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READ THIS FIRST

| started my music marketing company way back in July of 1995. | mention this because
you need to know two things:
1. The music business isn’t some kind of hobby to me. It’s what | do.
And | do it ... Every Single Day.
2. The content within this book is the result of almost two decades on the frontline
of live, online, and guerrilla music marketing.

This book is not a hastily thrown together “manual” for those looking for quick money in
the music business. It has been designed for musicians who want a career in the music
business more than they want fame (although some level of fame is often part of the
experience).

This is information you can use.
No fluff. No filler.
“Heads | win. Tails you lose.”

Have you ever heard that before? | want you to think about this saying as you read this
book, because it’s what this book is about—setting yourself up to win.

It takes a lot to win.

In the process of winning, you’ll often feel like you’ve lost.

It’s painful to book a gig, show up, and have nobody in the audience.
It’s painful to record an album, release it, and have it go nowhere.

It’s painful when your parents, friends, and even your own spouse don’t understand your
desire to create music and the sacrifices you’re making to be successful in this business.

It's painful, but it’s the way things work ... at least for a while. Then you start to get
better, more people get into what you’re doing, and you get the respect you’re seeking.

As tough as it is to win, the cost of giving up and walking away is 1000 times more.
The cost of losing is always wondering what could have been.

The cost of losing is spending your life watching others from the sidelines.

The cost of losing is being stuck at a job you can’t stand.

When you think about things this way, you really have no choice but to win.

So what’s it going to be?

We both know the answer, don’t we?

Page 9
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CHAPTER 1: MAKE THE COMMITMENT

Making the commitment to do what it takes to be successful in the music business
consists of two decisions:

e Acknowledging that you and you alone, are responsible for your music business
success, because you are the one making the choice to do something (or not do
it).

e Recognizing that every decision you make, even the small ones, is either getting
you closer to your music business goals or taking you further away.

You are in control. Sure, there are things happening to both the industry and the world in
general that may be out of your hands, but you are the one who is ultimately responsible
for whether you succeed or fail.

The wind blows the same direction for everybody. How will you set your sail?

People who complain about problems don’t change the world. People who fix problems
do.

FAIL FAST, FAIL OFTEN
Most people play things way more safe than they realize.

The only way you’ll know how fast you can drive a car is to accelerate until you lose
control and crash. Anything less, even if you back off just before losing control, isn’t your
top speed.

Like a car, the only way you'll know how much you can accomplish in your music career is
to reach the point of failure.

If you feel that things in your music business career aren’t moving along fast enough, you
may want to “crash the car.” That’s the only way to take things to the maximum level.

Playing balls-out like this is scary, but also extremely motivating. Most of the time, even
when you get extremely ambitious with your plans, as long as you’ve made the decision
to “go pro” and have a solid foundation to work from, you won’t crash. You’ll simply find
you’re able to work harder, faster, and longer than you once thought.

If you do crash, you get up, dust yourself off, and get back on the horse. Then you push
forward again, this time, adding what you’ve learned from your previous experience to
hold things steady for a longer period of time.

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com
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Each time you go after something using what you’ve learned from previous experiences,
you’ll be expanding your capacity to handle the “intensity” of the situation, which means
that soon, accomplishing what you want will be easy for you.

Will you always fail? No. A lot of the time, you’ll try something new and it will work out
great.

If something isn’t going to work, you might as well find out now. Don’t be the person
who sits on an idea for years, only to find out nobody is interested. If no one cares, you
want to find out now, so you can either drop the idea or make people care.

Failure is good. It's how you learn what doesn’t work. Embrace it.

If you’re not failing at anything, you’re not putting yourself out there enough or pushing
the envelope like you should. Don’t play it safe.

BE A LITTLE BETTER, DO A LITTLE BETTER
You don’t necessarily have to be a lot better than the next guy. The people making
money in this business simply have to be a little better.

Think of a runner in the Olympics. The difference between winning Gold and winning
Silver could be less than a second. But the difference in endorsements, recognition, and a
long career can be off the charts.

If you want to play, you simply have to be “a little better.”

Is the starting quarterback on a football team that much better than the backup? No.

Is the band that gets signed to a record deal that much better than one that doesn’t? No.
Is the winner of American Idol that much better than the runner-up? No.

It’s not hard to understand this concept. The problem is, the older and more successful
we get, the more comfortable we get. Why strive for better when “good enough” keeps
a roof over your head, food on your plate, and a shirt on your back?

Comfort is the enemy of excellence. This is one of the reasons so many musicians
plateau, and even regress, in their careers and talent.

Life should be comfortable though, shouldn’t it?

The key to consistent, long-term improvement of yourself is to do it slowly and gradually.
Don’t think about the time it will take to “get there” or put all your focus on an end goal.
Simply make small and consistent improvements, and you’ll get wherever “there” is.

Page 1 1
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“Don't let the fear of the time it will take to accomplish something stand in the way of
your doing it. The time will pass anyway; we might just as well put that passing time to
the best possible use.” — Earl Nightingale

WHICH OF THESE 7 QUALITIES DO YOU HAVE?
(You’re going to need all of them to succeed in this business ...)

Since 1995, I've worked with (and studied) hundreds of successful musicians. Here are
the most important personal characteristics and other aspects they share that have
enabled them to do well.

You’ll likely already be great at some of these, while others you’ll need to cultivate. It’s
OK to focus on your strengths, but don’t neglect what needs work, because everything
mentioned here is important, and all are necessary to your music business success.

The Ability to Make the Decision
Let’s say you wanted to have a healthier diet. Making the decision is more than, “I'm
going to try to eat better.” Making the decision is, “I’'m going to be vegan.”

There is no “middle ground” when you make the decision. There is no “I'll do it if it’s
convenient.” You're either on the path or you’re not. I'm talking about actually making
the choice to remove “Plan B” from the conversation and going for exactly what you
want.

For many musicians, this comes when you quit your day job and 100 percent of your
income is derived from music or music-related elements.

When you make the decision to do something, you’ll start to act differently. You
suddenly have the guts to ask for the money you need, because you know that if you
don’t, you’re not going to have enough food for the week.

Making the decision gets you motivated fast and will increase your hustle. You'll start
looking for opportunities to make money with your music, whether it be scoring an
independent film, teaching lessons, or playing weddings. It may not always be
glamorous, but you'll feel better about yourself, because you know that you’re doing it
without anything to fall back on.

Knowledge of the Destination

Lewis Carroll said it best:

“Alice and the Cat”

Alice: “Would you tell me, please, which way | ought to go from here?”

The Cat: “That depends a good deal on where you want to get to.”

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com
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Alice: “I don't much care where.”

The Cat: “Then it doesn't much matter which way you go.”

Alice: “... so long as | get somewhere.”

The Cat: “Oh, you're sure to do that, if only you walk long enough.”

Everybody gets “somewhere” eventually. The problem is, if you don’t have a specific
place in mind, it’s usually not any better than where you started. Sometimes it’s worse.

Knowing what you want is essential to music business success. It will give you a reference
point to work from, so you can adjust your trajectory and avoid wasting needed time and
energy on things you have no interest in.

How do you figure out what you want?

e Dream Big — Get a blank sheet of paper and write down at least 50 things that
you want. Don’t censor yourself.

e Ask Why — Why do you want these things? You should have a specific answer for
everything on your list. If not, it shouldn’t be there.

e Get Focused — What are your top five goals? This is where you’ll start.

Decide where you want to go and make it happen.

Openness and Flexibility

People change and plans change. In addition, as you learn more about what’s possible
and your capacity to create it expands, new opportunities will become an option.
Because of this, avoid getting too stuck on what you want.

As an example, think about the music business and how it has changed over the last

III

several years. There was a time when getting a “record deal” was the Holy Grail of music
business success. Today, though, with independent artists having options that weren’t
available to them (or anybody else) before, getting a record deal isn’t the same as it once

was.

Things change. This is one of many good reasons to review your goals often. New
opportunities and new circumstances come into your life constantly.

It's common for people to passively hold on to things from the past, even though
circumstances in their lives (and their corresponding needs) have changed. Is this the
case for you?

Don’t shut things out. Adding “or something better” to the end of all your goals will keep
options open.

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com

Page 1 3


http://www.musicianbook.com/�
http://www.musicianbook.com/�

—
2
%
LL
e
S
v
Q.
Vo)
R
n
[1%)
=
-
i
=
2]
=
(<)
L S
=
ral
“
25
(Vo)

The Ability to Start Now (Even if You’re Afraid)
There is never a perfect time to do anything. Start now.

Don’t let the fact that you don’t know enough or that not everything is in order keep you
from doing something. Real learning happens in the field—when you’re out there making
things happen. There is no “perfect time” or “better time” to get started. Also, so very
often, things you think need to come together before you feel sure it's time to get
started won’t happen the way you had hoped it would.

Thinking about making an album doesn’t touch people or change their lives. It doesn’t
make you money either.

So, start now, work out the kinks as you go, and make things happen!

For example, you can ...
e Put avideo on YouTube right now.
e Book ashow.
e Record something on your computer.

Time Management Skills

What kind of tasks should you focus on? The ones that will make you money (such as
selling albums), get you in front of people (such as playing shows), or otherwise increase
the value of your music and brand in a way that is both specific and measurable.

You can find these tasks by asking yourself three questions:
e Will | get money (in the form of cash, check or bank deposit) for doing this?

e Will | get more money (in the form of cash, check, or bank deposit) in the future
for doing this?

e Will |l get more fans (the kind who give me money) for doing this?
Note that the questions didn’t ask whether you THINK you’ll get more money or fans.

You don’t want opinions here; you want answers that are specific and measurable.

Business (and Personal) Support
The music business is much more fun, and things flow a lot more easily, when you have
people to share the experience with!

You will benefit by having two distinct support groups:

e Business Support — This group is made up of people you can call on when you
need business assistance, whether it’s an answer to a business-related question,
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an introduction to somebody in the business, or assistance in accomplishing a
business-related goal.

e Personal Support — This group is made up of people who know you outside the
business and can give you perspective on non-business things. These are the
people who “talk you off the ledge” when things get crazy, let you know when
you’re being an idiot, and will still talk to you, even if nobody in the music
business will.

Your personal support group may be made up of family or friends who know you on a
personal level. Or, it may be made up of people you are not closely attached to, as
sometimes they are better able to see problems in your life to which you may be too
close to see clearly.

For many people, the ultimate in business support comes from a group known as a
“mastermind.” You’'ve done something similar, even without knowing it, if you’'ve ever
brainstormed promotion ideas with members of your band, chatted about good
opportunities with other musicians after an open mic, or co-written a song.

Napoleon Hill first coined the term “mastermind group” in his seminal book, Think and
Grow Rich. Hill described the group as: “... two or more minds working actively together
in perfect harmony towards a common definite objective.”

To put it in more simple terms: When you have multiple people, each with different
experiences and specialized knowledge, coming together to solve a single problem, you
are more likely to find a positive solution. Whether you need to find the best way to get
200 people to your next gig or get a demo of your new song to Barbra Streisand, a
mastermind group will help.
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A Supportive Infrastructure
What things do you need to have in place so that you’ll be able to be successful in music?

At the core of this will be you. What do you have to do to make sure you’re able to
function properly? What do you need to eat? How much sleep do you need? What things
should you stay away from?

Beyond this will be things like where you need to live, the type of transportation you
need to conduct your business, and the skills you will need to have in place to be
successful.

For example, if you find it’s easier to write songs in a quiet space that is free from
distractions like a television, radio, or family members, but you don’t have a quiet room
you can use, perhaps you should consider renting a small space away from home.

If you drink too much when you’re at a bar and doing so keeps you from being in top
form at rehearsals the next day, the best solution may be to, rather than attempt
moderation, completely avoid bars.

It’s your job to take care of yourself the best way you can so you’re able to maintain the
stamina it takes to have a thriving career in music.

The bottom line: If it will help you get where you want to go, do it.

Distraction Management

With all the talk about music piracy killing this industry, it's easy to overlook the far
greater threat: distraction. Whether it's a job, a nagging spouse, or a bad habit,
distraction has the potential to stop your career before it ever starts.

Distractions related to other people are usually the easiest to spot. Self-imposed or
internal distractions can be more difficult to deal with.

You'll want take care of common interruptions by:
e turning off your phone
e turning off the television
e getting away from the computer
e getting away from other people

Doing these things will allow you to have greater focus on your music and get more (and
better) work done.

What about activities that seem like a good idea?

For example, what about checking out other bands?
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Seems like a perfectly reasonable thing to want to see what other acts are doing. Maybe
you’ll get some good ideas for new things to do on stage or how to keep the crowd
engaged, right?

Or maybe checking out other bands is an activity that is limiting the time you have
available for high-value activities, such as writing songs for your upcoming album,
rehearsing, or playing a show of your own.

Look at how you’re spending your time, energy, and resources. Be honest about what’s
really keeping you from moving forward. Remember what | wrote about managing your
time: when it comes to activities for your music business, everything you do should
increase the value of your music and brand in a way that is both specific and measurable.

If you want to go check out other bands, make the commitment to walk away from the
evening with (at least) three new things to incorporate in your own show. Don’t just
passively watch and call what you’re doing “work.”

Remember: Again, focus on tasks that make money ... not those you think will make
money and really don’t get you any closer to what you want to do with your music or
your music business goals.

IT DOESN’T HAVE TO BE PERFECT
Today, fans expect artists to be more accessible than ever. They want to connect with
something they feel is “real,” even if it’s not perfect.

But beware of being too accessible and forgetting standard rules of etiquette.

John Mayer is a great example of both the pros and cons of “not perfect” social media. At
one time, he was communicating via at least seven online outlets, including a Myspace
page, a blog at his official site, another at Honeyee.com, one at Tumblr.com, and a photo
blog at StunningNikon.com. He was one of the most-followed persons on Twitter, with
3,700,000 followers at one time.

Not only did John Mayer post about career-related matters; he also posted jokes, videos,
photos, personal beliefs, and information about his everyday activities. He did almost
everything himself, not through a publicist or other media professional.

This was engaging. Fans were interested. The media was interested.

Then John Mayer seemed to forget the basic rules of social etiquette. He told stories
about ex-girlfriends, got into flame wars with other social media users, and used racial
slurs.

And that’s when social media backfired.
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At that point he deleted everything, saying, “No artwork created by someone with a
healthy grasp of social media thus far has proven to be anything other than disposable.”

True, but note that, today, he’s back on social media in moderation—perhaps the most
healthy grasp of all.

In the end, even though John Mayer’s use of social media (and media in general) hasn’t
been perfect, his career has greatly benefitted. His mistakes have both stimulated
discussion and, perhaps surprisingly, allowed people to feel even more connected, as it’s
easier to see the humanity in somebody who isn’t flawless.

This is what you’re competing with.

THE MAGIC BULLET TO ENSURE SUCCESS IN MUSIC

If there is such a thing as a “magic bullet” in this business, this is it:
Build an audience.

Once you have an audience, you can do just about anything.

When you commit to having a career in the music business, what you’re also committing
to is building your audience. When you commit to that audience—by staying in touch
with them and providing them value—they will be committed to you.

| believe that every musician who stays in this business for any length of time has the
opportunity to cultivate a strong audience. You do this by applying three rules:

e Love them.

e Respect them.

e Provide them value.

That’s it. Do these three things, and you’re in.
But it gets even better ...

At times, your audience will be bigger than others. People change, tastes change, and
circumstances change, which can work for you or against you in terms of numbers. How
many people in your audience do you really need to make a great living, though?

Not as many as you’d think.

You’ve probably heard the “1,000 True Fans” theory, which says you can make a pretty
good living if you’ve got 1,000 people spending $100/year with you.

1,000 x $100/each = $100,000
But what would happen if you focused on developing 500 “superfans" who would spend

$300/year with you?
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500 x $300/each = $150,000

You've just increased your income by 50 percent, even though you have only half as
many fans.

What if you could do both, though? What if you could have "1,000 True Fans" and
another 500 “superfans,” who spend much more than average?

What if you could have these relationships for 10 or more years?

You can. The secret is creating a solid foundation of relationships on which you can build
upon.

And that starts with winning people over, one individual at a time.

It’s not sexy, | know. It is, however, doable.

CONCLUSION

The difference between those who do well in this music business and those who don’t
comes back to commitment. If you want success bad enough, you’ll find a way to
overcome your fears and make it happen.

Get clear on what you want and then go after it with everything you’ve got. You will not
fail.
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CHAPTER 2: CHOOSE YOUR PATH

Which of the following would you rather have?
Impact

or ...

Ease

These are the two ways to approach your music career. Neither is better than the other,
but they are different and will affect your business choices as well as what people think
about your music, both during and after your career.

Regardless of whether you approach your music career wanting impact or ease, strive for
a mixture of ambition and contentment. You want to have both—to be content with and
have appreciation for where you are now—but, given that you want to reach as many
people as possible with your art, be ambitious enough to see that through.

Whether you’re going to change the world with your music or just make people feel
good, you need a certain level of ambition in order to do it. However, you’ll never be
truly happy until you find contentment within yourself and begin forging out a career on
your terms, based on your needs, wants, and goals.

IMPACT

In the music business, “impact” is a word often associated with music acts like Elvis
Presley, The Beatles, Bruce Springsteen, Prince, Eminem, Aretha Franklin, Led Zeppelin,
and Nirvana, who have seemingly affected millions of people at once. The impact most
independent acts make, while just as powerful to the people affected, happens in a much
different way—a single person at a time.

Impact is a Christian band leading somebody to follow Jesus. It’s what happens when a
girl with an eating disorder hears a song about loving yourself and finds the courage to
get help. Also, impact is the change a kid undergoes when he becomes vegetarian after
attending a “straightedge” show.

The ability to affect people in big ways is not always instant. It requires rapport,
connection, and trust that, more often than not, are developed over a period of months
or even years.

Impact requires both timing and tenacity, but you only have to worry about the latter. If
you show up every day and do your work, the timing happens automatically.

While it’s good to think about the impact you want to have, it should never be your
primary focus. If you continue to write, record, and perform music that listeners connect
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with and that makes them feel good when they listen to it, the impact you’re seeking to
have will take care of itself.

Questions to ask yourself:
e How do you want to be remembered?
e What causes are you passionate about?
e Do you want to be known for more than just your music?

Dictionary.com defines “impact” as “the striking of one thing against another; forceful
contact; collision.”

If you’re going to have impact, you’re going to have to be bold. Anything less won’t have
the “forceful contact” against the status quo.

Wanting to make an impact is a defining choice you can make. However, it’s the smaller
choices that will follow that really determine whether you actually do make an impact.

As an example, if you’re an artist who wants to make an impact by bringing attention to a
local political or social issue, it's the smaller choices, such as whether to play a benefit
show to bring attention to the issue, or not playing the show to keep from possibly
alienating some of your fans, which will be meaningful.

Don’t have the goal of making an impact for the sake of popularity. Your fans will sense
whether you’re being real or not. Look at acts that have had great impact and model
them. Many of them didn’t have the intention of making an impact; they simply were
unafraid to be true to themselves and stayed true to a very specific musical vision while
not giving in to ease.

To have greater impact in your music career:

e Know Who You Are — Acts that have impact embrace who they are and are
comfortable with themselves. Then they make everything bigger, bolder, and louder.

o Take Action First — Don’t wait to be recognized, don’t ask for permission, and don’t
follow trends.

e Take Risks — Like gambling, the biggest payoffs in music are for those who take the
biggest risks. If you play it too safe, you’ll never win.

e Set the Pace — Most people are lazy and sluggish. If you wait for them to set the
pace, you’ll never get anywhere.

e Keep People Guessing — Giving your audience the same thing every time is
comfortable, but it’s not stimulating. Change up what you’re doing to be more
interesting and keep people’s attention.
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For maximum impact, you'll need to be original. This means you'll be creating something
new. That can be a tough sell.

People aren’t always open to “new.” We want what we’re used to, because it’s
comfortable. If you're doing something different, something that asks people to open to
a new experience, or something that makes people uncomfortable, expect some
resistance.

Do fans want something new and exciting?

They’ll say they do. But this is another case of the difference between what people say
and what people do.

The majority of times, people want something familiar.
Does McDonald’s have the best hamburgers?

Does Starbucks have the best coffee?

Does Pizza Hut have the best pizza?

Most people would say no. Yet, respectively, these are the most popular hamburger,
coffee, and pizza places.

Just like the majority of people who eat out, the majority of music fans have extreme
inertia. It’s easier for us to keep listening to the same thing we’ve always listened to than
to try something new, because trying something new is risky.

It’s usually tough to get momentum going in your favor when you’re facing a mindset like
this. You experience resistance almost every step of the way.

Should you choose to focus on making an impact, know that help, if you get any, will
initially be minimal. This is because the comfort zone of the people you’re trying to
engage with will be working against you.

The people you're trying to win over aren’t bad; they’re simply working with old habits,
limited time, and limited energy. They have more to lose by taking a risk on you than not
doing anything.

So that’s what most will do: nothing. It doesn’t matter that your music is better, you’re

more engaging, and you have something more entertaining.

When your goal is to make an impact, you’re not just battling the usual career obstacles
that you’d have in any worthy goal; you’re also battling the habits and preferences of
potential fans, who usually aren’t so quick to see the greatness of what you’re doing.

The good news is that enthusiasm is contagious and the “risk” of trying something new is
lessened with each person you win over. As you keep going on this route and prove to
others that you have something worthwhile, more and more people will join the cause
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and come along to help you. Things will get easier with each step, because the workload
will be shared by more and more people.

Things won’t get really easy until you’re at the top of the mountain. At that point, you’ve
proved to everything working against you that you have something of value. It’s not just
subjective anymore. Not everybody will like the music, but they won’t be able to argue
that you haven’t made an impact.

The music you release is now the “safe” choice to listen to, and your career, even though
it might not stay at its peak for long, will be long and easy.

Going for “impact” in the music business isn’t for the faint of heart. It will require you to
be extremely clear on the vision for your act. You’ll need to keep focused on what you
want, as many of the people you come in contact with will want to change it in order to
shortcut the process it takes to sell a lot of music.

While you may never change the business, like Elvis Presley, The Beatles, or Nirvana, your
music can have just as much impact on the individuals who hear it. Focus on affecting
one person at a time for maximum results.

EASE
Every band knows the best way to get a quick audience is to play cover songs. This is the
ultimate example of choosing “ease” as a career approach.

Covers let you take advantage of the people who've come before you. Doing this will
allow you to start way ahead of bands who are trying for impact. Rather than working
against the system to turn people onto a new style of music, you’re working with it,
giving an audience that already exists music that they already enjoy.

With this route, there is no boulder being pushed up the mountain. That work has
already been done by acts that have made an impact: the bands you are covering. In fact,
not only is there no boulder to push, the trail is a lot smoother, since it has already been
blazed.

But where does the path take you?

You’ll make money fast. Nothing wrong with that.

You may get on the radio. Nothing wrong with that.

You'll probably sell records, get people to your shows, and do pretty well. Nothing wrong
with that.

So what’s the problem?

The path to the top may be quick, but it drops off suddenly. It’s what | call a “heart attack
curve.” Everything peaks out at some point ... then you’re dead.
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Why? You’re a commodity with little or nothing to differentiate you from other acts
following the same path.

Harry Connick Jr. sounds like Frank Sinatra, not the other way around.
And ask yourself...
Is the average guy on the street more likely to be aware of AC/DC or Jackyl?

This isn’t to say that “ease” doesn’t work well or pay big. Michael Bublé has played it
safe, and there are plenty of middle-aged women who love him for just that reason.

You always know what you’ll get when you buy a Michael Bublé album, because he
doesn’t deviate from a very specific formula. Assuming you like formula, you’ll never be
disappointed.

Michael Bublé is the McDonald’s of the music business:
e Songs (and arrangements) that have already been hits
e Frank Sinatra’s image
e A consistent formula that works—fans know what they’re getting every time

Michael Bublé found a great niche, and he’s made a ton of money.

But answer this question: When all you do are “safe” cover songs, what’s keeping
somebody else from knocking you off?

Nothing.
Don’t worry about this. You can (and should) expect others to do just what you did.
When you choose this path, your job isn’t to innovate; your job is it to copy.

Speed is your biggest asset. You want to take a “low-hanging fruit” and build something
as quickly as possible.

If you’re trying to jump on a current trend, you will need to be flexible and willing to
change. You're not blazing your own trail; you're following somebody else’s. So when
something changes, go with it.

Just because you’re currently playing a certain style of music doesn’t mean you can’t
switch to something else. Many successful acts have switched genres in the middle of
their careers and gone on to greater success than before.

Michael Bolton started out as a hard rock singer, but is best known for the soft rock
ballads he recorded years later. Sugar Ray, once a metal band, really hit after switching
to pop. Katy Perry, known as Katy Hudson, was a Christian singer.

In some cases, switching genres has actually led acts to not only success, but also impact.
For example, Ministry started as a new-wave, synth-pop act, changing a few years later
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to industrial metal, a much harsher and more aggressive genre in which they’re
considered innovators.

While going for “ease” is great in theory and works for many, you may find it actually
easier to forget the low-hanging fruit, create the music that you want, and win people
over with the sheer force of your enthusiasm. Being engaged in your work, even if the
job is technically a harder one, goes a long way toward happiness.

HOW TO CHOOSE YOUR PATH
You probably already know which path is for you, but if not, here’s how to decide:

If you want to make money fast, go with the “ease” route. If you want career longevity
and more money in the long run, you’re much better off blazing your own trail and
letting people come behind you.

Is there a middle ground? Sure. For example, you could be like Pat Boone and do covers
of great songs in a totally different style.

But the more you go for ease, the less impact you’ll have. Pat Boone, with his clean-cut
image, initially sold more copies of “Tutti Frutti” than Little Richard did. According to
Billboard, he was the second biggest charting artist of the late 1950s, coming in behind
Elvis Presley.

But who has had the most impact?

In the end, the choice of impact vs. ease is a spectrum more than an “all or nothing”
decision. The more you have of one, the less you’ll have of the other.

What you choose is personal. There is no “bad” decision, but | encourage you to stay
away from a 50/50 mix. This is the ultimate in playing it safe, and, when that happens,
nobody will be happy: you’ll be too edgy for some and too safe for others. No one will
get exactly what they want.

DON’T GET TOO COMFORTABLE

Regardless of whether you prefer impact to ease or vice versa, you'll want to be aware of
(and keep a close eye on) perhaps the biggest enemy to your music business career:
comfort. Comfort is so powerful that it can derail a career before it gets started.

Many talented people have given up their music business dreams to:
e please a significant other
e take a job with more “benefits”
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o get off the road
e earn a “steady paycheck”
e have a normal life

All of these things are great. The problem is that they’re not always compatible with a
music career.

Even established musicians can fall prey to comfort. We’ve all seen artists who get “too
comfortable” and take a nosedive when it comes to their art and business. This isn’t
because they’ve lost their talent; it’s because they’re following a creative formula that
did work but no longer does.

This is easy to do, and it happens on both the music and business side of this industry.

III

Perhaps the best industry-wide example is the transition from the “old-school” music
business to where we are now. We saw it coming, little by little, but instead of working
with that momentum of change, we went into denial about it. And when that didn’t

work, we fought the losing battle against it.

Why wouldn’t we? The old-school music business had been around for 100+ years, and,
for most of the people in the industry, it was all they knew.

In the old-school music business, we controlled the manufacture and distribution of the
product. We controlled the media around the promotion of it. When the product broke
(or we released it in a new format), people had to buy another one.

It was perfect. And it worked ... until it didn’t. At that point, it couldn’t be fixed, because
it had already been changed significantly.

While it may not be as drastic as the changes the music business has seen in the last
couple of decades, the changes that are happening within your business can be just as
disruptive.

GETTING USED TO CHANGE
A skill that will help you to be more comfortable with the changing aspects of both art
and business is to become more comfortable with change in your daily life.

How do you do this? Force change just enough so you get outside your comfort zone, but
not so much that you get into “panic mode” and start making irrational decisions.

“Panic mode” is what happened when the old-school music business changed. People in
the industry weren’t paying attention, so when the new model of digital distribution (and
everything else that came with it) took hold, they started doing irrational things, like
suing their best customers or, at the very least, trying to scare them.
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Not good.

When change happens in life, you’'re much better off staying cool and being rational.
Your capacity to do this happens as you increase your capacity to handle change.

How do you do this?
Start simple. As they say, “Little hinges swing big doors.”

If you like your coffee with cream, take it black. Order onion rings instead of French fries.
Take the stairs instead of an elevator.

If you play in a rock band, take an acoustic gig. If you perform solo, play with a full band.
If you never perform live, take any gig!

If you're a songwriter who normally writes on piano, write on guitar. Or write over an
existing track. If you’re used to writing solo, do a co-write.

Does this sound simple? If so, take things up a notch. And do it again, and again, and
again. Every day, making the decision that, “I will do something today that expands my
comfort zone.”

Why?

The reason we develop habits is that we’ve had success with something. There’s nothing
wrong with that, but having a habit for too long, to the point where it becomes
unconscious, can be detrimental to your health, well-being, and music business success.

“If you want to keep getting what you’re getting, keep doing what you’re doing.”

There is some truth to this, and it applies in some situations, but very rarely does it apply
to the music business. This is because the music business is constantly changing.

And this is why you want to be comfortable with change.

7 WAYS TO GET OUT OF YOUR COMFORT ZONE AND START TAKING RISKS

1. Work Yourself Up — Start where you are and work yourself up to bigger things.
“Success” means forming the habit of taking risks and totally embracing “growth
over comfort.”

A baby learns to crawl, and then stand, before he learns how to walk. The first steps
are shaky but get smoother and steadier with time.

A guitar player learns in a similar fashion. At first the playing is clunky, but with
practice, it eventually smoothes out.
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Are you approaching things in a way that is keeping you “crawling” instead of
something more? If so, work to embrace more risks, even if they’re small, to expand
your comfort zone.

Do It Daily — When you do something daily, it keeps you from putting something off
until tomorrow, because you’ll also be doing it tomorrow.

Will you be a better musician if you practice one hour daily or seven hours one day
per week? If you know the answer to this, you know the power of daily practice.

Start Something — You need to go first. Don’t wait for other people to join you, even
if it’s just the people in your band.

Grunge music was popular in 1991. Nobody cared about the grunge bands who came
alongin 1996.

When you go first, you set the pace.

Be Willing to Fail — Your biggest lessons will be from failure. Remember, if you don’t
“crash the car,” you’ll never know how fast it can go.

The best way to learn a new language is to speak it. You’ll never do that if you're
worried about making mistakes.

Similarly, the best musicians are the ones who aren’t afraid to take risks when
they’re playing. Do you want to be good? If so, you have to play, and playing means
you risk making mistakes.

Be an Observer — This habit isn’t so you can judge yourself; it's so you can push
yourself out of your comfort zone and grow. Be an observer: notice what works (and
what doesn’t), and keep tweaking what you do so it gets better.

When you’re on stage, you have a different perspective of the performance than
people in the audience do. Think of things from their perspective. Better yet, record
yourself and watch and listen like they do.

Own It — If you’re going to do something, you’d might as well go big. If you take a
risk that doesn’t work out, own it. It's not a risk if you don’t take ownership.

Ever seen a musician fall off stage? You can’t act like it didn’t just happen, so you’d
might as well own it and have fun with it.

Be Committed to the Process — If you’re constantly getting out of your comfort
zone, by definition, it will never get easier.

We are always changing. Nothing is static. As a musician, you know that when you
perform, as no two performances are exactly the same, even if you perform the
same material.
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You're either getting better at what you do or getting worse. It might not be obvious,
because the changes happen slowly and over a period of time, but when it comes to
the anchors in your career (writing and recording a new album, going on tour), you'll
notice.

Commit to the process, and you'll always be moving in the right direction.

CONCLUSION
Time is going to pass regardless, so you might as well make the most of it. Get clear on
where you want to go, then make it happen.

You will fail along the way. If you’re not failing, you’re not working hard enough. If you
look for positive meaning in failure and know why you’re doing what you’re doing, these
“mistakes” won’t be problems. They’ll be lessons that will help you arrive at your
destination that much faster.
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CHAPTER 3: PLAY YOUR GAME

Your music career doesn’t just happen. Where you are now is the direct result of
decisions you have made.

Want to be in a better place a year from now? Start making better decisions.
You are in control.

You set the pace. You take the risks. You get the rewards.

THE RECORD LABEL FANTASY

Nobody is going to care about your music career as much as you do. Because of this,
turning everything over to a record label, management company, or anybody else is, at
best, a way to end up going in a direction you’re unhappy with or, at worst, a way to be
completely derailed.

So why do so many musicians do this?

Perhaps the biggest reason is that the average musician has heard dozens of music
business “success stories” that sound pretty good from the outside. This music business
folklore, passed around for years from musician to musician, because it is so ubiquitous
and because it takes advantage of our emotion surrounding this industry, is rarely
guestioned. Plus, to add to the confusion, some of it is true!

The old school music business has been around for decades. It’s still something that a
large number of musicians want to be part of.

Why? In many cases, it’s the fantasy people have about record labels and what it means
to be signed to one.

Many musicians believe that once they sign to a big record label, their work is over. In
the record label fantasy, the only thing the musician does is record a good song. After
that, everything is handled.

This means that the manager makes good management decisions, the agent gets the act
good gigs, the label handles everything involved with selling lots of records, radio
stations all agree how brilliant the single is and play the hell out of it, the press only
writes great reviews, and the fans recognize the act’s greatness and swear total
allegiance.

In a record label fantasy, as long as a good song has been recorded, the musician will be
successful. Nothing he does is wrong—ever. If the album tanks, it’'s somebody else’s
fault.
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How did so many musicians come to have the same fantasy about how record labels
operate? Because, as with many stereotypes and fantasies, the record label fantasy has
elements of truth.

In the mid-twentieth century, when the modern music industry was really starting to
take hold, options for promoting music were extremely limited. The big three were live
performance, broadcast radio, and broadcast television.

Live performance was limited in its reach, due to the small size of most venues and
technology limits on sound reinforcement at the time. Appearances by music acts on
television were limited and often on variety shows that catered to the general public.
The primary way for music to be heard by large numbers of people from a specific
demographic was via radio.

And here is how it happened ...

PAYOLA

In the 1950s, it was common to assign copyright from songs to influential disc jockeys
and others who helped to make those songs popular. An example of this happened in
1955, when Chess Records released “Maybellene” by Chuck Berry and assigned 1/3 of
the writing credit to disc jockey Alan Freed.

Not only was this common, it was also legal at the time. Freed also was given cash by the
label.

The song went on to sell over 1,000,000 copies, reaching number one on Billboard's R&B
chart and number five on the Pop chart.

Marshall Chess, the son of Chess founder Leonard Chess, later said of the deal, "He
[Freed] played the hell out of Chuck’s first record, ‘Maybellene,” because of that. My
father says he made the deal, and by the time he got to Pittsburgh, which was half a
day’s drive away, my uncle back at home was screaming, ‘What's happening? We’'re
getting all these calls for thousands of records!””

That was the power of radio. If you played a song enough times, you’d sell records.

And with money on the line, disc jockeys made sure a song received enough airplay to
get sales and chart. As an example, because of this deal, one night, Freed played
“Maybellene” for two hours straight during his show on WINS in New York.

Who could afford this kind of promotion? Record labels.
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By 1960, this practice, known as “payola,” was all but gone—at least in the open. It
continued to exist via third-party, independent promoters who sidestepped FCC
regulations for almost 50 more years.

And the power of this type of activity continued to fuel the record label fantasies of
musicians who dreamed of being on the receiving end of such massive promotion.

SPRAY AND PRAY
By the 1960s, with the recorded music industry bigger than ever, labels started signing
more and more acts. Many used a method of promotion known as “spray and pray.”

Just as a shotgun shoots several pellets at once, with only some of the pellets actually
hitting the target, a “spray and pray” promotion model is based on releasing several
artists during the same time. The more artists that are released, the greater the odds
that something will hit.

This old-school record label business model, in many ways, is an all-or-nothing gamble
for artists. You either hit it big, or, in most cases, you don’t hit at all.

This business model still exists today, although it isn’t nearly as common as it once was.

You’'ve probably read interviews with artists who’ve said things like, “Well, | was on the
same label as (INSERT POPULAR ARTIST NAME HERE), and, because of this, my record
never got the attention it deserved and it tanked.”

That sort of sentiment reflects the “spray and pray” model at work.

Typically, a major label releases several albums in a limited way, watches for those that
seem to take hold quickly, and only then does the needed work to make them successful.

With this strategy, albums have a very limited time to show potential, and if something
doesn’t hit almost instantly, it’'s common for labels to cut their losses, either letting the
album tank or dropping the act from the label entirely. This allows them to focus on
putting their resources into acts and albums they feel have better chances of making
money.

While there are a lot of disappointed artists, in the end, the strategy works OK for labels.
About 12 percent of albums make enough money so the 88 percent of albums that don’t
make money are covered.

Why would any musician take those odds?

For one, every musician, assuming he knows the odds, thinks he’s an exception to the
rule. For another, because it’s the label that decides when to cut the cord, there is
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psychological security for musicians who want to blame something other than
themselves when their projects fail.

MUSICIAN WINS LOTTO
| know a musician who went to New York to shop for a record deal. He was a great talent
who had played everything on his demo.

As he made his rounds, he got very little interest. He was young, good looking, and very
talented, but guys like that are a dime a dozen.

After he left one label, the A&R guy he had talked with took his press kit and threw it in
the trash.

A secretary happened to see his photo in the wastebasket and thought, “This guy looks
interesting.” She grabbed his press kit and put it on her desk.

Another A&R guy walked by her desk and made a comment about it. “This guy was just in
here,” she told him. “He’s looking for a deal.”

That was all it took for him to get a second look—and a record deal.

The result was two Top 20 singles off his debut album, videos on MTV, a national tour,
and a career that is still going strong. It was also the fulfillment of perhaps the biggest
record label fantasy of all—a record deal, stardom, and a career from simply walking into
a record label office and submitting a press kit.

Was it a fluke?

Yes, it was a fluke. Half the success stories in music are flukes. | know a songwriter who
got his song heard (and eventually cut) by going through a tour bus driver. | know
another who did the same thing via an artist’s hairdresser.

Fiona Apple got her record deal by giving a demo tape to a friend, who happened to be
the babysitter of music publicist Kathryn Schenker. Schenker heard it being played, asked
about it, kept the tape, and then passed it to Sony Music executive Andy Slater.

These synchronicities happen. But will they happen to you?

Since the modern music business was born, there have been artists who have “made it
big” without doing the work you’re probably already doing. As mentioned earlier,
Tommy DeCarlo had never been in a band before joining Boston, and there are
numerous stories of acts being signed without ever having played a live show.

William Hung signed a three-album deal after a failed American Idol audition. He sold
over 200,000 albums.
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Thanks to reality television and other similar opportunities, more and more artists are
shortcutting the standard time and effort it takes for most acts to get record label and
other entertainment company deals. As long as these shows exist and there is an
audience interested in the people who appear on them, this will continue to happen.

Opportunities like this are fun to think about, but are they the kind of opportunities that
you want?

In truth, you never know. You could end up in one of the greatest rock bands ever, or you
could end up, like the majority of viral video and reality television musicians, on the same
shelf as media train wrecks like “Balloon Boy” and “Octomom.”

Like a lottery, it’s possible to win the record label fantasy. But like a lottery, it’s not likely.

Just as money put into lottery tickets is usually better invested in something else, the
time you spend chasing the record label fantasy will likely be better invested elsewhere.

Here is the bottom line...

There is nothing wrong with signing a record deal and having dreams, but keep shiny
objects and fantasy in perspective. The more work you’re willing do early in your career,
before you’re ready for a record deal, the better record deal you’ll be able to get when
you are ready. And the more work you’re willing to do after signing a deal, the better
your odds of being successful.

HOW TO GET A RECORD DEAL
As much as it may seem like getting a record deal comes down to luck, fate, or something
beyond your control, those on the inside know it has little to do with it.

Anybody can get a record deal. If this is something that’s important to you, don’t doubt
that it’s possible.

What’s the secret? You need to know how to make the pitch and then be able to back it
up with more than just promises.

The music business is changing. Broadcast radio is losing listeners to online services like
Spotify, satellite radio like XM/Sirius, and mobile, iPod-type devices that can hold 20,000
or more songs (the average music library has 7,160 songs) with ease. There is increased
competition from non-music entertainment and piracy.

These changes have led to a generally smarter industry. The old-school record company
guys, although they still exist, are being forced out by a newer breed of music executive
who isn’t intimidated by new technology, has promotion skills that go beyond just radio,
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and understands what gets people to buy music, now that a traditional album purchase
is optional for access.

The majority of record labels today aren’t looking to sign artists they can control, but
artists who will work alongside them to meet their goals. With competition from other
labels, so many do-it-yourself business models as options, and artists doing so well on
their own that they don’t really need record deals, this is the only way labels can get
guality acts.

Major labels are looking for two types of artists to sign:
1. Artists they can make money with.
2. Artists who satisfy emotional needs in ways money can’t.

You want to be an artist who is both.

A label must make money to keep its doors open, so the ability to make money with your
music is important. If you're looking for a record deal, though, make sure you keep
focused on the emotional payment the label’s workers receive, as this may be an even
more important factor to you getting the support you need to both get the deal and
make sure it’s successful.

Emotional payment for somebody at a record label is the sense of pride when
discovering and working with a great act, the attention received from being a
tastemaker, and the feeling that comes from a job well done.

And that “emotional payment” brings everything back to music.

Music, for a true artist, is something that comes out of every pore of his body. This is
what will not only make a record label money, but also give the people working there the
satisfaction of working on “art” they can be proud of.

There is no denying a true artist when you see one. A true artist can bring a hush over a
crowded and noisy bar. A true artist doesn’t need fancy lights, smoke machines or other
gimmicks. A true artist’s work stands on its own, and it’s powerful.

Beyond that, a true artist keeps going. He plays until the timer hits zero. He’s “in the
game” whether the game is going well or not.

This is the type of act record labels are looking for. They are the ones with which the
people at the label get paid twice—money and emotional payoff.

There is nothing wrong with the “easy money” acts that labels sign, but if they have
success, it’s short lived and labels know this. Those with impact can earn a steady income
for years, long after they peak.
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TWO DIFFERENT ACTS WITH A SINGLE THING IN COMMON

Paris Hilton is famous for her inherited wealth and controversial lifestyle. In years past,
she was thought to be one of the most provocative people in the world. Yet at the same
time, thought to be one of the most boring.

Paris Hilton is a great example of “easy money” for a label. Because of who she is, getting
the word out about any music she releases will be pretty easy, and she’ll likely sell some
records, but because she’s not a musician or a singer, sales will drop off rather quickly.

Which is why Paris Hilton was dropped from her label shortly after her debut album was
released.

Still, the album has sold 200,000 copies and reached 18 on the Billboard Hot 100. Not
bad for a non-musician.
On the other hand, there is Meat Loaf.

Meat Loaf once compared his relationship to the music industry to that of a “circus
clown.” Although he’d had success with musicals, including Rocky Horror Picture Show
and Hair, his traditional music career was slow to take off.

In 1971, Meat Loaf was signed to Motown but left the label when vocals from his favorite
song recorded during his sessions there were replaced with new vocals by Edwin Starr. In
1976, he recorded lead vocals on Ted Nugent’s Free-for-All album but only on five of nine
tracks and only after original vocalist Derek St. Holmes quit the band.

During this time, Meat Loaf was with composer John Steinman, writing and recording
something a bit closer to what he had previously excelled with: material based around a
musical sci-fi update of Peter Pan. When it was done, the duo spent two and a half years
auditioning for record labels.

Not everybody got it. Clive Davis rejected the project, saying, “Actors don’t make
records.”

Todd Rundgren, upon hearing the material, claims he rolled on the floor laughing.
Then he said, “I've got to do this album. It’s just so out there!”

Not only did he produce it, he also played lead guitar on it. Members of his band, Utopia,
contributed their talents as well.

The result was Bat Out of Hell, one of the most popular albums in the history of recorded
music.

e 43,000,000 units sold.

e On the Billboard charts for nine years.

e After 30+ years, it still sells 200,000 units annually.
The moral? Play your game.
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PLAY YOUR GAME
Play your game. What does that mean?

It means you’re in charge and you do music your way. That’s the only music that has any
kind of credibility and substance.

It means your music doesn’t sound like what’s being played on the radio because it isn’t
meant to sound like what’s being played on the radio. Unless it is meant to sound like
what’s being played on radio, in which case you play the hell out of that type of music
and don’t apologize.

Either way, you set your own rules and let other people come to your table.

Here are examples of artists being true to form when it came to the decisions they made
involving licensing their music:

Justin Timberlake is a pop musician. He follows trends and he’s not so attached to his
music that he’s beyond licensing it. When McDonald’s uses his song in commercials,
nobody calls him a “sell-out,” because for him, that isn’t selling out.

When Gene Simmons shills the “KISS Kasket” (casket and beer cooler), nobody thinks
anything of it, because that’s what Gene Simmons does. The KISS name and logo have
been licensed to over 3,000 products.

Would you turn down $50,000 to put your song in a commercial?

Sub Pop Records’ The Thermals turned down $50,000 to allow its song “It’s Trivia” to be
used in a commercial.

DC-based band Trans Am turned down $180,000 for rights to the song “Total Information
Awareness.”

Why would bands turn down that much money? Because the company that wanted to
use the songs was Hummer.

“We figured it was almost like giving music to the Army or Exxon,” Philip Manley of
Trans-Am told the Associated Press.

You can “play your game” any way you like, but you won’t be successful or have any
credibility if you constantly say one thing and do another. That only makes you look like a
hypocrite.

Every successful entertainer knows this.

This simply means you can’t please everybody. As the saying goes, “When you try to
please everybody, you’ll please nobody.”

So please yourself, do what you do, and don’t apologize.
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Paris Hilton is not a serious musician. She released a fun album with catchy songs that
had little to no depth, because that’s in alignment with who she is.

The result? All things considered, she got pretty good reviews. Allmusic commented that
her album was “more fun than anything released by Britney Spears or Jessica Simpson,
and a lot fresher, too.”

Meat Loaf is intense. He’s the kind of guy who cries when he sees a greeting card
commercial and throws tantrums when he doesn’t get his way. He’s not a soul musician
that belongs on Motown; he’s a “rock opera” singer who will jump into the audience and
kick your ass if you taunt him.

Bat Out of Hell is an intense album. It’s Meat Loaf in audio form.

In 1993, while looking back on the album, John Steinman said it was “timeless in that it
didn’t fit into any trend.”

And it still hasn’t been part of any trend.

“It's never been a part of what's going on,” Steinman said. “You could release that record
at any time and it would be out of place.”

Like Meat Loaf, you may never be part of what’s going on. Don’t let that stop you from
taking action.

Play your game.

THE DO-IT-YOURSELF RECORD COMPANY MODEL
All too often, independent acts are led down a path based on what they think everybody
else is doing. They think that’s the way the game is played, whether they like it or not.

Just because somebody else is getting their music out there in the seemingly “tried and
true” way doesn’t mean you have to follow. You are in control of how you run your
business and live your life. If you don’t like any aspect of the music business, simply
change the environment to one where you call the shots. Or, as a poker player once told
me, “If you don’t like the game being played, change tables.”

While there is value to the “standard practices” of the music industry that are based on
years and years of trial and error, the industry is changing quickly. Just because
something used to work doesn’t mean it works now.

And just because something works for one person doesn’t mean it will work for you. If
you're doing things on your own, without the help of a major label, you’ll need to modify
what you’ve learned from the traditional business to create your own plan that works
best for you.
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If you choose the do-it-yourself route, getting your music to your fans is a three-step
process:

1. Make the product.

2. Distribute the product.

3. Market the product.

How do you get all of this done? When you go indie, the short answer is, “Any way you

When you’re in charge of your business, life is much simpler. You can do what you want,
when you want.

For example, when you’re the boss, there is no need to get the budget for your next
record approved, because you're the one who makes the decisions on things like that.
And who needs a budget when you’ve got all the needed equipment to put an album
together via your computer?

Obviously, the things you can accomplish on your own compared to what you can
accomplish with a major label behind you will differ, as you’re likely dealing with
different budgets and staffing. Still, with the lower overhead and higher profit margins of
a do-it-yourself business model, you can make more than enough money to live a great
life.

Recording and distributing music is easier than it ever has been. There is no longer a
need for the “label services” of the past. This business model is much leaner.

These days you can record on your computer, which bypasses traditional recording
studios and you can release your music only via the Internet, which bypasses the need
for a phonorecord (CD, cassette, 8-track, vinyl, or any other form of physical music
distribution), a distribution company, and physical retail outlets.

Thanks to this ease, the financial metrics of your business change. It’s cheaper than ever
to record music and get it to people. You no longer have to worry about being in “every
store” because you can knock out 95 percent of all online distribution, which is where
most people buy music now, with just a few key outlets.

Because your financial metrics change, your marketing can change. It’s easy (and almost
free) to give music away. It’s easy (and almost free) to reach your audience directly.

If online marketing is part of your strategy, it can be tracked both accurately and
automatically. That means you can focus on what works and drop what doesn’t, allowing
you to get more for your marketing dollar.
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Gone are the days of losing out on sales because you weren’t in a record store. Gone are
the days of radio being the only way people can sample new music. Gone are the days of
having to be vetted by a print magazine for the chance to connect with fans.

As mentioned above, even if you decide to go with a do-it-yourself approach, you’ll still
need to focus on these three elements of business:

Make the Product
You can’t make money if you don’t have something to sell.

The product, at its core, is you. Or, more specifically, the way you make people feel. This
can be sold through recorded music, live events, or licensing of songs, image, and logos.

Recorded music is the perfect product to illustrate this point. With the exception of a live
show, which is not only a means to generate income but also the best promotion method
for independent acts, recorded music is the first piece of “you” the majority of fans will
purchase.

The popularity of recorded music as a product, plus the fact that “a recording is forever,”
can put a lot of pressure on independent acts who think anything they release has to be
perfect.

French writer Francois-Marie Arouet said, “Le mieux est I'ennemi du bien.”
Loosely translated, this simply means, “Perfect is the enemy of good.”
The pursuit of “perfect” will kill a career. Perfect doesn’t exist.

This isn’t to say that you don’t have to do a good job when it comes to creating music.
You have to do a great job. It's OK to work with the resources you have, though. Many of
the most popular recordings in the world, including the most well-known recordings by
The Beatles and The Rolling Stones, were recorded on 4-track machines that can’t
compare to the recording ability of today’s free, open-source software on the most basic
home computer, tablet, or mobile phone.

Doing the best with what you have to create recordings people want to listen to comes
down to two things:
e A Great Song — This is the foundation of a good recording, and it happens before
you ever step into the studio.
e A Great Performance — This is where a great song turns into a legendary recording.
When you can give a great performance, you don’t need fancy equipment.

People want real. Some of the most popular songs ever recorded have unintelligible
lyrics. Some of the most popular recordings of songs have tempo or pitch “problems.”
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Do music fans complain about tempo and pitch? Not nearly as much as they complain
about click tracks and auto-tune. And unintelligible lyrics usually just add to a song’s
appeal.

The majority of your fans won’t care where a song was recorded or who produced it.
What people care about is the feeling they get when listening to it.

Remember, this is the “do-it-yourself” recording company business model. The whole
point of it is to give you more freedom to play your game. You could record an album in
your bathroom and it would be OK.

The only thing that matters when it comes to the songs you write, the music you record,
or the shows you play is how people feel when they experience them.

Distribute the Product
Regardless of how great your product is, you won’t sell a thing if there isn’t a way for
people to get it.

Thanks to “digital distribution” options such as iTunes or Amazon, this problem is easier
to solve than ever. If you're selling a physical product, such as a CD, you can sell it
directly to fans during live performances. It’s also easy to sell both digital and physical
copies of your albums off your own website.

However, what if, for example, you want to go against the grain and release one of your
albums exclusively on vinyl?

Do it!

It’s important to trust your own decisions, and sometimes, it’s best to go with your gut.
With the do-it-yourself record label model, you have that option.

But realize that just because you have an option to do something doesn’t mean it’s a
good idea—or that it will be profitable.

If you want to release something exclusively in one form or another or in limited release,
that’s OK. But because you are also a business owner, | encourage you to balance your
creativity with more practical considerations.

Sticking with the example, the upside of releasing something on vinyl is that it’s cool. You
can do a lot with artwork and liner notes. The listening experience is different.

If that’s something you want and means a great deal to you, you have every right to go
after it.

The downside of releasing something on vinyl is that its appeal is limited; at least as far
as music consumption goes. Even if you’re able to successfully sell a run of vinyl albums,
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know that many of the people who buy something on vinyl likely won’t be able to play it
on anything, because the majority of people listen to music via digital devices, such as
iPods and mobile phones.

Does this mean you shouldn’t release something on vinyl? Absolutely not. As long as
you’re able to handle the outcome of limited consumption, there is nothing wrong with
doing something like this.

There is almost always a way to balance business and creativity. If, for whatever reason,
you want to create a truly exclusive music experience for your fans, know you can find a
compromise that will both please you and create ease for your fans. For example, also
give those people who purchase your vinyl record a code that allows them to download
your music digitally. Not exactly an “exclusive” release, but close.

Market the Product
Nothing sells by itself. To get people to buy something from you, they have to: first, know
that it exists, and, second, want it enough to exchange money for it.

This will be your biggest hurdle in having a successful business. With the ease of both
recording and distribution, it’s the biggest hurdle any record label faces.

There are many long-standing beliefs musicians have when it comes to effectively
marketing music. One belief is that you must play live shows.

Do you absolutely have to play live shows to be a successful musician?
No. There are plenty of successful musicians who have never played a gig.

But can you get to where you want to go without playing a gig? That’s what you need to
look at before you make a decision as to whether you want to pursue that route.

Every musician is working within his own set of unique circumstances, whether
geographic, financial, or something else. Don’t let your circumstances stop you from
marketing your music both creatively and effectively.

| encourage you to test new marketing techniques and experiment to find successful
ways of marketing yourself.

This book is full of music marketing ideas. You can take these ideas as is or modify them
to get as creative with your music marketing as you want, tailoring your marketing plan
to whatever special needs you have.

Whether you’re going against the grain in terms of manufacturing, distributing, or
marketing your product, keep in mind that there are good reasons the standard industry
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practices for these things exist. It's OK for you to break the rules, but it helps to know
them first so you can understand exactly what you’re getting into and why you’re doing
it.

CONCLUSION
Earl Nightingale once said that most people approach life like a man standing in front of a
stove who says, “Give me heat and then I'll add wood.”

Most artists approach the music business in the same way.

Regardless of the business model you select or whether you want a major label deal, an
indie deal, or no deal at all, always remember you must be the one to get the ball rolling.
Always.

Be open (and ready) for opportunity, but don’t bet your career on a record label fantasy.

Although one person can make a difference in your music career and you never know
who this person will be or where she’ll show up, nobody is going to care about your
music as much as you do. And if you don’t care, why should anybody else?

Too often, artists get lost in the fantasy of what could happen in the future—record
deals, world tours, hit songs, millions of fans, great press, and radio play. They dream of
somebody coming along, championing their music, and pushing them to the next level.

Here’s where this gets destructive: While thinking about the future, they neglect (or
refuse) to do what is needed in the present.

What’s happening in the present isn’t always exciting, but if you want to have a better
future and be successful in the music business, you must invest the time, effort, and
money necessary to take care of what is needed now.

That is how you get lucky. Seneca, a first-century Roman philosopher, put it best when he
said, “Luck is where the crossroads of opportunity and preparation meet.”

Do it now. Do it now. Do it now. The record deal, world tour, hit songs, and everything
else will work itself out.
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CHAPTER 4: CLAIM YOUR SPACE

One of the great things about the music business is that there is room for everybody. It
doesn’t matter if you’re a lesbian folksinger, a right-wing songwriter, or a Muslim rapper;
there is a place for you. If you really want to be here, space for you to do your thing will
appear when you aren’t afraid to do it—and you do it well.

Too often, | run into musicians who say things like, “Labels aren’t signing anybody who
sounds like right now.”

Not true. If you’re doing something that can’t be ignored, which means you’re selling
music, you’ll get signed. (Assuming you want to be signed ...)

There has always been “room for everybody” on a certain level, but the way music was
distributed made it impossible to make money if you didn’t have some level of mass
appeal. When we had to put music in a physical container, such as a vinyl record, a
cassette, or a CD, not only did we have to manufacture something, we also had to find a
way to get it to the people who wanted it.

Working within the old system, because of the way distribution was, meant you had to
have a product that “most people” would like. That meant playing it safe. It meant not
rocking the boat. Anything that pushed the limits too much would likely turn people off.

Playing it safe and trying to win over the average person was a good way to succeed with
the system we had at the time, when music buyers weren’t easy to reach and marketing
options were limited. It was the business equivalent of a shotgun—point in the basic
direction and hope you hit something.

The problem was that musicians and fans alike never got what they really wanted.
Musicians couldn’t release their full artistic vision, because they were economically
forced to create something “everybody” would buy. People who bought what was
released didn’t get what they really wanted either, because it was watered down and
safe. It was as if the record companies were saying to the fans, “You don’t have to love it,
just don’t hate it enough to turn it off.”

Today is different. Thanks to the Internet, distribution is essentially free. There are

powerful “promotion outlets” beyond broadcast radio or television stations. It's also
easier to connect like-minded people together, whether it’s an audience looking for a

specific type of music or somebody with music looking for a specific type of audience.
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USE A LASER, NOT A WRECKING BALL
Approach your music business like you would if you were running an online dating site.

A website like Match.com has millions of people on it. The owners of this site have made
a lot of money being an “everything to everyone” kind of dating experience. The problem
is, there is very little room for general sites like this.

That's why “niche” dating sites exist. These sites don’t cater to everybody, and because
of that, it’s easier to reach the people they do cater to. Customers are also willing to pay
a premium price to get exactly what they want.

Some of these sites have only a few thousand paying subscribers. For a well-run
company, that’s enough to make a profit month after month.

Here are some examples of sites that cater to very specific segments of the population:
e DateMyPet.com for cat ladies and the men who love them
e WomenBehindBars.com for guys who are into incarcerated women
e 420dating.com for those looking for a “higher” love

What does this have to do with you and your music? Simply put, broadcast media has
become the same way.

At one time, there were three major television networks in the United States. Each had
similar content: there were news programs; something for the general adult population,
like dramas; and something for kids, like cartoons. There were variety shows, which took
the concept of “something for everybody” and put it into a one-hour program.

Today, video content has been set free from the television. It can be distributed in ways
much cheaper than the traditional, over-the-air broadcast tower. Receiving equipment
isn’t limited by the small amount of frequencies it can pick up. It's also much, much
cheaper to produce video content to broadcast.

What does this mean?

It means people have options. It means the market has been split from just three
segments into thousands. If you count YouTube, it means there are more options than
there are people on Earth.

“General interest” content doesn’t work on something like YouTube. And because music
is now distributed in a similar way, it means that “general interest” content won’t work
for you either.

Fortunately, this is a great opportunity! It’s exactly the reason you should let the world
know who you are and not try to hide it. Trying to please everybody pleases nobody.
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If you look strictly at numbers, it can be very tempting to play the “just a small
percentage” game, where you try to get everybody excited about your music, thinking
that simply winning over a small percentage of the general population is all it will take for
a song or record to become a hit.

An example of this sort of perspective would sound something like this:

“Well, with over 7,000,000,000 people in the world, we just have to win over
0.000000143 percent of them to sell the 1,000 CDs we just pressed! How hard can that
be?”

Harder than you’d think.

Music isn’t a one-size-fits-all commodity product like crude oil, soybeans, and pork
bellies. It’s not sold based on volume, and all music isn’t equal to all people, so don’t
treat it like it is.

If you’re willing to work a little, selling 10,000 (or more) copies of an album is completely
doable. To make it happen, though, you have to go to the people who like what you’re
releasing.

This means knowing not only who your audience is, but also knowing as much as you can
about them.

Why take time to really get an in-depth knowledge of who your audience is?

Promoting an album can be both time consuming and costly. To save both time and
money, it helps to narrow down your audience, give them exactly what they want, and
approach them where they are.

YOUR IDEAL CUSTOMER

If you were to open a hamburger stand, what is the one factor that would ensure it
would be a success?

Think about it ... The answer probably isn’t what you think. It's not good customer
service, the best beef, a great location, a nice atmosphere, or tasty food (although those
things would certainly help).

To be successful in any business, whether it be selling hamburgers or selling music, the
one thing you will always need is “hungry” customers.

Who is “hungry” for your music?

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com

Page 4‘ 6


http://www.musicianbook.com/�
http://www.musicianbook.com/�

—
2
%
LL
e
S
v
Q.
Vo)
R
n
[1%)
=
-
i
=
2]
=
(<)
L S
=
ral
“
25
(Vo)

MUSIC MARKETING SIMPLIFIED

We buy things from people we like. We want to deal with people we can relate to. We
want to see a “face” behind the company.

Taking the human element out of business is where most musicians screw up big time.
When it comes to marketing, they tend to keep their distance from fans. Doing so makes
things impersonal.

For maximum results with your music marketing, people need to feel like they know you,
like you, and trust you. Only when these things happen will they spend money with you.

Do not take yourself out of the marketing process by acting “untouchable” or too much
like a company. This limits your ability to connect with people in the way that is needed
to do business.

You are living the life that most people wish they could. While they’re working at a job,
you're playing music.

Playing music is fun. Working a job is not fun.

Musicians are fun. Music business executives who wear suits and work at companies are
not fun.

In your marketing, just like you do on stage, give people more fun and less business.
Make them feel as if they’re dealing with you directly, because you’re fun. The more
people associate you with fun, the better they’ll like you and the more they’ll buy from
you.

FUN WORKS BOTH WAYS

People don’t like being sold to. People do like buying things, though —if you can make
the experience fun.

Not only should your music marketing be fun for your fans, but it should also be fun for
you. You got into the music business because playing music is enjoyable, so do what you
can to make the marketing aspects of your music business enjoyable as well.

To have more fun with your music marketing, make it more personable. How do you do
that? You can start by asking yourself the following questions:

e Who is the guy who buys all your albums?

e Who is the girl dancing in the front at every show you play?

e Who is the Facebook user who always has a comment for whatever you post?

Basically, what you’re asking is this:
“Who is a symbolic representation of my ideal fan?”
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You are here because of your fans. Without fans, you have nothing. They are the most
important part of your music business. Because of this, you need to talk to fans like you
would your best friend, a close relative, or a spouse. In other words, like an individual
person rather than a nameless, faceless mob.

If you’ve ever done any public speaking, you’re probably familiar with the “trick” of
speaking to one person at a time. This helps many speakers get over the nervousness
that often comes with speaking to large groups but also deliver a more personal
message that each individual can connect with.

When you are marketing yourself and your music, thinking of a single, idealized fan
works in a similar way. It will keep you focused on who the real customer is and help you
to communicate with fans (and potential fans) more effectively by humanizing them.

Instead of writing songs, recording music, and performing shows for a mass of
anonymous faces, you’ll start to focus on seeing each fan as an individual. In addition,
focusing on the guy who listened to your music on his way to work, who knows every
lyric by heart and can’t wait until you play his town again, is much more exciting than
focusing on a generic demographic, such as “males age 18-34 with a median household
income of $35,000.”

Always be thinking of an individual in your audience to help you better connect with fans
at all levels—from the songs you write to the products you release to where you book
shows.

7 TIPS TO BUILD RAPPORT WITH FANS (OR ANYBODY)

People, your fans included, are most receptive to those whom they like, know, and trust.
Here are seven tips to help you build rapport with people, so that these things happen:

e Assume Rapport Is Already There — Your fans, through your songs and other
activities, already feel as if they know you, so when meeting them in person,
continue on this path. Skip the awkward, “getting to know you” phase when you're
introduced and go straight into talking to people as if you’ve known them for years.

e Be Approachable — Be open. For example, if you’re having a conversation and you
see a person waiting on the sideline to talk to you, let him or her in. Be confident,
yet humble.

e Listen — If you can makes fans feel good, they’ll do anything for you. Simply listening
to fans during interactions with them is a great way to show that you care, build
their confidence, and make them feel great about the experience.
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e Be Vulnerable — Nothing is flawless. Even a slight “damaging admission” when
something goes wrong shows you realize and accept imperfection. It will go a long
way to building trust with the people you meet.

o Let People Help You — People want to be part of what you’re doing. If you get an
offer from a fan to help you promote a show, work your merch table, or introduce
you to someone influential, don’t automatically dismiss it. While not every fan (or
every offer) will be a good match for you, most people are honest, have good
intentions, and really do want to help.

e Look for Things in Common — People like those who are like them. Focus on the
similarities you have with your fans.

e Remember Names — If you’re not good at this, figure out a way to get good. Nothing
makes people feel more important than being remembered.

“DANCE WITH THE ONE THAT BRUNG YA”
When you have something that is working for you, keep doing it. In the South we have a
saying for this: “Dance with the one that brung ya.”

For a sports coach, this means to play the players and use the strategies that got you
where you are. For a musician, it means that if you’re having success with a certain
market, don’t neglect them.

Abraham Lincoln talked of a similar philosophy at the height of the American Civil War
when he said, “It’s not best to swap horses when crossing a stream.”

Yet this is exactly what many musicians do. They neglect the people (or groups of people)
with whom they’ve had success.

Let’s take another look at the career of Martha Wash, the powerful female singer in C+C
Music Factory’s massive hit “Gonna Make You Sweat (Everybody Dance Now).” Due to
her large size, she was left out of the video. She also didn’t receive credit for her work in
the album’s liner notes.

The producers and marketing team behind C+C Music Factory, the ones who thought she
was “unmarketable,” completely neglected her earlier success. By 1990, Wash had
already spent more than a decade as a well-known singer in the gay community. As one
half of the duo Two Tons ‘o Fun, she was well known as a backup singer for the drag
performer and disco star Sylvester. As The Weather Girls, she and Two Tons ‘o Fun
member Izora Armstead recorded the gay anthem “It’s Raining Men.”

So where is Martha Wash now?
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Today she is as successful as ever, working as an in-demand session vocalist, as well as
recording and touring as a solo artist. Her voice is among the most recognized in house
music, and her work with acts like Sylvester and Luther Vandross is considered classic,
not novelty.

As for her relationship with C+C Music Factory, she successfully sued to receive proper
credit and appropriate royalties. Because of her, there is now legislation making vocal
credits mandatory on recorded music and music videos.

Martha Wash doesn’t try to please the masses or jump on trends. She’s focused on her
core audience in the gay community, and she’s dug in deep. The video for her debut solo
single featured her surrounded by half-naked men, she’s a top draw at “Pride” events,
and she performs at gay clubs throughout the world.

How can you find your own audience so you can do something similar?

START WHERE YOU ARE

If you were to start a new band today, regardless of your experience or past successes in
the music business, there would be opportunities to market yourself that you came to
the table with, even before sitting down to write a single song or playing one note. These
would include people you had a natural advantage of winning over, from communities
you’re already part of—people you know from work or a religious organization, for
example.

Religious-based music is one of the best examples of the power of this concept. If your
music is focused around a specific religious philosophy, you will be instantly tapped into
an audience of people who will like, or at least appreciate on some level, what you’'re
doing.

There is also a natural advantage to connect with fans based on a shared physical
environment or activity in which you both participate, such as a hobby. For example, if
you like drinking beer or partying on a beach, there is an opportunity to connect with
people who relate to that lifestyle and want to hear you sing songs about it.

When you’re a member of a group—whether it be a formal organization, such as a
church, or something more loosely knit, such as people who enjoy the beach—you'll
have a much easier time connecting to people within that group than somebody from
the outside would.

A great example of a type of connection is the one you share with other musicians. As a
musician, you have certain things in common with other musicians, so when you meet
each other, there is likely instant rapport.
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| play guitar. If you were looking for a guitarist for your band, what would the audition
look like?

Probably something like this:

1. You give me a list of songs you already know.
| learn the songs.
| arrive at your rehearsal space with a guitar.
We tune up.
We play the songs.

vk wnwN

That’s the ritual of trying out for a band. It’s the way you see if somebody fits. There is a
very specific communication style (and language) that is used. You don’t have to explain
it to me, because | already know.

Every group—whether it’s formal, like a church congregation, or informal, such as
musicians—has its own version of this. If you're tapped into how the group thinks and
feels, you'll be successful with them.

THE “SECRET CODE” OF FANS

Once you’ve established who your ideal fans are, it’s easy to get an idea of the way they
think and communicate with one another simply by observing them. Thanks to the
Internet, this process is faster and easier than ever.

Even though you may personally be part of the community you are marketing to, there
may be certain values, beliefs, and desires of your fan base that you are not 100 percent
tapped into.

For example, the majority of your fans might be blue-collar workers who live in the same
city you do, come to the bars you play, and root for the same sports teams you do, but
you might not be able to relate to them fully because you come from a wealthy family
and have never had a 9-to-5 job.

Or maybe you’re not part of the community you’re marketing to at all!l That happens
with songwriters all the time ...

For example, the majority of your fans may be teenage girls who yearn to meet a boy and
be in a romantic relationship, but you might not be able to relate because you’re a guy
and your “first love” was years ago.

Either way, you need to tap into the minds of your fans to find out how they think and
feel!
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Sites like Twitter, Facebook, and Amazon allow you to “enter the conversation” fans (and
potential fans) are already having with one another. You can watch their interactions,
find out what they like (and don’t like) about things, and learn what gets them excited.

It’s easy to sell music (or other merchandise) and get people to shows when you know
what people will pay money for. This isn’t manipulation, nor will it take you away from
your natural creative process; it’s simply providing people with exactly what they want.
This will make your marketing process easier, save you time, and keep you on fans’
minds, since you are fulfilling an emotional need they are looking to fill.

LET YOUR FREAK FLAG FLY

Don’t follow somebody else’s formula. Instead, “fly your flag” and be proud of it.

You've probably met somebody who was completely left-of-center yet was respected by
everybody, because he acted in such a way that there was no question about his
authenticity. That’s the kind of person who is often successful in the music business.

Examples of artists with this quality:
e Pete Burns
e lady Gaga
e Liberace
e Michael Jackson
e AxlRose
e David Allan Coe

This is more than wearing a certain type of clothing, flaunting your sexuality, or being
vulgar (although these things can be part of it). It's not about what you do, but how you
do it.

When it comes to your professional persona, be who you are, but do it bigger and bolder.
The most memorable artists don’t hold back.

If everybody else seems to think “zig” and you think “zag,” embrace it.

Why? Because, regardless of who you are and whatever you're doing, there will be
people who relate to you. Authenticity is the glue of connection. It will allow you to
connect with fans in such a way that they’ll not only want to buy everything you come
out with, but they’ll happily pay a premium price. They’ll do so because they appreciate
that you have the guts to say what they’re thinking and act like they’d like to act but, for
whatever reason, feel they can’t.

Page 5 2
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When it comes to your music career, don’t wimp out and do things halfway. Be bold in
your actions, and, if you do something that agitates some people or makes them
uncomfortable, be bold in how you handle the blowback.

WATCH FOR PATTERNS

There are times when we do something that others positively relate to in a way we
would never have expected. When that happens, go with it.

For example, if you're in a band and bikers start showing up to your gigs, embrace it. If
lesbians start showing up to your gigs, embrace it. If burnouts start showing up to your
gigs, embrace it. Don’t leave money on the table.

Journalist Malcolm Gladwell gave a great non-music example of this in his book The
Tipping Point.

According to the book, in 1994, sales of Hush Puppies shoes were down to 30,000 pairs a
year, and its parent company, Wolverine Worldwide, was considering phasing out the
brand. The next year, Hush Puppies suddenly became hip in the clubs and bars of
downtown Manhattan. That fall, fashion designers John Bartlett, Anna Sui, and, Joel
Fitzpatrick began featuring them in their collections. Thanks to word of mouth and
famous customers like Jim Carrey, David Bowie, and Tom Hanks, 430,000 pairs of the
shoes were sold, with four times that the following year.

Hush Puppies weren’t designed to be hip; they were designed to be comfortable. They're
the kind of shoes your grandfather wears. Still, when things started taking off with the
hipster population, Wolverine didn’t stop it.

The majority of the time, an unintended audience is a blessing. If one happens to find
you and likes the music that you’re making, go with it.

Don’t ignore new opportunities that pop up. Even if they’re from people who don’t look
like your core audience, those opportunities are still worth money.

ALIENATE SOME PEOPLE

Too often, musicians play it safe for fear of alienating people. A far bigger problem,
which happens when you play it safe, is that you’ll be ignored.

By alienating some people, you will connect more deeply with others.

You don’t have to be liked by everybody to be successful. Just a small number of people
who really love you is all it takes to have a great career.

People who are hated by some and loved by just as many:
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e Donald Trump

e Rush Limbaugh
e Michael Moore
e Al Gore

e Sarah Palin

e Barack Obama
e George W. Bush
e Simon Cowell

The best music examples of this are from acts that have specific religious or political
philosophies. Any Christian act is going to alienate those who aren’t Christians, at least
on some level, but those who are Christian are going to buy in even more.

Think about it: if you’re Christian, you’d much rather hear “Jesus is Lord” than something
about a “higher power,” because “Jesus is Lord” is a sentiment you can relate to. Because
of this, an act that gives specific references to Jesus is going to connect with Christians in
a very powerful way.

If you're a Christian act, who cares if some people are offended or turned off by Jesus?
You’re a Christian act! Focus on the Christians. Nobody else cares about you, so don’t
worry about them.

The same thing applies to any act. Embrace polarization. Anything else falls in the
middle—and the middle is forgettable by everybody.

EMBRACE THE SLOW BURN

When you have a CD that hits really big and is available everywhere, it's now considered
a “commodity.” With sales outlets (both online and offline) all selling the same CD, the
most common way they compete for sales is to lower the price.

For example, if your album sells for $9.99 on iTunes, Google, which wants to compete
with iTunes, might drop the price to $3.99. Amazon, if it wants to get in, might drop the
price even more. In 2011, Amazon’s servers crashed when they sold Lady Gaga’s entire
Born This Way album for only $0.99.

A price war among the big digital music outlets can certainly sell a lot of albums, but
consider the potential downsides.

For one, as mentioned, because everybody is basically selling the exact same commodity
with the exact same ease of purchase and speed of delivery, and because fewer and
fewer music buyers today are considered brand loyal, the only sure way to compete for
sales is price. This means less and less money is being made on big releases.
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In addition, with so many people buying at once, there is a “churn and burn” element
with big releases. Buyers are moving on to the next big thing more quickly than ever.

Compare that with a “slow-burn” release, where the promotion of an album can last
months (and sometimes years), which is what so many independent artists, especially
those in niche markets, choose instead.

When you’re not everywhere at once, you can charge a higher price for your product, as
it’s harder to come by. In addition, because there will be fewer impulse buys, the price
will stay higher for a longer period of time. Because fewer buyers will be selling your
product on the used market, those who do, due to lack of supply, will be able to get
higher prices. This will help keep perceived value of your products high, even on sites like
eBay or the used section on Amazon.

The best aspect of a slow-burn product has less to do with pricing and more to do with
how the album is valued. More often than not, people who buy via a slow-burn release
are more loyal than consumers who simply follow trends. Not only will they enjoy that
they got in on buying something exclusive, they’ll be more likely to spread the word
about the purchase and about how much they like your music. This helps build your
relationships with fans and encourages them to buy more products, come to more
shows, and continue to tell more people about what you’re doing.

With a slow-burn release, you give quality over quantity. This can lead to not only a long
career, but more money when all is said and done.

Don’t worry if you don’t sell millions of records right away. You can do just as well in the
long run, even if you don’t sell that many.

You don’t need a massive fan base to make enough money for a very nice lifestyle. You
need only a core group of dedicated fans who are willing to stick with you and buy from
you again and again.

Most independent releases are of the “slow-burn” variety, whether planned or not. This
is simply because it's very difficult to be everywhere at once. Still, you can have even
more success using this technique by being deliberate about continuing to push your
album over an extended period of time.

Just as the “slow burn” applies to music you release, it also applies to your career in
general. This is perhaps the most important aspect to internalize when it comes to
claiming your space within the music industry.

Any artist, regardless of how good you are, will have ups and downs in your career if you
stick it out long enough. Most artists are fine at the beginning of their careers, when they
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have nowhere to go but up. But what happens when they finally “make it” and have to
deal with drops in popularity?

Perhaps this is where the real work happens, because many acts fade away shortly after
hitting it big. They had success, at least for a time, but couldn’t keep it up.

How can you keep up success? Embrace the slow burn.

Your career will be a series of peaks and valleys. Often, some of the biggest valleys are
those that happen after your highest peaks. The opposite is also true.

Knowing this, if you keep showing up and claiming your space, you'll be fine.

FLASH IN THE PAN

Popular music styles come and go. Some hit once, never to be heard from again, while
others disappear only temporarily, returning to be permanently cemented among the
most successful genres of music.

A great example of this happening to an entire style of music is the genre most people
refer to as “hair metal.”

In the late 1980s, hair metal (also known as glam rock) was huge. Around that time,
Motley Crue singer Vince Neil appeared on the cover of Musician Magazine, lighting a
cigar with a $100 bill. The headline story talked about a multimillion-dollar advance the
group had just secured.

Within a couple of years, the entire genre seemed to have vanished.

Lots of hair metal acts tried to change things up. Some, like Motley Crue, went harder.
Many tried a grunge-like sound, to compete with industry darlings like Nirvana and Pearl
Jam.

But hair metal didn’t die; it only experienced a brief pause. Although it was no longer on
mainstream radio or MTV, it was still out there.

Those who stuck with the formula they’d had success with found that people were
interested. The genre was still popular in certain parts of the United States, and,
although acts weren’t selling as many records as they had at one time, there was enough
interest in them that they were able to continue touring.

People were interested. Independent labels like CMC International were a haven for hair
metal acts when major labels were focusing on grunge and alternative rock acts.
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Eventually, enough time passed to when hair metal was cool again. People longed for the
novelty, the big shows, and the party atmosphere these acts provided. The tours got
bigger and bigger.

Today, many hair metal acts are among the most successful touring acts on the road.

This is the slow burn in action. Sometimes it will burn a little brighter than others, but it
will never go out completely.

Keep showing up and doing your work.

CONCLUSION
There are people who want to hear from you, but you’re going to have to find them,
because they’re too busy and inundated with noise to find you. Do it.

Today, because of the way music is recorded and distributed, there is more room in this
business than ever. When you show up ready to do the work, you’ll find there is room for
youl!
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CHAPTER 5: CONNECT WITH YOUR AUDIENCE

True connection, like the one you want with your fans, can best be summed up with this
quote by Ernest Hemingway:

“When people talk, listen completely. Most people never listen.”

That is the secret to the music business. It's not about songs, musicianship, or anything
else as much as it is making people feel like they’ve been heard. This is done by giving the
people in your audience a voice, saying the things they can’t, and saying the things they
feel ... and that starts by listening to their needs.

Empathy is the capacity to recognize feelings that are being experienced by another. This
is your number-one music marketing skill.

If you can master empathy, you can master the music business. When you understand
what people really mean when they speak, why they go to shows, and what gets them to
take action, you can write your own ticket.

If you take away one thing from this book, take away this:
Let your audience be the star.

You may be the one on stage, but a live performance is never about you. Never. It's
always about your audience. More specifically, how it makes them feel.

If you can make people feel good, you can get anything you want in this business.

EMPATHY — AN ESSENTIAL (AND PROFITABLE) SKILL

The ability to see things through the eyes of another person is one of the most valuable
“music business” skills you can have. Only when you really understand people and where
they are coming from can you create an experience or product that directly meets their
needs.

If you’ve ever heard a song and thought, “That song is about me!! | could have written
that,” you’ve experienced the connecting power of empathy.

While it is not possible to completely understand where somebody is coming from
without actually being that person, the skill of empathy can be developed to a point
where you are very, very close. Here are four ways you can do that:

e Withhold Judgement — Set aside your beliefs, baggage and personal agenda. There
are 7,000,000,000 people in the world and 7,000,000,000 ways to live. We all grow
up having different experiences that influence how we feel and act. Is one better

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com

Page 5 8


http://www.musicianbook.com/�
http://www.musicianbook.com/�

—
2
%
LL
e
S
v
Q.
Vo)
R
n
[1%)
=
-
i
=
2]
=
(<)
L S
=
ral
“
25
(Vo)

than another? Maybe ... but if you want to develop and showcase your empathy,
don’t go there.

e Listen — One of the cruelest things you can do to another person is to ignore them.
On the flip side, listening to what somebody has to say is one of the most effective
ways to make him feel cared for and build both trust and connection. This is
especially powerful when you listen while withholding judgement.

e Ask Questions — There is a reason for everything, and questions allow you to find out
why people act or think the way they do. Questions show you are interested in
somebody and give you an opportunity to listen to them, which will build connection
even more.

e Find Common Ground — We like people who are similar to us. This is why the
majority of people segregate themselves based on race, social or economic status,
gender, religion, or political belief. You can take advantage of the human preference
for this by connecting on common issues and feelings.

One of the best things a musician can do to develop his career and sell more music is to
work at a record store. There is no better way to learn why people are buying music and
what record labels have to do in order to make this happen.

The changing face of the business is making record store jobs scarce, but if you want to
learn firsthand why people are consuming music and how they’re doing it, there are still
plenty of opportunities that will help you. For example:

e Wedding DJ — If you want to learn what gets people out of their seats and onto the
dance floor, there is no better job than a wedding DJ. Weddings are awkward, long,
and self-indulgent. People don’t want to be there. People are uncomfortable, having
to talk to people they don’t know or don’t like. If you can find a way to motivate this
crowd, motivating the music fans you normally deal with will be a breeze.

e Street Musician — People on the street are busy. They’re usually going somewhere.
What gets them to put whatever they’re doing on hold, stop, and enjoy music?
That’s what you’ll learn when you perform on the street.

e Party Band — Similar to a wedding DJ, performing with a “party band” will get you in
front of a general audience of people and allow you to see what motivates them.

Need a day job? Are you in a place that has no “music industry” jobs, but you’re looking
for something that will help you develop skills you can use to further your music career?

If you're interested in getting to the heart of what gets people to buy anything and to
understand people better in general, the following opportunities will help you get good
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at sizing people up quickly, having an answer to any objection they have, and closing
deals:

e Telephone Sales — Yes, telemarketing. It's not a glamorous job, but any kind of
telephone sales, especially the kind where you’re calling people (instead of having
them call you), will build your communication and sales skills like no other job out
there. Want to increase your ability to connect and close deals with booking agents,
club owners, and other music industry people who you call on the phone? This is the
way to do it!

e Door-to-Door Sales — Nothing builds up your tolerance for rejection more than
having to knock on the doors of people who aren’t expecting you, are skeptical of
you, and weren’t in the market for what you’re selling. Like a job in telephone sales,
selling door to door will help you develop both communication and closing skills. And
you’ll get really good at dealing with rejection in an effective way, since you can’t
just disappear by hanging up on somebody when things go wrong.

e Street Sales — If you’ve ever been to Las Vegas, you’ll see these guys everywhere.
Whether it’s selling a free presentation to talk about timeshare properties or a “Free
Personality Test” by the Church of Scientology, the skills of communication and sales
that you develop from doing a cold approach on the street will come in handy for
your music business career.

It sounds crazy for a musician to take any of these non-music related sales jobs, doesn’t
it?

It’s not. Here’s why ...

A basic level sales job will help you to get good at:
e Talking
e Dealing with Rejection
e Overcoming Objections
o Grabbing Attention
e Closing the Sale

Every single one of these things is a skill that will help you to further your music business.

In addition, these jobs will give you the opportunity to connect with hundreds (and even
thousands) of people. This will help you get to know why they think, feel, and act the way
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they do. You'll learn what gets people to take action and buy.

When you really understand people, you can offer them exactly what they’re asking for. ()
When this happens, they’ll search you out, tell friends, and pay a premium price. \?)
&
[a W
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TWO ACTS, TWO OUTCOMES

| once worked with a management company that handled the career of an artist who
had, at the time, sold about 10,000,000 records. He was well known but had lost some
heat and wasn’t as popular as he had been. His latest album had been considered a flop.

By “considered a flop,” | mean that his most recent album wasn’t even Gold (500,000
copies sold). The sales he did have were great by most standards, but when compared to
his past Platinum (1,000,000 copies sold) and Multi-Platinum albums, a lot of people
thought he had peaked and was going downhill.

His record deal ended. Word on the street was that he was dropped, although if you ask
him, he’d argue that he left.

And he very well may have left, because the week after his contract was terminated, he
was signed to an even bigger label—and was back in business once again.

| asked the head manager how he’d done it. He told me, “He’s still relevant and he’s still
making money. He has 80,000 people paying to be in his fan club.”

And he’s still relevant. Today, over a decade later, he’s doing as well as ever.

Around the same time, | saw an independent act doing a showcase in Las Vegas. There
was a huge buzz around them, mainly because they had been very successful giving away
free music online, which was considered a bold move at the time. Even before they
walked on stage, almost everybody there had heard them already.

They signed a major-label deal that year. It made sense, because millions of people had
downloaded their music and had already been exposed to them. They had a proven
product that had already been “tested” in the real world. Who wouldn’t want the entire
album?

The album was released. The first-week sales were under 200 copies.

By the way, this happens more often than you’d think. There are plenty of major-label
releases, many from well-known artists, that never sell more than 10,000 copies.

Still, fewer than 200 copies for a band with so much buzz is almost unbelievable.
So what happened?

Most likely, the reason was that few of those people who had previously downloaded the
band’s music were told there was a new album being released. They simply didn’t know
it existed.

A simple email to even a portion of the act’s fans would have likely changed the outcome
of how successful their album was.

The ability to connect with your fans is worth more than any heat you have (or don’t).
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Don’t expect people to know what you’re doing. When you’re releasing something new,
or when you’re playing a show, you must tell them.

IF A TREE FALLS AND NOBODY IS AROUND TO HEARIIT ...

Want to sell tickets to a show? Albums? The first step is letting people know you’re doing
it.

If nobody knows what’s happening, nobody will take action. It doesn’t matter who you're
working with or how good the product is. You could put together a show with the most
popular band ever—for example, Abba. To better your odds of selling tickets, you could
add Lady Gaga, Led Zeppelin, and U2 to the bill. If nobody knows there is an option to
buy tickets, though, none of this matters.

If you want to sell something, you have to let people know you have something for sale.
Don’t expect people to come to you with a pocket full of money and beg to give it to you.

The first act | mentioned had a list of 80,000 paying customers via a fan club. These were
people who not only “raised their hands” to say they were interested, but they had also
come forward with their money and contact information. They wanted to be contacted
with information about him and his career.

The second act | mentioned had a lot of people who were curious about them and had
downloaded free music, but they had failed to get contact information from them. Once
these people hit the site and downloaded the music, they were gone, without any way to
follow up with them.

Were these people listening to and enjoying the free music? Chances are, with millions of
songs downloaded, a lot of them were. Would some of them have purchased a full
album, if given the chance? Yes!

They were never given that chance, though.

“THOSE GUYS ARE STILL AROUND?”
Have you ever looked up a band you liked only to find out they have a new album
available that you hadn’t previously heard anything about? It happens all the time.

Eighty-four percent of people don’t know when their favorite band has released a new
album.

The people who like your music are busy. They're doing the things people do—
refinancing mortgages, trying to get promoted at work, or worrying about whether
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they’ll look good for their high school reunion. While they like your music, it’s not their
primary focus.

However, they will be interested if you let them know about it.

Keeping in touch with your fans and letting them know you have new music (or are
playing shows near them) is easier than ever!

The current model, which doesn’t apply to traditional media, such as newspapers and
television, but applies to social media and almost everything being done online, looks like
this:

Musician---to---Fan
It also looks like this...
Fan---to---Musician

Either way, it’s just you and your fans. There is no middleman. You can go straight to
them, and they can come straight to you.

No longer do you have to worry about “filters,” such as editors, reporters, producers,
A&R people, or record distribution companies. Today, it’s just you, the message you want
to send, and the fan.

Beyond the ability to talk directly with fans, no longer are you constricted by the limited
space, frequency, or distribution of traditional media (broadcast radio, print magazines,
and television). Today, you have almost unlimited space for your message, distribution is
far reaching, and you can send as many messages as you want. Plus, all of this is cheap,
easy, and instant.

Most of the time, this type of connection and lack of filters is great. For example, if you
just recorded a great acoustic version of your biggest hit and want to either give it away
or sell it to a worldwide audience, you can make that happen within about an hour.

The downside is, if you act like an idiot, such as posting photos of yourself dressed in
black face or smoking meth, there is nothing in place to keep you from negatively
affecting your career.

You must think about this. You have no idea who is “listening” to your Twitter messages,
Facebook updates, photos you post, or anything else you put up.

This sounds like common sense, but it’s very easy to overlook when you’re up late at
night or you’re tired or you’re pissed off or you’re thinking that just because you’re in
your living room with a few friends, what you’re putting online (or elsewhere) doesn’t
matter.
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On the Internet, everybody is watching. Always. And once it’s out, it's there forever.
There is no “undo” button.

OWN THE MEDIA

Whether you want to release music on your own or via a record company, the ability to
successfully connect with fans will help you more than anything else. That’s because
music is subjective, and anything subjective is risky. Being able to communicate with an
already existing audience lessens that risk.

This is why an artist who just got dropped from his label can get another record deal
within a week.

But not all ways you connect with fans are equal ... Having 80,000 followers on Twitter is
great, but not nearly as good as having 80,000 people in a fan club that you can connect
with via postal mail or phone. And 80,000 people paying to be in your fan club is even
better, because it shows they think you’re good enough to spend money on!

To really take advantage of the power of connecting with your audience, it's important
that you’re able to keep in touch with them independently of your relationship with a
single company, website, or social media tool. You don’t want your ability to
communicate with fans to be controlled by a company that might go out of business.

Don’t think it will happen? Think again. It’s happening daily.

Websites like MP3.com and IUMA, which were huge players in the music business at one
time, no longer exist. And almost nobody cares about MySpace anymore, so even if you
could post a message there, it wouldn’t get read.

Twitter accounts can be banned. The same goes for LinkedIn, Facebook, and any other
social media site.

When you keep your own list, whether it be via postal mail, email, or phone, you open
yourself up to a wide variety of communication options.

Own your ability to connect with your audience.

Working with a third-party company to reach your fans is fine as long as you’re able to
export fan contact information and use it somewhere else. Proprietary information, such
as a Twitter username, is great to have, but if you can use it only on Twitter, and Twitter
goes out of business or bans you, it’s worthless.

Here is the contact information you want to get from your fans:
e Full Name
e Postal Address
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e Email Address
e Phone Number

Having this will allow you to use postal mail, any email marketing service, or any
telephone marketing service.

You may think, “l don’t need a phone number, because we never call our fans.”

Don’t let that stop you from asking for it. You might not call (or text) your fans now, but
technology is changing, and, should you want to start doing this in the future, you don’t
want lack of contact information holding you back.

In short, it’s nice to have options, and getting complete contact information gives you
options.

THE POWER OF ONE

Building your fan base one person at a time doesn’t mean you play a show for 100
people and win over only one of them. It doesn’t mean you have to personally talk to
everybody in the club where you’re playing, although that wouldn’t be a bad idea.

Building your fan base one person at a time simply means that you treat your fans as
individuals rather than a nameless, faceless mob of well-wishers. You see the humanity
behind each person as an individual, recognizing that he has unique feelings that need to
be addressed in order for him to support you.

A WORD ON FAN RELATIONSHIPS

Fans love being able to hear from you directly, because it’s personal. It's no different
from the kind of contact they get from the most influential people in their lives, such as
parents and friends, and because of this, they’ll be more likely to associate you with
relationships of this nature.

| was at a “meet and greet” event once in a small, very intimate recording studio. The
artist was late, so the label representative grabbed a mic and, in an effort to keep people
entertained, started asking people questions about what type of music they listened to
and the new artists they liked.

| remember one woman very vividly, because she kept talking like she knew all of the
artists being mentioned on a personal level.

“He’s such a jokester,” she would say. Or, “He’s always been a mama’s boy.”

| talked to her after the event. How did she know all these people?
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She didn’t. But she thought she did because she was interacting with them on Twitter
and Facebook as well as similar “meet and greet” events, such as the one we were
attending together.

That is the power of “direct-to-fan” contact. If you do it right, people on the receiving
end will feel like they know you.

There is a downside to this, though.

As you start to do what I've described in this book regarding building and strengthening
relationships with fans, you’ll soon run into the problem of “relationship management.”
If you’ve been at this a while, you may already be there.

Simply put, how do you maintain relationships with a large number of people?

Before | go any further, realize that there are limits on how many people we can have
“quality” relationships with, not only because of time and physical limitations, but
because of how our brains work.

British anthropologist Robin Dunbar studied human interaction and developed “Dunbar's
Number,” which suggests a limit to the number of people with whom one can maintain
stable social relationships. These are relationships in which an individual knows who each
person is and how each person relates to every other person. The commonly used value
is 150.

And that’s on the high end!

The number gets to 150 only for communities with a very high incentive to remain
together. Plus, for a group of this size to remain cohesive, Dunbar speculated that as
much as 42 percent of the group’s time would have to be devoted to social grooming.

Don’t expect to know everything about each person you come in contact with. You can’t
be everyone’s best friend.

Don’t be fooled by all the social media “experts” who appear to be attached to
computers or mobile devices 24/7. Even if you were to do this, if you're promoting your
music like you should, you’ll have way too many fans to respond to every email
personally, keep track of every conversation on Facebook, and otherwise “be
everywhere.”

It will be much better for you to pick one form of communication and do it effectively. |
suggest Twitter, since messages are limited to 140 characters. It will allow you to
communicate personally, but nobody on the receiving end of your message will be
offended by the brevity, because all messages on Twitter are limited.
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Pick a time to respond to messages you get, do it, and then let it go. Being tied down to a
computer or mobile phone is keeping you from fully experiencing other elements of your
day, as well as keeping the people who really care, the ones who got off the social media
stuff to actually interact with you in person, from having their full experience.

Trying to be everywhere, when it’s impossible to do so, will only leave you worn out and
the people you “interact” with pissed off.

As you get to know your fans better and better, it will make your communication much
more effective. You’ll have quality over quantity, making people feel as if you're “looking
right at them” with a personal message, as opposed to what almost every other band is
doing, which is just making noise.

You are in charge. Just because everybody else is doing it doesn’t mean it’s a good idea.
Focus on the relationships that count and being “successful, yet approachable” while
avoiding the time-suck of busywork.

WAYS TO ENGAGE FANS USING SOCIAL MEDIA

If you’'ve ever wondered why disco music was so popular, one of the reasons is that it
enabled an audience, by dressing up and dancing, to become part of the show. Rap
music, with call and response style vocals, is popular for the same reason.

Social media outlets, such as Facebook and Twitter, have the same ability. A one-way
broadcast message sent via social media can easily turn into a two-way conversation.
Taking advantage of this is something that will not only help you spread the word about
your music but also allows you to form strong and lasting relationships with your
audience.

Here are five easy options for how to do it:
1. Ask Two-Option Questions — This is the easiest way to get a response from people.

It doesn’t take much time or thought for somebody to decide on one of two
options and type a single-word answer. These questions also have a very high
interaction and discussion rate due to their polarizing nature.

There are three main types of two-option questions that | suggest:
- yes/no questions, this/that questions, and true/false questions.

Examples of yes/no questions:
“Should we record an album of all cover songs?”
“Is the Pope Polish?”
“Should | grow a beard?”

Examples of this/that questions:
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“Which of these album covers do you like better?”
“Coke or Pepsi?”
“David Lee Roth or Sammy Hagar?”

NOTE: This/that questions are a great way to “test market” things before you
actually commit to them. For example, posting two mock-ups of album covers and
letting people pick the one they like best will help you have more success when
you release your album.

Examples of true/false questions:
“Centipedes have one hundred legs. — True or False?”
“Gravity is weaker in North America than in Europe. — True or False?”
“One of the Bond Girls was born a man! — True or False?”

NOTE: Some of the examples above have nothing to do with music. That’s OK. You
are trying to build a multifaceted relationship with your fans, and non-music
questions will help to do that.

2. Ask Open-Ended Questions — Make it easy for the discussion to flow. You're
looking for passionate answers from people that will start spinoff discussions. This
is where the power of social media really takes off.

Examples of open-ended questions:
“What was the first album you ever purchased?”
“We are going to release a cover album. Any suggestions for songs to record?”
“What is your favorite song from the 1980s?”
“How do you find out about new music?”
“What’s the last album you purchased?”

3. Polls — A poll-style question is great because it lets your audience get involved in an
easy way (selecting from a choice of provided answers) as well as gives you a
specific and measurable way to quantify how people feel about something.

Example of a poll:
“We want to add a cover song to our set. Which of these do you like best?”
a. Stigmata — Danzig
b. Shake Your Love — Debbie Gibson
c. Abracadabra — Steve Miller Band
d. Mr. Tambourine Man — The Byrds
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4. Caption Contests — To maximize interest from a variety of people on Twitter,
Facebook, or any other social media outlet, you’ll need to communicate in a
variety of ways, including, text, photo, audio, and video.

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com

Page 6 8


http://www.musicianbook.com/�
http://www.musicianbook.com/�

—
2
%
LL
e
S
v
Q.
Vo)
R
n
[1%)
=
-
i
=
2]
=
(<)
L S
=
ral
“
25
(Vo)

A caption contest, in which your audience suggests captions for the photos you
post, is the perfect way to encourage interaction.

How to do it: Simply post an interesting or funny photo with the description,
“Caption this photo!” If you need help picking a winner, use a poll-style question
to let your audience decide.

5. Giveaways — Everybody likes a giveaway, especially when it’s from their favorite
musician.

Examples of giveaways:
“AIR GUITAR CONTEST!! First person to upload a video of himself (or herself)
playing air guitar to (INSERT SONG HERE) to YouTube gets a free T-shirt.”

“First five people to respond to this message get an autographed ‘lyric napkin’
with lyrics from a song off my new album, (INSERT ALBUM NAME HERE).”

“First ten people to write (INSERT BAND NAME) on a piece of paper, take a
photo of themselves, and upload it to Facebook win a copy of my new album,
(INSERT ALBUM NAME HERE). NOTE: Be sure to tag me!”

WELCOME TO THE VIP SECTION

Not all fans are equal. Some won’t go beyond listening to you for free, whether that be
via radio or another similar outlet. Many will buy only a single song. Others want all your
albums. And a few will want everything you’ve ever recorded—from bootlegs to duets
with other artists to alternative versions, such as dance mixes.

While you want to treat all your fans well, those who spend the most money should be
treated especially well. You can do this by creating a fan club that offers members
experiences, information, and merchandise that can’t be found elsewhere.

The economics of a fan club can work a number of ways. Some are free. Others charge
for a certain length of time. Both options can work, depending on your needs and where
you are in your career.

If you are in the “building” phase of your music business career, where you have some
fans but would like more, especially more dedicated fans, here is a fan club option that
may work for you. This will help turn casual fans into more serious ones:

Price your fan club at $20 for a lifetime membership. In addition to fan club stuff, which
I'll talk about below, give the buyer a package that includes your latest album, an
exclusive album available only to fan club members, and an exclusive T-shirt. If you're
selling memberships via live shows, throw in a free drink.
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People love a bargain, and they love getting in on the ground floor of something. This
offer gives them both.

With this offer, you’re stacking what people receive so high, it's a no-brainer for them to
sign up. Even if they’re on the fence about you and your music, it’s still a great deal, so
something like this is a good way to turn casual fans into more dedicated ones.

A fan club doesn’t just sell music and other merch; it sells a relationship between you and
the member, as well as relationships among members. It’s an instant family to which
people can belong. Your fan club offer is a physical version of that to get fans started on
the good feelings they get from these things.

Psychologically, people want two seemingly contradicting things:
1. To Be Special — We want to stand out and be different. We want something that
says, “We’re not like everybody else.”

2. To Be Accepted by a Group — We want other people to like and value us.
A fan club provides both.

Fan clubs make people feel good, because they get special treatment. They also provide

III

members with a feeling of superiority over “normal” fans.

You can do these things by providing the following:
e Presale and Reserved Tickets — If you’re an act that tours in support of a specific
album, | suggest giving away two tickets per tour to each fan club member. Have a
special section just for fan club members, so they can associate with one another.

e “Bring a Friend” Offers — If you’re playing a lot of local shows and constantly touring,
| suggest “2-for-1” tickets. If you don’t have a ticketing system and take money at
the door, give members a “plus-one” card that lets them bring another person free
with paid admission. This will not only fill your shows, but also encourage word of
mouth.

e “Meet and Greet Opportunities — You should always meet with fans after a show,
but if you have a fan club, arrange to have something specific for members that
allows them more time with you or something everybody else can’t get. For
example, invite fans to a special acoustic performance or sound check before the
show.

e Members-Only Forums and Chat Rooms — Fan club members will be more likely to
remain active when they can interact with one another. An online forum or chat
room also allows you to answer questions and keep in touch when you’re not
touring.
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e Exclusive Monthly Giveaways — Give something away every month. This could be a
guitar, stage clothing, or a personal item that isn’t music related. It could be an
experience, such as an opportunity to have dinner with you.

e Exclusive Recordings — A fan club is a great place to distribute work tapes, demos,
and other recordings. If you're performing exclusive fan club shows, record and
distribute them. Every year, release a holiday album.

e Exclusive Merchandise — Create an exclusive version of T-shirts or other
merchandise for your fan club.

e Exclusive Newsletter — Postal mail is best, but email works. Regardless of how you
send it, the content needs to be tailored specifically to the fan club and its more
dedicated members. Q&A, tour diaries, photos with fan club members, a “member
of the month” article, and new song lyrics are good places to start.

Remember, not all fans are equal. You’ll make a lot more money off a small group of
dedicated fans than a larger number of casual ones, so take great care of the people who
are spending the most money with you, and go the extra mile to make sure they have a
great experience.

You can learn a lot about fan clubs by joining the fan clubs of others. Also watch
companies that offer similar options to their customers, such as Zappos.com, Amazon,
and American Express.

ONE WAY TO SCREW EVERYTHING UP AND LOSE ALL YOUR FANS

You must acknowledge your fans and those who support you on a regular basis. On social
media outlets like Twitter and Facebook, everybody can see everything, so don’t just
focus on your “inner circle” of people in the business, close friends, and family. Bring
your fans into the conversation.

You might be a bit freaked out by some fans, or, deep down, they may make you feel
uncomfortable, because you feel undeserving of their attention. Get over it.

You must make your fans feel appreciated. They need to know you value them and their
contributions to your music career. If you don’t, they’ll go away.

CONCLUSION
You fans want to connect with you. Reach out and give them that opportunity.

Your fans want to connect with one another. If you can facilitate this, with your music as
the background noise, they will be forever loyal.
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Integrate your online and offline marketing to be most effective. People are more lonely
than ever and looking for ways to interact with one another online. At the same time,
online social media is powerful and something that will make offline connections even
stronger.
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CHAPTER 6: UNDERSTAND WHY PEOPLE BUY MUSIC

If you’re not making money with music, it’s because you’re not connecting with fans in a
strong enough way that makes them want to support you. Connection is the difference
between a broke musician and a successful one.

Writing 12 good songs is a good start, but it’s not enough.

“We Are the Champions” is a good song, but it was the great performance by Freddie
Mercury that took it over the top. It was the energy he put into his studio recordings and
live performances that made it connect with people. When he sang it, he meant it.

Freddie Mercury makes connecting with an audience seem effortless. A quick sampling of
the dozens of available “We Are the Champion” covers will let you know it’'s more than a
great song that made this happen, though.

Most of the time, it’s not what you say but how you say it. The best song in the world, by
itself, won’t get you where you need to go. For that to happen, you have to give a little
more.

Why people will support you:
e You give them a voice.
e You make them feel part of something.
e You provide a remedy for pain.

If you can do these things, you will make money in the music business.

THE MAJORITY OF PEOPLE ARE NOT LIKE YOU

You're a musician. You don’t just listen to music; you love music. You also have a deep
understanding of music, so when you listen to it, you’re more open to experimenting
with different styles and trying new artists than most people.

If you like an artist, it’s likely that you have more than just his latest single or whatever is
being played on the radio. In fact, if an artist you like has released more than one album,
there is a good chance you have them.

If you know the music is out there, but it’s not on the major sites like iTunes or Amazon,
you’ll go wherever you need to in order to get it. Not available as a download? You'll buy
the CD. Not available on CD? You’ll take the download. And if your options are really
limited, you'll take a cassette or whatever else you can get your hands on.

In short, when it comes to getting the music you want, you’ll jump through hoops and
you're flexible.
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As a musician, because you’re so involved with music and love it so much, it’s easy to
think others feel the same way about it. This happens with people all the time: we think
“they’re just like us.”

They’re not.

Projecting our personal qualities on other people is part of our biology—it’s a way for us
to feel connected with people. It's such a firmly established habit for most of us, we do it
without thinking.

One of my first jobs in the music business, other than playing in a band, was working at a
record store. It was there that | learned the cold, hard reality of how most people feel
about music.

Sure, there were some serious connoisseurs who took chances on the latest music from
up-and-coming artists or dug deep into the catalogue to find rarities or lesser-known
albums, but they were in the minority. The majority of people were more interested in
already well-established, “middle of the road” artists like Kenny G, Celine Dion, and
Michael Bolton. They wanted what was being played on the radio.

This is the depth of most people’s music consumption. They want what they already
know, and they’re not interested in taking chances on anything else.

Assuming everybody will be just as excited about music as you are, when they’re not, can
be frustrating. Beyond that, making that assumption can cost you fans and money.

| learned this lesson while working as a DJ. | took a gig playing a private party and
wrongly assumed the people there were like my people, club people.

They weren’t.
| had a guy request something. | played a remixed version of it designed for the club.

Before the song was over, he came back to me and asked, “Can you play the one on the
radio?”

It was the same song, yet a little different. Still, it was different enough to throw him off,
and similar decisions that | made during that gig were enough for my booking agent to
get complaints, which hurt my ability to get booked again.

| had forgotten a foundational rule of marketing—knowing who my audience was. It
wasn’t musicians and it wasn’t club people; it was the general public—people who
enjoyed music but wanted to hear what they were already familiar with.
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HOW MOST PEOPLE THINK ABOUT MUSIC
The majority of music listeners fall into one of two categories:

e Music Lovers — These are the people who are really into music. They live and breathe
it, it’s a centerpiece of their social lives, and they’ll do whatever it takes to get their
hands on it. They’re the type of people who shop at niche music stores, such as one
for dance DJs, with specialty products that can’t be found elsewhere, and they’ll
drive 300 (or more) miles to see a good show.

e Casual Listeners — Most people are here. They like music, but most of it is
background noise for things they consider more important. If they purchase music,
it’s often just the single being played on the radio or a compilation album of singles,
such as Now That’s What | Call Music!

We've all met somebody who says he “likes” a certain artist, but if you follow that up
with a question like, “Which song is your favorite?”, the person can’t name one.

Even worse, at least as far as selling music is concerned, are the people who have no clue
about songs or who is singing them. Music consumption ends when they turn off the
radio. And these people are more common than you’d think. When asked about the type
of music they listen to, they answer, “Whatever is on the radio.”

The music lover will gladly pay to stream unlimited, commercial-free music to a mobile
device. The casual listener, if streaming music at all, is happy to sit through commercials
and have limited music access in order to save the money.

Most people purchase music the way most people purchase books.

True book lovers are the kind of people who walk into a bookstore and look through the
shelves, browsing their favorite genre, picking through stacks of books, looking for
something new and exciting to read. Mystery lovers will take a chance on something
based on a cover, title, or “Employee Pick” selection. Those who love classic literature
may purchase something that has been reissued with new commentary or perhaps a
hardcover of a paperback they’ve already read.

The average book buyer may be a fan of a movie star, sports figure, or politician, which
will get him to buy. For example, if he likes wrestling and sees a book by Hulk Hogan, he’ll
at least check it out. Or if she really loved Guns N’ Roses, a book by Slash would get his
attention.

The average book buyer gets books at stores like Target or Wal-Mart. He’s there buying
things like an iron, some shampoo, or batteries. Any books being purchased are an
afterthought that wouldn’t have crossed his mind at all had the book not gotten to the
place where the book seems “everywhere” and everybody is talking about it.
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Harry Potter was like that.
Twilight was like that.
Sarah Palin’s book Rogue was like that.

The majority of the “big albums” are similar. General consumers, not true fans, pushed
things over the top.

Although this can and does happen, it rarely happens. Your odds of “music business
success” will be far greater if you stop worrying about making everybody happy and
focus on finding and developing true fans instead of casual music buyers. True fans are
the people who start the ball rolling, spend more money on music than the general
population, and will stick with you for a long time.

KNOW WHAT YOU’RE SELLING
What people buy and what they say they buy are, almost always, two different things.
For example, nobody just buys a new car. When somebody gets a new car, he is buying:
e Status
e Ease
e Sex Appeal
® An Ego Boost

A new car is actually a “middleman” standing in the way. If there is an easier way to get
these things, or if the person already has them, there is no need for the car.

By this same token, nobody simply buys music. Most of the time, they are purchasing the
feeling they get while listening to that music. For example, the relaxation they feel when
listening to some gentle New Age music or the rebelliousness they feel when listening to
a gangsta rapper’s opinion of the police.

Music is a soundtrack to our lives. It's what’s playing in the background when we're
doing other things, because it helps to facilitate these other things.

Archie Bell said it best...
Just think, no more dancing
no, no, no people dancing to the beat
They’d be no birdy to wake you in the morning
with a sweet, sweet melody

Music is what adds value to everything else we do in life. You could still dance without
music, but it wouldn’t be nearly as fun. And although birds can be very beautiful just to
look at, the songs they sing add an entirely different element to that beauty, since they
involve another sense.
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That is the power of music. It adds a sonic element to everything else we have going on,
which makes everyday experiences even more powerful. When you know this is what
you’re selling, your marketing efforts will become even more powerful as well.

HOW TO GO BIG

Consumers, for the most part, are “checked out” when it comes to music. They simply
want to be entertained, and they have thousands of entertainment options, most of
which aren’t music.

Should they go see a band? Should they watch a movie instead? Why do that when you
can pull out your phone and play a game of Angry Birds?

People are overwhelmed with entertainment choices.
How can you be the one they pick?

You want to be so entertaining that, even if somebody doesn’t like your music, your
talent won’t be questioned. When you’re this good, not only will you cut through the
noise of tens of thousands of other acts releasing music each week, but you’ll cut
through the noise going on in the average consumer’s head, forcing him to sit up and
take notice of you.

The type of acts at this level are the ones we consider classic. They’re so revered that,
even after they’ve broken up, retired, or even dead, they still make money.

Examples of acts like this include:
e Michael Jackson
e Queen
e Elvis
e The Beatles
e Jimi Hendrix
e Led Zeppelin
e ABBA

People like these acts for different reasons, such as quality showmanship, depth of lyrics,
raw energy of performances, and camaraderie that happens between the artist and
audience during live shows. Underneath that, though, and most important, is the feeling
of connection people experience when they think about the act. They feel understood.

Most people never get to that level. For those who do, it often takes years.
Depressing, isn’t it?

Here’s the good news ...
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This is not an “all-or-nothing” business. If you can connect with an audience, you can still
make good money with your music and have a very successful career, even if you aren’t
internationally famous. And, even better, you don’t have to wait years to start doing it.

The trick is to start with where you are, building your fan base one person at a time.
How do you accomplish this?

Love your fans.

Songs are a starting point. A “good song” will sell records, but it won’t get you a career.
The secret to a long career is treating your fans well and making them feel good.

People don’t buy music, go to shows, or otherwise support your music business because
you’re involved; they spend their money, their time, and their energy on you because of
the way you make them feel.

And how you make them feel is everything ...

THE POWER OF MAKING PEOPLE FEEL GOOD
| once met a guy who had just moved to town. He was 30-something and without a job
and didn’t even have his own place: he was renting a room in somebody else’s house.

Within a couple of weeks, one of my friends was totally in love with him. Soon after,
another one of my friends was in the mix. And there were several other women just like
them, not just in Nashville, but all over the country.

The guy was a jerk, had no money, and wasn’t very good looking. How could something
like this happen?

He was a good listener.

The women involved with him knew none of the things | knew, because when he was
with them, he’d shut up and let them do the talking. Because so few men do this, it was
easy for them to be won over. In addition, they filled in the “blank space” he gave them
with all the great things they imagined him to be.

The women who dated this guy weren’t idiots. Had you asked any of them if they’d date
a guy who was over 30 and living in the equivalent of his mother’s basement, the answer
you would have received would have been something like, “Hell no.”

Yet here they were ... fighting over one another to be with that kind of guy.

That is the power of making somebody feel good. And that’s the power you have when
interacting with your fans.
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You don’t have to be a great musician to be successful in the music business; you just
have to be good with people.

A great example of this is KISS. Not the best songs in the world and certainly not the
deepest lyrics, but they put on a great show in which fans are thanked multiple times
throughout.

The result is that KISS has had 30+ years of Gold and Platinum albums. Even when they’re
not on the radio, they still sell records and sell out auditoriums. Beyond the music, there
are the over 2,000 products they’ve licensed their name and image to, including
condoms, lunch boxes, Halloween costumes, vacation packages, pinball machines, video
games, and credit cards.

Jimmy Buffett has a similar philosophy. When you go to a Jimmy Buffett show, you don’t
see him on the JumboTron, you see the audience. He builds community by making his
fans part of the show. Then he sells them everything from T-shirts to food to home décor
... and they love it!

Going to the extremes of KISS or Jimmy Buffett isn’t for everybody, but with the changing
climate of the music business, where music is just as easily pirated as purchased legally,
merchandising is keeping a lot of musicians in business. Beyond that, it’s keeping a lot of
fans happy.

As a musician, part of your job is to give somebody a voice. Whether it’s a housewife in
the middle of Kansas or an awkward kid who gets picked on at his school, you’re saying
what somebody wants to say, but feels like he can’t.

Merchandise isn’t you putting your name or logo on everything you possibly can in order
to make more money, although money is certainly one of the secondary payoffs. For
most people, it’s something that allows them to take home a piece of what they’ve
experienced at a live show or expand on what they feel when they hear a song. And
whether or not people realize it, it’s also something that allows them to communicate a
message they wouldn’t otherwise be able to.

Help them out!

THIS IS NEVER ABOUT YOU

Fans make the decision about whether you’re “good” or not. They don’t care about
artistic elements of what you do, the quality of your songwriting, or the complexities of
putting on a show. The only thing that matters is how you, your actions, and your music
make them feel.
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Fans don’t care about the “business” of the music industry. They don’t care that, when
you’re off stage, you have a thousand little things that need to be working properly in
order for you to get to the next show, record your next album, write your best songs, or
live a comfortable life.

Fans want to feel energized and inspired, they want a voice, they want to be included,
and they want a remedy for pain. You have the opportunity to provide all of these things
with a “fantasy” that takes them away from the jobs they hate, dealing with bad
relationships, and trying to make ends meet.

If you can do this, not just with your music but also in your marketing, it will change your
career.

How can you give them a voice? Ask them for opinions on the “fun” aspects of your
career, such as the design of your next album cover, or letting them pick the songs you'll
perform during a gig.

How can you include them in what you’re doing? A good way to start is by
acknowledging specific fans in blog posts, posting fan photos in social media, and
replying to fan questions via Twitter.

How can you provide a remedy for their pain? Give them live events where they have a
fun time, connecting with old friends and meeting new ones.

There is one question you should ask yourself before you do anything (and | mean do
anything) involving your music business career—from the songs you write, to the art you
use for your new album, to the interviews that you do, even the way you perform, and,
especially, the way you interact with people:

“Will this make my fans feel good?”

Do you like buying music on vinyl because you enjoy looking at the liner notes? Great.
Don’t assume your fans feel the same way, though. Ask first.

It doesn’t matter that you hate Apple. If your fans prefer to buy music via iTunes, let
them.

Do your fans like to record your shows and trade them with other fans? Find a way to
make it work.

If it makes your fans feel good, don’t fight it. It's much easier to go with the momentum.

The bottom line is that there is knowledge to be gained from listening to your fans that
you can use to your advantage. Forget the market research, focus groups of just a few
people, or “professional” opinions. Your fans know what they want, and if you give it to
them, you’ll always do well.

III
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Keeping connected to fans like this will not only help with the ease in which you grow
your music business, but it will also help you to keep your street credibility.

Fans want to know that you care for them. That’s a lot easier when you’re running your
own career, but when you bring in managers and other “professionals” who start taking
over different aspects of your business, it’s easy to become disconnected from that.

The problem many bands face when taking things up a notch is that they stop doing the
things that got them where they are. No more selling their own merchandise, signing
autographs, taking requests, responding to emails, crashing with fans, hanging out at the
bar after a show, or any of the little things that made people feel a connection. Instead,
they try to do everything on a much bigger, “us to them” level that treats people as a
nameless, faceless group rather than a collective of individuals.

As your career grows, of course you're going to have to change the way you approach
things. Personally responding to emails isn’t a good option for long. Selling your own
merchandise works better in a small club than a theater or arena. Staying in a hotel is
easier and quicker than crashing with fans.

But don’t let scaling your business keep your fans out of the conversation.

Forget trying to please record labels, publishing companies, or the music media. Fans
have the ultimate decision over whether you succeed or fail. When you please your fans,
everybody else will come around.

Fans drive everything. When the fans are happy, everybody is happy.

So anything you do from this point on should be prefaced with the question, “Will this
make my fans feel good?”

On a related note, this strategy works with more than just fans. It works with labels,
music supervisors, music publishers, booking agents, club owners, sponsorship people,
American Idol judges, and everybody you’ll ever run into.

Find out what your audience wants and give it to them.

If you make your fans feel good enough, they may just turn into superfans. One of the
reasons this happens is that you’re making fans feel like they’re part of the process.
Instead of ignoring them, which is what most acts do, you’re building loyalty by bringing
them into the conversation.

The relationship you have with fans is not unlike that of an employer and employee. If an
employer listens to employee complaints, suggestions and comments, the employees are
much more loyal than if he completely ignores them.
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It sounds counterintuitive, but allowing fans to actually do work for you, whether it be
designing album art, helping to promote an upcoming show, or picking the name of your
new record, even if the work they do is free of charge, will actually make fans more
excited about what you’re doing. You get to benefit from the wisdom of crowds as well
as increased loyalty from your audience.

YOUR RELATIONSHIP WITH FANS

The reality is, when it comes to your day-to-day life, you have more in common with your
fans than they realize. You’ve got relationship issues, bills, and the same issues as they
do. In addition, you’re dealing with aspects of the music business that aren’t as fun as
they appear to outsiders.

This doesn’t matter.
Fans want to be entertained. Period. Don’t burden them with more problems.

Fans want to know you, and they want to be part of your success. It’s fine to share parts
of your life with them, but if you share a personal problem of yours, make sure it’s
handled and the story ends on a positive note.

For example, if you have a flat tire on the way to a show, don’t get on stage, on Twitter,
or anywhere else and complain about it. Don’t let people know you’ll be sleeping in the
van for the next week because you spent all your money on a tow and a tire.

Instead, make something like this an adventure. It’s a situation that, when fixed, shows
your fans how much you’ll go through to put on a good show for them.

POST THIS: “Had a flat tire today. Paid off the mechanic to fix it fast!! No way were we
going to miss playing for CLEVELAND tonight!”

DON’T POST THIS: “Had a flat tire today. Messed up the rim. Cost us a ton. Gig was lame.
OHIO sucks!H”

If you can make people feel good, feel included and give them an escape from things
they don’t like, you can make a good living in the music business. In the end, that’s all
that matters to them.

THE “SUPERFAN”

We've all known “superfans” who feel a huge connection to their favorite bands. If you
can cultivate this type of relationship with your fans, you’ll have massive loyalty that will
last for as long as you want to put out music.

So how do you create superfans?
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If your goal is to cultivate a group of superfans, you’ll have an easier time going “narrow
and deep” with your music and activities than “shallow and wide.”

Barry White did this. | once heard an interview with him in which he said, “I’'ve written
hundreds of songs ... and every single one of them is about love.”

That is “narrow and deep.”

If you like love songs done in a soul and disco style, Barry White is your man.
Would it make sense for Barry White to do show tunes? Hair metal? Reggae?
No.

Yet this is the equivalent of what many musicians do when they jump around, changing
musical styles or lyrical content. One minute they’re heavy, the next minute they’re going
for something pop, so they can get radio play.

Over the years, I've met several upcoming musicians who are playing in more than one
band, recording songs in various styles, or otherwise trying to put a lot of different chips
on the table. And like a lot of chips on the table, you may have something come up a
winner, but it’s doubtful it will get you the result you’re looking for.

If that “radio hit” takes off, do you think people would be converted to the heavy stuff?
No. Instead, people would buy the album and be pissed the rest of it isn’t like what they
heard on the radio.

Being all over the place confuses people. People love Barry White because they know
what they get when they purchase a Barry White record. They don’t get songs about
politics, the environment, or social issues; they get songs about love. And the style isn’t
country or rock or salsa; the style is always based in R&B or soul.

Barry White sings about the things that his fans are feeling—or want to feel. And he’s
skilled at it, delivering the message in a way that most people would never be able to.

I'm not talking about his baritone voice; I'm talking about his on-point message and
delivery. It’s exactly what needs to be said, delivered in a perfect way.

Other acts that have done this well:
e Erasure

Cypress Hill

Morrissey

DC Talk

Iron Maiden

Henry Rollins

Sammy Hagar
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e Jimmy Buffett
e The Black Crowes
e Toby Keith
The deeper you go with your message, the deeper relationship you’ll have with fans.

HONESTY WILL TAKE YOU A LONG WAY
In 2006, Meghan Tonjes started posting original music videos on YouTube. Soon after,
she was taking requests for cover versions of popular (and not so popular) songs.

Word of her talent spread and, with the help of top social media personalities such as
Perez Hilton, Ryan Seacrest, and Ellen DeGeneres, her videos have been seen over 10
million times, with over 150,000 people subscribing to her YouTube channel.

At the beginning of 2011, she performed on The Ellen DeGeneres Show. Within a few
days, her debut album, Be In Want, hit number eight on the iTunes Singer-Songwriter
chart. It was one of the top 20 most downloaded albums that week (right below Tracy
Chapman and Sheryl Crow).

Plenty of musicians have put videos on YouTube. Plenty of YouTube videos have been
featured by Perez Hilton. Ellen DeGeneres often showcases YouTube successes on her
show.

Most never see the success that Meghan Tonjes has.
So what is it that makes her different?

Part of it may be her appearance and how she relates to people. She’s not slick in the
way most people think of successful musicians. She’s an “every girl” who just so happens
to have an amazing voice.

She’s also honest.

When she appeared on The Ellen DeGeneres Show, she didn’t just perform songs. She
talked about being bullied when growing up due to her size and how it was still
happening online.

When she makes non-music videos for YouTube, she gets personal, talking about weight
loss, family issues, and more. She shares everything from the books she is reading to her
skincare routine to her experience with back problems.

In one video, she’s naked on a hotel room bed.

She’s inspiring, even though she has flaws. And those flaws don’t repel people; they
attract people.

People wish they had the guts to be known in the way she’s allowed herself to be known.
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They wish they had the guts to be as honest with the world as she is.
They wish they could be as fearless.

There is a big difference between this and the “honesty” that many musicians share.
Megan Tonjes expresses herself while adding to the fantasy people have about musicians
and the music business.

Megan Tonjes is the “small-town girl done good” who inspires her listeners and lets them
know what is possible. Like her, like all of us, they’re flawed. If she can do it, we all can.

Remember, you are the voice of your audience. Sometimes that’s through lyrics they can
relate to, but sometimes it’s simply by being successful as yourself.

Letting people know what’s possible is perhaps the most powerful message of all.

CONCLUSION
You’'re a musician. Most people don’t like music in the way that you do. Because of this,
you need to approach creating and marketing your music in a way that appeals to them.

We all have dreams, hopes, and insecurities. If you can tap into these things and express
them better than the people listening to your music can express themselves, you will
connect with them in a way so powerful that they’ll follow you to the end of the world
and back.

This is the reason people buy music.

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com

Page 8 5


http://www.musicianbook.com/�
http://www.musicianbook.com/�

—
2
%
LL
e
S
v
Q.
Vo)
R
n
[1%)
=
-
i
=
2]
=
(<)
L S
=
ral
“
25
(Vo)

CHAPTER 7: RISE ABOVE THE NOISE

The Internet is a great tool for musicians, but it’s far from the level playing field so many
have claimed. Fortunately for you, this is something that can work to your advantage.

If everybody in the room is shouting, nobody can hear what you’re saying.

This is how the Internet is for most musicians. It’s like they’re standing in a stadium full of
other musicians, with everybody holding up copies of their albums, hoping somebody
will pay attention to them.

The problem is twofold. One, because everybody is shouting themselves, nobody can
hear you. Two, you’re surrounded by people who are in the same position you are, and
these people don’t buy music because they’re too busy making their own.

Where are the music buyers?

The music buyers are in a totally different stadium—the one with the bands who have
successfully broken through the noise. Those bands are playing a different game than
indie bands, and most of them got there with the help of major press, major radio, major
television appearances, and things the average independent artist has little hope of
making happen.

The “filters” that musicians used to have to work around—television, radio, and other
traditional media—were actually a good thing in many ways. The system didn’t have
room for everybody, but for those who were able to get inside, the odds of success were
much better than they are today, because there were fewer bands to compete with.

It’s not that you can’t compete with the noise. You can. You're not going to do it by
shouting louder than the rest of the people, though—that’s impossible. The only way to
cut through the noise is to be smarter with your marketing, be more knowledgeable
about your audience (and what they want), and have a product that people will connect
with in such an intense way, the next logical decision is for them to purchase it.

How do you begin taking your marketing to the point where you can compete with the
noise?

It starts with you ...

HOW TO COMPETE (AND WIN) IN THE MUSIC BUSINESS

There are three things (and one is optional) that will make you stand out among the
hundreds of thousands of aspiring musicians who also want to “make it.” This is so
simple, you may look at it and think, “I’'m already doing these things,” but keep in mind
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that, even if you’re doing them on a major level, there is always a step beyond where
you are now, and | encourage you to keep looking to push your limits and increase your
ability to do these things.

Be Interesting
This is going to be harsh, but it’s important. It’s the biggest misconception that many
musicians have about what they’re doing and the top reason the majority of acts fail.

Keep this in mind at all times:

Choosing to become involved with a project doesn’t automatically make it interesting to
other people.

The funny (and perhaps ironic) twist to this is that, while many people may not find your
choice in projects interesting, there are elements about you and your life that many
people would find fascinating. You may find your day-to-day rituals boring or take your
most endearing personality traits for granted, but other people won’t.

For example, if you’'ve got a fake leg, that’s not ground-breaking, but it is interesting,
because it helps tell a story that will allow fans to go deeper in their connection to you.

If you started performing music when you were 15 and had to sneak into the venue to
play your own gigs, that’s interesting. Any details about you and your life that will help
people better understand you and give them insight into the music they love will make
them have greater appreciation for what you do.

Are you approaching your music career in a unique way? That can be interesting to
people.

Maybe there is something about the way you make music that is different from how
most people make music. For example, if you recorded your new album in your car,
that’s interesting. Did you use your iPhone to do it? Even better, because there are
millions of iPhone fanatics who are a built-in audience for something like this.

The point is, if you want a lot of attention for your music, you need to think about more
than just the music itself. By definition, all musicians make music. You need to offer
more—a personality and story people will connect with. This is what will differentiate
your music from what everybody else is doing.

Examples:

e Jewel grew up in Alaska, she yodels, and she used to live in her van.

e Eminem has an ex-wife named Kim and a daughter named Hailie.
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e Bo Diddley played a square guitar.
e Sting does yoga, and, because of this, can have sex for 14 hours without stopping.
e Ted Nugent kills endangered animals with a crossbow.

These examples, like the ones you’ll use to connect people to your music in a deeper
way, are pretty basic and hardly flashy. They’re easy to overlook.

What you find interesting about yourself and what other people find interesting about
you are often two different things. Because of this, you may find it helpful to ask friends,
family members, and others whom you’re close with for their opinions. You may be
sitting on great stories that you don’t know are great because you’re too close to them.

If you can find something that appears to be a contradiction, that is great. | once met a
romance writer who used to be a nun. That got a lot of people curious about what she
was writing.

Once you have something unique that you feel people will find of interest, simply share it
during interviews, posts on social media, or interaction with fans. It doesn’t need to
become your identity; just mention it casually or even downplay it for best results.

Be Entertaining
You need to be entertaining. This means that you need to do something beyond simply
playing music.

If you want to see what “just playing music” is like, go to YouTube and look up “Lawrence
Welk Show.” The performers on this program were great musicians, and what they did
worked well at the time, but people today want more than “just playing music.”

Ask somebody on his way to a music performance to describe what he’s about to do and
he’ll say, “I’'m going to see a show.”

If you want to be successful in the music business, you need to give it to him.

This doesn’t mean you need a dozen costume changes or six dancers behind you or
fireworks; it simply means that, if you want to hold people’s attention, you’ll need to
deliver something beyond just sitting there and playing music when you’re on stage.

How can you give people more than just a music performance? One way is to make
people part of the show.

The Internet, video games, and technology such as iPhones have changed the way we
think about entertainment. It’s no longer interesting for us to just watch something; we
want to interact with it.
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The reason dance music is so popular is that it allows the audience to be part of the
show.

The most popular songs ever are the ones we can sing along with.

The churches with the highest attendance are the ones where the congregation interacts
with the minister, the choir, and the other “performers.”

Use this same concept in your music. Even though your name is on everything, move
away from the one-way broadcast most musicians use (in which the focus would solely
be on you) into a two-way “relationship” between you and your fans, where they also
add to, and play a role in, the experience.

Be a Good Musician (OPTIONAL)
If you want to be known as a good musician, being able to play well is important. If you
want to make money as a musician, playing well is further down the list.

In general, people don’t go see shows because there is a good musician on stage. They go
see shows because of how the experience makes them feel. Being a good musician may
actually stand in the way of this.

As an example, if you play classical guitar the traditional way, which most classical
guitarists do, you’re seated in a chair, your back is straight, and you have one foot on a
small footstool in order to angle the guitar a certain way. This position allows you to play
more easily than other positions, such as standing with the guitar strapped over your
shoulder.

But a guitar strapped over your shoulder allows you to connect with people. You can run
around the stage, you can take your hands off the guitar, and you can jump up and
down, encouraging the audience to do the same.

Some of the most memorable moments during a live show come from when an audience
member gets pulled up on stage. Would this ever happen during a classical performance?
Absolutely not. Why? It can screw up the musicality of the show.

Nobody talks about “musicality” or “musicianship” when they’re describing how they
were feeling when they saw an enthusiastic fan get plucked from the audience to help
sing backup vocals. Those situations have nothing to do with music; they’re about letting
people be part of something.

If you’re playing any style of contemporary music (i.e., almost everything but classical),
keep this in mind. You are not a musician as much as you are a catalyst for people to feel
something.
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Am | saying you should ditch playing your instrument and rely solely on pitch correction
or other technology to fill in your weak spots? Absolutely not. Being able to play well can
only help you in your music business career. Don’t think it’s all that you need, though,
and don’t make it a more important aspect of your music business than it actually is.

Remember, what you’re really selling is a feeling. Music is only the middleman.

DIGITAL MUSIC IS INVISIBLE

Digital music has a lot of things going for it. You can get it instantly, from anywhere in the
world, provided you have an online connection. There are no manufacturing costs, a
service like iTunes can handle 10,000 sales as easily as it can handle one, and sound
quality doesn’t deteriorate after multiple plays.

However, there is a major downside for musicians and record labels.
Simply put, “iPods don’t advertise.”

Nobody knows what the guy with an iPod, or mobile phone, or other portable music
device is listening to. That’s much different than in years past, when people would carry
around a briefcase full of cassettes or a CD binder. There is no longer a physical product
to hold, flip through, or pass around.

Because of this, musicians and record labels are missing out on valuable promotion.
Here are five ways you can get people talking about you and your music:

e The 2-for-1 — Just to be clear, this is where you offer two of the same item for the
same price it would cost to purchase one. This is done with the intention that the
buyer will pass along the extra copy to a friend, thus spreading the word about you
and your music.

When you make an offer like this, be clear that you want people to tell their friends
about you and pass your music along. Don’t expect them to read your mind.

Here are a couple of example scripts you can recite from stage to help encourage
this action:
“This is our first time in <<CITY>>, and we need your help getting the word out
about what’s happened here. Tonight only, when you buy our new album for 510,
we’re going to give you a second copy free. This is so you can take it to your work
or school tomorrow and give it to a friend who appreciates good music.”

“This is for the men in the audience tonight ... | got a trick that will make you 10x
hotter to women. Tonight only, when you buy my new album for 510, I’m going to
give you a second copy free. This is so, tomorrow, when you go to work or school,
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you’ll be able to go up to the hottest woman in the place and give her a copy.
Trust me, it works. OK, seriously, this is my first time in <<CITY>> and | could use
your help getting the word out about what’s happened here. 510 and you’ll get a
little something for yourself, plus impress a friend with your generosity.”

Although this promotion was designed to encourage word of mouth, one of the
reasons this promotion will help you sell more music is that most people don’t go
to see music alone and it’s likely that you’ll have people in the audience who
“split” the deal. That’s fine. You're attaching yourself to an existing friendship,
and your offer is helping to create a shared experience with your music as the
centerpiece.

e T-Shirts — Every musician needs to have T-shirts available for sale. They help get the
word out about what you’re doing, start conversations about you and your music,
and connect fans to one another. In addition, they’re great items to include in
“combo” deals, as well as in press kits to help you stand out.

e Photos — With the rise of online social media, photos are the perfect way to get the
word out about your band. Don’t just “allow” photos to be taken—encourage the
activity. Then go one more step and encourage people to share their photos with
others.

For example:
“We want to see all the photos you take tonight. When you upload them
to Facebook, make sure you tag each one with <<BAND NAME>>, so we
can add them to our photo gallery.”

e Live Tapes — People attending a live show want to take home something that will
allow them to relive the experience and share it with others. A live recording of
the show is a great way to do both.

Allowing people the opportunity to get a high-quality, official recording of your
show in exchange for an email address or other contact information is a good way
to build a mailing list. In addition, having a collection of live recordings will also
give you multiple options for releasing paid content.

e Live Videos — YouTube is the number-one music search engine. Lana Del Rey
performed on Saturday Night Live based on her success on YouTube. Search
“record deal from YouTube” on Google and you’ll see multiple acts that have
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done just that. The a cappella group Straight, No Chaser not only got a record
deal but has toured nationally—all because of a 10 year-old video one of the
members found and decided to put online.

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com

Page 9 1


http://www.musicianbook.com/�
http://www.musicianbook.com/�

—
2
%
LL
e
S
v
Q.
Vo)
R
n
[1%)
=
-
i
=
2]
=
(<)
L S
=
ral
“
25
(Vo)

If you’re not on YouTube, you’re missing out on a great opportunity to attract
potential fans as well as keep current fans engaged. And allowing the people who
come see your live show to record video and upload it is the ultimate form of
leverage.

THE DRIP METHOD

When the primary way of distributing music was physical, such as CDs, vinyl records, and
cassettes, it made economic sense to release an entire album full of music. This was
because CDs, vinyl records, and cassettes with a single song cost the same amount to
manufacture and distribute as CDs, vinyl records, and cassettes with 10 or more songs
but could be sold for only a fraction of the price.

Today, because the majority of music is being distributed through online outlets, we no
longer have these problems. We can produce as many copies as the public demands
without worrying about “manufacturing” costs, finding a truck big enough to ship
everything in, or limited shelf space.

The downside of that is that releasing music has gotten so easy that there is a lot of noise
to cut through. More and more music is being released each week, and the number is
only going to continue to grow as it gets easier and easier to record new music and older,
catalogued music is added to digital music outlets.

For most acts, it’s no longer a good idea to keep fans waiting a year or more between
new albums. Because they’re being flooded with music and non-music entertainment
options, the half-life of music (and the artists who make it) is becoming shorter and
shorter.

You can stay competitive and appease the short attention spans of your audience by
putting out music on a more frequent basis. Release songs soon after they are recorded.
Don’t wait until you have enough songs to fill an entire album. This is something | refer to
as “The Drip Method,” because, rather than giving people all your songs in a single
collection with one big push, you release them individually, over a longer period of time.

In other words, you are constantly releasing new music in order to keep fans engaged
and make sure they don’t forget about you. You can then take your best songs from the
process, which will have already been tested, to create strong, full-length albums, to
market to new fans as they come along as well as your hardcore fans, who want
everything you put out, even if they already have a similar version.

Here are five reasons | recommend releasing single songs as they are written and
recorded ...
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A new release is a good reason to reach out to (and connect with) fans

At its core, the drip method makes sense because it gives you a good reason to
communicate and build rapport with fans. Not only do you have a good excuse to contact
people to let them know that your latest song is available for sale, but you also have
several great opportunities to connect with and relate to fans when you are in the
creation process.

Assuming you make the drip method part of your ongoing marketing strategy, meaning
that you choose to constantly be in the process of releasing new music, here are a few
things that will help you build tremendous rapport with your fans:
e Ask fans who attend your live shows and have heard new material, which song
you should record next.
e Ask for opinions on the artwork you use. Or better yet, allow fans to submit their
designs for you to use.
e Allow fans to sing background vocals, provide hand claps, or otherwise be part of
the recording process.
e Allow fans to watch you record, either in-person or via webcam.

It allows you to test songs

It’s always a big deal to fans when you put out new music, but a single song isn’t as big of
a deal as an entire album, so if you're going to screw up a song, it's much better to do it
as part of an ongoing stream of single recordings via the drip method, where you can
quickly get it off the market, than as part of a multi-song album, where it will take away
from the other, much better songs in the collection.

The drip method will allow you a little more flexibility in the recordings you release and
give you more breathing space should something tank.

Being on the road and performing new music for different crowds who attend your live
shows is a solid way of testing new material, but if you want to know how well a
recording of a song will be received, the best way to find out is by releasing it to all your
fans. Not only can you get feedback, but it allows your fans to feel like they’re part of
your creative process. It also gives your superfans a reason to get the word out about
what you’re doing.

To get a free copy of the expanded edition of Six-Figure Musician, visit: MusicianBook.com

Page 9 3


http://www.musicianbook.com/�
http://www.musicianbook.com/�

—
2
%
LL
e
S
v
Q.
Vo)
R
n
[1%)
=
-
i
=
2]
=
(<)
L S
=
ral
“
25
(Vo)

It keeps you moving forward

Have you ever seen people who go from one extreme to another? For example, if they
need to lose a few pounds, they’ll go on a really strict diet or lock themselves in the gym
for a while. Then, when the pounds come off, it’s back to business as usual.

One week it’'s fried cheese and Twinkies. The next week it’s raw veggies and cardio
machines. Then it’s back to fried cheese and Twinkies ... until the cycle starts again.

The result is that, in the end, absolutely nothing gets accomplished. It’s a lot of action,
but not forward momentum, because they always seem to end up right where they
started.

This is how most musicians operate. They’ll do nothing for a few months, or even years,
then do a ton of gigs or record a ton of songs in a short amount of time, only to go back
to doing nothing shortly thereafter.

Not only does this not work from a business standpoint, it doesn’t work from a creative
one. When you “start over” with a new album or tour, you waste a lot of energy getting
back momentum you once had. Being consistent, on the other hand, allows you to keep
promotion momentum going as well as keep your creative “muscle” in shape, which
means you’ll be much more efficient writing and recording great songs.

The most successful musicians I've ever seen follow the rule of ABC: Always Be Creating.

It helps with cash flow

Releasing music via the drip method also makes good financial sense. Constantly
releasing single songs (as opposed to releasing an entire album of material less
frequently) allows for more consistent income, not only from music sales, but also live
dates, as you’ll be able to record your album in short spurts, without taking a lot (if any)
time off the road.

You’ll make more money

Thanks to iTunes, the Android Marketplace, and Apple’s App Store, people are very
comfortable buying something for $0.99. They’re also comfortable taking chances on
new products, like music, because the price is so low.

“Less risk” means a greater chance that somebody will buy your music. The really exciting
part about selling music on a per-song basis, though, is that, in the end, you’ll make more
money than if you were to sell the entire album as single product.

Let’s do the math...
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Entire albums sell for as little as S5. If you have 10 songs and sell them individually for
$0.99 each, that’s $9.90, almost twice as much. It’s the same method that allows “by the

slice” pizza places to make 400 percent more than their competitors who sell entire pies.

8 WAYS TO MAKE MONEY GIVING YOUR MUSIC AWAY FOR FREE
Music is a tool used to create a positive experience for your fans. It’s an introduction to

what is possible, much like a calling card that provides an opportunity to build a deeper

relationship that goes way beyond a one-time sale.

So let’s look at how to use free music to make that happen:

Build a Mailing List — When you can reach people at any time, you have the power
to make money. You could sell a downloadable song for $1 now, but if you trade
download in exchange for contact information (phone, email, and/or postal
address), you can make 100x that.

How to do it: Use free downloads to build your mailing list and start sending offers
for people to buy something!

Build an Audience — A following is worth something. You’ll be able to launch albumes,
fund Kickstarter projects, and fill venues easier when people know who you are and
want to hear from you.

How to do it: Give away music, allow people to record shows, and encourage
existing fans to share your material with friends.

Advertising — If you're able to reach a certain demographic, there are companies
that will pay to ride along with you through the form of advertising.

How to do it: Become a “partner” on YouTube, put Google Adsense on your site, or
sell the opportunity for a company to sponsor a free show.

A “Free” License — Give away use of your music in exchange for exposure, a future
paid licensing deal, or advertising.

How to do it: Approach film school students, filmmakers on Kickstarter, and
YouTube loggers with the opportunity to use you music free in exchange for links,
first right of refusal on a paid licensing deal (should the show/film get picked up), or
exposure to help you build an audience.

Sell What Can’t Be Copied — Give away music free and sell what can’t be copied, like
a live show or personal appearances.
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How to do it: Give away your music, and encourage others to do the same, in order
to build an audience. Make money selling what can’t be copied, like a live show or
personal appearances.

* Special Editions — Give away the “basic” version free and sell specially packaged,
“collectible” editions.

How to do it: When you release an album, make three versions—a free version
(download), a standard version (CD/vinyl), and a “collectible” version, with
something people highly value, such as a personalized message and autograph,
handwritten lyrics or one-of-a-kind artwork.

*  Drugs and Chick-fil-A — Drug companies make billions providing doctors free samples
to give to patients, because once you try something that works, you'll pay to get
more of it. Fast food restaurant Chick-fil-A provides free samples of its chicken,
because people who like it enough will buy an entire meal.

How to do it: Give away your best song and charge people for the full album.

* The Value of Being Everywhere — Tens of millions of people use pirated copies of
Microsoft Windows. The number is about 1/3 of all users. Still, being everywhere has
value for Microsoft when it comes to selling auxiliary services, such as virus
protection.

How to do it: Give away music, allow people to record shows, and encourage
existing fans to share your material with friends. Make money on things that can’t be
copied, such as live shows and events. Add income streams not affected by piracy.

CONCLUSION
The greatest threat you face as a musician is that nobody will ever hear your music. If
enough people hear you, there are opportunities for you to make money.

Do whatever you can to unleash your music, even if it means giving it away free or
encouraging others to copy it. The attention you’ll get, the fans you’ll gain, and the
money you’ll earn in other ways will be worth it.
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CHAPTER 8: FIND YOUR BALANCE

What do you really want out of your music business?

Do you want to be known around the country? Around the world?

Do you want to hear your music on the radio? See yourself on television?
Focus on what you want and know why you want it.

It’s OK to “think big,” and | encourage you to do so, but realize that sometimes it’s the
small things that will have the biggest impact on you.

For example, there are very few things that will change your life (and give momentum to
your music career) like selling your first 10,000 albums. The money and other benefits
you’ll get from selling 10,000 albums are enough for most artists to do music full time. If
you’re currently working a day job, this is life changing. Not only will you have enough
money to live on, you’ll also have more time to devote to writing, recording, and
performing.

Once you get clear on your goals, it will completely change how you’re able to approach
things and open you up to new opportunities for success.

Consider these questions when creating your music business goals:

. How do | want to live?

° How do | want to impact the people who hear my music?

. Do | want a life outside of music?

. What am | willing to do in exchange for success in the music business?
. Are there any other career options that would make me happy?

. What activities does my “dream day” consist of?

Focus on what you want at this moment, knowing that you can always revise your list at
any time. Your goals can change and will change, because you’ll change during your
process of going after them.

WHAT ARE YOUR MUSIC BUSINESS GOALS?
Everybody has goals, or at least thinks they have goals. Only a handful of people are

actually making an active effort to get clarity on what they really want and then go after
those things in a deliberate way.

Beyond that, many people have goals that focus only on money and popularity. While
these are two topics you should absolutely be thinking about, a look at the bigger picture
is more likely to ensure other important areas of your life are not neglected.
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Happiness
Martin Seligman, an American psychologist, found that humans seem happiest when

they have:
e Pleasure (tasty foods, warm baths, etc.);
e Engagement (also known as “flow,” this is what happens when you are absorbed in
and enjoying an activity);
e Relationships (social connections);
e Meaning (being part of something bigger than yourself); and
e Accomplishments (the realization of having specific and measureable goals).

Here is another that I'd add to the list:
e Autonomy (freedom and control)

Stephen Covey, in his book The 7 Habits of Highly Effective People, said, “Every public
victory is preceded by a private victory.”

This is important to remember as you go about achieving your music business goals. To
make something happen externally, you will need to accomplish things internally.

Similarly, what the music business looks like from the outside is often very different from
what the music business looks like from the inside. Things are not always as they appear.
If you’ve ever wondered why somebody will suddenly leave an A-List band, touring
arenas around the world and selling millions of albums, to start his own, much smaller
project, or even retire from the business completely, remember this.

This is your career being sculpted, so set it up any way you want. The generic music
business goals, such as selling tons of music and playing for big crowds, while they may
be OK for some, don’t necessarily have to be what you choose. If you’d rather give away
your music and stick with small, intimate venues, do it.

Happiness starts now, right where you are. If you're not happy creating music with the
equipment you currently have, it’s unlikely you’ll suddenly be happy with different
equipment. New equipment (just like bigger crowds and more money) can add to an
experience, but it’s not the spark that ignites it.

While touring is an important part of music promotion and a great income stream, you
don’t have to constantly be on the road. There are plenty of acts that only play on the
weekends or tour just in the summer. This will help you to have some semblance of order
and stability, which can be important for maintaining friendships and other social
connections. Touring and playing live shows is, in my opinion, still the very best way for
musicians to connect with fans and make money while doing it, but if that doesn’t work
for you, find something you do enjoy that will give you similar results.
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If you’re playing in an already-established band and what you’re doing is no longer
fulfilling, a side project may give you the creative freedom you’re looking for. You’ll have
income from your main project but the freedom and control of doing whatever you want
elsewhere.

Regardless of your current circumstances or preferences, there are ways to make money
in the music business. For example, it’'s not common, but also not unheard of, to find
musicians on YouTube who make a full-time income via its revenue-sharing plan, simply
by recording and uploading videos.

Nashville-based musician Geoff Smith, in addition to a career as an artist, jumped in on
the multimillion-dollar ringtone market with RingtoneFeeder.com, a service that sends
subscribers custom ringtones each week for a monthly fee.

Dave Stringer combined a love of meditation, neuroscience, and music to create a unique
and interactive performance that has taken him around the globe. His recorded music is
played at yoga studios worldwide and has appeared on numerous film soundtracks,
including the third film in the Matrix trilogy, Matrix Revolutions.

Billy Grisack, known professionally as Mister Billy, started a career in writing and
performing music for children after visiting his son’s kindergarten class. He co-wrote the
“I’'m a Big Kid Now” jingle used by Huggies Pull-Ups and does over 200 shows each year
at schools, libraries, and festivals. He has been making his living as a musician for over 30
years.

You have options when it comes to music business success.

Get clear on what will make you happy, and build your career around that. This will allow
you to get the results you want while still enjoying the process.

Popularity

For some people, popularity is defined by being able to tour full time, bringing in enough
people to fill big venues, or sell enough music to chart on Billboard. Others want to be in
magazines, be interviewed on Oprah-style talk shows, or be followed by photographers
everywhere they go.

What does “popularity” mean to you?

You may have heard the joke about an unknown band being “big in Japan.” Today, a
variation on that joke is to say an act is “big on the Internet.”

But it’s not really a joke ... It’s rare, but not totally unheard of for musicians who never
tour or even play live to have 100,000+ subscribers on YouTube with videos that get
thousands (or even millions) of hits.
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Jeffree Star started his music career on MySpace, with his songs receiving over
100,000,000 plays. His self-released debut album, Plastic Surgery Slumber Party, was
number one on the iTunes dance music chart. Since then, he’s toured the world;
appeared in several music videos by several major label artists, including Good Charlotte,
KeSha, and Amy Winehouse; and signed his own major-label deal.

Not exactly a household name, but certainly a guy with a level of popularity and success
that many musicians would envy.

Jeffree Star was in the right place at the right time but was able to take advantage of
opportunity. He was already popular online prior to MySpace, but when MySpace took
off, he convinced his fans to follow him there, which gave him an early advantage as one
of the most connected people on the site.

It’s easy to think that opportunities like what happened to Jeffree Star no longer exist,
but with so many new music and social media sites being developed, the opportunities
available to you are greater than ever. You simply have to know how to take advantage
of them.

The good thing about building a solid following is that it works today, just like it worked
yesterday, just like it will work tomorrow. It always works.

If you're interested in being popular, start with where you are now. Focus on building
your fan base one person at a time and keeping in touch with the people who are already
fans.

The best type of exposure, which is not affected by trends in media and will never go
away, is word of mouth. If you can encourage your fans to say good things about you,
you will always have a career.

It’s the connections you make with fans during the early stages of your career, when you
have hundreds of fans and are able to go above and beyond what you’ll be able to do
when you have thousands of fans (or more), that will provide the solid foundation you
need to stick around the music business for as long as you want.

A great example of how to do this is making contact with fans after they’ve purchased
your music, because this turns a one-way interaction (them buying something from you)
into a two-way conversation. A simple note in a package you’re sending or post on
Facebook are quick and easy ways to reach out, establish better connection, and let the
people who support you know they are valued.

Slow and steady wins the race. Even if you have so many fans that you can’t possibly
reach out to all of them in a personal way, make the effort to at least reach out to some
on a frequent basis. It will be time well spent.
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Popularity varies. You don’t have to be as big as you may think before you are doing well
in the music business. Shows like American Idol have skewed many people into believing
a career in the music business is an all-or-nothing thing, with aspiring musicians
transforming into household names overnight. However, overnight successes are rare.
The majority of well-known acts have built their careers, just as I've suggested you do,
slow and steady.

Don’t wait for success to come to you. You can start building it right now.

Respect and Admiration
The ultimate sign of respect and admiration is when people give you their money in

exchange for your product or service.

While it’s nice to get positive, professional acclaim from people within the industry, most
of the time, those people are not the ones you’re making music for.

Some musicians do care about keeping critics and music industry executives happy. If this
is you, that’s fine. Playing to critics and others within the industry is neither good nor
bad; it’s just a different audience. So if having the industry love you or getting a “5-Star”
write-up in a major music magazine is important to you, there is nothing wrong with
that.

Music critics are often looking for something completely different than people at record
labels are. Music critics want to be tastemakers.

Record labels are more concerned about how well an album sells than anything else.
Record labels would sign an act of mimes if audio recordings of silence would sell.

It’s fine to want the respect and admiration from people within the industry, whether
they are critics, record label staff, or anybody else. Don’t think you need any of this in
order to be successful with fans, though.

Fans care about one thing—feeling good. What critics think doesn’t matter. What label
you’re on doesn’t matter.

You've probably heard the saying, “To get respect, you have to give it.” Never has this
been truer than within the music industry.

People know what’s real and authentic. We have a sixth sense—a BS detector that alerts
us when something isn’t genuine.

The best way to start building respect within the music industry is to get it from your own
people. For example, if you’re a Christian artist, you want respect from people within the
Christian community. If you don’t have it there, you won’t get it anywhere.
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And how do you get respect from people? Again, “to get respect, you have to give it.”
This means not being careless with your audience.

People, who buy your music, come to your shows, and otherwise support you are
investing time, money, and attention to do so. They want to be entertained and have an
experience that leaves them feeling good.

You must show up prepared. This means not only doing the needed work, like knowing
how to put on a good show, but also taking the time to understand who your audience is
and what they expect from musicians they like.

You must give them value and live up to their expectations. If you don’t, and they feel
cheated, they’ll leave.

Beyond expected value, do what you can to over-deliver. It’s rare to find people who do
more than they’re asked, so if you can, you’ll stand out from the crowd.

In the end, getting respect and admiration from fans comes down to these two things:
* Understanding how your audience is experiencing you currently
* Understanding how your audience wants to experience you and giving them that
experience (and more)

Security
Beyond the very basic needs of the ability to breathe, food, water, and shelter, “security”

(or safety) is something to consider when planning your music business career.

Security and safety needs include:
¢ financial security
e emotional security
¢ health and well-being

The desire for security is one of our most powerful drivers. Because of this, it can hinder
us from taking risks, such as those in the music business. Beyond that, feeling lack of
security in your life will affect your ability to create. How can you get into the emotional
place needed to write a great song when you’re worried about how you’re going to pay
your bills?

“Security” differs from person to person. | once knew a guy who wanted “three years of
savings” in the bank before he would quit his job. | met a musician who was making more
money with his music than he was at his job but still didn’t quit to go full time.
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On the other hand, I've seen guys with less than $1,000 in the bank quit their jobs to
pursue music and never go back. Everyone was terrified but found a previously unknown
strength and desire to succeed after deciding to move forward without a backup plan.

And we’ve all seen wealthy people who are terrified of losing it all ...

Security is not black and white. Neither is there a perfect moment to go full time with
music.

There was a time when people thought the epitome of security was a job at an
established company, but we all know, even those with union-organized jobs can get laid
off unexpectedly all the time. And how many “until death do us part” married couples
end up in divorce court?

The only security you have is within you. It comes when you trust yourself, and trust your
ability to handle things when it’s time to take needed action.

As long as you have the ability to take action, you’re secure. This is why people with less
than $1,000 in the bank can quit their jobs and move forward: they know any problems
that come up will only be temporary.

What do you need to feel secure? It's not a job or money or somebody else—it’s
something within you.

If you're looking to transition to doing music full time or are already full time and
struggling with feeling secure, | urge you to look at internal elements of yourself rather
than focusing on external things, such as a house, a car, or your bank balance.

When you feel secure internally, you will have what you need to get all your external
needs met and more.

If you could walk into a recording studio, look at the chart once, and nail your part in a
single take, would that help you feel secure?

If you could write a hit song, again and again, would that help you feel secure?

If you could get a last-minute call to entertain a crowd, by yourself, for four hours, would
that help you feel secure?

Whatever skills you need to feel confident with your ability to provide for yourself, do
what it takes to attain them.

ARE YOU MOVING CLOSER TO YOUR GOALS?
Once you have a list of things you want to accomplish, before you do anything, ask

yourself this question ...
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“Is what I’'m about to do getting me closer to my goal of ?”

If the answer is yes, take action. If not, and you're frustrated that you’re not
accomplishing your goals fast enough, find something else that will help you to get where
you want to go.

Focus on activities that get you tangible results in the form of selling more music, getting
more people to your shows, or otherwise bringing in money. Not what might sell more
music, what might get more people to shows, or might make you money.

Let's be honest: in this context, “might” = probably not.

Sure, it's completely possible that you “might” get a record deal and become an
internationally known pop star from sending your demo to 1,000 addresses you find in a
music magazine—but it's not likely.

And it's completely possible that it “might” help your record sales if you release a sex
tape—but it's not likely.

Here are some activities to avoid:
e putting flyers on cars
e randomly adding “friends” to the latest social media site
e walking up to strangers and expecting them to care about your music
e sending an email about your gig in NYC to somebody who’s in LA
e wrapping your car with a photo of yourself and your new album

While these things may make you feel like you’'re doing work, you’re not. In fact, if you're
doing things like this, it may actually be dragging down the work you actually are doing.

Don’t pretend to be in the music business by doing busywork. Evaluate what you're
spending your time, money, and energy on and be honest with yourself as to the results
you’re getting.

THE 80/20 RULE
The Pareto principle, commonly known as the 80/20 rule, states that, for many events,

roughly 80 percent of the results come from 20 percent of the actions.

This 80/20 rule can be found throughout your music business. For example:
e 80 percent of your gig income comes from 20 percent of the gigs you play.
e 80 percent of the money you make comes from 20 percent of your fans.
e 80 percent of recorded music sales come from 20 percent of your albums.
e 80 percent of your publishing income comes from 20 percent of your songs.
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The big takeaway here is that not everything you do is getting equal results for you. If
you can find the 20 percent of things that are getting you the most results, and then
focus the time you have on doing more of that activity, you’ll see a huge increase in your
music business success.

Let’s assume you measure your success by the amount of money you bring in ...

If you currently earn 80 percent of your income from live gigs, but spend only 20 percent
of your time playing live gigs, you need to replace the low-level activities you are
currently spending the remaining 80 percent of your time on with more live gigs. You
could increase your income by as much as 400 percent by doing so.

Here is a list of other high-level activities that work well when it comes to selling music,
bringing people to your shows, and making money:

e Playing a Gig — This is the best way to expose a lot of people to your music at once,
because it affects all of their senses and there is an automatic element of social
proof. In addition, you will get paid via ticket sales, merch sales, or album sales.

e Partnering with Successful Bands — This lets you leverage the audience and
credibility of other, already successful bands, which will shortcut your time to build
your own audience and credibility.

e Building a Mailing List — This lets you contact your fans at any time, to deepen your
relationships with them or inform them of money-making ventures, such as new
music for sale and upcoming live shows.

e Giving Away Your Music — People will consume it (and later want more of it, which
you’ll sell them).

e Licensing Your Music (for film and television) — You’ll reach new people with your
music, as well as getting paid for its use.

e Licensing Your Logo/Image — This will expose you in a different, non-musical way
to both new and current fans, as well as make you money.

e Taping Every Live Show — You can sell recordings of your performances
immediately after every show, use them to build a mailing list, or simply build
rapport with fans (and get them talking about you) by letting them trade the
recordings with other fans.

Nobody is perfect, and no musician is going to be 100 percent effective when it comes to
doing activities that get results. However, by thinking about what you’re doing (before
you do it) and actually being aware of how you’re spending your time, you’ll get a lot
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more done than your competition and have a much greater chance of meeting your
goals.

Even if money isn’t your main goal for doing music, | suggest you have at least a
secondary goal involving money, because it will give you something measurable to track.
Fans vote with their wallets, and measurement eliminates argument, so this will enable
you to see how well you’re really doing as opposed to how well you think you’re doing.

HOW TO SEGMENT YOUR WORK
No matter what your circumstances, between bringing in money (however you do that),

creating music, rehearsing, maintaining relationships, and taking care of your own
emotional and physical needs, you have limited time to devote to music business tasks.
However, the hard reality is that, to have a successful music career, you must find a way
to take care of these tasks. Because of this, you need to make the most of your time.

If you’re properly utilizing your time, it’s very possible to get all of your music business
work done. Even if your time is extremely limited due to a day job or other obligations,
come up with an amount of time that you’ll be able to consistently devote to doing this
work. Short, consistent work sessions are more effective and will allow you to get more
done than longer, disrupted work sessions.

Determine how much time you have, map out a schedule, and start doing the necessary
tasks to build your music business. Don’t wait for a perfect situation (such as until after
you’ve quit your day job) to get going. Start where you are right now.

Here are the four categories you should be focusing your time on. Alternate between
these categories, even if you have limited time, to make sure you do the needed work for
each one:

e Communication — You should spend at least an hour per day sending personal
messages to fans, as well as establishing (and keeping alive) contacts within the
industry.

e Creating Income — This is defined as activity leading to something that you’ll directly
earn money from. Potential to earn money doesn’t count here. Examples include
booking gigs that pay you money, negotiating endorsements, and leasing equipment
that you own to other bands.

e Creating Content — Writing songs, recording songs, and making videos for YouTube
fall into this category. “Content” is anything you can sell, such as albums, as well as
anything you can use to promote yourself, such as a video tour diary.
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e Looking for Opportunity — Time you spend looking for new opportunities goes in this
category. This is where you will discover new ways to generate income, expand your
territory, or build a deeper connection with fans.

Don’t let perceived lack of time keep you from getting important tasks done. You
probably have more time than you realize. For most of us, the reason it seems like we
have so little time has less to do with being truly busy and has a lot to do with the biggest
enemy of getting things done: distraction.

The only time you need to be around people while working is if they’re essential to the
task you’re working on. If you work from home, let other members of your household
know that you are not to be interrupted when working.

Obviously, tools such as phones and computers can be as much help to your music
business as they are a distraction. These require special handling when working on tasks
where they are needed. If you need to make phone calls for business, such as booking
gigs, do it. Don’t let phone calls and text messages distract you from other work, though.
If you keep interrupting what you’re doing to answer a call or read a text message every
time one comes in, you’ll never complete anything.

While computers are helpful for communicating with fans or music industry people,
you’re one click away from being distracted. When using a computer for business, stick
with that task. If you find yourself unable to do this, there are several programs and
browser plug-ins available that will block access to email, websites, and social media for a
set period of time.

HOW TO AVOID BURNOUT
Taking your music business career to the level you want is going to require dedicated

effort. The sheer amount of work and time you devote to your career, not to mention
the many tasks you juggle, can seem overwhelming at times. It's important to set a pace
that will allow you to achieve your goals, but not at the expense of your mental or
physical health.

Acknowledge Little Victories

If you're working from a list, simply crossing off a task may be the only acknowledgement
you need to move forward to the next. As your goals and what it takes to achieve them
get larger, though, you may want to do something more for yourself, as this will help you
to keep both focused on the end result as well as motivated to see it through.

Stopping to acknowledge little successes you have will help you to enjoy the process,
which is often overlooked with so much focus on attainment of goals. For example, if
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somebody emails to say he loves your music, don’t just write it off or take it for granted.
Having people love your music is what you’re in this business for, so take time to
acknowledge any success you have with this, even if it’s just to yourself.

Prioritize
Keep in mind the outcome you’re looking for and know why each task you’re involved
with is important.

If something comes up while you’re working, don’t add it to that day’s list. There are
always important things to take care of, and adding more to your current day’s workload
will increase your chance of burnout. Instead, add all nonemergency business to
tomorrow’s list of important activities.

Decline all nonessential tasks. The best way to avoid being overburdened with work is to
not have that work in the first place. Focus on opportunities that fit into your marketing
plan. For example, play the show in the town you’re trying to break, but don’t bother
with an opportunity to play 1,500 miles away in a town you’ll probably never visit again.
This is a business, and you’re not that desperate for a gig.

Have a Daily “Reset” Switch

During your workday, have a “reset” switch to keep your mind (and body) fresh and
engaged. This could be a walk around the block, time in a rocking chair, or a gym
workout. It doesn’t matter what you do to reset, as long as it works.

A reset will help you reduce stress, keep you mentally healthy, and is great for getting
“alone time” to work through both business and personal problems. It will also train your
brain to switch from “business” to “non-business” modes more quickly, allowing you to
write songs and handle other creative aspects of your business with greater ease.

Disconnect
You should set aside time each week to completely disconnect from your work. This
should be something beyond your daily reset.

Have an evening, or even an entire day, with no business, no phone, no email, and no
online access. Many professional writers and songwriters have “writing cabins” and other
off-the-grid locations where they’re able to eliminate common distractions and
completely focus on creative endeavors or just get away.
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While this may sound counterintuitive to you, disconnecting for a while will actually help
you get more done in the time you are working, because you’ll be refreshed and ready to
hit the ground running when you return back to work.

You want a career you can maintain over a period of years, not months. Pace yourself.
You’'ll get more done by taking a slow and steady approach, improving on your skills (and
situation) every day, rather than an inconsistent, “stop, go fast, stop” way of doing
things.

CONCLUSION
Keep this in mind when you’re working on new material or otherwise working on a goal.

Everybody who has ever done anything great has been right there with you in terms of
dealing with distraction. Beyond that, everybody who has ever done something great has
had to deal with resistance, most of which comes from the person they see when looking
in the mirror.

Get clear on your goals, and do whatever it takes to get them done. That is the difference
between an amateur and a professional.
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CHAPTER 9: BE FLEXIBLE AND KEEP MOVING FORWARD

The saying “if you keep doing what you’re doing, you’ll keep getting what you’re getting”
is true in a lot of cases. This is not true in the music business.

The music business is in constant change. Because of this, those who haven’t changed
along with it have been left behind.

THE MOVIE MAN

| know a guy who had a video rental business. From 1985 until 1999, he was making
money hand over fist. However, even then, his business was dying.

The DVD player was the fastest-selling piece of home electronics ever. Because of this,
the video rental business changed within a very short period of time. However, the
Movie Man, because he was in a small town with people who didn’t seem to have the
desire to upgrade, had a little more time than most before he was affected by the
change.

But people did upgrade ... eventually. So he did also. Fortunately, it was an easy
transition. The only thing he had to do was replace the videotapes on his shelves with
DVDs.

Then DVD-by-mail services, like Netflix, came along. They had a much bigger selection of
movies and charged less than brick-and-mortar stores.

He lost a few customers, but very few of his customers had computers, so he lucked
out—for a while. As more and more people started to get computers, he lost more and
more customers.

But he had one thing that Netflix and the major stores didn’t: porn. And his tiny “Adults
Only” room in the back corner kept the rest of the store in business—until his customers
discovered the Internet was full of porn and it was a lot less awkward to get titles like
“3D House of Boobs” online than from him.

Then Redbox and other automated kiosk services came to town. How do you compete
with a service that costs as little as $1, has more locations than you do, and never closes?

His solution was to use fear, telling people that those who used Redbox were at risk for
identity theft. Most people aren’t idiots, though, and a lot of the ones who are will take
convenience over risk, so he lost to Redbox anyway.

In the end, he was bringing in maybe $200 on a good night. Sure, there were people who
were still interested in coming to a physical store for their movie rentals, but there
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wasn’t enough money coming in to keep the lights on, employees paid, and the racks
filled with the latest releases.

DOES THIS SOUND LIKE YOU?

You may be extremely skilled at marketing or working within a genre or market that
hasn’t been as affected by a switch from CDs to downloads or piracy or whatever else is
affecting everybody else. You will be affected eventually, though.

It’s easy to look at a situation after the fact, when the transition is over and you have all
the facts, and then criticize from a position of hindsight. When you’re in the middle of a
situation while it’s happening, your view of things is completely different.

Changes in the market, even “big” things like those mentioned above, can seem subtle
when you’re in the middle of running your businesses. And it can be easy to think, “my
customers are different” or “my business is different.” Neither your customers nor your
business is immune to change, though. If you’re not moving forward, you’ll eventually be
left with nothing.

This isn’t something to be scared of; just be aware. Had the Movie Man been paying
attention to the shift in his industry, he could have sold his retail store and gotten in on
the automated kiosk business. Instead of the situation that ultimately put him out of
business, he likely would have been making more money than ever.

The same thing applies to you. Sometimes the thing that can crush you will be your
biggest opportunity for growth.

The music business is constantly changing in terms of how music is distributed and
money is made. The way we consume music these days is completely different from how
we consumed it even just a few years ago.

There will be opportunities to make money that we can’t even dream about now,
because the ways we’ll do it don’t yet exist. Some of the things that are working now
either won’t work as well or won’t work at all.

Also, the world will continue to be filled with more and more noise. Even today, anybody
can make a song, put it online, and have worldwide distribution. The same thing can be
done with videos, books, and any other form of entertainment. Imagine what that will be
like in just a few years.

People are getting bombarded with messages, from the time they wake up to the time
they go to bed at night. And because of this, we’re getting more and more immune to
them.
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There was a time when being on The Tonight Show would cause your career to skyrocket.
Because there were not a lot of entertainment options, millions of people would tune in
nightly.

Those days are over. The Tonight Show audience has been split thousands of different
ways, thanks to video games, texting, cheap long-distance calls, online video, pay-per-
video movies, video rental, 100+ cable or satellite television channels, online message
boards, audio books, 24-hour gyms, and who knows what else. And now that marketing
people know we like options, our choices will only continue to expand.

This is why top music business acts, the ones that can get attention, are making more
money than ever. If Katy Perry has proved she can attract attention enough to sell a lot
of records, why not expand on that by putting her in a movie, releasing a perfume named
after her, or having her promote a new brand of soda?

And the opposite is true as well: if Kim Kardashian can get an audience for a sex tape or
reality television show, why not make a record and give that audience more to enjoy?

This is where “noise” at the bottom level works to your advantage in a big way. Once you
can break away from the pack, you no longer have to compete with other musicians
there. And because those left behind are likely to drown each other out and never break
away themselves, your future competition is limited as well.

How do you break away from the pack? Play your game.

FORGET THE FORMAT AND DISTRIBUTION

Like the Movie Man above, if you get too connected to one way of doing business, one
distribution method, or one income stream, you’ll likely die with it. In order to have any
longevity in this business, you must be light on your feet and willing to change your
approach when needed.

The format on which we sell music doesn’t matter, because the way we distribute music

is changing. This isn’t new and isn’t temporary: it’s always been the case and always will
be.

Don’t get attached to CDs, MP3s, or vinyl, just like you’re not attached to cassettes, 8-
tracks, MiniDiscs, DCCs, DATs, or phonograph cylinders. All formats, even current ones,
will eventually die to make room for something else, and you don’t want your music to
die with them.

On the same note, don’t get attached to iTunes or Amazon for distribution, just like
you’re not attached to Sam Goody, Record Bar, Tower Records, or Sam the Record Man.
Distribution options die too.
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Both music format and music distribution are moving targets that constantly change.
When releasing music, focus on the best way to get it to fans at that time. If you don’t
know what that is, ask them.

Both the music format you sell and where you sell it will change. How we’ll do things in
five years probably hasn’t been invented yet, so don’t worry about figuring out the exact
details.

Focus on the music itself. If you have that in order, the rest will work out.

FORGET THE WEBSITE

Where people go to find music online is changing. Where people go to find bands is
changing. In 1995, IUMA was popular. Then MP3.com came along. Since then, MySpace
was once the “go-to” destination. Facebook has been popular. And there are dozens of
others...

None of them really matter in the grand scheme of things. And all of them will die sooner
than your music act should.

Should you have a presence on the current popular online music sites? Absolutely. But
don’t get caught up in thinking any of them will be the solution to your music business
problems.

Being on a popular music site is great, because some fans will find out about you that
way. Most people go to music sites looking for something very specific, though: they are
not “browsing” random music, looking for something new.

The majority of people will find out about what you’re doing not through websites, but
recommendations by their friends. These endorsements of you will set the stage for the
connection and rapport you’re looking to build. It’s up to you to build upon that, though.

Here is how to do it:
1. Play live shows.
2. Follow up with people you meet and have a “conversation” with them.

That’s it. Not as sexy as Facebook or Twitter or whatever the latest online trend is, but it
gets the job done in a way that nothing online can.

The only reason you should do anything online is to back up what you are doing offline.

THE HARSH REALITY OF THE MUSIC BUSINESS (AND HOW TO NAVIGATE IT)

You’ve been reading this book for a while, so I’'m going to assume that, at this point,
you’re going to finish things out and go for it —whatever “going for it” means to you. |
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think of myself as a pretty pragmatic person, giving both the positives and negatives of
things, but in my heart, I'm an optimist—I know that doing well in the music business is
possible, because | see it daily. And | know you can do it.

| hope that, as you’ve read through the chapters, you too see that it’s possible for you to
do well in the music business. | believe there is plenty of room here and that a seat at the
table is always available if you want one.

With that said, the one thing | absolutely don’t want to do, or even be accused of, is
blowing smoke up your ass. The reality is, as possible as it is for you to do well in the
music business, there are some obstacles you’re going to have to overcome before you
can do so.

The good news is the same as the bad news: the major obstacle in the way of your music
business success is you.

While it sounds easy to get out of your own way and let good things happen, from my
experience, both personally and from working with hundreds of other music business
people, that rarely happens at first. The physical work is easy, but getting to the point
where you’re mentally ready to be successful is usually much more challenging than it
appears.

Below are some common challenges I've seen up-and-coming musicians face over the
years and how | suggest dealing with them...

No Money
You're building your career but not bringing in enough money to do it the way you want.

This is probably the most common problem for up-and-coming musicians. It’s especially
tough for solo artists who need to pay backing musicians for rehearsals, recording, and
performances.

Even if you're in a partnership with other band members, this can affect you simply due
to the economics of travel. In short, it’s more expensive to get transportation, food, and
housing for multiple people than it is for one.

Obviously, there are a lot of ways to finance things, including day jobs, loans, and trust
funds. But day jobs keep you away from your music, loans have to be paid back, and
most people don’t have trust funds, so the best option for musicians who are short on
money is to simply work more.

If you’re a solo artist who plays with a backing band or if you're the front person in a
band, a solo performance with just you accompanying yourself with either piano or
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guitar is a good option. It will get you into venues you can’t play as a full band, it’s less
expensive to make happen, and you’ll keep fans engaged (and paying you money).

Look at other music-business-related work, including backing other acts live or in the
studio. Performing in other situations, such as a tribute band or cover band, is also an
option.

Think beyond “l can’t ...” Instead, think “What if ...” Then start thinking of possibilities to
make what you want happen.

For example, what if you could partner with other musicians to share the cost of a tour—
share equipment; get deals on accommodations; and help each other with merch sales,
travel logistics, and more.

What if you could set up a “residency” (or something similar) in another city for a couple
of weeks to help pay bills while playing the areas around that city on off nights?

When most musicians think “tour,” they think of being in a van for weeks on end and
traveling from city to city. What if “tour” meant sleeping on a fellow musician’s couch in
NYC for a couple of weeks, playing several shows around New York and New Jersey, and
then returning the favor and letting that musician stay at your house and play the area
you’re from?

Whether you play at a club 4,000 miles away from your home or are testing new material
for those who pass by your local coffee shop as you play on the street outside, remember
that your music needs to be heard. Don’t let lack of money keep you from giving people
the chance to hear it.

No Support or Encouragement
You will have some people in your life who think pursuing music is a really cool thing and
believe in what you’re doing. Others will see it as a hobby that won’t lead to anything.

Some of your friends will be jealous of what you do. Others will judge harshly and think
you're living in a fantasy world and are refusing to grow up or take responsibility for your
life.

When it comes to encouragement, even if your friends and family are supportive of you,
there are only so many times you can ask them to come to your gigs or help fund a new
record.

So, when you're dealing with people and the energy they’re throwing at you, on top of
the stress that business-related tasks may cause, as well as your own self-doubt, how do
you stay focused and keep moving forward?
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The answer is to keep putting out music.
Why do this? The answer is twofold.

If you're constantly in the process of writing, recording, and performing music, you're
focused more on those things than on other people’s opinions of what you’ve done in
the past.

Secondly, more music equals the potential for more fans. People take interest in those
who are pursuing their dream—who are embarking on a journey. People are supportive
of those who are moving forward.

Showing the world you’re moving forward will attract both support and encouragement.
If you do a gig and none of your friends or industry connections show up, but 100
strangers do, you’re still touching lives. Those 100 people are spending money with you,
getting involved with what you’re doing, and providing you with forward momentum.
This is support and encouragement.

Perfectionism

Perfectionism will destroy your creation faster than anything else can, because it strikes
before what you do is even finished. Julia Cameron, author of The Artist’'s Way says,
“Perfectionism is a refusal to let yourself move ahead. It is a loop—an obsessive,
debilitating closed system that causes you to get stuck in the details of what you are
writing or painting or making and to lose sight of the whole.”

Here are three ways you can immediately begin dissolving the hold perfectionism may
have over you:

e Stop Comparing Yourself to Others — Like the Chi-Lites sing, “If everybody looked
the same, we’d get tired of looking at each other.” This applies to music too.

Do your thing. Don’t worry about what other people are doing.

Nobody can do what you do. Another musician may be more technically
proficient, but people don’t buy music or come to shows based on that—they buy
music and come to shows based on how these things make them feel.

e Take Ownership — Own the fact that nothing is flawless and there will always be
blemishes, no matter how many times you rewrite, re-record, or otherwise polish
and prepare for release.

When you release something into the world, regardless of how good it is, you'll
get feedback with opinions on how it can be improved. Take the feedback and, if
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it resonates with you, use it to make your next product better, but don’t base
your self-worth on it.

e Take the Middle Ground — Don’t take an “all or nothing” approach to what you
do. Just because something isn’t perfect doesn’t mean it doesn’t have worth.

Listen to the first AC/DC album High Voltage. It’s one of the classic rock albums of
all time and a lot of it is out of tune.

Ringo Starr, whom Rolling Stone readers picked as the fifth-best drummer of all time,
described himself as “your basic offbeat drummer with funny fills.”

War’s classic song “Why Can’t We Be Friends?” is off-key throughout, from the piano
introduction to the vocals.

Focus on creating music that people connect with. That is far more valuable than
technical perfection.

A song is always a work in progress. There will always be somebody better than you are.
You will always find a need for something that costs more money than you currently
have access to.

A song that is never released will never touch somebody. Nobody, regardless of how
good, can do music in the way you can. The amount of money in your bank account is all
you need to get going on some level.

Perfection is a process. Start where you are to get going with it.

Waiting for the Right Time

There is never the “perfect” time to do anything. If you are putting things on hold
because you’re waiting for enough money, waiting to write better songs, waiting until
you're better at playing or performing, waiting until you have enough fans, or waiting
until circumstances in your life change, think about this.

In every career, there are always external circumstances to deal with. If a fisherman in
Alaska waited until there was perfect weather to take out his boat, he would never work.
A surgeon’s services aren’t needed for a patient with perfect health. A gambler doesn’t
wait until after the dice are thrown to make a bet.

Feel the fear and move forward anyway. Trust that you have the needed skills to handle
whatever comes up.

For example, let’s say you’ve got some songs you want to record but not enough money
for the studio you want. Are you going to let that stop you from moving forward? Record
the songs in the best way your budget allows. If there is no budget, record them on your
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computer. Or get a job and do what it takes to get the money you need. Or charge the
bill to a credit card.

It doesn’t matter what you do, as long as you do something.

Fear of Rejection

The desire to be part of a group is part of our biology and goes back to a time when
humans needed a tribal situation simply to survive. Today, thousands of years later, we
still fear that not fitting into a certain mold (or getting certain reactions from others)
means we will not be accepted.

Fear of being rejected manifests itself in different ways, such as comparing our skills to
the skills of others. Many times, fear of rejection is paralyzing—rather than risk failure,
we choose to do nothing.

But there is no “wrong” in the music. Just because a song doesn’t connect with
everybody doesn’t mean it won’t connect with somebody.

Not everybody is going to like you. The good news is that this is fine.

Careers in the music business are not built on keeping the majority of people happy; they
are built on keeping some people very happy. This happens when you release music
people feel is authentic and can deeply connect with.

Your music is an extension of you and your personality. If it’s not being rejected by some
people, you're not reaching enough people with it.

To overcome fear of rejection, focus on finding the community of people who will, most
likely, really get and appreciate what you’re doing. Cultivate relationships among the
people within this group who enjoy your music. They are the people who matter and will
help your marketing efforts by telling their friends about you.

Fear of Missing Out
It’s amazing to think that you can make more money by catering to a small, targeted
group of people than you can by trying to do something that is pleasing to everybody.

While this seems counterintuitive to many people, it is very real.

By isolating some people, it makes you more attractive to others. A great music business
example of this is Insane Clown Posse. Police hate them, parents hate them, and the
church hates them, but these things make them even more attractive to their fan base.

Does a teenager want to listen to the same music as his parents? No.
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When you try to please everybody, you’ll please nobody.

It can be scary to go “narrow and deep” with your music, especially if you’ve already had
some success marketing to a general audience. However, within any general audience
there are people who share common beliefs, traits, and opinions. If you can recognize
these common characteristics and speak to them within your music, you’ll create an even
greater connection with your fans.

Fear of Making Wrong Decisions

Many musicians (maybe you are one of them) see “creative” and “business” as two
different things. They put themselves into the creative category and leave the business
side of things to others.

This mindset can be a hindrance when a musician needs to make a business-related
decision.

When it comes to negotiating deals, ensuring you’re not getting ripped off, and making
good decisions on how to reinvest money into your career, you need to tap into a natural
business sense you might have (but not know it) or cultivate a business sense. This will
automatically happen when you treat your music like a business. The first step in this
process is thinking about money—getting paid for gigs, making sure bills are paid on
time, and having a dedicated bank account. Start with small things like these and work
yourself up to the bigger business decisions.

Obviously, you can connect with people who are better at making business decisions
than you are and let them handle these tasks for you. Do not let this keep you from
learning the necessary skills to make business decisions for yourself. You don’t have to
know everything about the business end of music, but it’s a good idea for you to have a
general overview.

In the end, you’ll never know if you’re making a right decision (or a wrong one) until you
make it. Still, you can develop the ability to feel a situation out ahead of time by
practicing decision-making skills early and often in your music business career.

Even the best people make bad decisions. As you make more and more decisions
regarding your career, you will also do this. Don’t worry about making mistakes. The only
thing you should worry about is whether or not you’ll keep moving forward, regardless of
the decision’s outcome.
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Limited Time and Energy

Even if you use every time-management system that exists, the reality is that you have a
lot going on in your life and time in limited. Even with the best intentions, it can be
difficult to do everything that needs to be done, especially if you’re working a day job.

It gets frustrating when you have a dream, you know time is passing by, and it seems like
music always gets pushed to the back because other things (especially the things that
bring in more money than music) have to be a priority.

How do you fit it all in, or, at the very least, how do you stop being so frustrated or
feeling hopeless when the progress is slow or only happens in small bursts?

Dealing with limited time and energy isn’t just about prioritizing what makes you
money—it’s about prioritizing what makes you happy. This is often a balance of both
music business and personal goals.

Being an international rock star requires a high degree of sacrifice that the majority of
people simply aren’t ready to commit to. With that said, there are options in the music
business that may work just as well for you while allowing you to keep everything else in
your life in order.

Get clear on what you really want. When you do this, the time and energy will work
themselves out.

Lack of Trust

The act of pursuing a career in music will force you to take many leaps of faith. Countless
times, you’ll need to put your trust in other people. Most importantly, you’ll need to
trust yourself to make the big, bold decisions that will help move you forward in the
direction you want to go.

When you do something like quit your job to pursue music, move from your small
hometown to Nashville, or cash in your retirement savings to fund recording for a new
album, you will likely have moments of self-doubt. During these times, rather than
focusing on what could go wrong, give yourself credit for doing something so many
people wouldn’t have the courage to do. Focus on moving forward with your plans, and,
at times like this, tap into your support system or create one made of people who can
relate to what you’re going through.

When you don’t see growth (more sales, more people coming to the shows) for months,
how do you trust in yourself and the process enough to keep going? This is a good time
for you to look at interviews with musician role models and see how they successfully
overcame low points in their careers.
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If you want to grow your business, at some point, handing over non-music tasks to other
people will become necessary. When you do so, you need to make common sense
choices. This is your dream, and there is so much on the line to making it happen.

Passion for the music business, dedication to your career, and integrity are perhaps the
most important qualities to look for when hiring somebody. Without these, all the
experience in the world won’t matter.

Anybody you work with should be honest and truly have your best interests at heart. It’s
fine to feel people out using your intuition, but always do your due diligence by getting
references on people you’re considering working with.

Music industry experience is important, but it can be acquired. A person can build a
career off passion, dedication, and integrity.

When others join your business and begin to pursue their own agendas instead of yours,
it can create the first crack in the foundation of trust. You can stop this from happening
by knowing what you want, being confident about asking for it, and avoiding what others
think is best for you (but doesn’t feel right).

Strive to be clear with your communication and surround yourself with those who also
communicate clearly. Straightforward, professional communication will help you grow
trust with those you want to work with and help you avoid getting into situations with
those who aren’t on the same page as you.

Overwhelm

While music is an important part of the music business, things like marketing and
developing a connection with fans are equally important. If you're in this business
because you want to do music more than anything else and these things take you away
from that, it can feel overwhelming.

How do you market yourself without feeling like all the tasks involved in doing so are
taking over your life?

Perhaps you need to reframe what you think about music marketing. Think of it this way:
Music marketing is an extension of you and your music.

Seriously, it’s as simple as that. It's a non-music extension of who you are and what you
create. It's everything you and your music already are, but brighter, louder, faster,
stronger, and taller.

Music marketing is Judas Priest wearing leather and riding around on motorcycles.

Music marketing is Diddy flying around in a private jet and drinking Courvoisier.
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Music marketing is you living your music by doing whatever you do.

For a folk artist, it may be driving around in a van with a cooler of bulk food and a dog in
the back. For a DJ, it may be related to your fashion or the neighborhood where you live.

Music marketing is coming up with a complete package that sells music, gets people to
shows and makes money. That's it!

If you're feeling overwhelmed, simply understand that, although you may feel like you
hate music marketing, you're already doing it—like it or not.

CONCLUSION

While technology has changed and the music industry has changed, there are a few
things that will never change.

A strong relationship with fans will always be important.

People will always enjoy music, whether for listening, as a background for dancing, or as
something to perform.

You will always need to have clarity on what you want in order to make it happen.

If you put your focus on the things that are consistent, timeless, and never change, you
will be better able to navigate the things that do change.
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FINAL THOUGHTS

The statement I’'m about to make is going to sound obvious to most people, but it’s
something that | see artists often forget. If you can be one of the people who really gets
it and takes these words to heart, you will have a much better career experience than
the majority of musicians:

The music industry exists to help you succeed

The “music industry” is not a mysterious entity that exists to frustrate you. It’s a group of
people, just like you, who love music. They are quick to see the appeal of what you're
doing, willing to get in on the ground level, and will do the grunt work to help get others
on board, if you are willing to work with them.

There are no bigger fans of music (and those who make it) than the people who work in
the music industry.

A long career in the music industry requires co-creation with others. Even though your
name may be listed as a writer, producer, or performer, it's important that you are aware
of the contributions others are making toward your success in this business and
acknowledge them.

Your audience is equally important.

Your fans are not random people who happened to be in the same place you’re playing,
and they don’t purchase your music by accident. They show up because what you do
makes them feel good.

Fans complete the cycle of the music business—you give by writing, recording, and
performing, and they receive by listening, watching, and buying.

As an example, think about the very best show you’ve been to.

Perhaps it was something with just a singer/songwriter on stage in a small club, where
everybody in the audience was silent and totally present with him or her during every
note.

Or maybe it was something where an arena-sized audience was singing along with the
act, such as Queen’s “Live at Wembley” concert.

Freddie Mercury didn’t need an arena filled with people to give a performance; he could
have done it in your living room. But somebody would have had to be there with him,
watching and listening, for it to be a truly great show.
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No song, whether recorded in a studio or performed on stage, is complete without
contribution, even if it’s passive, from an audience. Whether people are sitting quietly or
standing, jumping around, and vyelling, without an audience, by definition, the
performance doesn’t exist.

If people aren’t being affected by your music, you have nothing.
And when it comes to making money, remember:

There are opportunities to make money in the music business everywhere. You know this
already. You’ve heard about them from fellow musicians and seen ads for them online
and in musician magazines.

Film and television licensing, playing cruise ships, getting your song cut by a famous artist
... | could go on and on.

All of these opportunities have the potential to make money, and many musicians are
making money in these very ways. You could make any (or all) of them happen for
yourself, if you're willing to do the needed work.

But would doing so provide you with the career—and life—you want?

You've made it to the final pages of this book, which makes me think you want
something more than chasing after a dollar sign. So let me tell you how to get it ...

Focus.
Go after what you want with a laser-like focus.

You are in control of your career. Everything is in place for you to be successful in this
business.

Get clear on what you want, and go after it.

If your dream is to license your music to film and television shows, do it.

If your dream is to have a dedicated following that buys everything you release, create it.
If your dream is to get your songs cut by another artist, go for it.

Just don’t say “yes” to something simply because there is the potential to make a few
bucks—there is potential in everything.

Say “yes” when opportunity comes your way because it helps you realize your dream and
affords you the life you want. Never compromise. The money will be there.
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Will You Do Me a Favor?

| wrote this book to help musicians. The more people who know about it (and your good
experience with it), the more people | can help.

If you like this book, please do me a favor and...
e Tell People — Tell your musician friends, post a link to MusicMarketing.com on
your site or via social media, and buy copies for the people in your band.

e Leave a Review on Amazon — Visit Amazon.com (or wherever you buy books),
and post a review letting people know why you think this book is helpful for
musicians.

If you want to improve this book, please do me a favor and...
e Tell Me — Send me a message on Twitter (@davidhooper), and let me know what
you didn’t like as well as suggestions for improving the next edition.

Contact Me
Have music marketing questions? I’'m happy to help you!

The best way to get in touch with me is via Twitter.

Twitter ID: davidhooper
6 Facebook Page: Facebook.com/MusicMarketing

Website: MusicMarketing.com
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