idea 
behind the visuals than it is the production quality. Granted, it helps to 
have a nice camera and editing software (and the chops to use them 
tastefully). But many people have received widespread exposure using only 
a $50 web cam on their home computer.

 Think outside the format box. On YouTube and other similar sites, 
music-related videos come in many different forms. It can be as simple as a 
single-camera shot of you playing in your living room or on a stage, or as 
complex as a documentary or traditional music video. Also, the video 
content you create to promote your music doesn’t even have to include 
music. Record interviews with your band members or shoot footage of life 
backstage or on the road. As long as you’re sharing some part of yourself 
with your fans, it’s all fair game.

 Develop your YouTube profile page. Like MySpace and other sites, 
YouTube allows you to design a profile page that contains links to all of your 
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videos, a short bio, and a link to your personal web site. Also, people can 
subscribe to your “channel” and get updates whenever you post new video 
content. You want to encourage this connection. And while you’re at it, 
subscribe to and leave comments on other YouTubers’ profile pages, which 
will cause your name to appear on their pages.

Other video sites to consider: Google Video, Joost.com, Revver.com, 
DailyMotion.com, Jumpcut.com, Stickam.com. Take a look at my special report 
How to Use Video to Promote Your Music Online for dozens more tips on this topic.

Technorati.com

This site tracks and organizes what’s being talked about on millions of blogs across 
the Web. It also sorts through other forms of user-generated content (including 
photos, videos, voting, etc.), which it refers to as “citizen media.” Technorati is the 
place to go to discover the most popular social media sites, tags and topics.

How to use it: Search Technorati to find the blogs that are covering your style of 
music and artists similar to you. Then contact the individual bloggers and start a 
relationship with them. If you publish a blog of your own, be sure to sign up for a 
free Technorati account and register your blog. Doing so will help other people find 
you easier.

Del.icio.us

This online destination is the premier site for “social bookmarking.” It’s designed to 
be a one-stop site to store links to your favorite articles, blogs, music, reviews, 
and more – and access them from any computer on the Web. You organize 
bookmarks on Del.icio.us using descriptive tags (mentioned earlier).

How to use it: As you do with Technorati, you can search Del.icio.us by topic and 
tags. If you play music that appeals to fans of Beck, you could search the site for 
all bookmarks tagged “Beck.” This could uncover a lot of new promotion sources. 
Also, if you start your own Del.icio.us account and store your bookmarks there, 
other surfers may find you based on the tags you use for your own links.

Flickr.com

When it comes to places that store and share still photos on the Web, Flickr is king 
of the heap. Millions of people post and tag their images on this mega site. From 
animals and architecture to water and weddings, you’ll find it here. Now owned by 
Yahoo, Flickr has free and paid accounts with different levels of features.

How to use it: The primary way to use Flickr is to show your musical self in 
action. Your music should speak for itself, but offering visual images that your fans 
and supporters can enjoy adds another layer of credibility to your career. Post 



- 59 -

photos of you on the stage, in the studio, and on the road. Capture the interesting 
things you encounter along your musical journey and share them with others.

Digg.com

Digg describes itself as “a user-driven social content web site.” What does that 
mean? The site’s “about us” page explains: “Everything on Digg is submitted by 
our community (that would be you). After you submit content, other people read 
your submission and Digg what they like best.” Digg in this context means vote. If 
your submission receives enough favorable “diggs,” it may be promoted to the 
front page for millions of visitors to see.

How to use it: Digg has three categories: news, videos and podcasts. If you have 
created or were featured in an interesting article, video or podcast, register with 
Digg and submit a link to and description of the item. Then ask your fans to “digg” 
it. The more diggs you get, the higher your item rises on Digg’s pages – which 
means more people will find out about you.

SecondLife.com

Millions of people have been flocking to this virtual reality playground. Second Life 
is “a 3-D online digital world imagined, created and owned by its residents.” Each 
user creates an avatar, which represents his or her persona in the virtual world. 
Once created, your avatar can visit dance clubs, casinos, shopping malls, vampire 
castles, movie theaters, and more. You can even spend and make money (called 
Linden Dollars) and buy and sell real estate.

How to use it: Second Life operates very much like the real world, with people 
offering goods and services in the virtual fantasyland. You can open a nightclub, 
sell hand-crafted instruments, become a graphic artist or publicist … or put on live 
music concerts and charge admission, sell merchandise for Linden Dollars (which 
can be exchanged for very real money), and much more.

Last.fm

It may sound like Big Brother is watching but it really isn’t. Last.fm is a web-based 
service that records what you listen to on your computer, then presents you with 
an array of interesting choices based on your tastes – artists you might like, users 
with similar tastes, personalized radio streams, charts, and more. It’s designed as 
a tool to help you discover new music, based on stuff you already like.

How to use it: Last.fm is eager to add new music to its database. Register for a 
free Last.fm user account. Then set up a label account (even if you’re a solo 
independent artist). This will enable you to add music directly to Last.fm’s 
streaming radio services and manage your presence on the site. Why do this? 
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Last.fm has a huge and expanding global audience and is specifically designed to 
aid the spread of music through a social community.

GarageBand.com

Since 1999, this site has been promoting indie artists to the world. And it does it in 
a way that’s right in line with the Web 2.0 world: by letting ordinary listeners and 
fans pick the best emerging music. GarageBand claims, “Our vision is to redefine 
how music is discovered and promoted: by the people, for the people.”

How to use it: Register for a GarageBand artist account (there are various free 
and fee-based options). Post your songs to your profile page. Reviews are 
randomly assigned to listeners among the site’s 600,000-plus community of music 
fans. The higher your songs are rated, the higher they climb up GarageBand 
charts. The highest rated songs get the most exposure and plays. Dozens of bands 
have been signed as a result of their ratings on the site.

CraigsList.com

This bare-bones site has become the free classified ad supermarket of the world. 
Founded by Craig Newmark in 1995 as a job-posting site in San Francisco, 
CraigsList now serves up ads and forums in 450 cities worldwide.

How to use it: You can use CraigsList for a number of music-related purposes. If 
you need a new bass player, post a free ad in the Musicians section. Promote your 
shows in the Events area. Let talent buyers know about your services in the Talent 
Gigs or Event Gigs section. All for free.

As you can see, along with Internet growth and technological advances come 
opportunities. As a creative music marketer, it’s your job to examine all of the 
current tools available online (along with new ones that keep popping up) and 
figure out the best way to use them to promote your music to the world.
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Chapter 8

How One Artist Used the 
Internet to Sell 12,000 CDs 
and Quit His Day Job

We can all learn a lot from John Taglieri, a singer/songwriter from New Jersey who 
in five short years transformed himself from being a frustrated musician with a day 
job to being a full-time, one-man success story in the wired world.

“I spent a lot of time early in my career chasing down a dream that I thought was 
always just beyond my reach,” Taglieri says of his years in the bar band trenches. 
“I had burned out on the original scene and needed a break.” After a couple of 
years, though, the itch to create music returned. “Only this time, I wanted it my 
way.”

Taglieri went the do-it-yourself route and recorded a solo CD, called Leap of Faith. 
“The CD, aptly titled, was my leap of faith to see if I could really make it in the 
business,” he says.

Results: Since the release of that CD, Taglieri has sold about 12,000 units, 
toured, performed at music conferences, landed several major sponsors, was 
signed to one international label and then started his own indie label, Leap Dog 
Music. He also has investors paying for his next album and upcoming tour. How did 
he come so far so quickly?

Searching for the right avenue

“When I released the CD, I took out ads in the local papers, got the CD in all the 
major local stores on consignment, and tried my hardest to promote it,” he 
explains. “I did all the traditional methods of promotion.”

Taglieri then landed an appearance on WPLJ’s “Scott & Todd Show,” one of the 
biggest morning radio shows in New York. Sales went through the roof that week, 
with almost all of the stores selling out of their stock. But as his appearance on the 
show faded into memory, so did the sales.
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“The problem was, I couldn’t figure out how to keep it going,” he says. “As a solo 
artist, I had no band to go and book clubs with, so touring was not an option at 
that point.”

Then the ambitious musician did something that proved to be a turning point: He 
got on his home computer and dove into the Internet. Once he realized the 
potential that sat at his fingertips, there was no stopping him.

“The Internet has created a whole new world out there for singer/songwriters, 
bands and musicians in general. What I learned over the next 18 months, and 
have continued to learn in the years since, is just how valuable the Internet can 
be.”

Taglieri’s approach to cyber promotion is fairly simple. He explains: “I’m a pop-
rock songwriter. My music has been compared to everything from Journey and Bon 
Jovi to Edwin McCain and Train. It has a 1980s style with a newer rock feel. So I 
started searching the Web for any sites that catered to my type of music. I got 
listed on some of the generic music web sites, but I felt the genre-specific sites 
offered a better chance of getting exposure and good reviews.”

Important lesson: Focus on sites that cater to your style of music. You’ll never 
be all things to all people, so spend your limited time concentrating on sites where 
you have the best chance of connecting with an audience.

“I would find one web site for my type of music and contact them about the 
possibility of a review, then go to their links page and go to every site on that 
page. I kept up this routine for every site I went to,” he says. “For every one I 
visited, I wound up on 25 more, which led me to 75 more. Before long, I had made 
contact with dozens of music web site owners who were willing to mention me or 
do a review.”

Time-released success

Progress was slow at first, but things began to pick up steam. “Within a few 
months, the ball was rolling. The first few reviews came out and were very 
positive. This opened the door to other sites that were reluctant to let me in. Once 
they saw me getting good reviews, they were willing to give it a try.”

Taglieri spent from six to eight hours a day on the Internet while working a full-
time job. When he wasn’t at work, he was on the Net promoting his music. Over a 
12-month period, he racked up more than 50 reviews. He attributes his success to 
putting in the time, being pleasantly persistent, and having patience and 
determination.

I’ve long advocated Taglieri’s personal, one-on-one approach. Even against the 
backdrop of today’s quick-fix era, this time-honored philosophy still pays 
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dividends. I encourage you to start a simple database of web sites (and the 
specific human contacts at each one) that are dedicated to your style of music.

How to start your online search

Here are a list of music directories where you can begin your search. Of course, as 
Taglieri will tell, it takes time and commitment to make it work.

Google - Music Directories
http://directory.google.com/Top/Arts/Music/Directories/

Yahoo! - Music Web Directories
http://dir.yahoo.com/Entertainment/Music/Web_Directories/

MusicDish Genome Project
www.musicdish.com/genome

Music Business Solutions: Resource Directory
www.mbsolutions.com/resource

More music marketing wisdom from Taglieri

“Everything in life basically works on the same principal: customer service. You 
have to treat everyone you come in contact with as a customer,” he says. “You 
want to be treated well for the things you do, and so do the writers, bloggers and 
podcasters who run the sites we all beg and expect reviews from. Give them every 
courtesy you can.”

Taglieri also sends everyone who gives him exposure a thank-you e-mail telling 
them how much he appreciates any reviews he gets, good or bad. “This may seem 
silly, but I can’t stress how important it is. Many people e-mail me back saying 
how much they appreciated it. Their common complaint is that artists take them 
for granted, and once they get the review, they never hear from the artist again, 
except when they need something else.”

Lesson: Music promotion on or off the Internet is a two-way street. If all you ever 
do is ask for something from your music biz connections, eventually they may stop 
giving. Ask yourself what you can do for the people who help you. Perhaps it’s 
giving their blog a plug in your newsletter or adding their site to your links page. 
Maybe you can even pass along a note about a helpful web site or news story 
you’ve run across.

“I make it a point every month or so to send a hello e-mail to everyone who’s ever 
reviewed me,” Taglieri adds. “This serves two purposes. First, it lets them know 
I’m thinking about them and stopping by their sites, which I do. I can never forget 
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those who have done things for me because I see their names every time I look at 
my press kit. Second, it keeps you in their minds, which can lead to more 
promotion.”

Staying connected to people who can help you

Even if you’re sold on the idea of keeping in touch, it’s easy to get sidetracked. If 
you’re a forgetful type, use a free service to send you an e-mail reminder message 
at certain intervals. Two services to consider are:

Memo to Me
www.memotome.com

eMinders
www.eminders.com

Also, to keep track of the growing number of contacts in your music database, 
you’ll need to store this information somewhere. You should use some type of 
contact management software, which allows you to enter details into separate 
fields such as web site name, URL, contact name, e-mail, description of the site, 
etc. Here are a few applications to consider:

ACT
www.act.com

FileMaker
www.filemaker.com

MyMailList
www.avanquestusa.com/products/mymld

After several months of steady web exposure, Taglieri started getting more 
requests for online interviews and feature stories. He also began winning web site 
awards and being listed on some sites’ “best” lists.

“Recognition like that enhances your exposure because now you are front page 
news on music web sites, instead of just a listing in their databases,” Taglieri says. 
“What it also did was create a buzz for sales. My web site started getting a lot 
more hits and sales picked up dramatically.”

Taglieri eventually embarked on a self-booked, 23-city tour. He got press in 14 of 
the 23 cities and sold more than 400 CDs by the time the tour came to an end.

“With my name on many web sites and magazines, I was beginning to get 
approached by small indie labels both in the U.S. and Europe. That’s the beauty of 
the Internet. The world is as close as right next door. There are very few barriers.”
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In more recent years, he quit that former day job and toured the U.S., sharing 
stages with acts such as Edwin McCain, Sister Hazel, the Gin Blossoms, Gavin 
DeGraw, Michael Tolcher, Brian Vander Ark, VACO, Rik Emmett, and more.

Taglieri started his own indie label, Leap Dog Music, and landed sponsorships with 
Ovation Guitars, Curt Mangan Strings, and Marshall Amplifiers. “I have a great 
manager, a great lawyer, an awesome PR team, and a killer band. I’ve worked 
hard to do everything I could to put together this team that will take my career to 
the next level.”

What is success worth to you?

“It all comes down to one thing: How bad do you want it and how much are you 
willing to sacrifice for it? I gave up going out and partying, having a big social life, 
and many other things because it was far more important for me to be working on 
making a name for myself and getting my career off the ground. You can’t be 
afraid of promotion and you can’t be afraid of trying. The only thing I lost was a 
few hangovers, and in my book, that’s not such a bad thing.”

Insight: Taglieri believes that anyone who goes after his or her dream and lets 
nothing get in the way should be proud, even if he or she doesn’t ultimately reach 
the highest pinnacle of success. At least you gave it your all.

“Awards, accolades, great press, interviews, sponsorships, record deals – it’s all 
out there for the taking,” he adds. “You just have to learn how to go after things. 
Nothing is handed to you, and when it is, it generally won’t last. But if you work for 
it and do it right, success will last. And it will mean so much more because you’ll 
know you put your heart and soul into it.”

To find out more about John Taglieri and his music, visit his web site at 
www.johntaglieri.com.
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Chapter 9

The 6 Most Common Music 
Web Site Design Mistakes

C.J. Chilvers may not be a web site designer per se, but during the course of 
running www.musicjournalist.com he’s seen plenty of music-related web sites –
online ‘zines, music news sources, artist sites and more. This in-depth exposure to 
music-themed Internet real estate has given him some strong opinions on music 
web site design – the good, the bad and the ugly.

“I’ve spent countless hours staring at poorly designed sites searching for their 
vitals: What is this site about? Who do I contact? And more. Over the past few 
years I’ve gotten to know these design mistakes quite well,” Chilvers says.

Key point: “Many people say that design is an art and is therefore subjective,” he 
continues. “However, web design includes information architecture, copywriting, 
customer service, and a host of other elements that can be objectively studied. 
Mistakes in web design are, for the most part, obstacles placed between the visitor 
and the content they’re seeking. With music-related sites, that content can be 
anything from articles and photos to calendars and streaming media.”

Throughout the following questions and answers, Chilvers describes the most 
common mistakes he encounters – mistakes that he says frustrate users and mar 
otherwise interesting music web sites.

What’s the #1 problem with music web site design?

Lack of clarity and purpose. It seems as though many music sites exist for no 
particular reason; they just exist. The authors assume that we already know why 
they exist and why it’s important to visit regularly. There may be news about 
obscure bands, but no mention of what kind of music the site covers. There may 
be information about the “local scene” without a mention of what city that scene is 
located in. Assume nothing of your visitors. Make your reason for being online 
clear.
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What do you think of Macromedia Flash intros?

Few subjects cause the kind of heated arguments that Flash consistently does. 
Supporters insist that they refuse to cater to the lowest common denominator; 
that Flash is just another form of expression. Fine. But who is your target 
audience? Most likely it’s not other web designers, so getting their approval isn’t 
important. Getting the approval of your visitors and fans is important.

Popular band sites, for example, have visitors that return several times a week. To 
have to wade through Flash intros and splash pages every visit is frustrating and 
annoying, especially for visitors who may have slower, dial-up connections. Flash 
can be used for good but rarely is. You should never add a design element to your 
site just to show that you can.

Can web page background colors be a problem?

Yes, especially multi-colored backgrounds. The two most important factors to 
consider when presenting your written content are readability and printability. Both 
are killed easily by bad backgrounds. Readability is enhanced by contrast. It’s 
much easier to read black text on a white background than pink text on a green 
background. Also, using a patterned background is always guaranteed to confuse a 
reader.

By far the most common background mistake in music sites, though, is the use of 
a black background. Such a mistake is partially redeemable by using white text for 
high contrast. However, if you believe your content is valuable enough for visitors 
to print, you should stick to black or dark-colored text on a white background.

What about feedback forms and contact information?

The best way to make your site totally impersonal is to use feedback forms. 
Though mostly used on big sites, like Spin and Q, smaller sites are also frequent 
abusers of the form. What’s wrong with forms? They make things easier for the 
webmaster, and that’s part of the problem. You should be worried about making 
things easier for the visitor, not yourself. Instead of using forms, just supply your 
e-mail address.

In addition to providing a contact name, title and e-mail address, be sure to make 
your contact information perfectly clear. This may be the most common problem 
I’ve encountered on music sites – no clue on who to contact.

How will you know what your visitors want if you don’t provide contact 
information? How will you know about problems with your site, like typos, errors 
and technical problems? What if parts of your site aren’t viewable on your visitors’ 
browsers?
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Contact information should be up front and complete. What you are saying by not 
providing this information is, “I don’t want to be troubled by my visitors.” Unless 
you’re ashamed of your content, you should never hesitate to offer your contact 
info.

How important is it to update a music site?

That’s the first thing I look for at a site. You’d be surprised how many online ‘zines 
haven’t been touched in more than a year. You may think you’re reading an 
interview with the Deftones about their latest album, but you’re actually reading 
an interview about an album they released years ago.

Check the copyright date at music news sites. If the site’s copyright says 2003, it’s 
probably a dead e-zine that’s never been deleted by the owner.

You want to hear something really sad? Some music sites offer news without 
dates. Here’s a tip: It’s only “news” if it’s new. Make sure your visitors know how 
new your news is. It’ll give them a reason to keep coming back.

Any final tips on user-friendly music sites?

This last one is more about attitude. It’s very common for a site to announce 
arrogantly, “Best if viewed with IE 6.0+ at 1024 x 768.” Your site is best viewed in 
whatever way your visitors feel like viewing it. Making demands on the way your 
visitors view your site is like McDonald’s making demands on the way its 
customers eat Big Macs. Be happy that they’re showing up! Give them a reason to 
keep showing up.

Web design is a multi-faceted topic. We’ve only scratched the surface with this 
short chapter. Here are several online resources to help you register, host, design 
and operate a successful web site:

To register a domain name …

Go Daddy
www.godaddy.com

DirectNic
www.directnic.com

For web site hosting …

Host Baby
www.hostbaby.com
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Music Biz Website Pro
www.musicbizwebsitepro.com

Web Hosting Directory
www.webhostdir.com

For web design tips and tools …

Website Tips
www.websitetips.com

How to Build Websites
www.how-to-build-websites.com

Web Pages That Suck
www.webpagesthatsuck.com

To find a web designer …

Music Web Designer Database
www.hostbaby.com/wddb/search
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Guerrilla Music Marketing
Activity Worksheets

What are your top five skills (musical and otherwise)?

1. ______________________________________________________________

2. ______________________________________________________________

3. ______________________________________________________________

4. ______________________________________________________________

5. ______________________________________________________________

What aspects of your music career really drive you?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

List some of your past or current successes:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

List past failures and, most importantly, what you learned from them:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________
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Write down your top five long-term goals:

1. ______________________________________________________________

2. ______________________________________________________________

3. ______________________________________________________________

4. ______________________________________________________________

5. ______________________________________________________________

List your top five short-term goals:

1. ______________________________________________________________

2. ______________________________________________________________

3. ______________________________________________________________

4. ______________________________________________________________

5. ______________________________________________________________

What music career obstacles might you face – and how will you deal 

with them if they arise?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

List the most important people, organizations and information 

sources that will help you achieve your goals:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

Describe – in detail – your ideal fan:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________
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What truly motivates your fans – what’s the benefit to them?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

Write a Brand Identity Statement (BIS) of 15 words or less to 

describe your music and identity:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

Make a list of web sites, blogs and podcasts suited to your music:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

What online music promotion tactics would work best for you?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

What web site design elements would be ideal to promote your 

unique style of music?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________
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List three simple ways you can …

Create awareness:

________________________________________________________________

________________________________________________________________

________________________________________________________________

Make connections with fans:

________________________________________________________________

________________________________________________________________

________________________________________________________________

Ask for the sale:

________________________________________________________________

________________________________________________________________

________________________________________________________________

Be discovered by fans:

________________________________________________________________

________________________________________________________________

________________________________________________________________

Co-create with your fans:

________________________________________________________________

________________________________________________________________

________________________________________________________________

Find niche media sources online:

________________________________________________________________

________________________________________________________________

________________________________________________________________
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What keywords do fans use to find music like yours online?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

How can you best use MySpace and other social media sites?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

What types of video content can you easily create and post online?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

List 10 things you can do this week to move toward your music goals:

1. ______________________________________________________________

2. ______________________________________________________________

3. ______________________________________________________________

4. ______________________________________________________________

5. ______________________________________________________________

6. ______________________________________________________________

7. ______________________________________________________________

8. ______________________________________________________________

9. ______________________________________________________________

10. _____________________________________________________________
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Section 3

Guerrilla
Music

Publicity
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Chapter 10

32 Ways to Promote Yourself, 
Your Band or Your New 
Release

Despite what you may have heard to the contrary, promoting and marketing your 
music shouldn’t be the dreary task so many music people make it out to be. The 
pessimists tell us we have to shut down the creative side of our brains and shift 
into “business” mode. How dull. How boring. No wonder so many artists go 
running for the hills at the mere mention of having to promote their music.

What follows is a list of creative, low-cost ideas and techniques you can start using 
right away to market your music. Read these tips. Think about them. Play with 
them. Have some fun with them. But, most importantly, put them into action … 
starting today!

Translate your story into a newsworthy hook

Announcing the release of another new album won’t get you very far. Music 
magazines get dozens of these ho-hum announcements every day. However, the 
debut release from an Iraq War veteran or a guy who once got punched by Sean 
Penn might catch the attention of a music editor. Why? Because it has a news 
“hook” that makes it stand out.

So what’s your news hook? To uncover it, ask yourself these questions:

 Does your band name or new CD title have a significant meaning?
 Have any of your members won awards, done brave deeds, or 

accomplished anything noteworthy (they don’t have to be music-related)?
 Do the lyrics to any of your songs tie in with a current event or trend?

Lesson: Always be on the lookout for fresh news hooks related to your music and 
then hammer them home to the media.

Here’s a sampling of free press that artists have received in various publications 
over the years – along with the news hooks they used to get it:
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1) The band Too Much Joy received a letter from former Speaker of the House 
Newt Gingrich letting the members know that the group’s tune “Theme Song” had 
inspired countless Republican activists to pursue their conservative agenda during 
a recent election.

The only thing was, members of Too Much Joy never supported Gingrich and didn’t 
consider themselves to be politically right leaning in any way. The Aquarian Weekly
plastered its cover with the news item and filled up two full pages inside dealing 
with the issue.

Have you received a letter from a public figure? Could you write to someone well-
known and request that they write a brief note about your music?

Another option: When a famous author comes to your town for a book signing ... 
buy the book, get in line, and ask him or her to write a special inscription – such 
as “The Lipsmackers Rock! -Dr. Phil.” Make photocopies of the signature and 
leverage it to get as many plugs in the media as you can.

2) The Texas-based band Rare Seed got a blurb in a local paper regarding its 
upcoming appearance on a regional music video program. This is a smart ploy. 
Most musicians celebrate when they get the media to cover them. And then stop. 
These band members, on the other hand, used their success with television to lure 
the print media into also giving them a plug.

Why not use this cross-media technique with radio and Internet media sources 
too? Use every achievement as a stepping stone to your next marketing move. If 
done right, it’s a never-ending process.

3) Dr. Frank, who fronts the Bay area band Mr. T Experience, received some 
press in Bam magazine regarding the “Dr.” part of his stage name. It seems Frank 
was all set to attend graduate school at Harvard when he changed course to form 
a punk band instead.

Do you have an alternate career path you’ve either put on hold or are doing as a 
day job? If so, how can you squeeze some media exposure out of it? If the usual 
music papers and columnists don’t nibble, what about trade publications or 
company newsletters associated with your other line of work?

4) The members of 1,000 Mona Lisas garnered a write-up concerning an 
incident that had them pulled over in Texas with state troopers searching them 
and their van for drugs. The band then called its next tour “Got Any Weed?” Now 
it’s your turn ... not to get pulled over, but to take a frustrating situation and turn 
it into a promotional device.

What awful things have happened to you lately? And how can you turn these 
negatives into a newsworthy advantage for you and your music?
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5) Twelve San Francisco bands got press when they pooled their efforts and 
produced a calendar. Each month featured a photo of a different act with 
humorous events that happened to each band on various dates. Could you use this 
angle for your band?

6) The band Her Majesty the Baby got a blurb written because it was the first 
band on its indie label to release an album on a new, enhanced CD format. Do you 
have a unique way of presenting yourself that could be turned into a news item?

7) One hard-core Beatles fan got exposure when he persuaded the mayor of his 
city to declare December 8 as “John Lennon/Free as a Bird Day.” Could you swing 
a similar proclamation?

8) WVRV radio in St. Louis got exposure every year when it hosted its annual 
holiday “River of Toys” benefit concert, featuring national and regional artists 
performing in an acoustic setting. What worthy cause could you support?

9) Silverwolf Records got coverage for its Homeless Project, a compilation CD 
of songs about the homeless. Does your CD have a noteworthy theme? If not, 
could you give it one?

10) A rap trio whose members pack a few extra pounds performed a promotional 
workout at a New York fitness club. The media gathered and got photos and video 
of the rappers sweating to the sounds of their new single.

Now come up with your own news hooks. And remember, have fun doing it!

Blurbs, short takes and editorial mentions

Some people call them “blurbs.” Others call them “short takes” or “brief editorial 
mentions.” Whatever name you give them, they can add up to extra media 
exposure for you and your music. Feature stories and record reviews are great –
and you should pursue these avenues of media coverage regularly. But what most 
music marketers overlook are the great opportunities that exist with music gossip 
columns, scene reports, industry updates, studio news, and more.

Reality: Every week, thousands of magazines, newspapers, web sites, blogs and 
fanzines around the world need to fill certain sections with short, music-related 
items of interest. Since they’re not especially prominent, these sections are often 
ignored by self-promoting artists and record labels. How foolish.

What follows is a list of column blurbs I found while flipping through only a few 
regional music papers. Use these ideas to come up with your own list of angles to 
get regular “short take” news mentions.
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11) The nostalgic R&B group the Fabulous Boogie Kings received some 
positive press after a club appearance in Houston. The blurb made a reference to 
the outstanding sales of the band’s latest CD. Do you have something of note to 
celebrate – an achievement that lends credence to your band’s worth? If so, share 
it with the media.

12) Personality Crisis received a news blurb because the band was planning a 
special show to celebrate its 500th gig. Any special occasion – no matter how 
trivial it may seem to you – can be leveraged into a reason for a columnist to give 
you a plug.

13) A few Texas bands put together a traveling rock show package called the 
Divas of Rock Tour. Combining your efforts with other bands, record labels or a 
group of sponsors – and adding a theme – opens the door to more exposure.

14) Shaun Barusch got a few great media plugs when he formed MIA 
Records. Artists aren’t the only subjects to get mentioned in the press. Consider 
your label, distribution company, charity, studio – whatever – as a prime candidate 
for coverage.

15) Arts organization the Houston Music Council got press when it released a 
new volume of a compilation CD featuring local bands.

Now start thinking. Start writing down your ideas. Start getting exposure!

More creative music marketing ideas

16) Canadian entertainment lawyer Ryan Richardson works with a band 
called Leaderdogs for the Blind, which released an album called Lemonade. 
Richardson says that when the record company that put out the CD did little to 
promote it, the band members decided to push their own singles – one being the 
title track, “Lemonade.”

“Inserted with a flier promoting the singles was a small packet of brand-name 
lemonade drink mix that cost us a whopping five cents each,” he says.
“Because the packages were so compact, there was no additional cost to mail 
them. Across the country, radio program directors and DJs apparently fought over 
who was going to keep the tasty beverage, and the singles ended up charting.”
For most bands, this creative marketing ploy would have been enough. But not for 
the Leaderdogs.

Richardson explains, “At one of our summer festival shows, we distributed free 
homemade lemonade to the audience in 95-degree weather, as well as chilled 
cartons of the refreshment that had been donated by a local juice bottler for all of 
the industry types present. It worked well to reinforce the name of the song.”
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17) The Southern California band Saint Monday set up an in-store 
appearance at a Virgin Megastore location and gave away hundreds of free CD 
music samplers in five hours. Each sampler had a coupon for a $2 mail-in rebate 
that customers could get if they came back and bought the band’s full-length CD 
at the store. 

Since Saint Monday is promoting pop music with a fun and sexy image, the 
members are considering another creative tactic: giving away condoms with an 
inscription that reads “Saint Monday: Music That Turns You On.”

So what are you doing that’s fresh and different to promote yourself as an artist? 
Not sure what creative marketing strategy to try next? Try this:

18) Sit down right now with a pen and notebook. Start brainstorming on 
every possible angle for a creative hook. Consider the name of your band, the title 
of your new CD, maybe even the subject matter of individual songs. Also think 
about current events and good causes you feel strongly about.

Ask yourself: “How can I take these details about my music and transform them 
into a newsworthy and attention-getting story?” Write down your answers. You 
might be surprised by the great ideas you uncover.

Create your own music events with others

You know the philosophy by now: Don’t wait around for music marketing 
opportunities to come to you. Instead, create the circumstances you desire by 
taking matters into your own hands.

Nowhere is this more powerful than with music events you conceive and organize 
with other people. To illustrate the point, here are some possible avenues to 
pursue:

19) Throw a listening party. Gather together a group of bands and artists who 
have put out new CDs recently. Find a nightclub or record store that’s supportive 
of local music. Then ask for a date to hold a new music listening party.
On the night of the party, pick someone to emcee (maybe you) and introduce one 
act at a time, then play one or two tracks off of each band’s CD. At the end of each 
group’s segment, you could have people in the audience ask the players questions.

You could also offer free (or cheap) food and drinks and discounted prices to 
anyone who wanted to buy any of the CDs that night. It would be best to promote 
this as a safe, quick musical buffet for consumers who want to sample local music 
without having to hop from one beer-soaked club to another.

I wish more bands used this concept.
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20) Present a collaborative, multi-act unplugged show. Sure, you could 
present an acoustic performance or songwriters circle with other musicians at a
nightclub or record store. The format works … but a lot of artists have done the 
same thing. It would be more interesting to take an extra step and stage an 
acoustic show at an unexpected venue.

Possibilities: art galleries, skate shops, hip clothing stores, recreation centers, 
shopping malls, New Age retailers, bookstores, etc.

Once again, get a number of other acoustic acts on the bill and make sure the 
manager of the location is committed to actively promoting the event. Come up 
with a newsworthy theme and – combined with the offbeat location – you might 
have a nice angle with which to lure the media into covering it.

21) Tie into an already existing event. You don’t have to reinvent the wheel to 
cash in on events. You can also contact the organizers of already established 
events and ask if you could help them add a musical element. That way, they look 
good and you get exposure. Think about the many annual events in your region. 
Which ones would benefit from your talents and creativity?

Hot tip: If you can’t formally get connected to an existing event, consider 
presenting an “unofficial” party at a nearby location. Many artists and labels do 
this during major music conferences such as South by Southwest.

Sneak into media exposure through the side door

22) New Age artist Laurie Z was interviewed on a syndicated radio show 
called Tech Talk (which is also broadcast on the Internet). The program features 
people who use modern technology in various fields. Past guests have included 
Tom Clancy, Kurt Russell and Todd Rungren. Laurie was invited to discuss how 
she’s used technology to create her music and market herself.

The main thing to note in this example is that a musical act is getting media 
exposure on a non-music show – a valuable lesson for us all. How many potential 
avenues of promotion are you overlooking because you don’t see an immediate 
connection between what various media cover and what you produce?

Here are some possible angles for different genres:

23) A jazz musician could hook up with a psychologist or music therapist to 
discuss the stress-reduction benefits of mellow jazz music.

24) A traditional blues player who has either lived through or learned a lot 
about regional music history could pitch himself as an expert on local culture.
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25) A punk or metal band member could become an advocate for safe mosh-pit 
etiquette and offer to enlighten kids and their parents on common-sense advice 
when attending concerts.

26) A rap artist might shed light on the fact that not all rap and hip-hop music is 
about gangs, sex and life on the streets.

27) A country musician could team up with a fitness instructor and espouse the 
virtues of line dancing as a fun form of exercise.

28) Become a music trivia expert. Do you know way too much about the 
Beatles? Or Elvis? Or the ’60s, ’70s or ’80s? Or some other musical niche? If so, 
appoint yourself to be your area’s media consultant on the topic.

Bottom line: You no doubt have many media exposure angles you have yet to 
use to your advantage. Now is the time to uncover them and put them to use!

Still more music marketing tips to consider:

29) Keep in touch with your contacts. Make sure that at least once a month 
your fans and industry contacts get a phone call, post card, e-mail, or other new 
offering from you. Are you staying in touch with these people now? Your goal 
should be to regularly put your name and musical identity into the minds of the 
people who are in a position to support you.

Tip: Come up with a schedule that would accomplish more frequent contact with 
the people who matter most to your career. Add this to your monthly calendar.

30) Keep your ears open for ideas. Listen to the music-related things people 
complain about, and then provide a solution to their problem. For instance, 
members of the Chicago band Cool Beans heard music fans complaining about all 
of the negative, angst-ridden lyrics in modern rock songs. Since they play upbeat 
alternative pop, they started using the phrase “Energetic new rock & roll ... 
without the angst!” on all of their fliers. Doing so positions them as the 
“alternative” to gloom rock. And they might not have used that approach if they 
hadn’t listened to their fans.

31) Spell out your music for potential new customers. New Age artist John 
Huling puts a brief description of his music on the back of his CDs. By doing so, 
even customers who haven’t heard his music before can get a quick synopsis of his 
style and what musical benefits he offers.

Lesson: Don’t expect people to automatically know what your music is about. 
There is nothing wrong with indie artists putting review quotes and testimonials 
from happy fans on the back of CD sleeves. Just be picky about which ones you 



- 83 -

use, focusing more on the quotes that spell out the heart of your musical message 
and the hard-hitting benefits listeners get when they hear it.

32) Make a commitment to do something every day to promote your 
music. If a day goes by that you don’t do at least some small act to promote your 
music, you’re cheating yourself. And the promotional action you take doesn’t have 
to be earth-shattering. Simple actions are effective too – as long as they’re done 
regularly.

Conclusion: Ultimate success in music comes as a result of the small steps you 
take consistently on a daily basis. Pick something covered in this chapter every 
day and put it to use. Doing so will earn you more fans, more notoriety, and more 
clout ... for weeks, months and years to come!
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Chapter 11

Killer Press Kits: The 29 Key 
Elements in Creating Sizzling 
Music Publicity Materials

Sometimes it’s called a press kit. Other times it’s referred to as a promo package 
or media kit. It can exist in the physical world or sit virtually on a web site. 
Whatever you call it and whatever form it takes, this collection of music marketing 
tools will help you get more gigs, media exposure, radio airplay, industry 
attention, and more.

However, I should also remind you that over 95 percent of the press kits sent out 
by bands and record labels end up in the trash can (both the real world and online 
versions).

Reality: Those aren’t very good odds. It’s not easy to get pumped up when you 
consider that rate of failure.

But there’s a good reason all those press kits are being ignored: Most of the promo 
packages clogging up the postal and e-mail systems are lackluster attempts at 
marketing. They are hastily thrown together without much thought or purpose 
behind them.

I know this with certainty because for 10 years I published a music magazine in 
the Midwest. I’ve seen enough bad media kits to make anyone’s head spin.

But I also recall the rare gems that caught my attention – the well-thought-out 
press kits that sold me on an act’s worthiness, inspired me to pop in a CD, and 
quickly motivated me to assign a feature story on the act.

Action step: To make sure a lot more of your press kits are actually read and 
acted upon, please consider the following tips – what I consider to be the 29 most 
important elements of a successful promo package.

Soak up this advice and put it to use right away!
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Cover Letter

Any time you submit a press kit, it should be accompanied with a cover letter or 
introductory e-mail written to a human being at a publication, radio station, 
booking agency, record label, etc. This first element of your kit serves the all-
important purpose of intriguing the recipient and spelling out the reasons he or she 
should bother looking through the rest of the kit.

Here are the main points to keep in mind when crafting this introductory letter:

1) Address the letter to a specific person

“Dear editor” won’t cut it. Call, e-mail or visit the publication’s web site and find 
out the exact name of the person who handles the area in which you want to make 
an impact. And get the correct spelling of that person’s name!

2) It should be the first thing the person sees

When mailing a physical kit, place the cover letter on top. If the rest of the items 
in your press kit are neatly presented in a folder (which is a good idea), the cover 
letter should be paper-clipped to the outside of the front cover.

3) The cover letter should be no longer than one page

Make your letter relatively short and sweet. Lengthy, rambling cover letters and 
e-mails get set aside (or thrown away). Make your pitch quickly ... and then get 
out of the way. After all, it’s the other elements of your kit that you really want the 
person to spend time reading and listening to.

4) It should speak directly to the person receiving it

Don’t use your cover letter to brag about yourself. Instead, use it to show the 
recipient that you understand his or her position and the problems he or she faces. 
Then briefly describe why your musical story provides a solution and helps meet 
his or her needs.

Of course, if you’ve already communicated with the person before, point that out 
in the letter. If he or she has requested your material, make that very clear. If it’s 
a cold submission, state your best case quickly and interestingly.

5) Write in a conversational tone

If I read one more “Per our telephone conversation …,” I’m going to strangle 
someone. Commit this tip to memory: Write like you talk. If you wouldn’t say it 
that way to someone face to face, don’t phrase it that way in a cover letter.
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Let me clarify: Write like you talk as long as you don’t talk like an idiot. You must 
write your cover letter intelligently. Just don’t try to sound overly professional to 
the point that you sound pompous. People in the music business want to connect 
with other humans, not survey a document that reads like a college term paper.

6) Start with a sensible grabber

It helps when the opening sentence of your cover letter or e-mail grabs the 
reader’s attention.

Examples:

“Hi, my name is Fred and I manage a band called...” – BAD

“I’m sure most of the 800 people at our recent CD release party are readers of 
your fine paper.” – BETTER (but it reeks of butt-kissing)

“When was the last time you heard a banjo player in a heavy metal band?” – BEST 
(this opening sentence is truly newsworthy, as long as there really is a banjo 
player in your heavy metal band)

Note that the subject line of an e-mail should also deliver a “grabber.” Including 
the person’s name and an indication of the e-mail’s purpose works well. Example: 
“Nick – idea for your Audio File column.”

7) End with a P.S.

You should always have one or two major points, at most, to make in your cover 
letter. Take the most important point and repeat it in a P.S. along with a tempting 
call to action.

Example: “P.S. I know your readers appreciate being exposed to new trends in 
music. Heavy metal banjo players aren’t exactly a dime a dozen. Please call me at 
the number above for more details. I’ll even send you a free Banjomania T-shirt!”

News Release

A news release is a page that spells out the nitty-gritty on a specific event or 
newsworthy topic. Typical subjects include a new CD release, a special upcoming 
show, or a personal appearance at a record store. News releases can also alert the 
media about upcoming TV show appearances, when a band reaches a noteworthy 
radio or sales chart status, info on a departing or new band member, etc.

Here are some tips to keep in mind when writing a news release:
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8) Make it no longer than one page

Again, brevity is king. Lay out the important facts swiftly and simply. Don’t make 
your readers wade through paragraph after paragraph of useless verbiage.

9) Limit the scope to one angle

A news release shouldn’t tell your life story. It should cover only one sliver of your 
activities. Don’t write a release about your new CD and the band’s new singer and
the charity show next month. Craft a separate news release for each topic.

10) Put the meaty details up front

The traditional advice on news releases says to include the who, what, where, 
when and why in the first paragraph. If you can do that in an interesting way, go 
for it. I’m not such a stickler for that wisdom, but do get to the point early and 
make sure all basic questions about your topic are answered somewhere in the 
news release.

Artist Bio

As you should know, “bio” is short for “biography.” An effective artist bio gives 
more detailed background information on the act and spells out the current state 
of things with your music.

11) A bio should be no longer than two pages

While an artist bio can take up more room to tell your story, don’t think of it as an 
encyclopedia. I’ve seen many bios that run a few pages, but these usually contain 
more facts than a media person needs to know. One or two pages at the most is 
plenty of space to share your musical life. Here are the five elements of a good 
artist bio:

12) The best band bios read like magazine articles

Like many of the editors you’ll be contacting, I enjoy reading bios that have the 
feel of a feature story in a newspaper or magazine. I don’t want a list of facts and 
accomplishments. But I do like to discover those things as I read an interesting 
tale about your music.

13) Use quotes from key people

A good feature story-type of bio will intersperse exposition with quotes from the 
main player (or players) in your act. If there is another party involved in your 
story (such as a nightclub, charity or record store), get quotes from a person at 
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that establishment too. Weaving in positive quotes from published reviews is also 
acceptable within a bio.

14) Be positive, but don’t over-hype

Your bio should definitely put a positive spin on your musical activities. However, 
crossing the line and being too boastful can work against you. Writing that your 
band “has been causing a stir in Chicago with energetic live shows” is cool. Saying 
you’re “the hottest thing since the Beatles and Elvis” is downright silly.

15) Write your bio as if a publication might run the entire thing

There’s another reason to go easy on the hype. Many small publications may run 
some or all of your bio as an article. Most people who run music publications, 
e-zines and blogs are overworked and underpaid. And there is always a shortage 
of well-written material to run. Give them something that’s cleanly worded and 
interesting, and they just might run it as is.

Recorded Music

Your goal with media people is similar to your goal with fans. You want to motivate 
them to take the time to listen to your music. Listening to – and then enjoying –
your songs is what turns casual listeners into diehard fans and indifferent editors 
into media cheerleaders for your music. Follow the suggestions in this section to 
improve your chances of getting your music heard by the media.

16) CDs vs. cassettes vs. DVDs

This is another one of those things that should go without saying, but just in case 
you’re still living in the Dark Ages … After having received many thousands of 
packages over the years, I can tell you that CDs are clearly the format of choice. 
And for all the obvious reasons: sound quality, convenience, and the ease of 
cueing up individual tracks.

Some time, just for fun, pop in a cassette you’re not familiar with and try finding 
the beginning of the second song ... then the third song. It’s frustrating and time 
consuming. So you can imagine how thrilled overworked media people are when 
they have to awkwardly skip through a tape to get a feel for a new release.

Note: If you think everyone receiving your press kit is going to play your 
recording all the way through, guess again. Most of them will breeze through it to 
determine if your album is worth a more in-depth listening. CDs make this process 
infinitely easier. And that’s your job – to make it as easy as possible for people to 
give you press, radio airplay, paid gigs, and more.
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If you have a music DVD of your act available, I offer you the same warning I used 
to give regarding VHS videos. It’s hard enough to get media people to spend a 
couple of minutes listening to your audio-only CD. Expecting they’ll drop 
everything to turn on a TV or watch your DVD on a computer is risky. So proceed 
with caution.

If you want to reach a lot of media sources and simply can’t afford to send 
everyone a CD, do this: Send CDs to your high-priority contacts and places most 
likely to respond. Send your low-priority contacts a news release, bio and photo. In 
a cover letter that goes with them, ask the recipient to contact you if they want a 
free review copy. That way, you send CDs only to the people who really want 
them.

17) Take off (or at least slice open) the shrink-wrap

It may seem like a minor thing, but it does take some effort to pry off that 
impenetrable plastic that surrounds new CDs, cassettes and DVDs. Imagine being 
pressed for time and having to wrestle with a dozen (or more) of these babies at 
one sitting. Again, make it easy for people to enjoy your music and you will be 
rewarded!

18) Make sure contact info is on the CD itself and the case it came in

I’ll admit it, I’m a contact information freak. If you’re going to be a lean, mean, 
self-promotion machine, you must do everything you can to get people (both 
industry folks and fans) to connect with you. Sending out your press kit and then 
expecting people to jump through hoops to figure out how to get in touch with you 
is pure madness.

Reality: Cover letters get separated from bios. Photos get removed from related 
news releases. CD sleeves drift away from the discs they identify. Put your contact 
info on everything! Think of your music marketing tools as frisky puppies that love 
to break from the leash and run away. They need identification tags so the people 
who find them know who they belong to.

Photo

Another one of your goals is to help media people put a face to your name and 
sound. A good artist photo will do that. But good photos are rare. When you do 
have an intriguing, professional-looking photo, media people remember you – and 
your photo ends up in print and online more often. Here are some artist photo tips 
to consider:
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19) Close-ups are better than wide shots

The best photos, generally speaking, are up close and personal. A tight shot on the 
members’ faces is far more appealing than a wide-angle view of a band running 
through a field. And if you’re a solo artist, you should definitely use photos with a 
close-up view. Keep the shapes and images in your photos simple and large – let 
them fill up the frame.

20) Keep backgrounds simple

The emphasis in your photo should be on the artist. But you’d be shocked by the 
number of pictures I’ve seen that feature musicians posing in front of busy, mind-
numbing background scenes. After all, it is called an artist photo, not a background 
photo. Picking a location that has atmosphere and texture is cool, as long as you 
make sure that you and your band members stand out against it.

21) Avoid straight lines and dull arrangements

If your photographer asks you and your band mates to stand in an orderly, 
straight line while he or she shoots at eye level, run the other way. Don’t do this, 
unless you plan on giving out smelling salts with all your photos.

Better approaches: Stagger the positions of the players. Try sitting or laying 
down. Have the photographer shoot from a high angle above or low angle below. 
Or play with special effects lenses (as long as the visual effects don’t blur the 
people in the picture too much).

22) Dress and pose members so they look like they’re in the same band

Did you ever see the “We Are the World” charity video from the 1980s? You had 
rockers and R&B players standing next to pop stars and folk singers. That’s great 
for a cooperative charity event, but it’s plain lousy for your band photo. 
Unfortunately, way too many band photos have this disjointed, mix-and-match 
feel.

Long before the photo shoot, every member should have a handle on what identity 
the band needs to portray. Dress accordingly. Attitudes and facial expressions also 
need to gel. One guy can’t be scowling while another sports a goofy grin. Bottom 
line: Have a consistent look and vibe. 

23) Supply digital images in both high- and low-resolution formats

Your photos can be used in many ways. But there are two ways you need to be 
most concerned with: in print and on the Web. So, in addition to sending a nice 
hard copy black-and-white or color photo with your press kit, it will also help to let 
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the media know that you have digital images available in high- and low-resolution 
formats.

For use on web sites, low-resolution images are needed (usually JPEG files saved 
at 72 pixels per inch). For reproduction in print, most publications will want a high-
resolution image (often saved as a TIF or JPEG file at 300 dots per inch).

Whether your photos are shot using a digital camera to begin with or they are 
prints that you scan, find a way to convert your photos to these digital formats. 
And, to make it easy for media people to access them, make them available for 
download from a special media section of your web site.

24) Photos versus lithographs

Photographs are the nice, slick pictures that magazines prefer getting. The 8" x 
10" size is still the industry standard, although good 5" x 7" prints work well too. 
Lithographs are half-toned images of your photograph reproduced using offset 
printing. They look pretty good and are a lot less expensive, but beware: 
Lithographs don’t reproduce as well as real photos in publications. Many magazines 
and newspapers won’t use them.

Best advice: Use high-quality photos to send to the media. Get the more 
affordable lithographs to give away to fans and pin up at nightclubs, etc.

Press Clippings

It’s an amazing thing. Media exposure often leads to more media exposure. 
Therefore, you want editors and writers to see what other media have already 
written about you. Plus, you want radio people and nightclub owners to know what 
kind of exposure you’re getting. The best way to let them know about the growing 
buzz over your music is through a collection of press clippings. Here are three 
things to keep in mind when compiling your press clippings:

25) Use photocopies

Don’t make the mistake of sending pages (sometimes called “tear sheets”) from 
the original publications that your write-ups appeared in. Instead, make attractive 
photocopies of those write-ups. For one thing, it can be difficult and expensive to 
get enough of the original publications to send to everyone on your media list. 
Most importantly, editors won’t be any more impressed by the original than they 
will by a copy.

Also, basic black and white copies will do just fine. There’s no need to print your 
press clippings in color, unless you have one or two pages that are particularly 
striking – and you can justify the extra cost to send color copies to prime media 
contacts.
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26) Arrange your clippings neatly on each page

Every time you get reviewed or featured in the press, take the issue and cut out 
the section in which your piece appears. If it fits on a standard 8.5" x 11" sheet, 
great. If not, find a print shop with a good photocopier and reduce or enlarge the 
section to fit nicely on a page.

It’s also a good idea to take the flag (the publication’s logo and name from the 
front cover) and place it on the same page along with the date of the issue. This 
obviously lets people know the origin of each write-up.

And when you have a few shorter blurbs on your band that aren’t substantial 
enough for their own page, combine them all on one sheet. Just make sure they 
are all properly labeled by publication and date.

27) Staple your press clipping sheets together

While you want to keep your bio, press release and cover letter as loose sheets, all 
of your press clippings should be stapled together. Especially if you have a lot of 
clippings, this makes it easier for the recipient to flip through them without having 
to juggle reams of loose paper.

Note: With online press kits, you can post short excerpts from reviews and links to 
the full-length articles, if they’re available online.

Positive Quotes Page

As we already discussed, a media person will rarely listen to your CD all the way 
through – especially the first time. The same goes for reading all of the articles 
and reviews included in your press clippings. That’s where the Positive Quotes 
Page comes into play. Use these two tips to create yours:

28) Pull out highlights from published reviews

You know that sprinkled throughout all of the write-ups you’ve earned are some 
golden nuggets of praise. I suggest you do what major motion picture marketers 
do: Pull out the best one- or two-sentence quotes from a variety of media sources, 
as in “‘Two thumbs up!’ –Roger Ebert.” Go through all of the published write-ups in 
your collection of press clippings and find the most sparkling endorsements.

Examples: “Acme Rock Band sizzles on its debut CD!” –The Podunk Gazette

“The new disc from Acme Rock Band is chock full of catchy, three-minute pop 
gems.” –New Music Dispatch



- 93 -

Take these quotes and display them all on a single sheet or web page. You might 
put a headline at the top that reads: “Here’s what the media are saying about 
Acme Rock Band ...”

I also suggest using this positive quotes sheet as the cover page for your stapled 
collection of press clippings. That way, someone could get a quick overview of the 
great things media sources have been saying about you. And the full-length 
articles are in the same package for those who want to read a little deeper.

29) Ask select industry people for a comment to include in your kit

What if you’re just starting out or have a newly formed band? You may not have 
many (or any) positive quotes or press clippings. Now what?

Approach people you know in the music business (nightclub owners, studio 
engineers, disc jockeys) and ask them for a comment you can use. “I can always 
count on The Porcupines to put on a great show at my club!” –Ted Smith, owner, 
the Cool Club. That’s a good start when you’re short on traditional media quotes.

Also, when gathering these blurbs, feel free to suggest the wording for the 
person’s comment. He or she can always change or tweak it, but you may be 
surprised by how many people will accept the blurb you wrote as is and let you use 
it on your Positive Quotes Page.

Bottom line: You now have the recipe (29 ingredients, to be exact) for cooking up 
a sizzling press kit. It’s time to go out there and grab your fair share of publicity!
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Chapter 12

How to Exploit the Music 
Media and Get the Widespread
Exposure You Deserve

It’s a sad fact, but most independent songwriters, musicians and bands never get 
around to pursuing the big-time media coverage they talk so much about. Sure, 
they say they’re serious about getting exposure through hundreds of college and 
alternative radio stations, music magazines, newspapers, web sites, blogs, 
podcasts, and e-zines. I hear the same thing from people who are supposedly 
marketing a music-related product or service.

These people appear to be sincere about getting the profitable exposure and 
attention that comes with a well-executed media plan. The idea of program 
directors, editors and writers calling to get an artist’s latest CD or promo package 
seems to genuinely turn these people on.

Reality: Guess what? These same people talk so much they forget one important 
thing: Actually putting their words into action and making the media exposure 
dream a reality!

So after a while these artists stop talking and simply get comfortable living in the 
obscurity of what I call “Media Limbo.” Which means thousands of music fans 
never hear about the great musical stuff they have to offer.

Don’t Make This Same Mistake!

There are many ways to get the media exposure you want. But first you have to 
leap over a few hurdles that are currently keeping you from getting to that 
enviable position.

Before we address those topics, I must point out that this chapter does not cover 
who to contact. There are many excellent music industry directories available to 
help you gather names and addresses. In addition to the resources listed in 
Chapter 2, you may also want to hunt down the Musician’s Guide to Touring and 
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Promotion (www.musiciansguide.com, 646-654-7220) or my e-book, Online Music 
PR Hot List (www.thebuzzfactor.com).

What we deal with in this chapter, though, is how you go about contacting the 
media.

Key question: What good is having a hot list of radio station program directors 
and music magazine editors if the approach you take to reach them does more 
harm than good? That’s the problem we’re going to overcome in the following 
pages. So let’s start off with one of the biggest mistakes you’re probably making 
right now:

You’re not sending messages that inspire media 
people to act

Having been involved in music for a couple of decades now, I can tell you without 
hesitation that most music marketing communications – fliers, bios, cover letters, 
web sites, e-mail messages, ads and more – are weak and ineffective.

That is, they don’t perform the only function that any marketing communication 
should ever do: Get the person receiving it to act by calling you, e-mailing you, 
listening to your new songs, or coming to your event. At the very least, the 
message should pave the way for your follow-up e-mail, direct mail piece, or 
phone call at a later date.

Bottom line: Simply getting your stuff in the mail is not your ultimate goal. That’s 
where most so-called music marketers go wrong; they throw useless information 
into the world and hope it sticks on something.

But that’s not how you’ll be dealing with the media from now on, because now you 
know that it’s your job to send marketing messages that grab attention and 
motivate the people receiving them to act!

How to get the best results with your music news
message

Make no mistake. The only goal you should have when you design and create a 
flier, gig calendar, artist bio, press release, fact sheet or advertisement – whether 
you’re sending it to a media person, club owner, industry pro or fan – is to get the 
person receiving it to respond. And preferably to respond NOW!

But first you must know what it is you want them to do and then inspire them to 
do it (in a firm, yet polite and professional manner).
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That’s why, before you contact anyone in the media, you must ask yourself the 
following questions:

Who will receive my music news message?

The type of person getting your marketing materials will determine how you 
motivate him or her to act. Music fans are inspired by the emotion your music 
creates within them, the image you represent, and the people they’ll hang out with 
at your gigs. Music industry pros (managers, A&R reps, entertainment lawyers), on 
the other hand, are persuaded to act if the potential to make money and earn a 
better name for themselves is present.

But media people are a different breed. So what motivates them? What would get 
a music editor, influential blogger, freelance writer, or radio station program 
director to get excited enough to contact you right away?

Which leads to the next question ...

How should I persuade media people to take action?

In a nutshell, media people are motivated by these four things:

1) Amusing and entertaining their specific audiences. The first duty for a 
writer, podcaster or radio show host is not to give your music career a 
boost. It’s to do his best job to retain and increase his audience.

2) Being the first one in their region or niche to “break” a new, up-
and-coming act. When media types earn the reputation of being on the 
cutting edge, it makes them feel good. They love to be on top of trends and 
ahead of the cultural curve.

3) Not missing the boat on something that is generating a buzz. While 
some editors and program directors like being on the leading edge, they 
still want to play it safe by turning their readers/listeners (and their paying 
advertisers) on to something that has already proven itself popular.

4) Exposing something that is witty or creative enough to grab their 
attention. Many hundreds of acts over the years have inspired the media 
to action with either a funny band name, unusual album title, or other 
promotional gimmick.

Acts such as Dread Zeppelin, the Dead Milk Men, and Mojo Nixon come to 
mind. Do you have a clever gimmick? If you do, just make sure the novelty 
aspect will create a reputation you can live with for years to come.
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What do I want media people to do?

Run-of-the-mill music promoters toss literature about themselves to the media and 
leave it up to the media person to decide what to do next. But you won’t do this. 
Remember, with few exceptions, the only reason you invest time and money to 
correspond with someone about your music is to motivate them to act!

Therefore, you will spell out in your e-mail messages and cover letters, in no 
uncertain terms, what you want recipients to do. Call, e-mail, come to your gig, 
listen to your CD, download your MP3, wait for your follow-up call ... whatever it 
is, ask them politely, yet very specifically, to do it.

Note: That doesn’t mean media people will automatically do what you ask – more 
often than not, they won’t. But at least you will have answered that nagging but 
all-important question: What happens next?

When do I want media people to take action?

A few years ago, I received a press kit from a musician who wanted me to write 
about his band. It was similar to hundreds of other packages I’ve received over the 
years. The accompanying pitch letter went on and on about what his band had 
done, how much the letter-writer thought of himself, and that he wanted to appear 
on the cover of Spotlight, the music magazine I published.

(Note: You should never ask for a “cover story” on your band. That’s a decision 
the editor makes based on what’s best for the publication, regardless of who asked 
for it.)

However, nowhere in this guy’s letter did it specify what he’d do next to further 
the process along. In essence, he was saying:

“Here’s a bunch of stuff about me and my needs. Now it’s your job to figure out 
what it is I want you to do now to stroke my inflated ego even more. It doesn’t 
matter if I hear from you today, next month or next year, and you may not hear 
from me ever again. The thing that’s most important is that I’ve given you more 
material to fill your trash can with!”

Lesson: This craziness must stop! If it seems I’m being hard on this guy, it’s only 
to prove a point: Spell out all of the things you have to offer media people and 
then kindly give them specific marching orders (in a casual and friendly manner) 
on what they should do next – or expect from you next – and what they get from 
you when they do it.

That’s what effective music marketing is all about!
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Chapter 13

6 Steps to Getting an 
Avalanche of Press Coverage

You want media exposure, right? And preferably a lot of it. As we discussed in the 
previous chapter, there are ways to stand out from the pack and greatly increase 
your odds of getting covered. Here are six more golden nuggets of music PR 
advice:

1) Don’t use me-centered thinking

I know I’ve already covered this, but it’s so important I want to stress it again: 
Stop talking so much about yourself in “I-Me-My” terms. Most band bios, cover 
letters and e-mail messages are littered with “I think this ... We did that ... I am ... 
We want ... I, I, I ...”

Perhaps you’re not clear about why this is important to you. You may be asking, 
“How else am I supposed to tell media people about me and my music?”

The answer: By focusing on what’s in it for the media person! (If you’re not sure 
what that is, review the four points in the previous chapter.) The problem with so 
much of the plentiful me-centered copy around is that it is practically void of the 
most important marketing word of all: “You.”

Reality: Let’s face it. Most people are motivated by some level of greed; they 
naturally focus on themselves. Experts say it’s an ancient human survival instinct 
left over from the caveman era. And that’s fine. It’s not a crime to put a priority on 
your goals and aspirations. But when you communicate with others, it’s important 
to resist the urge to focus on yourself.

To get what you want, you must cater to other people’s goals and aspirations. You 
have to figure out how your needs can be met by helping others meet their own 
needs.
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From now on, I’d like you to keep in mind that what motivates media people (and 
all people, for that matter) is what they get out of various relationships. Whenever 
you communicate with someone – whether on the Internet, in person, on the 
phone, or in writing – he or she is either consciously or unconsciously asking, “So 
what’s in this for me, bub?”

Of course, you can react to this reality of human nature by thinking how unfair it 
is. Or, you can use this knowledge to your advantage to get what you really want 
out of your music career.

2) Aim directly at the media person’s hot buttons

When communicating with a member of the media, don’t write something like this:

“I have a good band. We have gotten airplay in our region. I would love for you to 
give us some exposure in your state too. We could really use it.”

The most common response to this type of marketing is: “So what? Who cares 
what you could use? Why should I add to my already busy schedule to help you?”

But what if you tried this approach with your wording?

“Come on, admit it. You’ve always wondered what true Celtic musicians wear 
under their kilts. Well, you may get a chance to find out when the Blazing Scots 
come to your town next month. We may not bare our private parts for you, but we 
will certainly bare our souls as we pour our Angus-inflected heritage into a two-
hour marathon of lusty bagpipe magic.

“Your readers will thank you for sharing us with them – and you’ll be glad you did. 
Call 555-1234 right now to get your own copy of our new CD and a FREE Keltic 
Karma T-shirt. Call 24 hours a day, 7 days a week. Bonnie, the Blazing Scots 
answering machine, is standing by.”

Even though the preceding copy is a little over the top with tongue-in-cheek 
humor, hopefully you can see how “you”-oriented it is and how much more 
effective it could be than the example before it.

Lesson: It’s the same band and the same information, just a better way to 
present it to get results. The former pile of ... um, words … is ego-driven and 
bland. The latter speaks directly to the media person and what’s in it for her. It 
addresses her needs, not yours. Plus it offers her a playful call to action to get the 
goodies the band has waiting for her ... if she only calls now.

Are you starting to get the picture? I’ve taken up a good amount of space to 
address this issue, but I think it’s an important one. Hopefully, you do too.
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Here are a few more action-inducing ideas to use in your messages to the music 
media:

3) Include your name, address and phone number

This should be obvious, but you’d be surprised how many music marketers 
overlook it. Along with inspiring a media person to action, you must include the 
methods by which to contact you. Do you want a media person to call you? Send 
an e-mail or return post card? Make sure your name, address, phone number, 
e-mail and web site are clearly noted within your message. Again, you want to 
motivate these people to action, and then make it easy for them to connect with 
you.

4) Consider using a response coupon

You’ve no doubt seen these used in ads and fliers for a variety of products and 
services. Typically, a response coupon is outlined by a broken border, implying 
that the reader should cut it out and use it. Inside the border are lines to write in a 
name, address and phone number. The most effective response coupons start with 
a place to put a check mark and a sentence or two at the top that reads …

“[  ] Yes! I’m ready to take action to get the benefit you’re offering. Please send 
me free details right away.”

Question: Why not use this technique yourself? Marketing research indicates that 
simply having a response coupon on a marketing document increases the rate of 
response – even if the person responding doesn’t actually fill it out and mail it. In 
other words, response coupons act as a visual stimulus that psychologically 
triggers the reader to act.

Therefore, include your phone number and e-mail address near the response 
coupon section of your mailing piece. That way, the coupon alone will help inspire 
the person to contact you, but other contact options are there in case he or she 
wants your new CD or media kit sooner.

5) Include testimonials, sales charts, play lists, 
review comments, article reprints, and more

As I’ve already mentioned, you telling a media person how wonderful you are will 
get you nowhere fast. But there is a way to impress media people without having 
to use God-awful, ill-fated, me-centered wording. The key is to get respected, 
third-party sources to say something good about you, and then use those positive 
quotes to reinforce the fact that you are worth writing about or being given radio 
airplay.
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Best approach: Starting right now, you should pursue all opportunities for free 
press and airplay, beginning with your local papers and radio stations. Whenever a 
review or article is written about your musical act, clip and copy the piece and add 
it to your press package. Also, when your indie release ends up on a podcast, radio 
station play list, or regional sales chart, get a copy of it and do the same thing.

Important: Effective music marketing includes an ongoing process of pursuing 
and compiling third-party endorsements of your worthiness – and then using those 
comments to get what you want from the media.

You should also approach local disc jockeys, program directors, editors, writers –
even agents, nightclub owners, and recording studio owners – and ask them for a 
comment you can use in your media kit. Before long, you’ll have a whole collection 
of testimonials (from people other than your friends, family and yourself) on the 
impact you’ve produced thus far, not to mention your potential for larger-scale 
success.

6) Offer something free if media people respond now

Along with encouraging media people to contact you to get your CD or press kit, 
why not offer something else free to the first 25 callers. (Why not? It works for 
radio stations, why not your music marketing efforts?) Give away a T-shirt, poster, 
coffee mug, condom ... whatever you can think of to help inspire a quick response.

There you have it – a quick course on how to make any communication you have 
with the media a more productive one.

Key question: What happens now? Will you remain part of the majority of music 
marketers – people who say they really want to promote their music on a wider 
scale … but never get past talking about it?

Or will you be part of the top 5 percent of the music community – people who have 
a true passion for the art and craft of making music? Ask the most prosperous 
artists. They’ll tell you that being successful means taking that burning desire and 
belief in yourself and combining it with a healthy, regular dose of action.

Are you that type of person?

Only you can answer that. But whether you’re in a band, run a record label or 
publicity department, or have a music-related product or service to promote, I 
encourage you to start putting these media exposure techniques to work right 
away. The worst thing that could happen is that you’d move one step closer to 
achieving your musical goals. 

And that’s not a bad place to be.
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Chapter 14

39 Ways to Sell a Lot More 
of Your CDs, DVDs and Music 
Merchandise

You’ve put a lot of time and effort into writing good original songs, committing 
them to finished tracks in the studio, crafting the artwork and packaging, and 
arranging for your CD or DVD to finally be manufactured.

Many musicians describe the feeling of seeing their slickly packaged final creation 
for the first time: It’s a wonderful sensation of accomplishment. They feel like 
shouting at the top of their lungs to let the world know about this great thing 
they’ve got to offer.

That’s why it’s difficult to figure out why so many music makers drop the ball at 
this point. Sure, they want to get recognition from hordes of people who have 
been touched by their music. And, let’s face it, they wouldn’t mind making some 
good money selling their product too. So why do artists continue to manufacture 
1,000 units only to have 900 of them sit in a closet and gather dust?

The simple answer: These artists haven’t learned effective methods for 
marketing their recordings and merchandise. Also, they haven’t done their 
homework and haven’t discovered the many resources available to help them sell 
their CDs. Are you one of these people? If so, don’t worry. There’s help within the 
pages ahead.

What follows are 39 solid ideas and resources to expand your thinking and help 
you sell more of your independent releases and related products.

1) Get committed

Not to an insane asylum, but to becoming an independent music marketer –
instead of just a music producer. Unless you’re simply making music for your 
immediate friends and family (which is worthy in itself), you’re going to have to 
extend your skills to include more than songwriting and recording techniques.
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Far too many musically creative people feel that if they just come up with great 
music, the world will beat a path to their door. While this approach might seem to 
work for a select few, most songwriters and musicians have to work a little harder 
to get their music noticed and bought in bulk by enthusiastic fans.

Important: The first step in your efforts to sell more of your CDs, DVDs and 
music merchandise is to decide right now that you will spend as much time and 
energy marketing your musical pride and joy as you do creating it. This means you 
are eager to indulge in the art of researching your market, networking with people 
who can help you accomplish your sales goals and, ultimately, becoming as 
inspired by exposing your music as you are by playing it.

2) Know who your fans are and why they buy

Yes, this is covered in another chapter, but let’s emphasize it again: How would 
you describe the ideal consumer of your music? And what inspires him or her to 
buy your CDs and merchandise? If you can’t answer these questions, you may 
have a tough battle (not to mention a closet full of CDs) ahead of you.

Acts that develop loyal followings usually have a specific musical focus and image 
that their fans identify with so strongly, they pack the group’s shows and buy tons 
of their releases. The magnet that draws these fans is the personality of the band, 
combined with a sound, look and vibe that supports it.

Get a handle on what attitude, sound and image you portray – and how those 
things positively affect the way your fans feel. Knowing this will help you position 
your act for maximum exposure … and sales!

Important note: Make sure the image you promote is a true part of who you are. 
Copping an identity only because you think it will sell will cause your career to fall 
apart quicker than you can say “Paris Hilton.”

3) Create new music sales categories

You can add real marketing muscle to your releases if you can develop a fresh 
approach to defining them. New Age music, for instance, is often marketed 
through spiritual “rock shops” as a sonic stimulus people can use to relax, 
meditate and unwind. Some labels have thematic releases that are packaged with 
books on the same subject, which opens up bookstore sales – a whole new method 
of distribution.

Another example: The Memphis, TN-based Hands On Inc. promotes Driving 
Music. It’s a self-created category of music specially recorded and mastered for car 
audio systems. The clever people behind this concept say the process, which they 
call “Precision Mastering,” makes the best use of the peculiar acoustic environment 
of the automobile – without needing extra equipment.
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Added advantage: By creating this new category, Hands On Inc. also opened up 
a new retail distribution source: They market the releases through auto centers.

Can you think of a fresh distribution channel that would work for you?

4) Package your releases as a related series

Jazz musician Cole Broderick came up with the idea to produce a series of four CDs 
based on the changing seasons of Saratogo Springs, NY, where he spends a good 
deal of his time. The first release in the series, the aptly titled Springtime in 
Saratoga, was followed up with releases relating to summer, autumn and winter. 
What a great concept.

Packaging a series of related titles brings with it a lot of advantages, including:

 It encourages repeat buying. Music fans who purchase one in the series 
will be more inclined to get the entire set – if they like what they hear on 
the first one, of course.

 Distributors and retailers love it. They know they’ll have more than one 
product coming from you. Plus they realize each release encourages more 
sales of the others.

 It makes for a great media hook. This unique approach to your music 
makes you stand out when editors and writers are making story decisions.

Consider the series method when planning your future recording projects.

5) Make the most of live shows

Hands down, live shows are one of your best ways to promote a new release and 
sell merchandise. However, many musicians think it’s uncool to repeatedly plug 
their “product” at gigs.

Reality: You want people to come to your shows because they like your music, 
right? If they’ve taken the time to set aside an evening to experience your live 
show, wouldn’t many of them also want to take your recorded music home? Of 
course. Don’t deny them that experience. And don’t deny yourself the monetary 
rewards of selling more of your music.

Live shows create the perfect buying environment. People in the audience 
experience your music and personality firsthand. You touch them in the most 
direct way. At the same time, a busy club or concert hall can have a lot of 
distractions. That’s why you need to be more aggressive and hawk your wares 
regularly from the stage, as long as you do it in a cool and confident way.
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6) Print and distribute a band newsletter

Most bands pass out fliers or calendars at their live shows, but fliers get tossed in 
the trash pretty quickly and usually don’t help a band’s efforts in selling more CDs 
and merchandise. The solution is to publish a newsletter that’s filled with tidbits of 
information on your band and the releases you have for sale. (I also advocate 
publishing an e-mail newsletter; but this section specifically refers to a paper 
newsletter you hand out at shows.)

The most effective band newsletters use plenty of humor and display the 
members’ personalities. By having fun items of interest in your newsletter, people 
will hang onto it longer and share it with friends. Plus, you can include a 
convenient order form and announce where fans can get your cool stuff online and 
in stores.

Added benefit: You can also use your newsletter to sell T-shirts, sweatshirts, 
posters, caps, stickers, and all sorts of revenue-producing band merchandise.

7) Capture new fans through the media

As you know, a great way to build up a following is to compile and use a mailing 
list. (You do have one, don’t you?) Make no mistake, your mailing list can be a 
powerful tool in stimulating sales. But live gigs and your web site are not the only 
places to collect these lucrative names and addresses.

When you do media interviews, you’re reaching perhaps thousands of potential 
fans (and buyers). Make the best use of that opportunity by giving something 
away to readers, listeners or viewers – free downloads, a catalog, sticker, band 
comic book, novelty condom ... anything to inspire music fans to connect with you. 
You can have people go to your web site, call a band hotline number, or call the 
station while you’re in the studio.

Bottom line: Give fans a reason to connect with you and hand over their contact 
info in exchange for your cool freebie.

8) Give away something when you run paid ads

Likewise, when you are paying for advertising (whether in print, on the radio or 
online), don’t waste the chance to connect with more fans. Offer that same free 
item mentioned above in all of your ads.

Lesson: This strategy gives you more control over the marketing process. Most 
artists and record labels simply throw their name out into the public. Then they 
hope and pray someone will take notice and be intrigued enough to drop 
everything else they’re doing, hop in the car, drive to the retail outlet, and 
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purchase their record. I ask you: What percentage of people interested in your ad 
are really going to do that?

Therefore, you – being the creative music promoter that you are – won’t take that 
roll-of-the-dice approach. From now on, you’ll take control and gather the names 
and addresses (both street and e-mail) of people who are interested in your style 
of music. And you’ll gather those details by offering potential fans something free 
in exchange for revealing their personal contact information.

Once you have these vital fan names and addresses, you have the power to gently 
prod and directly inspire them – through your regular follow-up communications –
to take the next logical step: buying your CD, DVD or other piece of merchandise.

Key insight: Don’t be a victim of chance when it comes to your music promotion. 
Grab the reigns and take control of the process!

9) Offer radio stations free copies to give away

Media folks love to give away stuff to their audiences. So don’t be shy about 
asking your local college and community stations if they’d give away your new CD 
on the air. Of course, you should also offer to come in, do an interview, and play 
tracks off the CD (or perform live) to tie in with the giveaway.

And be sure to let listeners know where they can go (online and off) to purchase 
your CD. Radio exposure of any kind can be good for your notoriety and the sales 
of your recorded music.

10) Give copies to record stores for in-store play

This may seem obvious, but a lot of musicians overlook this important marketing 
technique. A record store is the perfect place to capture the attention of music 
fans. Customers visit these establishments to do only one thing: listen to and buy 
music!

Ask any record store clerk how many times customers come up and ask, “Who is 
that playing over the speakers right now?” Meet with store managers and give 
away free promotional copies to stores where your release is available.

11) Set up record store appearances, autograph 
sessions, and unplugged performances

I know what you’re thinking: “Record store appearance? That would be awfully 
pompous of me!” Not so fast. The national touring acts aren’t the only musicians 
worthy of such events. Setting up an in-store appearance gives you weeks of 
exposure in the store in the form of fliers promoting the date. In-store events also 
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get people talking and, in the case of unplugged performances, get your music to 
the ears of record-buying consumers who might never have heard you otherwise. 
Remember, consumers have to hear you before they’ll buy.

12) Offer local record stores a free package-stuffer

Many retail businesses stuff a flier or discount coupon into customers’ bags along 
with their purchases. Wouldn’t it be great to get a record store to put your small 
flier into all of its customers’ packages? Your message would go directly to the 
music-buying public!

Print some professionally designed inserts promoting your CD. Visit record stores 
and ask managers to use the inserts. You might find sympathetic owners who will 
do it simply to help you out. But you’ll quite likely meet resistance with this 
unusual request. What then? Call it quits? Hardly.

Hot tip: Make the package insert two-sided. Offer to put the store’s message on 
one side and your message on the other. You pay for printing the whole thing. 
That way, the store gets free promotion and an incentive to stuff them – and you 
get lots of direct exposure for very little cost.

13) Find alternate ways to market your band

Is there a non-music publication or offbeat type of retail store that fans of your 
musical style might patronize? If so, you might consider reaching potential new 
fans through these unlikely means.

Example: Years ago BMG moved a lot of hard rock and metal sampler cassettes 
by advertising them through, of all things, comic books. The tapes featured cuts 
from such bands as 21 Guns, Babylon AD and the Rollins Band. Readers could 
order the samplers via a toll-free 800 number.

“There is a significant portion of the comic-reading and record-buying public that 
overlaps,” said a senior VP of marketing at BMG. A number of the comic book 
respondents bought full albums based on hearing tracks on the sampler – and 
that’s exactly what BMG wanted.

How can you do something similar with your music on a smaller scale?

14) Create incentives to buy

There are a number of effective ways to upgrade your fans and inspire additional 
sales. The trick is to dangle more alluring benefits in front of them while their 
interest level is running high. This isn’t being manipulative, by the way. You’re 
simply giving people an opportunity to get more of the great musical stuff you 
have to offer.
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Example: Let’s say someone buys your band’s latest CD by mail. The average 
music marketer would stick the CD in a package and send it off. Period. Maybe 
later, he or she might send a flier of other merchandise. But why wait?

Better: The smart Guerrilla Music Marketer sends the CD along with a flier listing 
all available products (past releases, T-shirts, caps, posters, even CDs by other 
comparable bands). In addition, the package would include a certificate stating 
something along the lines of:

“Thanks for your order. To show our appreciation, please use this 10 percent-off 
coupon on your next purchase of band merchandise. As an added bonus, order 
within the next 30 days and take an entire 20 percent off. It’s our way of saying 
thanks for supporting our music.”

See how this works? You can do the same thing using e-mail or your web site.

15) Create a catalog or web site of similar artists

Contact other similarly styled bands in your region that have CDs available. Pool 
your resources and print a low-cost catalog featuring all of the bands’ CDs (or 
create a flier that directs people to a web site that serves the same purpose). Hand 
out the catalogs at your gigs and promote them to the media. A catalog or web 
site of several artists sharing the same theme carries a lot more weight with both 
fans and the media than a flier selling your products alone. Use this hook to build 
your mailing list and sell more of your own releases – while helping other bands in 
your region.

16) Produce sampler CDs as a promotional tool

People need to hear your music before they can decide if they like it enough to buy 
your CD. Getting enough radio airplay to sufficiently expose your music can be a 
challenge. Sampler CDs are one solution. Take two or three songs from your full-
length CD and put them on a sampler CD. Ask record stores to give them away. 
Use them as a freebie for people who sign up on your mailing list at gigs. Send a 
press release to the media announcing that the CDs are available to anyone by 
mail for two or three dollars to cover shipping.

17) Make a John Hancock offer

When you make a new CD release available, offer a limited number of autographed 
copies … but only to the first 25 or 50 people who order. My best advice: Keep the 
promised number of signed copies small. This will inspire serious fans to order 
even faster. Of course, you can actually deliver more than you promise and 
autograph more than the number you say is available. But by making it a limited 
offer, fans will be more motivated to send money your way.
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(By the way, John Hancock was the signer with the largest signature on the
Declaration of Independence.)

18) Use a point-of-purchase display

Looking for a professional way to display your CDs in record stores and on your 
merch table at live shows? Make use of cardboard countertop displays. Ask record 
store employees if they have displays they don’t need anymore. Fix them up and 
decorate them with your artwork.

If you want to purchase brand-new displays, check out the following companies:

DISCmarket
www.discmarket.com

CD Stands
www.cdstands.com

Video and CD Counter Displays
www.counterdisplay.com/16CD.htm

Cactus Containers
www.cactuscontainers.com

19) Get on bestseller, most popular, and most 
downloaded lists

True music fans hate to miss out on the latest craze within their preferred genre. 
One way fans discover new music worth buying is by looking over the growing 
number of lists on various music web sites. These lists come in all shapes and 
sizes: Top Sellers, Most Listened To, Most Popular Downloads, etc. The higher your 
ranking on these lists, the more attention you draw to yourself.

So how can you get visibility on these lists and boost your sales? Well, writing and 
recording a fantastic song and getting it out there is the first step. An audience will 
find a killer song through word of mouth, etc. But you can help things along by 
asking your fans and friends to visit, vote, download, listen, or whatever it takes to 
help you rank higher on these lists.

Suggestion: Pick one such list on one site in a category where you can make an 
impact. Ask the people on your mailing list to visit that site and take the required 
action on the same day or during the same week. This concentrated effort may be 
all it takes to get you to move higher on the list, where other fans who don’t know 
about you yet will discover you.
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20) Make compelling offers and ask for the sale

Some people make a purchase right away when something interests them. Some 
rarely make a purchase. And a lot of people teeter on the fence, not sure which 
direction to go. For this third group of good folks, you need to create incentives –
reasons for them to hit the Buy button now.

Here are some compelling possibilities:

 Limited-time discounts: Get a 20 percent discount if you purchase by 
this Friday.

 Limited-quantity offers: The first 25 people who respond get an 
autographed copy or a second bonus CD.

 Upsell with a special offer: Buy one, get one free. Or buy our new CD, 
get our previous release at half off.

 Bundling: Purchase a CD, T-shirt and cap at the same time, save 50 
percent.

 Charity benefit: 20 percent of all CD and merchandise sales proceeds go 
to the local Wildlife Refuge.

21) Boost CD sales without lowering your price

Here’s a great tip from Mike Barry, a New Zealand musician who plays in the rock 
band Fourth Member (www.fourthmember.com).

“We were playing a festival recently and had our CDs at the merchandise table 
along with two other bands,” Mike writes, “but none of us was selling any.” All 
three bands had their CDs on sale for $10 each. “Out of desperation, I made three 
piles of CDs and created a sign that read ‘Festival Special! 3 CDs for $30.’”

The result: “We sold all three piles in 10 minutes! So we made three more piles 
and sold them in 10 minutes too. Before we knew it, there was a small crowd 
around the table. Just the thought of three CDs for $30 sounded too good to pass 
up. But what’s funny is, that is how much it would have cost if the fans bought one 
off each of us to start with. Amazing!”

Mike’s story reminds me of a lesson I learned at a retail store job I had when I was 
a teenager. I remember a manager one time bragging about how he took some 
trinket that sold for 39 cents each and sold out of them by displaying them with a 
sign that announced “2 for a dollar.”

Yes, the store sold more of them at a higher price. Why? Because the sign and 
display created a perception of value. Think about that ... and use this knowledge 
to sell more of your CDs and merchandise.
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Resources for Music Sales and Distribution

22) CD Baby
www.cdbaby.com and www.cdbaby.net

Derek Sivers is one of the pioneers of the indie music world. His CD Baby web site, 
which he started in 1998, is one of the world’s largest online shopping destinations 
for music from independent artists. The site generates millions of dollars in music 
sales a year, and the staff is renowned for customer service and the speed at 
which they fill orders.

Here’s the scoop: For a one-time $35 setup fee, they scan your CD cover, convert 
your songs into streaming sound files, and create a unique web page for you on 
the site. You set your selling price on CD Baby. They keep $4 per CD sold and pay 
you every week. CD Baby gives you every buyer’s complete contact info, so you 
can do follow-up promotions and add them to your mailing list. The site can also 
hook you up with digital distribution through iTunes, eMusic, Rhapsody and many 
more at no extra charge.

Contact: CD Baby, 5925 NE 80th Ave., Portland, OR 97218. Phone: (503) 595-
3000. E-mail: cdbaby@cdbaby.com.

23) Amazon.com
www.amazon.com/advantage

Sell your CDs along side major label releases. To be eligible for Amazon’s 
Advantage program, each CD you want to enroll must have a UPC code printed or 
stickered on the cover. You must also own the distribution rights for your CD and 
have an e-mail address and Web access. And you must be willing to part with 55 
percent of your retail price and pay an annual $29.95 program fee. Millions of 
people shop at Amazon, so it’s worth having a sales presence there.

24) The Home Grown Music Network
www.homegrownmusic.net

Founded in 1995 by Lee Crumpton of LEEWAY Productions, the Home Grown Music 
Network helps independent bands reach fans who are seeking fun, interesting and 
mind-expanding music. “We find the hottest touring bands – then turn fans on to 
them,” says Crumpton. “The bands we seek are those who are breaking past 
existing boundaries and creating their own musical genres.”

Contact: Leeway’s HGMN, P.O. Box 340, Mebane, NC 27302. Phone: (919) 563 
4923. E-mail: leeway@homegrownmusic.net.
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25) The Orchard
www.theorchard.com

This site describes itself as “the leading digital distributor for independent record 
labels.” The company represents thousands of labels and artists spanning 73 
countries and every music genre. The Orchard supplies music to iTunes, eMusic, 
MSN, Rhapsody, Napster and over 150 other digital music stores throughout the 
world.

Contact: The Orchard, 100 Park Ave, 2nd Floor, New York, NY 10017. Phone: 
(212) 201-9280. E-mail: info@theorchard.com.

26) Music Design
www.musicdesign.com

Music Design is a company that distributes a huge selection of contemporary 
instrumental New Age, Celtic, Native American, world, classical, jazz, folk and 
children’s music. Music Design’s niche is getting its CDs into “non-traditional music 
outlets,” such as New Age shops, nature stores and gift shops. The company 
mostly carries releases from established artists and labels, but will consider 
independent acts that fit into one of the above genres.

Contact: Music Design, 4650 North Port Washington Rd., Milwaukee, WI 53212. 
Phone: (414) 961-8380.

27) Miles of Music
www.milesofmusic.com

“We here at MoM specialize in independently and self-released music,” says the 
Miles of Music web site. “Our tastes are fairly wide ranged considering we’re a 
bunch of old punk rockers and traditional country fans. We prefer full-length CDs, 
the more recently released the better, but we will consider all submissions. Other 
places take everything submitted or will charge you for inclusion. Not us! We take 
a select few in order to build an interesting and well-rounded catalog to offer our 
customers.”

Contact: Miles of Music, 11271 Ventura Blvd #620, Studio City, CA 91604. Phone: 
(818) 765-8836. E-mail: corrie@milesofmusic.com.

28) Backroads Music and the Heartbeats Catalog
www.backroadsmusic.com

Backroads Music is a comprehensive source for ambient, space, world, New Age, 
electronic, Celtic, Native American, guitar, piano and select vocal music. For its 
first ten years, the company was a major wholesaler in the alternative market. In 
1991, Backroads became a "mail order only" operation. The company offers over 
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5,000 titles and publishes the Heartbeats catalog, which is sent to 60,000 
subscribers. Backroads Music was acquired by the artist-friendly record label New 
Land Music in 2006.

Backroads also offers a toll-free ordering fulfillment service used my many record 
labels. If your music falls into the aforementioned categories, contact: Backroads 
Music, 401-A Tamal Plaza, Corte Madera, CA 94925. Phone: (415) 924-4848. 
E-mail: mail@backroadsmusic.com.

29) Creative Musicians Coalition / Music Discoveries
www.creativemusicianscoalition.com and www.musicdiscoveries.com

The Creative Musicians Coalition (CMC) is an international organization dedicated 
to the advancement of new music and the success of independent artists. CMC 
represents independent acts and record labels worldwide. Through its sister 
organization, the Music Discovery Network, CMC can sell your music and videos.

Music Discoveries is CMC’s showcase site that brings music lovers, artists, the 
media, and the industry closer together. The organization’s mission is to encourage 
the exploration and discovery of new music generally hidden from the mainstream.
While many CMC members are electronic and New Age-type artists, the coalition is 
open to all styles of music.

Contact: Ronald Wallace, P.O. Box 6205, Peoria, IL 61601. Phone: (309) 685-
4843. E-mail: aimcmc@aol.com.

30) Amazing CDs
www.amazingcds.com

This site is working hard to live up to its name. Right off the bat, the home page 
announces, “AmazingCds.com was created to market great new music CDs from 
independent artists from around the world.” There is a $25 set-up fee per CD 
submitted. Here’s what you get: scanned cover art, artist page linked to your site, 
60-second audio clips, artist profile, and contact info. The site keeps a $3 
commission per CD sold. Amazing CDs also has a weekly CD Giveaway 
Sweepstakes – participating bands are encouraged to provide free discs for this 
promotion.

Contact: Amazing CDs, 1107 181st Street Ct E, Spanaway, WA 98387. E-mail: 
info@amazingcds.com.

31) Discover Sounds
www.indieonestop.com/jamroom/

Discover Sounds is an evolving effort to highlight the work of artists in converging 
fields: music, video, art, publishing, etc. This site is an offshoot of Bryan Baker’s 
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(no relation) long-standing Gajoob magazine. According to the site, “From our 
roots in independent recording arts and providing resources for indie music bands, 
our efforts here are an extension of what we’ve been doing for 20 years. We 
continue to foster new forms of collaborative artist activity by way of Internet 
collaboration projects, loop tribute remixes, songwriter song circle videos, and 
whatever else is potentially inspiring.”

32) eFolkMusic
www.efolkmusic.org

If you record and sell folk, bluegrass, Celtic music and the like, you should take a 
look at eFolkMusic. For an annual $30 artist membership fee, the site can help you 
sell CDs, earn cash for single downloads, and market your free downloadable 
music files. The coolest thing about eFolkMusic is that artists get the e-mail 
address of every fan who downloads their freebie MP3 files. Worth a look.

Contact: eFolkMusic, 101 Evans Ct., Carrboro, NC 27510. Phone: (919) 968-4810. 
E-mail: chris@efolkmusic.org.

33) Aware Store
www.awarestore.com

According to the Aware Store’s web site, “To assure the quality of music we sell, all 
new items on Awarestore.com go through a submission process. If we can 
recommend the CD to the customer, we will bring in your product.”

Contact: Awarestore.com, c/o: Submissions, 3449 N Southport Ave #2, Chicago, 
IL. 60657. Phone: 888-AWARE-01. E-mail: submissions@awarestore.com.

34) New Artist Direct
www.newartistdirect.com

New Artist Direct supplies independent releases to major retailers including Best 
Buy, Musicland, and several key independent stores. Along with selling discs online 
from its site, NAD can help artists sell merchandise directly from their own web 
sites. Contact: suggestions@newartistdirect.com.

35) Weedshare
www.weedshare.com

Here's a novel concept. “Weed puts the power of music distribution into your 
hands. If you are an independent artist, you can get your music into Weed format, 
then take those files and post them anywhere you’d like. When you sell your 
songs, you’ll receive 50% of the price of the file, credited automatically to your 
Weed account.” Contact: content@weedshare.com.
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36) Planet CD
www.planetcd.com

This site’s home page reads, “Planet CD has been selling the best independent 
music since 1997. We provide talented artists an outlet to promote and distribute 
their music. Learn about each artist – listen to them. If you enjoy what you hear, 
show your support and purchase a CD.” Contact: Planet CD, P.O. Box 29742, 
Charlotte, NC 28229. Phone: (704) 560-2379. E-mail: info@planetcd.com.

37) CafePress
www.cafepress.com

At CafePress, you can create and sell products with your designs (including music 
CDs, T-shirts, mugs, books and more – all with no upfront costs. Get a free web-
based store and promote your products online. CafePress handles all product 
creation, credit card processing, shipping, and customer service.

38) Accept payments from your own web site

You already know your fans can order your CDs securely online when you get set 
up with CD Baby, Amazon and some of the other sites listed here. But what if you 
want to take orders right from your own site? And what if you want to sell T-shirts, 
caps and other merchandise? Most of these sales outlets can’t help you there. Here 
are four alternate payment processing services to consider using:

PayPal.com
www.paypal.com

2CheckOut.com
www.2checkout.com

CCnow.com
www.ccnow.com

Look over fees and policies carefully. Most charge a per-transaction fee plus a 
percentage of each sale. PayPal has the lowest fees and most flexible access to 
your money. But look them all over and see what works for you.

39) Research more music sales outlets online

Pay a visit to the Google Directory at http://directory.google.com and follow this 
path: Shopping > Entertainment > Recordings > Audio > Music > Specialty > 
Independent Artists. There you’ll find a long list of additional music sales sources.

To sum up: Open your mind to the music sales possibilities all around you ... and 
you may soon find yourself with a lot of extra closet space.
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Chapter 15

The Easiest Way to Make 
Money in the Music Business

Most likely, you’ve been performing regularly, attracting some new fans, selling a 
few CDs, and generally having a good time making music. In many ways, you’re 
already successful and deserve to feel good about you’re accomplishments. But 
there’s also a good chance you have a nagging sense of deficiency. More 
specifically, financial deficiency. You’re not alone. It seems the majority of people 
who pursue creative passions aren’t making the Big Bucks.

Even though this is a common situation for musicians, that doesn’t mean you 
should mindlessly accept it as a permanent state of being. There are ways to 
increase the flow of money into your life through music. Here’s the secret formula: 
The most successful artists develop “multiple streams of income.” The idea here is 
that small streams of cash from several different sources can eventually build into 
a steady, flowing river of revenue.

Crank up the money volume

In Barbara Winter’s insightful book, Making a Living Without a Job, she discusses 
“multiple profit centers.” Winter writes: “Rather than thinking in terms of having a 
single source of income (as we are trained to do when we see our income tied to a 
job), the savvy entrepreneur thinks about developing several income sources. With 
planning – and an openness to additional opportunities as they come along – you 
can create as many streams as you desire.”

To illustrate the point, Winter mentions Richard Branson, the founder of Virgin 
Records, who reportedly oversees more than 150 different small enterprises (when 
he’s not ballooning around the globe, that is). And Branson keeps inventing new 
projects all the time.

Reality: Don’t think you have to run an international corporation to make this 
tactic work. If we simply look at the standard ways an artist can earn income, this 
multiple profit center approach becomes clear.
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A musical act can potentially make money from:

1) Live performance fees

2) CD and merchandise sales at live shows (and each piece of merchandise is 
a separate profit center)

3) CD sales through distributors and retail stores

4) CD sales through mail order catalogs

5) CD and merchandise sales from the artist’s own web site

6) CD sales on Amazon.com, CD Baby and other Internet music outlets

7) Digital sales through iTunes and other music download sites

8) Song placement in films and television

9) Fees from licensing your songs, name and image

10)Mechanical royalties on CD sales

11)Performance royalties (via ASCAP, BMI and SESAC)

And these are just some of the ways.

Bottom line: The key to making a decent living with music lies in making sure 
that the many streams available to you are producing. Expecting your income only 
from live shows or only from retail CD sales to bring in a sufficient amount is risky 
at best. It’s a lot easier, for instance, to generate $500 a month each from five 
different (but related) sources than it is to pray that one source will reel in the 
whole $2,500.

These multiple streams of income aren’t limited to activities that involve your 
songs or band. What other skills and opportunities do you possess that you could 
leverage into extra cash? Can’t think of any? Try again. Believe me, everyone has 
the potential to generate additional revenue – if he or she only searches for 
possibilities.

Example: Let’s say you have a basement full of recording gear that you’ve turned 
into a quality home studio. Perhaps you use it to record your own band or solo 
projects and are now ready to offer your services to earn extra cash.

Of course, the obvious thing to do is make your services available to record other 
bands and songwriters who are looking for good, inexpensive recordings of their 
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music. And many people with home recording setups do just that. The only 
problem is, that’s all they do ... accept to complain that not enough paying 
customers are booking time.

The trick is to look outside the normal, predictable methods. To demonstrate this 
philosophy, here are 11 random ideas on how a person with a home studio could 
create multiple profit centers:

1) Copyright registration service

It seems everyone is confused about how to register a copyright with the Library 
of Congress. It’s not really that difficult, of course, but many of your studio clients 
may pay you a fee to do it for them and save them the trouble.

2) Recording classes

Do you feel competent enough to effectively share your knowledge of the 
recording process with others? If so, offer basic recording classes in your studio.

3) CD duplication

People who use your recording services are prime candidates for CD duplication. 
Offer that additional service to your customers and reap the rewards.

4) Voice-overs and spoken word

Music is not the only way to make money with a home recording studio. You can 
also reach out to customers who need to record voice-overs for radio commercials 
and instructional multi-media projects, as well as poets and authors wanting to 
produce spoken-word recordings of their work.

5) Soundtrack library

Many tech-savvy musicians make extra money recording instrumental tracks that 
are used in the background of films, TV shows, video games, computer-based 
training materials, and more.

6) Compilation CDs

Most of your music customers are going to want to promote their songs after they 
have a finished product. Once you have a list of satisfied clients, offer to release a 
compilation CD of the best acts. The bands pay you a fee per song (perhaps $50 to 
$75 a minute) to put it all together. As long as the total fees you collect are more 
than your costs, you come out ahead – while helping a lot of acts get the notoriety 
they crave.
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7) Equipment rental

I know, you would never think of parting with your new, expensive gear – even for 
a few hours. But surely, you have some equipment in your arsenal that you’d be 
comfortable renting to someone. This way, he or she gets to use the component 
for a reasonable fee, and you end up with an extra income source.

8) Audio birthday cards

Offer a special service whereby paying customers come in and record a personal 
greeting to a loved one. You could promote it as being a much more appealing gift 
than a typical, boring greeting card.

9) Audio restoration

Are you good with digital audio editing software? If so, find customers who need to 
restore old vinyl albums or want to convert scratchy analog audio programs to CD.

10) Mastering

Recording and mixing individual songs is just one part of the process. Before a full 
CD is replicated, all of the tracks need to be mastered so the whole collection has a 
cohesive, high-quality sound. Teach your customers the importance of mastering 
and offer that as an added source of income.

11) Morning radio show jingles and song parodies

I know this one can work because I’ve done it. Several years ago there was a local 
morning show team that paid me $100 to $200 a month to write and record song 
parodies and goofy jingles for them. It wasn’t a huge amount of money, but it 
helped fill some financial gaps – and it was quite fun!

No matter where your special niche in the music business lies, there are literally 
dozens of related ways to earn extra cash. In her Making a Living Without a Job
book, Barbara Winter suggests not trying to launch all of your new money-making 
ideas at one time. Pick the one you’re most passionate about and get it going first. 
Once it’s up and running, begin another profit center. Then another. Before long, 
you’ll have a good number of these revenue centers working for you.

Note: Over time, however, you’ll find some of your activities losing steam (or 
yourself losing interest) and it’ll be time to drop them. That’s why it’s a good idea 
to always be thinking of new income-producing concepts.
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In his book, No More Cold Calls, marketing expert Jeffrey Lant describes building 
what he calls the “mobile mini-conglomerate” – another phrase for this multi-
pronged way of earning a living.

He suggests some of the following tactics for regularly developing new money-
making opportunities:

 Keep an idea file. Whether it’s in a notebook, file folder, shoebox or on 
your computer, have one designated place where you store all of your ideas 
for making extra money. This will pay big dividends and ensure that you 
don’t lose or forget your best ideas.

 Start an expert file. Whenever you meet someone who may be able to 
help you in the pursuit of a money-making venture, make sure to ask for 
his or her name and contact info. This especially goes for people and 
companies with whom you might be able to work out lucrative cross-
promotions.

 Collect articles, books and publications about money. In addition to 
music-related publications, make sure and expose yourself to a variety of 
titles on marketing and personal finance. As you read about success stories 
in other industries, always ask yourself, “How can this good idea be applied 
to my interests and skills in the music business?”

 Get a brainstorming partner. While you want to train your mind to be on 
the lookout for new opportunities, working by yourself all the time has its 
limitations. That’s where having a brainstorming partner or two comes in 
handy. Ask your most creative and open-minded associates to join you in a 
think session, in which the main topic is coming up with new money-making 
ideas. You may be pleasantly surprised with the workable concepts that pop 
up during these meetings.

 Keep records of what did and didn’t work. Creating another income 
steam can be exciting and challenging. But if the new profit center isn’t 
producing, you’ll just be spending your limited time and energy in vain. 
Keep a log of your start-up expenses, specific actions taken, and the 
bottom-line results of your efforts. Use this information to determine 
whether the new income stream is worth continuing.

If you’re completely satisfied with your current income level, congratulations.
You’re in a select group. But if there’s any discontent regarding your finances, the 
multiple-streams approach may be the best answer to help you overcome a cash-
flow deficiency.
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Chapter 16

25 Ways to Finance Your Next 
Recording Project, Music Video 
or Major Equipment Purchase

You’ve heard the expression “It takes money to make money.” And sometimes it 
does. You’ve also heard horror stories about the complications of bank loans, 
business plans, lawyers, and meddling investors. And it’s those negative mental 
associations that keep many aspiring music people from ever taking a stab at a big 
project – whether it’s committing to a CD release, buying a new sound and lighting 
system, producing a music video, or starting a small record label.

I can hear you now: “Man, I’m never going to be able to get a bank loan. And I 
wouldn’t trust a power-hungry investor with my career. Why bother?” Well, I say 
don’t let those perceived obstacles stop you from getting what you want!

For now let’s forget about bank loans and high finance – although we will touch on 
them briefly a little later. Instead, let’s think about more creative, street-level 
methods of raising money. Let’s call it Guerrilla Music Financing, because we’re 
going to be attacking this money-raising business from the ground level, where we 
can get a lot more accomplished by relying on our creativity.

Important note: The first thing to note about Guerrilla Music Financing is that –
unlike the traditional road to investment capital, where a large lump sum of money 
comes from one almighty source – we guerrillas have to think in terms of 
combining a number of smaller money-raising streams into one sizable river of 
cash.

What follows is a list of 25 specific actions you can take now to get money flowing 
toward your musical project.

Six ways to raise thousands of dollars yourself

This next statement might seem obvious, but it’s an important one to grasp: The 
best source for funding your musical projects is you. By taking control of your own 
financing, you avoid having to answer to a co-signer or investor. The feeling of 
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freedom alone will lighten the load of small sacrifices you may have to make along 
the way.

Here are six great ways to turn to yourself for money matters:

 Set aside a percentage of your day job salary

First, set up a special savings account at a bank for the exclusive purpose of 
building a Guerrilla Music Project Fund. Setting aside just $25 a week will give you 
about $650 in only six months. And while your money is growing and earning 
interest at the bank, you can use this time to scout around for the best possible 
deal on studio time, video production, sound systems, or whatever it is you’ll be 
investing in.

 Earn extra cash to stash for your project

Humans have an uncanny ability to get things done when they are truly motivated. 
Don’t limit yourself by thinking within the confines of your present financial 
situation. Could you possibly earn extra money by giving guitar lessons, working 
as a studio session player, or gigging as a solo act?

There are dozens of ways for people in the music business to make extra cash with 
their talents. Don’t be a victim of tunnel vision. Playing a paid gig is just one of 
many ways to profit from music. Do you have skills at home recording, publicity, 
web site design, or even running sound and lights for other bands? Use your 
creativity. (See Chapter 15 for more on this topic.)

Note: Earning an additional $25 a week would give you another $650 in six 
months – a total of $1,300!

 Sell your old equipment

Most musicians have at least some seldom-used equipment sitting around in the 
basement or garage. Some have quite a bit. Is there a good reason why you 
continue to hang on to it? If not, you may be cheating yourself out of the extra 
cash you could earn by selling it.

Run a classified ad, post notices at music stores in your area, or sell to the highest 
bidder on eBay. Blow the dust off of those old suckers, sell them, and add some 
money to your Guerrilla Music Project Fund.

Another possibility: Many CD stores pay cash for decent pre-owned releases. 
And don’t forget books, appliances, and other items you can part with. Use your 
head and cash in on stuff you already have!
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 Spend less on gear – buy only what you need

The main point here is to be realistic. Just as you define your musical and creative 
needs, you should also assess your technical and production needs. Separate what 
you would like to have from what you actually need.

Key questions: Do you really require that 24-channel board when a 16-channel 
mixer would do the job for a lot less money? Is that $700 guitar effects rack 
something you really need? Or is advertising your new release in a national 
magazine really necessary, when you may be better off promoting it on a regional 
level, where it will have more impact and cost less?

 Get a bank loan or line of credit

If you have a good credit rating, you have the option of getting a bank loan. True, 
this is what you want to avoid if you truly embrace the “guerrilla” philosophy. But 
some musicians are more financially secure than others. If you have some 
monetary stability and are confident about your future in music – at least for the 
next couple of years – this is a tempting option. Just make sure you don’t strap 
yourself with loan payments if the band breaks up or CD sales aren’t as brisk as 
you hoped.

Note: There are plenty of juicy guerrilla suggestions still to come in this chapter, 
and many of them will be even better, less-costly ways to get the funds you want.

 Use credit cards

Another method of financing is using a credit card. This is basically a loan, but I list 
it separately because many people overlook it as a financing option. You can either 
purchase items directly by charging them to the card or get a lump sum cash 
advance to spend on a variety of things.

Credit cards carry the same disadvantages of a loan, only those low minimum 
payments make the dangers of snowballing interest even greater. However, life is 
often a gamble and a lot of musicians have used credit cards to fund everything 
from PA and lighting purchases to entire CD releases.

Example: I’ll never forget the time I received a promotional mailing from a new 
artist. The flier read, “Sponsored by Visa, MasterCard and American Express” –
pointing out, in a humorous way, that he was an independent artist funding his CD 
project with his personal credit cards. It certainly caught my eye, and it definitely 
helped him get his music out into the world. So keep credit cards in mind, but use 
them cautiously.
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Two more ways to raise money fast

 Solicit family members and friends

If you still need more funds after putting to use all the possibilities of raising cash 
yourself, the next safest bets are family members and friends. While borrowing 
money from relatives and acquaintances is a natural for some people, it can be a 
stomach-churning curse for others. So move slowly in this area.

Even though these casual investors are fronting you money because they care for 
and believe in you, you’d be wise to spell out everything on paper before accepting 
any friendly funding. Get it all in writing. Will you have to pay it back, and if so, 
when? How much input will Aunt Gertrude want on your next album if she’s footing 
the bill? Find out ahead of time and you’ll keep everyone happy.

 Seek out investors

Now we move into a more complicated realm. To attract investors, you usually 
have to come up with a written business plan that includes budgets, expenses, 
projected revenues, and countless other tedious details. If you’re uncomfortable 
with numbers, fine print and selling yourself, traditional investment strategies 
might not work for you.

Most musical acts that attract investors basically end up making fans of people 
who have extra money to play with. In other words, investors should ideally have 
their hearts into what your music and vibe are all about.

Question: How do you find supportive investors? By being sociable and meeting 
all of your fans. It’s that simple. Plus, don’t be shy about mentioning to people that 
you’re looking for an investor (or two, or five). In fact, many artists have found it’s 
easier to find 10 people who each invest $1,000 than it is to search for one person 
who can invest the whole $10,000.

When you find interested parties, you must demonstrate that you and your music 
have merit and potential to make money for both you and the investor. Along with 
a business plan that spells out everything about your music career, clip articles 
from respected magazines on similar success stories and highlight industry trends 
based on information from trade publications. Also, it doesn’t hurt to list a 
respected person in the music industry as your personal consultant.

Key: Agree ahead of time on what role the investor will play in your career. Will he 
or she be hands-on or more of a silent partner? Will the investor be reimbursed 
through an ongoing percentage of your earnings or only at a specific time, such as 
when your band gets signed to a record deal? Make sure the details are clear and 
beneficial to both parties, and have an attorney look over the final agreement.
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Four more ways to get the financing you need

 Use your personal credit

Okay, so you don’t have the financial clout to get a mega-bucks bank loan. Does 
that mean you’re completely out of luck when it comes to getting credit? Maybe 
not.

Is there a music store, recording studio, or video producer in town who you’ve 
developed a good relationship with? If so, don’t overlook the good possibility of 
getting personal credit from the owner of one of these establishments. This 
arrangement is basically an informal loan. The business owner, in essence, would 
front you the equipment, studio time, or service for now ... with the understanding 
that you will pay the fee at a future date when you’re able. As always, be specific 
on the repayment timetable and dollar amounts.

 Offer sponsorships

Coke, Pepsi, Miller Genuine Draft, and Bud Light aren’t the only brand names that 
can sponsor musical events. Even though the corporate big guys are best known 
for it, why couldn’t your local music store or studio sponsor you? You put up 
posters and pass out fliers promoting their businesses at your shows ... and they 
give you a discount or free stuff in exchange. What a concept!

 Practice the ancient art of barter

Do you have a skill, product or service that would be of value to a recording studio 
owner, video producer, newspaper publisher, or CD replicater? Well, if they have 
something you want, and you have something they want, it may be time to put the 
ancient art of trading goods and services into action. That’s what bartering is all 
about, and it works perfectly for Guerrilla Music Financing. In fact, it may be one of 
your most powerful tactics for financing your music venture on a limited budget.

Another angle: What if the business owner isn’t interested in what you can offer? 
You’re next option would be what I call a Trade Triangle. Ask the owner what he’d 
be willing to barter for if there were no limits. Let’s say a studio owner needs a 
new transmission on his car. Perhaps you know (or can find) a mechanic who 
might be interested in what you have to offer – maybe your band could play free 
at the company’s upcoming anniversary street party.

Then you create a Trade Triangle. The mechanic gets free entertainment from you, 
the studio guy gets a new transmission, and you get your free recording time from 
the studio. Everybody’s happy ... and without spending a dime! That’s Guerrilla 
Music Financing at its best.
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 Build your own equipment

That’s right, you read that correctly. Why buy a new, expensive sound system or 
effects rack when you might be able to build one yourself for a lot less cash? If you 
have carpentry skills and a working knowledge of acoustics and electronics, this 
could be a real money-saving method for you – whether you’re building a sound 
system or home recording studio. Here are several good build-your-own electronic 
equipment resources:

PAiA Electronics
www.paia.com
paia@paia.com
(405) 340-6300

Digi-Key
www.digikey.com
(800) 344-4539

Music Electronic Archive
http://audible.transient.net/archive/

Doepfer
www.doepfer.de/home_e.htm

Three great ways to create cash if you’re in a 
working band

 Save money from paying jobs

One of the best ways for a working band to raise a lot of cash for a major project 
is through paying gigs. Even a band that works part-time could easily come up 
with at least $500 a month from live shows – that’s another $3,000 for your 
Guerrilla Music Project Fund in six months.

This method is a lot easier to manage, though, if the members don’t depend on 
band job money for basic living expenses. If the members really need the steady 
cash, try setting aside a percentage of gig money from each job, even if it’s only 
10 to 20 percent. Just take it off the top before everyone gets paid.

 Promote fund-raising gigs

Non-profit companies, environmental coalitions, and charities of all types use fund-
raising events to come up with the operating cash for their organizations. People 
generally like to do something constructive for a good cause, so they show up and 
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donate money. Well, if this technique works for charities, it can also work for your 
musical act’s fund-raising needs.

Strategy: Pick a night when you’re booked at a local club or hall and promote it as 
a “Show Your Support Night.” Ask your fans to play a part in your success story by 
helping you fund your next CD. Charge a minimum $20 donation at the door. Let 
attendees know that all the proceeds collected that night go toward financing the 
recording. Maybe even offer to list everyone’s name in the CD credits if they 
contribute.

You could also use this event to pre-sell your CDs – in effect, earning revenue 
before you’ve even produced them. Remember, you won’t get things in life unless 
you ask for them. Just make sure to give something of value back in return.

 Sell CDs, downloads, T-Shirts and merchandise

Your live shows can bring in a lot more money than just your performance fee or 
what you collect at the door in cover charges. If you and your act aren’t taking full 
advantage of merchandising, you’re missing the financial boat. Bands with even 
modest followings are reaping lots of extra money by selling T-shirts, caps, 
buttons, stickers, and more.

Obviously, if you’re trying to raise money for a big recording project, you may not 
have a CD to sell yet. But if you do, by all means, push them doggies at your live 
shows. Mentioning them often and enthusiastically from the stage is a good start. 
But if you really want to cash in on merchandising, set up a booth or table chock 
full of everything you have to sell and make sure a friend, roadie or associate 
mans it the entire night.

Check out these web sites for an easy solution to selling your music and 
merchandise online:

Broadjam
www.broadjam.com

Lulu
www.lulu.com

CafePress
www.cafepress.com

Zazzle
www.zazzle.com

Important note: If you’re seriously using fund-raising and merchandising as a 
means to finance your next musical project, you’d be wise to take all the money 
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earned through these methods and put it directly into your Guerrilla Music Project 
Fund account. And don’t touch it until you’re ready to invest in your specific 
project.

So you think this idea of raising cash from gig money and merchandising is great. 
But wait! What if your goal is to purchase a PA and light show? Without them, you 
can’t play out to earn money. And without that extra money, you’ll never be able 
to afford them. It’s the ultimate Catch 22, right? Wrong! Here are some solid ways 
to play out and make money without your own system.

(Note: I admit, these next three suggestions are elementary, but I include them 
just in case you’re overlooking them.)

 Work at clubs that have house systems

Many nightclub venues have their own in-house sound and lighting systems. By 
providing them, club owners can get bands to play for lower rates, since the band 
doesn’t have to haul in and set up its own system. Your job, then, is to find the 
clubs in your area with house systems and try to get work in those venues first. By 
doing so, you’ll get those paid jobs and merchandising opportunities – without 
needing your own PA and lights.

 Work with bands that have systems

While you’re looking at venues with house systems, don’t overlook other 
opportunities for paid work at other clubs. One way is to work with other bands 
that already have good sound and lighting systems. Whether you’re opening, doing 
a split bill or headlining, try to align yourself with groups that will allow you to use 
their systems at shared gigs.

You may have to help cover the cost of the sound person or even do a little roadie 
work yourself. But that’s a small price to pay, considering the other band is 
bringing in what you don’t have. By using this arrangement, you’ll open up your 
money-making possibilities to include practically any venue in your region.

 Rent from stores, bands or discount services

This may be another selection from the Overly Obvious category, but here it is 
anyway: When you have a paid gig beckoning and you don’t have a sound or 
lighting system of your own, renting one or hiring someone to bring one in might 
be your best solution – especially if you know you’ll earn more than you’ll spend on 
the show.

Your options include renting PA and lights from music stores, sound companies or 
other bands and running them yourself. But don’t forget about hiring a freelancer 
to come in and do all the dirty work for you ... at a higher price, of course. Some 
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of the best deals may come from other bands that rent systems on their nights off 
(in fact, they may be doing it to build their own Guerrilla Music Project Funds).

Adding it all up

Let’s figure out what a four-piece band might be able to raise in six months using 
just some of the techniques listed here. First, let’s start with your potential as an 
individual. Suppose you were able to set aside just $20 a week from your day job 
for your Guerrilla Music Project Fund. You’d have just over $500 in six months. 
Then suppose you could earn an additional $20 a week giving lessons, doing home 
recording, or any number of things discussed earlier. That would give you another 
$500.

If you really tried, you could probably raise about $250 selling off some old 
equipment. And by trimming back some of your more extravagant musical buying 
habits, you should be able to redirect another $250 into the account over the six-
month period. That gives you a total of $1,500 in six months using only your own 
discipline and ingenuity.

Do the math: Even though you could easily raise still more money by getting a 
credit card cash advance or a $500 to $1,000 loan from a family member, let’s use 
the more conservative $1,500 individual figure for our purposes. Now multiply that 
number by the four people in our four-member example band. Suddenly we’ve got 
$6,000 in the collective Guerrilla Music Project Fund.

And we haven’t even factored in fund-raising gigs, paid band jobs, and 
merchandise sales. Over the course of six months, a band could easily raise 
another $3,000 from these sources. Add that to the previous subtotal and you’d be 
on your way to raising nearly $10,000 for your next project!

10 ways to get a better price on equipment

You’ve heard the saying: A penny saved is a penny earned. It’s true. Don’t spend 
more than you have to on equipment. Use these tips and save.

 Buy used gear

Finding good, pre-owned equipment can suit your needs and be a lot easier on 
your pocketbook at the same time. Shop around and test the stuff before you buy.

 Shop by mail order

Ordering gear by mail can often get you lower prices while allowing you to avoid 
paying in-state sales tax. Here are three good mail order equipment sources:
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Musician’s Friend
www.musiciansfriend.com
(800) 776-5173

zZounds
www.zzounds.com
(800) 996-8637

eBay – Musical Instruments
http://instruments.ebay.com/

 Pay cash up front

No secret here. If you’ve done a good job of setting aside money for your Guerrilla
Music Project Fund, walking into a store or studio with cash in hand will always 
give you plenty of leverage to get a great, low price.

 Compare prices and shop around

I don’t mean to insult your intelligence here, but too often many of us get hooked 
on the first offer we come across ... and quite often it’s not the best buy. Resist 
impulse buying and check out other options before you commit.

 Establish a relationship with one retailer or studio

On the other end of the spectrum from shopping around is being loyal to one 
business ... that is, if it rewards you for your patronage with lower prices. If you’ve 
done a noticeable amount of business with one particular music dealer in town, ask 
about a preferred customer discount.

 Consider display models

Ranking right up there with used equipment bargains is the super price you can 
often get on demo models. Eventually, stores have to dispose of the display units 
that sit on the sales floor. And they move them by letting somebody walk out with 
these items at a 30- to 70-percent discount. That somebody might as well be you!

 Take advantage of sales, liquidations and going-
out-of-business specials

Keeping an ear to your regional music grapevine might help alert you when a 
retailer is going out of business. When this occurs, you can bet the business owner 
will be more than eager to sell remaining equipment at deep discounts.
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 Buy at wholesale by helping a store meet its quota

When music stores buy equipment from suppliers, the discount they get depends 
on the total amount of gear the store purchases. The higher the dollar amount, the 
better the wholesale price. Knowing this, why not offer to buy that monster PA 
system from the store at wholesale cost, which might help the store up its 
purchasing power and get a bigger discount from its supplier? It’s worth a shot.

 Work at a music store

Sure, why not? As an employee, you’ll probably get a discount on any purchase 
you make while you work for the store. Plus you’ll get a paycheck from the store! 
Yet another option.

 Haggle ... and ask for a better price!

This one was added because too many people simply forget to do it. The number 
listed on the price tag is, more often than not, negotiable. And if you never ask for 
a lower price, it certainly won’t be offered to you. So ask ... and you just might 
receive a great price break.

Congratulations! You’ve made it through all 25 creative ways to finance your next 
music project. What you need to do now is go through the couple dozen money-
making and money-saving suggestions in this chapter (by the way, feel free to add 
some of your own) and start deciding which methods are going to work best for 
you.

Some musicians have access to investors while others feel stronger about going 
the merchandising route. Some are in a better position to set aside cash from their 
day jobs while others opt for a credit card advance.

Key principle: Remember the river of Guerrilla Music Financing we covered at the 
beginning of this chapter? The best money-raising plan will incorporate several 
different streams. A little savings here, some extra revenue there ... it can all add 
up quickly.

Your new action plan

Finally, I’d like to talk about one of the most important aspects of raising money in 
the music business: setting weekly and monthly goals. Once you narrow down 
your financial plan of attack, put it on paper. Give yourself a specific amount of 
money you want to raise and a date by which you want to have the total in your 
Guerrilla Music Project Fund.
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Then make sure and open a separate bank account for this special fund. I suggest 
using at least a six-month plan and being realistic about the dollar amounts. 
Setting unattainable goals will do nothing but wear down your confidence in 
reaching them.

Next, break up the dollar amounts into monthly and weekly figures. In other 
words, calculate how much you’re going to have to earn or set aside each week in 
specific categories to hit your target amount. Breaking it up into bite-size chunks 
makes any worthy goal more manageable and keeps you on track week after week 
in your pursuit of it.

Other considerations: When it comes to sponsorships, bartering and other less-
tangible methods, write out your specific action plan: who you’ll contact, when 
you’ll make contact, what offer will be made, etc. Once these steps are taken and 
a response is received, it’s time to reevaluate the plan. Just as an airplane pilot 
readjusts his flight pattern many times before reaching a specific destination, so 
should you adjust your financial action plan along the way to reaching your money 
goals.

Where will you go from here?

The choice is now yours. If you don’t consider all the money-raising possibilities 
and write out a plan to begin with, you’ll continue to stray (like so many people) 
down a wandering path to musical obscurity. Not creating your personal road map 
and being committed to it week after week, month after month, will lead you to 
not getting that new release out, not getting that music video produced, or not
getting that killer sound system you need.

But since you now have more than two dozen solid ideas at your fingertips, along 
with the newfound commitment to reach your financial and creative goals, you’ll be 
one of the smart ones basking in the glow of having attained yet another one of 
your musical dreams.
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Chapter 17

How to Double Your CD Sales
(in 90 Days or Less)

If you’ve gone through the trouble of recording and manufacturing a CD, you no 
doubt want to sell some of them. Preferably, a lot of them. Question: Would you 
be better off if you could double the amount of music you currently sell every 
month? Here are a couple dozen ways to make that happen over the next 90 days 
or less:

Write great songs and create meaningful music

While the purpose of this chapter does not include songwriting advice, it should be 
noted that all the marketing help in the world won’t be effective unless the music 
you make profoundly touches people. Writing great music that connects with your 
target audience needs to be one of your driving forces. So make sure you spend 
enough time and creative energy on this crucial area.

Put a priority on planning and execution

Think of these twin soldiers as your offensive line. Planning (knowing where you 
want to go and what route you’ll take to get there) and execution (marching 
toward your goal by taking decisive action) are the ingredients you’ll need to 
double your CD sales. Set weekly and monthly sales goals, and monitor your 
progress regularly to make sure you’re on track.

Bring back past customers

It costs about six times the money and effort to win over a new fan as it does to 
stay connected to someone who bought your previous CD or has been to one of 
your shows. Don’t overlook this gold mine. Keep in touch with and send special 
offers to people who have spent money on you in the past. They are, by far, the 
most likely group of people to spend money on you today.
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Upsell current customers

Okay, so someone comes to a gig, buys your latest CD, and signs up on your 
mailing list. Now what? Time to move on to the next new customer, right? Wrong. 
Send your current buyers a special offer to also get your previous releases and 
merchandise.

Insight: Your first or second CD may be old news to you, but it will probably be 
fresh and enjoyable to a new fan. He or she likes your music and even bought your 
new CD. Don’t deny them the pleasure of getting even more of your music – both 
old and new. Strike while the music sales iron is hot. It’s called “upselling,” and 
you’ll have to start doing it if you really want to double your CD sales.

Always be cultivating new customers

Music marketing is a juggling act. You have to simultaneously be courting past 
fans and nudging current buyers while always being on the lookout for new fans to 
bring into the fold. You cultivate these new people by:

 Encouraging mailing list sign-ups at gigs
 Talking to the people who attend your live shows
 Constantly soliciting fan e-mail newsletter subscriptions online
 Giving solid reasons for editors, writers and reviewers to cover you
 Swapping web site links and e-mail newsletter blurbs with other related 

web sites and e-zines
 Putting your contact info on every promotional item you distribute
 Generally making it easy for people to find you and get in touch

In short, make a commitment to being a fan-building machine.

Identify your most profitable selling areas

In order to double your CD sales in 90 days, you must know where and how to 
concentrate your energies. First, consider if geography will play a part. Will you 
most likely sell more CDs locally? In warmer climates? Along the East Coast? In 
Denmark? Next, consider the method of sales: at live shows, on the Internet, 
through retail outlets ... which ones will work best for you?

Understand who your ideal fans are

Determine what type of person is most likely to spend money on you: young or 
old, men or women, lavish tastes or budget-minded, hyper or mellow? Other 
questions to ask: Do these people have the money to buy your CDs? And is this 
segment of the population growing in number or shrinking? Are there any other 
ways of positioning your music to also appeal to a different group of people? Write 
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answers to these questions, brainstorm, and zero in on fans who have the interest 
and money to buy your music.

List ways of getting access to your fans

Once you know exactly what type of music fan you’re going after, make a list of 
various ways to communicate with these specific people. What magazines and 
newspapers do they read? Where do they hang out? What radio stations do they 
listen to? What retail outlets do they frequent? What web sites do they visit? What 
e-zines, blogs and podcasts do they subscribe to?

List every conceivable way of reaching these important folks. Then design an 
action plan to make the most of these avenues.

Tour and play live often

Sure, this is a no-brainer, but are you making the most of every possibility? First, 
are you playing out a lot locally and regionally? Does your touring plan make 
sense? The best approach is to either spiral out slowly from your home base, or 
target specific cities you will play on a regular schedule. The more areas you’re 
known in, the better your chances of selling more CDs.

Other options: What about unplugged shows at record stores, coffeehouses, and 
more offbeat locations like bookstores and art galleries? Refer back to the list of 
places where your fans hang out and try to perform at those venues.

Make the most of retail store tie-ins

Have you visited all the important music shops and arranged to have your CDs 
sold there? If so, do managers have sample copies for in-store play? If the store 
has a listening station, can you get your disc featured on it? Will the store use 
discount coupons for your release as a bag stuffer (maybe in exchange for you 
distributing coupons for the store at your gigs)? Be creative and sell more CDs!

Pursue radio exposure of any kind

Of course, you can mail unsolicited CDs and hound program directors until either 
they play your songs or you give up trying. Or you can use some often-overlooked 
tactics to get on the air: Supply stations with several of your CDs to give away as 
part of an on-air promotion. Write and record a humorous theme song for high-
profile shows and on-air personalities.

Find a current event tie-in to one of your songs and get interviewed on the air 
about it. Ask nightclub owners who advertise to use your songs in the bed of their 
radio and TV commercials. Buy cheap overnight ads to promote your new release.
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Promote dirt-cheap sampler CDs

Put together short, inexpensive sampler CDs of your best songs and either give 
them away to potential fans (in exchange for a name and e-mail address) or sell 
them for a buck or two at live shows. You may not make money on this tactic 
upfront, but if you follow up and persuade even 5 to 10 percent of the people who 
take home your sampler to buy your full-length CD, it could be well worth it.

Better idea: Team up with four other artists and produce a compilation sampler 
CD. You’ll benefit from the combined promotional efforts of all five acts.

Squeeze all you can out of the Internet

The Web has most definitely become the great equalizer. No secret here. It’s 
easier than ever for independent artists to reach a worldwide audience. A big 
chunk of web activity is dedicated to music, and it seems there are more sites 
every month that sell indie CDs or cater in some way to unsigned acts and small 
record labels. You need to be using the Internet to spread the word about your 
music. Thousands of artists are already doing it. Now go get your share!

Here are some steps you can take to sell more of your music online:

Get your own domain name

While there are many music web sites that will offer you a free page or section, 
your best bet is to register your own domain name and direct it to wherever you 
choose to host your pages. There are two big benefits:

 A web address like www.johnsmithmusic.com carries more credibility and is 
easier to remember than a long and winding address like 
www.musichotspot.com/music/johnsmith.

 Most major search engines these days rarely list the free hosting URLs
because they generally don’t last long.

Registered domains are simply taken more seriously. And rates have never been 
cheaper. One of the most popular sites for registering low-cost domain names is 
Go Daddy at www.godaddy.com. Fees are only $8.95 per year. DirectNIC at 
www.directnic.com is another good one, with domain name fees of $15 a year.

Publish a fan e-mail newsletter

Web sites are great, but they’re basically online billboards seen by surfers passing 
in the night. To sell more CDs, you absolutely must collect the e-mail addresses of 
people who have willingly agreed to get regular follow-up messages on your 
musical activities.
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Therefore, you have to start promoting your free music newsletter like it’s the 
coolest thing since YouTube. Offer people incentives to sign up. Having a large and 
growing subscriber list is one of your biggest keys to online sales and notoriety. To 
help you manage your list, here are four services that can help:

Ezine Director
www.ezinedirector.com

Constant Contact
www.constantcontact.com

Topica
www.topica.com

Yahoo! Groups
http://groups.yahoo.com/

Make sure your fans can order securely online

If you make sales only to people who snail mail checks and money orders, your CD 
sales progress will remain slow and painful. The good news is that there are a 
seemingly infinite number of options for accepting credit cards online.

 CD Baby, www.cdbaby.com – A one-time $35 fee gets you completely set 
up with audio samples, CD artwork, band bio, and more. CD Baby is the 
premier site for indie music sales and is extremely credible and reliable.

 Amazon.com Advantage Program, www.amazon.com/advantage – If 
you have a UPC code imprinted on your CD, you’ll be able to get listed on 
the planet’s largest, most active e-commerce site. Sign up for Amazon’s 
Advantage program and get access to millions of music buyers.

 PayPal, www.paypal.com – This is yet another service that allows you to 
accept online payments … with no up-front costs. Fees are only 30 cents 
per transaction plus 2.2 to 2.9 percent of each sale.

See Chapter 14 for a long list of other web sites at which you can sell your music.

Make free digital samples of your music available

Despite what you think of legal battles over the widespread sharing of digital music 
files, to sell more CDs online you have to make at least some of your music readily 
available ... for free. Getting fresh ears to experience your music is a battle. Don’t 
put up obstacles by hoarding it all to yourself.
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But you don’t have to give away the whole store. Make at least three songs from 
your CD available in an MP3 format. After fans hear your digital music samples, 
direct them to where they can buy your entire CD. Often, the easiest ways to 
make your song samples available are at the places where they can be purchased. 
For instance, CD Baby and Amazon can make streaming song samples a part of 
your sales page.

To summarize, if you want to sell more of your music online, you should:

1) Put up an artist web site with a show schedule, CD sales page, photos, and 
more.

2) Encourage fans to sign up for your free e-mail newsletter – then send 
monthly updates that are filled with your personality and compelling sales 
offers.

3) Have clear links to your MP3 audio files so people can hear some of your 
sounds immediately.

4) Make sure you have secure online ordering options available.

Make appealing offers to your fans

When you do a mailing to your fan list (whether in print or by e-mail), go beyond 
just saying, “Hey, we have a new CD. If you want it, send us money.” Make a 
special offer: “Order within 10 days and get FREE shipping.” “Buy one CD, get a 
second copy at half off to give to a friend.” “The first 25 orders get autographed 
copies.” Give your customers a real reason to buy more of your music NOW!

Use testimonials and positive quotes

Whether you’re sending a sales message to fans or a plea to the media to cover 
you, don’t depend on your own words alone to make your point. Use quotes from 
satisfied fans, positive reviews, or favorable comments from respected industry 
pros to back up your claims of worthiness. If more artists and record labels did 
this, they’d make more of an impression and sell a lot more music.

Determine your sales goal and display it

If you don’t choose a specific sales goal and make a commitment to it, chances are 
your actions will wither away quickly. To avoid this, write down your new action 
plan to double your CD sales and post it prominently on the wall of your office or 
band rehearsal area. Look at this plan every day and affirm your dedication to 
achieving it.
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Set a target number of units

To hit a target, you must be able to see the bull’s-eye clearly. To reach your CD 
sales goals, you must have a number to aim for. First, determine your current 
level of sales. Let’s say it’s an average of 300 CDs a month.

In order to double your sales figures in 90 days, you’d have to sell 600 CDs a 
month or 1,800 units within the next three months. That’s about 140 CD sales per 
week. Knowing these hard facts will focus your energies and allow you to know 
exactly where you stand.

Check your progress and adjust the plan as needed

As you move through the next 90 days, measure your progress regularly. What’s 
getting the best results? What’s not working so well? How can you most effectively 
increase sales with a wise use of your current resources? What changes, if any, 
need to be made to reach the goal within 90 days?

Conclusion: Independent acts and labels around the world are selling hundreds 
and thousands of CDs every month. There’s no reason you shouldn’t be among 
their ranks right now!
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Chapter 18

13 Low-Cost, High-Impact 
Music Promotion Ideas 
That Work

Recognition! Respect! A legion of loyal fans! Those are the rewards that most 
working musicians aspire to have. Yet, I’ve lost count of the number of frustrated 
artists I’ve encountered who work hard at their music but end up playing to empty 
rooms and accepting low income as a way of life.

Of course, you already know that any musical act must first have great songs, 
strong vocals, a defined musical identity, and an engaging live show to have half a 
chance at making a splash with fans and media people. Therefore, it’s no surprise 
when bands that lack those elements don’t cut it.

Question: But how many times have you seen (or been in) a killer band and said 
to yourself, “This group really deserves to have a crowd. People don’t know what 
they’re missing”? More than a few times, right?

The problem with these bands is that they miss the big picture and concentrate 
almost entirely on the music – which is admirable, but it leaves the marketing 
aspects of their music to chance. Long ago, I made a decision that I wanted more 
control over my career. I no longer depend on the whims of fate to steer my life. I 
suggest you embrace this same attitude.

Bottom line: Getting a grip on the promotional aspects of your music stacks the 
deck in your favor. Marketing helps you grab the attention of new fans and gets 
your music into their ears. Spending energy on creative promotional activities 
cranks your career into overdrive. When you market yourself effectively, you’re 
able to spend more time making great music and less time rolling the dice and 
hoping a crowd shows up.

Another thing: Attention-getting tactics don’t have to be complicated or expensive. 
You just have to think beyond simply pinning up fliers, slapping up a web site, and 
letting some of your friends know about your gigs. Also, it’s important to realize 
that no one promotional effort is going to work miracles. The low-budget, grass-
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roots music marketing approach that I advocate is a long-term, ongoing activity –
not a one-shot deal.

Important note: Music marketing is a lot like multi-track recording. Each layer 
you create adds to the layers already put down. That’s why you need to develop 
and deploy an ongoing series of promotional assaults – with each one reaching 
more people and making them more familiar with your name, image and sound.

What follows is a list of 13 low-cost ideas you can use to promote your music. 
Hopefully, reading these methods will inspire you to not only use them, but to 
come up with even better marketing tactics of your own.

1) Hold a contest related to your band or release

Can you come up with a fresh idea to fire up the competitive spirit of music fans in 
your area? The band Symon Asher did. This Seattle, WA-based group held a 
contest to guess the origin of its name. To register, people had to visit local record 
stores and fill out an entry form. Clues on the band’s name were mailed weekly to 
radio stations and the music press, creating even more of a buzz about the band.

Why it works: There are five very effective angles to this promotional scheme:

 Forcing interested fans to register at record stores puts those contestants 
right smack in the middle of the record-buying environment, where they 
can easily listen to and buy your CD.

 By bringing more people into their shops, record store owners have more 
incentive to promote the contest in-house, giving you even more exposure 
to music consumers.

 Since the contest is about nothing but the band’s name, the publicity 
benefit is priceless: name recognition!

 By hanging onto all the entry forms, the band has a hefty batch of fresh 
names to add to its mailing list.

 Getting the media involved by sending them clues to give to their audiences 
adds yet another layer of exposure – one that most publicists would die for.

This strategy could work just as well online, only you’d have fans register at your 
web site. Find a way to make the contest idea work for your band. It could just as 
easily be applied to the title of a song or new release too.

(By the way, if you’re dying to know, the band mentioned above was named after 
the birth name of former Cream bassist/vocalist Jack Bruce, who was born John 
Symon Asher.)
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2) Publish a free fan e-mail newsletter

When I give live workshops, I always ask how many attendees have a web site. 
Usually, about 80 to 90 percent of the hands go up. Great. Then I ask how many 
publish an e-zine to keep in touch with fans. Only about 25 percent of the hands 
raise on that one. And that’s too bad, because many of these musicians are 
missing out on one of the most potent online marketing tools.

To illustrate why that is, I need to explain the difference between passive and 
active marketing. Passive marketing happens when you run an ad, build a web 
site, or pin up fliers. You put your message out there – then you wait and hope 
that people see your message, understand it, and act on it. You can do things to 
improve its chances of being noticed – but for the most part, you sit on the 
sidelines, keep your fingers crossed, and pray that potential fans will find it and 
take action.

With active marketing, you don’t wait, hope and pray. Instead, you take your 
message directly to potential fans, one on one. Active marketing includes meeting 
fans face to face at live shows, sending postcards and other promotional items by 
snail mail, and sending announcements and updates by e-mail.

Making it work: To take this more active approach, you must get permission 
from people to send them more details and special offers. The best places to 
request that permission are at your live shows and on your web site. No secret 
here. Bands have been asking people to sign up on mailing lists for decades. But 
you have to take that concept and make it work for you.

That’s why, on every page of your web site, you need to make a clear plea for 
people to sign up on your e-mail list. By signing up, people are in effect saying, 
“Yeah, I’m interested in what you’re doing. Please tell me more.”

Lesson: Once you have their e-mail addresses, you’re in control of the 
conversation. You determine what message they hear, how often they hear it, the 
tone of the message, and so on. There’s no sitting back, hoping fans remember 
you and come back to your site. You actively reach out to these people and 
repeatedly remind them of all the musical goodies you have waiting for them.

That’s why you need to publish a free fan e-mail newsletter. A web site alone is 
fine. But without an e-mail component to support it, your site is just another 
billboard passing by on the side of the road.

3) Give it away now

Wouldn’t it be great if your name got imbedded into the consciousness of everyone 
who saw you perform live? Of course. But how can you make that happen? Simply 
having people in a club while you’re playing is a start, but you should strive to 
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make the most of this opportunity and connect with those living, breathing beings 
in a more meaningful way.

Consider this: One way to make a stronger connection with fans is to give 
something free to everyone who attends. Plant a couple of your best, supportive 
fans at the door and have them pass out some inexpensive item, such as a:

 Small sticker
 Novelty business card with your slogan and web site address on it
 Mailing list sign-up form
 Band newsletter
 Humorous instructions on how to best enjoy your band
 David Letterman-like top-10 list

By giving away a freebie, your name and identity sinks in further with fans. Plus, 
many of these promo items will end up going home with the people who enjoyed 
you the most – adding more strength to your growing army of fans. And that’s not 
a bad way to go.

4) Take advantage of free entertainment listings

Every city in America has at least one newspaper that covers some aspect of local 
music and entertainment. And almost all of these publications offer free listings of 
who’s playing where and when – commonly called the “entertainment calendar” 
section. Many cities also have web sites dedicated to listing upcoming events. 
Believe it or not, live music calendar sections are well read. So why doesn’t every 
band in town take advantage of them?

Perhaps many musicians figure their fans will automatically do all the work 
necessary to seek them out. Maybe the band members are comfortably lazy with 
their current level of popularity. Perhaps they think the venue will submit the dates 
to the papers. (Ha! Guess again.) Maybe they are too busy and simply forget to 
send in the calendar information.

Key question: What good does it do to pour your heart and energies into 
practicing a mind-blowing set and then do nothing to get people out to witness it? 
Take advantage of every free marketing opportunity available to you; they all 
contribute to your visibility. So find out when the free listing deadlines are for each 
publication and web site and then submit your live show schedules regularly!

5) Sponsor an award or special ceremony

Is there a distinguished person in your community you’d like to honor? Or is there 
an anniversary, special date in history, or cause you’d like to recognize? If so, plan 
a musical event around your chosen theme and make a party out of it.
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Under normal circumstances, the local media couldn’t care less about your regular 
weekend gig at Barney’s Bar & Grill. But give them a one-time event with a news 
hook – such as a tribute, awards ceremony, etc. – and you just might have a 
media landslide on your hands.

6) Sponsor a college or community radio show

Public and community radio stations exist in most major cities these days. Like 
their PBS television cousins, one of their purposes is to expose segments of the 
culture that don’t get covered in the mainstream media – and that includes local, 
independent music. These community stations air a wide variety of programs, 
many of which are sponsored by local businesses. Well, if a local business can 
sponsor a show, why couldn’t an artist or record label?

Sure, it will cost you some money, but it will probably be a lot less than 
advertising on a commercial station. And you’ll be reaching a highly targeted 
audience – as long as you sponsor a show that attracts the types of people who 
make up your fan base. 

7) Seek out exposure on local cable TV

“The obvious thing you should go for is exposure, and public access TV is your best 
bet,” says Doug Moody, founder of Mystic Records (as quoted in the book Getting 
Radio Airplay by Gary Hustwit). “They have to give you access, they have to 
expose you. It’s amazing how many people actually watch those local access 
stations.”

Personal proof: I hosted a local access music video show in St. Louis, MO, for 
about four years. It was a low-budget production, but I had a blast doing it. The 
main benefit was that my image and identity made their way into tens of 
thousands of households in the area. It’s been several years since the show aired, 
and to this day I occasionally run into someone who asks, “Did you used to host a 
TV show?” People do watch and remember.

Call the cable TV company that services your area and ask about its lineup of 
entertainment-related public access shows. With a little persistence, you just might 
get interviewed or featured in some manner on one of these local programs.

8) Record a seasonal or current events song

Unless you have friends in high places, your independent CD release barely stands 
a chance of getting radio airplay on commercial stations. Even the college and 
community stations require a lot of effort to get a substantial number of spins on 
the airwaves.
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One way to sneak into a station’s rotation is to use your creativity and come up 
with a novelty song that relates to a current topic in the news or an upcoming 
holiday. For instance, Christmas songs almost always get some airplay during the 
Yuletide season. But stretch further.

Optional approach: Since you may have a lot of competition during Christmas, 
try doing songs that pay tribute to more musically obscure holidays – such as 
Thanksgiving or Groundhog Day. (Come on, how many Groundhog Day songs can 
you think of?) And what about Easter, Presidents’ Day or Columbus Day?

More ideas: What about songs pertaining to a local political scandal, sports team 
or election? How about putting a local slant on Halloween, the Fourth of July or 
Valentine’s Day? Or have you considered recording a jingle or theme song for one 
of the popular morning radio shows? Use your imagination. Anything is possible 
with this marketing angle.

Believe it or not, novelty songs have a much better chance of getting commercial 
airplay – which will get your name out there and possibly pave the way for your 
more serious songs later. Just make sure the novelty or theme song you write and 
pitch to the station is in line with your overall musical style and identity.

9) Multiply your press exposure

When you get a review or feature story published in the press, make copies of it 
and send it to everyone on your industry contact list – including radio stations, 
record stores, music publications, nightclub owners, and booking agents. If the 
story appears on the Internet, simply e-mail a link to it. Reinforce your recognition 
factor with the people who are most likely to help you get even more exposure. 
And don’t forget to include excerpts from positive reviews in messages that go to 
your fans.

10) Target specific cities and regions for best results

You don’t need to do live shows across the country, coast to coast, to effectively 
promote your music. In fact, it will probably be better for your exposure level and 
music sales (not to mention your sanity) to zero in on a predetermined number of 
cities.

Example: “You shouldn’t spread yourself too thin,” says Rob Squires, bassist for 
the Denver, CO-based Big Head Todd & the Monsters. Before landing its record 
deal, the band took this approach: “To establish ourselves, we’d hit Chicago, San 
Francisco, Austin and the Colorado cities every other month,” Squires told Fast 
Forward, a newsletter put out by Disc Makers.

Result: “Our plan worked out great. There’d be more and more people at shows 
each time we revisited those target cities.” By focusing on a limited number of 
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geographic areas, Big Head Todd & the Monsters was able to build a following and 
was later signed to a record label that could give them nationwide support.

11) Ask nightclubs to play your songs in their radio 
and TV commercials

Surely, of all the venues at which you perform, at least some of them advertise on 
radio and television. And practically all of those commercials use music underneath 
an announcer’s voice or video, right? Why not encourage the club owner to use 
one of your original songs for that purpose?

Lesson: It’s the next best thing to being put into regular rotation on a radio 
station, even though you’ll only be able to squeeze a verse and chorus, at most, 
into a commercial. But just think, you won’t have to pull teeth with a program 
director and compete with hundreds of other new releases to get your music on 
the air. All you have to do is sell the idea to the club owner.

Warning: You might have to negotiate with the owner to get this special 
treatment – remember, he or she is footing the bill for the paid ad spot. Some 
things to offer might include performing at the club for a reduced fee or offering 
part of your pay to help cover some of the ad costs. Either way, it might be worth 
it to get a minute of your original music on commercial radio or TV.

12) Offer an inexpensive CD sampler of your music

If you’ve ever visited a Sam’s Club or a large grocery store on a busy weekend, 
you’ve no doubt encountered lots of opportunities to sample free food. Whether 
they’re promoting new and improved pizza rolls or a new brand of zesty sausage, 
food companies love getting free samples into the mouths of potential buyers.

In the same way, you should be whetting the appetites of music fans with free and 
low-cost samples of your music ... then reeling them in to purchase your full-
length recordings.

How to do it: Pick two or three songs off of your current or upcoming release. Or, 
if you have a few releases out, create a short “best of” compilation. Then produce 
a couple hundred of these sampler CDs – whether you burn them yourself or go 
through a replication company.

Don’t worry too much about frills at this stage. Pour all your artistic detail into the 
final full-length product. Keep these samplers simple and low-cost, so you can give 
away and sell a lot of them without losing your shirt.

Some bands successfully sell sampler CDs for one or two dollars to cover costs. 
Fans who are willing to part with a buck or two will probably be more willing to 
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spend $10 to $15 on your full CD. If you give away samplers, you should consider 
requiring fans to sign up on your mailing list before they get the freebie.

Important tip: While the CD sampler artwork should be inexpensive, one thing 
you absolutely must print on it is your web site address and specific instructions on 
how to order your full-length releases. That’s the whole point of these music 
samplers: To increase your notoriety, your mailing list, and the sales of your 
recorded products.

13) Ask your fans to help you get gigs and airplay

A wise person once said, “You won’t get things in life unless you ask for them.” 
Use that same philosophy when it comes to your fans. Don’t be shy about asking 
the people who like your music the most to be a part of your success story. There 
are two key ways to accomplish this:

 In all of your mailings to your fans, include the call letters and phone 
number of radio stations (or the web address and e-mail for online shows 
and podcasts) you are targeting for airplay. Then encourage your fans to 
contact these stations and request that your music be played. You can also 
distribute fliers at your live shows that offer this same radio contact 
information.

 While you’re asking your fans for help with airplay, why not ask for their 
help in getting paid gigs? You never know who among your fans knows a 
club owner or someone having a private function with a budget for live 
music. You might even entice your fans further by offering a 10 percent 
commission on whatever you make through the job they help you book. 
Why not? That’s free enterprise at its best!

Action step: Take these 13 promotional ideas and make them work for you!
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Chapter 19

How to Use the Telephone 
More Effectively to Get Paying 
Gigs, Radio Airplay and Media 
Coverage

No doubt about it, the telephone is still one of the most powerful tools you can use 
to turbo-charge your career in the music business. Even with modern 
communication alternatives such as e-mail, text messaging and video 
conferencing, the phone is still the workhorse of methods available to promote 
your music.

This leads to some good news and bad news concerning all this business of dialing 
for dollars (and exposure). First, the bad news: Virtually everyone has a 
telephone, which means that millions of people are already using the phone to 
compete with you in your quest to get media coverage, airplay, paying gigs, and 
CD sales.

Now the good news: While all of these people are cluttering the phone lines with 
their own messages, many of them are using weak and destructive tactics with Mr. 
Bell’s fine invention. This sets the stage for people who know the tricks and 
nuances of telephone marketing to get ahead by using it effectively.

I’ve lost track of the times I’ve received calls from poor, misdirected fools who 
open a conversation with, “Hello, is this Bob Barker?” My response: “No, he’s the 
game show host, but I do encourage you to have your cats and dogs spayed and 
neutered.”

Then there was the caller who once asked my office manager, “What issue of the 
Riverfront Times [a competing newspaper in town] will my CD review run in?” Her 
response: “Why don’t you call them to find out?”

Question: Can you see how this rampant and mindless abuse of the phone can 
work against so many people? And how easy it would be to stand out from the 
pack and get more of what you want by doing your homework and using a few 
simple telephone marketing tips?
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Start putting the following suggestions to use in your music promotion efforts and 
you won’t have to worry about calling anyone a game show host again.

Go through a mini-rehearsal before the call

In the same way that your band sounds a lot less polished when you haven’t been 
practicing, so will your telephone presentation be rusty if you haven’t prepared 
beforehand.

Solution: Simply take a minute before each call and consider what your objective 
is and the approach you’ll use. When calling on a nightclub owner, stumbling 
around with vague phrases such as “Um, hey, you don’t know me but ... uh, I play 
in a band ... and I was wondering what it would take to get my band to play your 
club ...” won’t get you any closer to that gig.

What will help is identifying your objective: trying to get an opening slot for a 
specific band, wanting to establish a relationship with the owner, persuading the
owner to set aside a night to hold a benefit concert, etc. Also, plan what approach 
you’ll take: mentioning mutual friends and the recommendations they’ve given, 
offering to drop by at a convenient time to meet with the owner for 10 minutes, 
having a list of bands who’ve agreed to play a benefit, and so on.

Choose one specific objective and one approach before you make each phone call.

Number your points for impact

Whether you’re calling a newspaper editor to get a story or a nightclub owner to 
get a paying gig, consider using a number to indicate how many important points 
you plan to touch on.

Example: “Pat, I know you have a lot of bands that want press in your paper (or 
want to work at your club), but I’d like to mention three benefits you’d get from
using us ...” People will listen more attentively when they know how many points 
they will hear – plus, it helps you organize your thoughts.

Give two positive choices when making your pitch

The worst thing you can do when marketing your music by phone is ask the other 
person to make a choice between “yes” and “no.” In other words, if you were 
speaking with a radio station music director, it wouldn’t be wise to say, “So, will 
you play my new single or not?” A question like that makes it too easy for the 
other person to say, “No.”

Better: Instead, do a little research on the station’s shows and disc jockeys. Then 
ask a question along the lines of, “Do you think this song would work better for 
you on Sarah’s morning show or during Greg’s new music show on Sunday night?” 
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This way, you give the contact two choices – neither one of which is not playing 
your song. If you were speaking with a music business attorney seeking 
representation, you might ask, “Would you like me to overnight our CD and promo 
package to you today or e-mail a link to our electronic press kit?”

Apply this method to conversations with club owners, retailers, and other media 
people too.

Keep plugging away when you’re on a roll

Let’s be honest. There are times when we’re “hot” and times we’re “not.” While 
we’d all like to be energetic and effective at all times (and there are ways to reach 
that productive state more often), sometimes it just doesn’t happen. Therefore, 
take advantage of those times when you’re on a roll by staying at it.

Example: Let’s say you just got off the phone with a club manager who finally 
booked your act into that long-awaited weekend headlining slot. You may be 
tempted to call your band mates and rejoice at the victory or sit for a while and 
dwell on your success.

Instead, pick up the phone and call another contact immediately. Strike while the 
music marketing iron is hot! Productivity has a funny way of multiplying when 
you’re on a roll.

Use a music marketing log to stay on track

If you make even a minimal amount of phone calls to promote your music career, 
you know how easy it is to forget important details such as who you called, when 
you called them, what was discussed, and how you were supposed to follow up. 

What you want to avoid is calling someone and saying, “Hello, Bill. Say, didn’t I 
talk to you last month about doing a feature story on my band? Or was it for your 
review column? … Oh, that’s right. Anyway, did you ever get our new CD? I’m 
pretty sure I sent it out to you …”

Solution: Use a music marketing log sheet for each contact you call. Print a fill-in-
the-blank form that includes lines for name, company, e-mail and street 
addresses, phone and fax numbers. Below that leave plenty of space for columns 
that list the date of contact, topics discussed, action you need to take next, and 
when you took that action.

Then print dozens of copies of the blank sheets and divide them in a three-ring 
binder into categories such as print media, radio, nightclubs, online music sites, 
record stores, distributors, etc. Start using these log sheets every time you 
communicate with someone about marketing your music, and jot down notes in 
the appropriate spaces.
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Bottom line: By using these marketing logs, everything you need to know about 
any contact is listed on only one page. And the next time you call them you’ll have 
the confidence to start the conversation by saying something like, “Hello, Bill. I’m 
following up on the conversation we had two weeks ago about my band’s new 
release. You mentioned you might have room for a review in your December issue. 
I mailed a CD to you on the 10th. Is there anything else I can do to help make 
that review happen?”

Find out exactly what the person wants

Most people who market their music by phone like to pile on layer after layer of 
self-congratulatory nonsense. They beat their chests and tell some innocent victim 
how much they like themselves, using an endless stream of adjectives. Meanwhile, 
the contact waits on the other end of the phone for a chance to break in and tell 
the caller what he or she really needs to know.

Even though I’ve had to endure countless calls like this over the years, please 
spare the people you call from this torturous ritual. Instead, make it your goal to 
find out what your contact needs from you to make what you want materialize. 
While you should speak of your project in positive terms, don’t jump headlong into 
a dissertation on your great qualities before first finding out what it is your contact 
is looking for.

Example: You might talk a music editor’s ear off about your alternative band’s 
new CD. Little do you know, the editor just got out of a meeting in which the staff 
agreed they were covering too much local alternative music. What you also didn’t 
know was that the editor was planning a story on band members with unique day 
jobs. Had you slowed down and asked a few questions, you might have discovered 
that. Then you could have let the editor know about your drummer, who is a 
parachute instructor.

It’s always best to ask questions and find out what your contact’s needs are. That 
way you’ll open up a lot more opportunities for gigs, press and airplay – and get 
brushed off a lot less often.

Make sure you contact the right person

First, it should be a given that you uncover the names of the people who can help 
you (the proper editor, writer, music director, talent buyer, etc.) at the places you 
call. And if you get a name from a directory listing or through a suggestion from a 
friend, call the company and verify two things:

1) The person still works there and continues to hold the same title, and ...

2) You have the correct spelling and pronunciation of the person’s name (recall 
the Bob Barker story I mentioned earlier)
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In addition to that, it would help to investigate further and make sure the contact’s 
duties truly relate to what you’re going after. For instance, when I published my 
former music magazine, I carried the title of editor and publisher. And it’s true that 
I made the final decisions on what subjects were covered in the paper. Therefore, 
people seeking publicity naturally tended to ask for me when they called.

What they quickly discovered – that is, if they used the right approach – was that 
the magazine’s production manager, not me, was the person responsible for 
handling callers who pitched story ideas.

Too many of these eager, exposure-seeking individuals made the mistake of 
asking for me instead of explaining who they were and why they were calling. 
Consequently, these generic PR calls rarely got returned. And the poor souls who 
placed them surely cursed the world and wondered why they were being cheated 
out of their share of publicity.

Lesson: Ask a couple of basic questions, explain your purpose for calling, and find 
out if the name you have is really the best person to contact. People will help you 
if you only let them.

Give honest compliments when appropriate

Use this one sparingly, because if it’s not rendered with genuine appreciation, it 
could backfire. However, if you sincerely like the stand a writer took in a recent 
article, the new radio show a program director developed, or the remodeling a club 
owner just finished, tell them so.

Insight: This not only makes them feel good, but it shows them you’re paying 
attention to what they’re doing and are interested in more than just your own self-
absorbed advancement.

Take the blame when the person doesn’t understand

One thing you can count on is that there will be times when the contact on the 
other end of the line just doesn’t comprehend your vision for a paid gig, a write-
up, etc. Obviously, a bad move would be to condemn the person by barking, 
“Aren’t you getting any of this?” or “Maybe if I speak slower you’ll be able to keep 
up with me” (although you’ll often be tempted to say just that).

At times like this, it’s best to realize that the person might be distracted by 
something, is right in the middle of another project, or simply isn’t up on the 
musical style or topic you’re presenting. Remember, no one will be as interested in 
your music and career as much as you are.
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Better approach: Be patient and offer positive remarks, such as:

 “Would there be a better time for me to call you back to talk about how my 
new single ended up in a movie soundtrack?” Or …

 “I’m sorry, I must not be clearly explaining how my band could bring an 
extra 100 people into your club next month.”

Note that both of these statements include a benefit to the contact, as well as a 
polite way to clarify your pitch.

Grab their attention

Sometimes your contact’s thoughts will wander. He or she simply won’t be hanging 
on every word that comes out of your mouth during a phone conversation. One 
way to bring them back is to use an attention-getting statement. Here are a few 
good ones to try:

1) “Fran, if you don’t remember anything else about this phone call, please 
remember this ...”

2) “Jim, if I had to give you the number one reason to give this band airplay, it 
would be this ...”

3) “Mary, I’ve never told anybody this before, but ...”

4) “Joe, in addition to everything we’ve talked about, there’s one overriding 
reason we should be playing your nightclub on weekends ...”

5) “You know, the best thing I could do for you right now is this ...”

Warning: If you’re going to set someone up for a convincing, eye-opening 
revelation, make sure what you reveal packs a mean punch.

The final point-blank approach

There comes a time when you’ve done seemingly everything in your power to book 
the gig, make the appointment, get the airplay ... and still your phone contact 
waffles around with vague reasons for not giving you what you want – without 
firmly saying he or she isn’t interested.

At this point, the direct approach is the best. Here are four last-resort techniques:

1) “Nancy, I respect your time, so just be straight with me. What has to 
happen for you to move forward with the article?”
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2) “John, we already have this much invested in making this club date a 
reality, why not get out your calendar right now and schedule it?”

3) “I’ve given you everything you need to add this song into rotation. Can we 
please take the next step and make it happen?”

4) “Fred, I need your help. What will it take to get this done?”

Important note: Use these final approaches only after you’ve:

 Supplied the contact with everything he or she has asked for
 Made at least a few initial contacts
 Been polite and professional throughout
 Pitched a number of specific ideas to help get what you want
 Kept the contact’s interests foremost in mind

Otherwise, the person on the other end of the phone will think you’re simply a 
pompous buffoon. And you wouldn’t want that to happen, would you?

Yes, there is an important place for the telephone in your music promotion efforts. 
Use the ideas in this chapter to reach the right people, start meaningful 
relationships, and get more of what you want in the music business.
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Chapter 20

19 Things You Should Be 
Doing Right Now to Promote 
Your Music Better

There are literally thousands of strategies that successful songwriters, bands and 
record labels have used over the years to promote themselves more effectively. 
What follows are 20 techniques and ideas you can start using today to spread the 
word about your music. There are three key words in that last sentence. Two are 
start using; the third is today! Take those words to heart as you absorb these 
ideas and motivate yourself to put them into action.

At the very least, choose just one tactic from this chapter and get moving on it. 
Starting today!

1) Write a letter to the editor

Respond to a music-related topic in your local newspaper or a national magazine. 
Work in a mention of your band and web site. As long as you have an insightful 
comment and are subtle about plugging yourself, chances are good it will end up in 
print or online.

2) Use strong headlines to promote yourself

Album cover graphics and other artwork are great, but research shows that bold, 
attention-getting headlines (with more details following in the smaller-size body 
copy) pull the most response from ads, fliers, posters and web pages.

3) Include complete contact info on everything

Bios and press releases get separated from CDs and photos. Don’t leave anything 
to chance. Include your name, address, phone, fax, e-mail and web site address 
on every piece of marketing communication you send out or give away.
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4) Commit to connecting with one fan at a time

Unlike the major labels, you don’t have to market to millions of people and sell 
250,000 copies of your CD to be successful. Commit to working at the grassroots 
level, connecting with one new fan at a time. At first, you’ll have 10 followers. 
Then 100, then 500, and eventually 1,000 and more. Take the personal approach 
of slowly but surely building up your notoriety.

5) Use testimonials and positive review quotes

Don’t just use your press clippings and fan mail to impress mom and dad. Positive 
quotes from third-party sources add lots of clout toward your efforts to get media 
exposure, airplay, gigs and more. And don’t just wait for them to come to you. Ask 
radio, newspaper, nightclub and other industry people you know for a line you can 
use in your press kit. Make this an ongoing activity.

6) Ask politely but firmly for action

Whether your goal is to get a CD review, radio airplay or a paid gig, always make 
sure to ask for what you want. Don’t apologize. Don’t beat around the bush. Don’t 
wimp out. Just ask! And do it pleasantly and confidently.

7) Create and distribute take-one boxes

Keep an eye out for small cardboard boxes you can recycle into “take one” 
containers. Print small handout fliers that promote the availability of your new 
release or dates of your upcoming shows. Place these in the boxes, which should 
be covered with artwork and text that says: “Hey You! Take one of these.” Then 
ask local record store and nightclub managers if you can place these unique boxes 
in their establishments. Chances are, you’ll be the only artist in town doing this.

8) Offer a tongue-in-cheek report or survey

Take a poll of your fans, interview people on the streets, or just act as if you have 
... it doesn’t matter. This isn’t scientific research, but it is a fun way to hook the 
media into covering you.

Example: Let’s say you came up with the results of a survey titled “The Top 10 
Reasons Local Music Fans Hate the Jerry Spinger Show” or “The Startling Reality of 
What Toledo Nightclub-Goers Think of Madonna as a Mother.” If it’s funny and 
timely enough, a lot of the newspapers, magazines and Internet sources you 
contact will mention your survey. Some may even run all of your survey results –
while plugging the source: you. Also include this survey in a newsletter to your 
fans.
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9) Have an attitude/take a stand

Musicians who try to be all things to all people usually come up short when 
promoting themselves. The most successful artists know who they are, know what 
they stand for, and aren’t afraid of alienating entire segments of the population 
when expressing themselves. Sure, you may rub some music fans the wrong way. 
But the fans who do identify with you will back you all the way.

10) Present a music-related contest

In the same way that surveys and tongue-in-cheek reports (listed earlier) can lead 
to public awareness, so can contests bring you valuable exposure. They can either 
be serious (a Guitar Player Challenge, your basic Battle of the Bands) or more 
light-hearted (Stupid Musician Tricks, the World’s Largest Twister Game).

One guy in my hometown presents an annual Night of a Thousand Spoons, during 
which hordes of musicians play ... you guessed it, spoons. And it gets press every 
year. The best contests, though, will tie in nicely with your band name, album title, 
or overall musical identity. Find one that works for you.

11) Get on other artists’ mailing lists

Countless songwriters and bands are doing all kinds of things to promote 
themselves. Most of them use ho-hum methods. But every now and then you run 
across a real promotional gem. Wouldn’t you like to be aware of those gems more 
often? Get on the mailing lists of other artists you admire. Start observing how 
successful groups and record labels promote themselves. “Borrow” some of the 
better ideas and discard the rest.

12) Build a powerful reference library

I’ve become quite leery of the phrase “Knowledge is power.” Not only is it 
overused, but the truth is, knowledge without taking the steps to use it creatively 
and effectively is useless. That said, I still encourage you to absorb as much info 
as you can on the music business. The best way to do that is to build a music 
business library.

The bookcases in my home resemble the how-to and self-help sections of a 
Borders or Barnes & Noble store. My shelves are stocked not only with music 
industry-related titles, they’re also filled with volumes on publicity, small business 
marketing, time management, sales techniques, positive thinking, nutrition, 
spirituality, and much more. My personal library serves as a constant reminder of 
the areas I need to stay sharp on, and I quite frequently pull out a book for a quick 
refresher course on whatever topic I need help with. You’d be wise to do the same 
thing.
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13) Follow up on everything

This should be a no-brainer, but you’d be surprised by the number of people who 
pay lip service to the concept of follow-through and still end up overlooking it. The 
idea here is simple: If you tell someone you’re going to send a package, for 
example ... make sure you do it! Once the package is sent, follow up with a phone 
call or e-mail to make sure the person received it. Wait a couple of weeks (or 
however long is appropriate for the situation) and call again to get the status of 
the review, feature story, gig, or whatever it is you’re after.

Insight: Don’t expect other people or the whims of fate to take care of your 
career. Grab the reins and stay on top of your promotional activities. Doing so will 
virtually guarantee that good things will come your way.

14) Get the correct spelling of people’s names

If you’ve heard me share this story before, here it is again: I’ve grown tired of 
getting mail and phone calls directed to Bob Barker. My last name is Baker. It 
always has been and always will be (unless I feel the need to change my identity 
like Prince did). I am not a game show host. And if I were, I’d much prefer Wheel 
of Fortune over The Price Is Right.

The point: Anyone who refers to me as Bob Barker starts off with a serious mark 
against them. It tells me they haven’t done their homework and are probably 
rushing through the motions of promoting themselves. So my advice to you is slow 
down and make sure you:

 Have the name of a specific person to contact
 Are certain he or she is the proper person you need to be contacting
 Get the exact spelling (and pronunciation) of the person’s name

15) Send thank-you notes

This is a simple act, but it really does make a difference. When a writer does a 
story on your band or when a disc jockey plays one of your songs during her show, 
send a quick note of thanks. These small acts of random kindness do make an 
impression on the people receiving them. And it just may cause your music 
connections to have a cozier attitude toward you the next time you approach them 
for a favor.

Sure, you could just shoot them an e-mail. Or, you could make yourself stand out 
by sending a real card. Buy a box of 20 or so inexpensive thank-you cards and 
have them handy whenever someone does something to help you. Or have a 
template set up on your computer and personalize each card as you print it.
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16) Practice unselfish communication

Success in the music business has as much to do with the quality of your 
relationships as it does the quality of your music. One of your goals should be to 
make friends and fans of people who are in a real position to help further your 
career.

But a friendship is a two-way transaction. If you only communicate with someone 
when you need something from him or her, the relationship is not on a balanced, 
solid ground. That’s why you should get in the habit of calling, mailing, faxing and 
e-mailing your music industry contacts occasionally when you want nothing from 
them at all. Call to ask how a recent holiday went, to wish them a happy birthday, 
to pass along helpful information you came across that might interest them, etc.

Key: You should always have a specific objective in mind any time you 
communicate with someone, but your objective doesn’t always have to be self-
serving.

17) Describe your identity in 15 words or less

When you finally get a music editor or program director on the phone, he may very 
well ask, “So what kind of music do you play?” How will you respond? By hem-
hawing around about how unique your sound is and how you “hate labels”? Don’t 
get caught in this trap.

You should be able to define your music and identity in 15 words or less.” There 
are two primary reasons:

1) So you can quickly communicate your sound and identity to media sources, 
industry people and potential fans alike

2) So you can use it as a gauge by which to focus all of your songs, titles, 
artwork, photos, ads and more around a consistent theme

People (including you) shouldn’t be confused about what they get from you and 
your music.

For more details on this topic, read about Brand Identity Statements in Chapter 3.

18) Supply questions to radio and TV interviewers

When you get invited to do a radio or TV interview – whether it’s for the local 
college radio station, public access TV, or VH1 – you’re being handed a great 
chance to get your message out to the public and connect with thousands of new 
fans. Don’t blow the opportunity by sending a watered-down, ambiguous message.
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Interviewers might have good intentions, but if they’re not given a road map, 
there’s no telling what tangent they might veer off on while speaking to you on the 
air. That’s why supplying them with a list of questions and topics can help keep 
your message on track.

Of course, even when you do offer suggested questions, the interviewer may 
ignore them. When this happens, find a sensible, non-threatening way to steer the 
conversation back to the specific ideas you want to get across regarding who you 
are and what you play.

19) Write down a plan of action

While you want to be flexible enough to take advantage of promotional 
opportunities that spring up unexpectedly, nothing beats having a solid plan of 
action. And writing down your plan gives it substance. To help craft the best plan, 
ask yourself the following questions:

 What specific message do I want to get across to music fans and industry 
people?

 What are the best ways to get that idea across?
 What creative tactics should I pursue first in my effort to promote myself?
 What should I do next?

Write down your answers to these questions and develop a more refined plan. 
Then take the first step and get busy. The plan is always subject to change, but 
simply having one in the first place gets you moving toward your goals. Action, 
energy and movement lead to new opportunities, open doors, and unexpected 
good fortune.

For more on effective planning and goal setting, turn back to Chapter 2.

Action step: As I mentioned at the beginning of this chapter, pick at least one of 
these 19 promotional ideas and start working on it today!
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Chapter 21

Often-Overlooked Promotion 
Strategies You Should Be 
Using to Market Your Music

Have you been in a marketing rut lately? Are you having a tough time coming up 
with new and innovative promotion ideas? You won’t be for long. Soak up the ideas 
in this chapter and get moving. Every day that passes without you actively 
promoting your music is lost time. So read on … then get busy!

Music marketing and the state of your fans

In this first section, let’s talk about sizzle and steak. You’ve most likely heard the 
old advertising credo “Sell the sizzle, not the steak.” It’s another way of saying 
“Push customer benefits, not product features.” This mantra has been repeated 
time and time again in marketing circles for decades. Unfortunately, most people 
continue to ignore the wisdom.

To see how you stack up in this area, I’ll give you a quick test. Answer these two 
questions:

 What business are you in?
 What do you really offer your fans?

If you answered, “I’m in the music business, and I offer them my CDs and live 
concerts,” you’re dead wrong. Items such as music, CDs and concerts are pure 
features. And features are simply things you technically do or produce in the 
course of creating your music. Sure, you must focus on these things when you 
create them. But they’re not what your fans focus on when they spend money on 
your recordings and live shows.

Question: So … what do fans buy? Here’s the answer (and write this down in a 
visible place and remind yourself of it often): The real reason consumers buy 
music is to experience the emotional and physical “state change” that occurs 
within them – because of the music you create. For instance …
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 High-energy music pumps up its followers and gets their adrenaline flowing.
 New Age and acoustic music soothes the minds and the bodies of listeners.
 Sad love songs remind romantic folks of a similar event in their lives.
 Ethnic music helps people connect with their roots.
 Oldies bring back memories and feelings of the good old days.
 Classical music awes and inspires.

Regardless of the style or genre, music touches people on both an emotional and 
physical level. The state of the listener before hearing your music is decidedly 
different from what it is during the hearing (or watching) of it. State changes add 
adventure and excitement to our lives – which is exactly why so many people turn 
to sex, drugs, alcohol, and extreme sports to do the same thing for them.

Never forget this. And start asking yourself, “What kind of state change does my 
music inspire in my fans?” When you’re creating, by all means focus on the music, 
the CDs, and the concerts. But forget all that when it comes to communicating 
with your fans – and start concentrating on how your music affects people on a 
deeper level.

Key questions: When it comes to sending out marketing messages about your 
music, what’s going to get the best response? Talking about your “new CD, now 
available at your favorite local record store”? Or reminding people of the real 
reason they’re going to buy it? Meaning the emotional and physical payoff they get 
when they spend a few dollars or more on your music.

In case you didn’t know it, you’re no longer in the music business. You’re now in 
the “state change” business – especially when it comes to marketing your music.

How to use pain and pleasure to promote yourself

Let me ask you another question: What are the two major forces that motivate 
human beings to act? You might be tempted to say things like “money and sex” or 
“security and respect.”

Yes, those are motivating factors, but let’s break them down into the two most 
basic components. Here they are: Human beings either want to move closer to 
pleasure or away from pain. That’s it. The motivation behind everything you or any 
other person does can be broken down into one or both of these categories: 
getting pleasure or avoiding pain.

Examples: Eating helps you avoid hunger pains and at times enjoy a fine meal 
(sorry, a Big Mac doesn’t count). You’re inspired to make money to avoid the pain 
of not paying your bills and get the pleasure of treating yourself to the things you 
want.
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Perhaps you play music to get the pleasure of creating music and the recognition 
that comes when you share it with others. Or maybe you play music to avoid the 
pain of not having an outlet for your creative urges.

Pleasure motivations occur when people aspire to a higher level or to experience 
one of those feel-good “state changes.” Pain motivations occur when we want to 
eliminate a current physical or emotional nuisance, or when we want to avoid a 
potential loss we believe may happen in the near future.

The truth: Of these two motivators, pain is the strongest. People tend to grieve 
over a perceived loss more than a gain. For instance, which would be more 
intense: Your level of happiness at finding $100, or your level of frustration at 
losing $100? Most people would feel the loss more intensely.

Marketers use both of these factors all the time. For example, weight loss clinics 
and diet book publishers have two marketing options. One, they can concentrate 
on the pleasure people will get once they reach a desired lower weight. Or two,
they can remind people how unhappy they are now and how that pain can be 
removed if they only sign up or buy the book. Of the two approaches, the second 
is the strongest motivator.

So how does this apply to marketing your music? Take a look at the emotional, 
physical and spiritual impact your music has on fans. Does it pump them up? Calm 
them down? Make them feel connected? Nostalgic? Romantic? Inspired? What’s the 
real payoff your fans get from your music? By now you should know what that 
payoff is.

Now take those qualities and express them in both pleasure-gaining and pain-
avoiding terms. Here are some examples:

A high-energy rock band

Pleasure: We’ll get you pumped up and feeling alive and energetic.

Pain: Tired of your mundane nine-to-five work routine? Sick of sissy pop rock 
when you turn on the radio? We have the antidote for your blahs right here on our 
CD.

An acoustic pop-folk act

Pleasure: Our songs will soothe your mind with catchy, mellow guitar melodies and 
make you smile.

Pain: With your fast-paced schedule, the last thing you need is more of that angst-
ridden grunge crap you always hear on the radio. Our music is your solution.
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An avant-garde jazz trio

Pleasure: Exciting rhythms and invigorating instrumentation await you on our new 
CD. Give your ears the musical spice they hunger for.

Pain: Sure, you could continue to be lulled to sleep by the dull, predictable sounds 
of most new jazz acts. Or you could give yourself some much-deserved relief and 
treat yourself to real music from seasoned jazz pros.

A romantic balladeer

Pleasure: Snuggle up with your honey and sway to these timeless songs –
guaranteed to supercharge your love life.

Pain: Has your love life been in a rut? Do you have trouble getting in the mood? 
The romantic relief you need awaits you on my new CD of soothing love songs.

Get the idea? Your best bet is to use both pain and pleasure tactics when writing 
your music marketing materials. Hit people from both angles. It will help drive 
home the benefits of your music and give your fans (and potential fans) one good 
reason after another to give your music a try... and keep coming back for more of 
the pleasure-gaining and pain-avoiding goodies you have waiting for them.

Identify your image

Bands that choose to portray a certain image often attempt to mislead the music-
buying public. And these music consumers show their displeasure by staying away 
from your shows and new CDs in droves. Having an “image” implies something 
phony – a facade that tries to manipulate the people exposed to it.

Instead of trying to communicate your image, start marketing your “identity.” An 
identity is an honest expression of what your music and personality are all about. I 
know this may seem like a nit-picking argument over semantics, since many 
people use these terms interchangeably. But if you focus on finding your “identity,” 
it forces you to send a more honest message regarding your music.

And that kind of honesty breeds confidence and attracts fans like magnets.

Grab attention – with a purpose

Before you fall in love with a crazy new promotion scheme, consider this: People 
will remember the most fascinating part of your marketing but not necessarily your 
band or new release. Of course, this all depends on what the most fascinating 
aspect is. If you display an eye-catching photo or piece of artwork on your web 
site or fliers, people may remember the visual image but not your band name. If 
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you use a witty headline, they may remember the humor but not your musical 
identity.

Reality: Music consumers are first and foremost interested in the benefit they get 
from the artists they support. So if you want to interest them, relate your 
marketing pitch directly to their needs. And do it in a way that makes your band or 
new release the most fascinating part of the message.

For instance, the Tone Casualties label ran a print ad that still has me scratching 
my head. A collage of bizarre artwork takes up half of the ad; the other half is 
filled with small, hard-to-read text. I think this ad is promoting several of the 
label’s releases, but I’m not sure. I know that Tone Casualties specializes in 
unconventional, experimental sounds, but this experimental marketing ploy 
doesn’t help get the message across.

A half-page ad from Hannibal Records, on the other hand, does a nice job of using 
humor to get its point made. The headline reads, “Did you hear the one about the 
Cuban piano player, the Tibetan nun and the Finnish accordionist?” The smaller 
subhead underneath explains, “It’s no joke: They’ve made three must-have new 
world music albums for Hannibal.”

Each album then has a one-sentence description and that’s it – short, sweet, 
interesting and effective. Just like all good music marketing efforts should be!

Doing it yourself – at least at first – is better

According to John Huling, a New Age artist from Arizona, the personal approach is 
best. “If you see a store selling the type of music you play, immediately give the 
owner a copy of your album,” says Huling in an issue of Disc Makers’ Fast Forward
newsletter. “Return a few days later to see if they liked it. If their response is 
positive, ask them to stock it.”

Lesson: After you get your release into enough stores, distributors will then be 
interested in taking on your line of recordings – thereby saving you a lot of time 
and effort dealing with so many different retailers. But in the meantime, as Huling 
points out, “the money from a lot of little stores does add up.”

Huling also explains that the experience of releasing CDs on his own Novox record 
label greatly prepared him for being approached by major record companies. “I 
was offered a dollar per unit from one major label,” he recalls. “There was no way 
I’d do that. But if I had not released my own albums and been successful as an 
independent artist, then those same offers would have sounded good.”
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Demo strategies that set your music apart

Whether you want to attract the attention of a publisher, record label, music 
magazine or radio station, you need to find ways to make your recorded 
submissions stand out. Here are two ideas few others are using:

1) Several years ago, as I was going through submissions to an annual music 
conference, I came across a short tape that featured snippets of about 
eight songs from one band. Each song faded out after about 30 seconds 
and the next song began. I got a quick earful of this group’s music without 
getting bored or having to fast-forward through the tape.

I believe that, in the right situations, this sampling presentation can be an 
effective one. It gives you more bang for your buck, especially if you make the 
recipient aware of the time-saving benefits of this format.

Strategy: Include a short letter that states something like: “You’re busy. You 
haven’t got time to listen to every note of every song that comes across your desk. 
That’s why we’ve made it easy for you to enjoy a three-minute sampling of our six 
best songs. That’s all it takes. Three minutes. And you’re done. If you like what 
you hear, contact us for our full-length CD …”

If more artists used this approach, they’d probably see a better response to 
unsolicited mailings.

2) This second demo submission technique could work well along with the first 
one or by itself. It involves recording a personalized voice message at the 
beginning of each CD you send. Let’s say you plan to send the six-song 
sampler mentioned above. Make the first track a 30-second recording of 
your voice greeting the specific person the CD is meant for. Yes, this tactic 
will take a little extra time for you to burn individual CDs for each contact.

The CD should be delivered with a note saying: “I recorded a personal message 
just for you on the first 30 seconds of this CD. I think this is something you’ll want 
to hear.”

How it works: Once the person’s curiosity is teased and he or she pops in the CD, 
your recorded message might say: “Hi, Pat. This is Fred from the band Green 
Slime. I really enjoy your columns in The Weekly Music Rag, especially the piece 
you did on (insert any detailed reference, as long as it’s genuine). I know you’re 
busy and are probably sick of opening mail, so I thought I’d give you a change of 
pace with this voice cover letter. The rest of this disc contains... (here you can 
borrow wording used in the sampler CD example above).”

The reason these two tactics work is because they meet the two most important 
criteria for marketing music:
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 They keep the recipient’s limited time foremost in mind.
 They are truly different from the norm.

Street smarts

Here’s a good example of a fresh angle for a compilation CD. Clay Dog Records put 
out Street Dreams, a collection of music from some of Chicago’s more visible 
street musicians – recorded live at the corners and subway stops they frequent. 

Lesson: If you put together a compilation, make sure there’s a logical and 
appealing thread that holds it all together. Saying “Here’s a bunch of cool bands” 
won’t cut it. But a lot of cool music centered around a common theme might sell.

The same thing goes for promoting a single artist. Always keep your identity 
consistent. When people see your fliers, post cards, CD artwork or web site, they 
should know without a doubt that it’s all coming from the same artist. You can do 
this by keeping your logo, typefaces, and the tone of your wording consistent. This 
might seem bland and repetitious to the person designing the material, but if you 
always change the look and feel of your marketing, you will confuse your fans.

What would you rather have: a lot of people who know exactly what your music is 
about, or a lonely portfolio of disjointed press kits, photos and artwork?

College band payoff

The Dirges is a band made up of students who attended Pennsylvania State 
University. The band’s three independently released albums sold a total of 10,000 
copies in three years.

“Think about it,” says guitarist/keyboardist Steve Bodner, “ten thousand people 
graduate from this college each year and move to places all across the country. 
We go right along with them.”

Are you taking advantage of the college market?

Music promotion on wheels

Organic Records has a specially designed flatbed truck that travels city to city to 
gain exposure for its artists. The acts can perform live right on the truck or simply 
give away samplers and promotional items from it at special events.

Can you develop a fresh method of exposing your music to new groups of people?
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Sunny skies in the forecast

Artist Bryan Duncan released an album called Blue Skies. To make the most of the 
album title, his record label ran radio spots sponsoring weather reports in key 
regions of the country. Duncan also did radio interviews during which he read the 
local weather forecast on the air. You can bet there weren’t many other artists 
taking this approach.

Is there anything about your CD title or band name that can be transformed into a 
creative marketing strategy?

Cover up

Tired of being denied radio airplay because stations prefer to pump out familiar 
music to the masses? One solution: Stop fighting and go with the status quo. 
Australian band the Clouds received some attention when it recorded a cover of 
Glen Campbell’s “Wichita Lineman.”

“It’s a beautiful song,” says bassist Patricia Young. “Not only that, it’s a lot easier 
to pick up airplay with familiar material.”

Might there be a cover song that you can put your own fresh spin on?

Thinking outside the box: On a recent trip to the library, I checked out Jay 
Conrad Levinson’s book Guerrilla Marketing Attack. Like the other books in 
Levinson’s “Guerrilla” series, this volume is packed with dozens of usable business-
building tactics.

I’ve taken the liberty of giving some of the concepts from the book a musical slant 
with the following four tips:

Use eight stamps instead of one

As you know, people are bombarded with snail mail. Music editors, program 
directors, managers, distributors – they all receive an avalanche of unsolicited 
mail. One creative, low-cost way to make your package stand out is to use more 
stamps than anyone else is using.

Instead of sending your letter with a single first-class stamp, why not stick on 
several stamps that all add up to 39 cents (or whatever the current postage rate 
is)? Who would fail to open a letter with eight stamps on it? You might even write 
a funny phrase like “We’re hoping for your stamp of approval” on the outside of 
the envelope.
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Don’t ask fans to join a mailing list – ask them to 
become a member of your club

Based on the headline above, I’m sure you can already see the difference between 
being added to a list and becoming a member of a special club. Signing up on a list 
is cold and impersonal. Joining a club is warm and cozy.

Advice: Put together an inexpensive package that might include a membership 
certificate with the person’s name on it, a fan club card, an autographed photo, 
free sampler CD, button, and any other fun trinkets you can find at discount 
stores.

If people join the club while at one of your shows, you can either give them all of 
this cool stuff then or let them know you’ll mail a package to them soon afterward. 
Then make sure and send it as soon as possible, and follow up with regular 
newsletters and updates. Note: You can also offer many of these fan club extras as 
free downloads from your web site – which would be a lot less expensive.

Research has shown that when you give free things to people, they are much more 
receptive and likely to spend money on you in the near future. The rule here is 
simple: To reap the rewards of your labor on the back end, you have to give 
something away and keep your customers’ needs foremost in mind on the front 
end. You have to give to receive!

Arrange for positive picketers to demonstrate

The idea here is to gather a group of your supporters to demonstrate outside of an 
establishment. But instead of protesting, these people would carry signs that 
praise your music or new release. Each sign would have a different review quote, 
ringing endorsement, or photo.

Key: This marketing tactic is so fresh and unexpected, it just might generate a lot 
of favorable publicity in the area. You’d be wise to get the blessings of the club 
manager or storeowner before proceeding with this one. But with the potential 
exposure it could generate, you should have no problem finding at least one 
establishment to actively participate in the mock picket.

Embrace your customers for a lifelong relationship

Most music marketers don’t see the ongoing value of a single customer. They sell a 
new fan a $12 CD and take pride in making a $9 or $10 profit. But the guerrilla 
music marketer sees it differently.

He or she knows that with proper care and attention, a single new fan can be 
worth far more over the course of many years. Not only will that fan buy future 
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releases and attend numerous shows, but this person will also tell others about 
this great artist that treats him or her so well.

These new, referred fans will also buy a lot of CDs and pay the cover at many live 
concerts. A single CD sale (with a $10 profit) has the potential to be worth 10 to 
20 times that over several years. That is, if you caress and pamper your fans 
(figuratively, of course) and show them you really care.

Next step: Use the often-overlooked ideas in this chapter to your music more 
effectively.
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Guerrilla Music Marketing
Activity Worksheets

How are you currently selling your CDs and other merchandise?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

What steps can you take to increase sales through these current 
channels?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

What other sales avenues should you be pursuing but aren’t yet?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

How can you best cater to current, past and future fans?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________
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What new strategies could you use to sell more music through ...

Retail stores:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Distributors:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Live shows:
________________________________________________________________
________________________________________________________________
________________________________________________________________

E-mail:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Your web site, CD Baby and Amazon:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Blogs and podcasts:
________________________________________________________________
________________________________________________________________
________________________________________________________________

MySpace and YouTube:
________________________________________________________________
________________________________________________________________
________________________________________________________________
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What negative beliefs do you have about your potential to succeed 
with music?
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________

What positive, empowering beliefs do you have about your potential 
to succeed with music?
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________

How might you develop a more enthusiastic outlook on your journey 
toward success?
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________

Make a list of encouraging things that have happened to you in the 
past year or so:
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________

List some ways you can “give more than you get” from your music 
business contacts:
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
________________________________________________________________
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List some ways you might raise extra money for your Guerrilla Music 

Project Fund:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

List the big ticket items you think you need and their costs:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

What skills/possessions/resources might you offer someone in a 

barter situation?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

What other creative tactics could you use to get the recording time, 

equipment, or production services you need?

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________

Make a list of obvious, traditional methods of getting exposure for 

your music:

________________________________________________________________

________________________________________________________________

________________________________________________________________

________________________________________________________________
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Now brainstorm on offbeat, overlooked ideas you can use to ...

Get more (and better) gigs:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Get exposure in the print media:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Get radio airplay:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Get exposure on the Internet:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Attract new fans:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Get exposure on television:
________________________________________________________________
________________________________________________________________
________________________________________________________________

Earn extra money:
________________________________________________________________
________________________________________________________________
________________________________________________________________
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Final Guerrilla Music
Marketing Thoughts

Congratulations!

You’ve just accomplished what the majority of musicians never get around to. I’m 
talking about feeding their minds with potent ideas that will lead to greater 
notoriety and higher levels of success.

Most musicians wallow in obscurity and complain about the sad state of their local 
music scene or the industry at large. But guess what? You won’t do that.

Why? Because you now know that attitude is everything, that what you think 
about expands, and that you have a lot more control over your destiny than most 
people give themselves credit for.

We live in an incredible era of self-empowerment and opportunity. I hope, after 
reading this book, you now realize that and use this knowledge to share your 
music more fully with the world.

If you haven’t been there lately, I encourage you to visit my web site at 
TheBuzzFactor.com. There you’ll find free articles and dozens of resources to 
help you get exposure, book more gigs, attract fans, and sell more music.

While you’re on the site, be sure to subscribe to my free Buzz Factor e-zine, read 
my free music promotion blog, and listen to my Artist Empowerment Radio 
podcast. All of these resources deliver a regular dose of music marketing tips and 
inspiring ideas that reinforce what you’ve learned in this book.

I wish you success in all that you do. May all your dreams come true, both on and 
off the stage!

–Bob
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I want to give you a FREE 
collection of music promotion 
reports, tip sheets and tools!

Thank you so much for making the decision to open this book and read it. I’m 
confident that the principles and suggestions you’ll find in these pages will inspire 
you and boost your self-promotion efforts to new levels. But the journey shouldn’t 
end there.

That’s why I invite you to download a free copy of Indie Music 
Marketing Secrets. To get it, just visit http://report.thebuzzfactor.com/

You see, I’m on a mission to empower musicians and creative people of all 
kinds. I’ve watched too many truly talented artists squander their potential 
because they bought into outdated myths about the music business or convinced 
themselves that marketing was “hard” or “expensive” or “lacking in integrity.”

What a crock!

But instead of complaining or throwing up my hands in frustration, I decided 
long ago to do something about it. I’ve dedicated my life to uncovering the secrets 
of successful independent musicians and sharing my findings with smart artists 
who are willing to listen and learn. Are you one of them?

In the Indie Music Marketing Secrets report, you’ll discover:

 A rarely used marketing trick you can steal from restaurant menus

 How to create a 12-month music promotion Action Plan

 A simple technique that forces people to listen to your CD

 Your two most important music career actions – hands down

 Understanding the music fan “Attractor Factor”

 And much more

Again, download your free copy at http://report.thebuzzfactor.com/

To your success!

-Bob Baker
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