
Basic Marketing
For Music Artists & Venues



This booklet is based on Marketing 101: A Guide For Pittsburgh’s Music Community created in 2007 by
Managerie’s founder and president, James A. Richards.

It was created after it became clear to Jim that a great many people working in the music field --- be they
members of a band, a concert promoter or owners of a nightclub --- have little or no basic marketing skills. The
lack of fundamental knowledge and skills cleary affects their ability to attract new audiences and to get
adequate media coverage.

The guide has now been modified for use by anyone --- artist or venue --- located anywhere in the United States.

For more information on Managerie, visit www.mymanagerie.com and on Jim at www.james-richards.com.www.mymanagerie.com and on Jim at www.james-richards.com.www.james-richards.com.

BRAND IMAGE: CRAFT A STANDARD DESCRIPTION
A brand image is the thoughts and feelings of a brand that its name, advertising and reputation engender in a
consumer. Your band, act or venue is your business and its name is a brand. Consistency and clarity is impor-
tant in creating and maintaining a brand identity.

Much of your promotional efforts will be through written material (such as press releases, web postings, etc.).
Therefore, you should have a standard description for your act or venue. This should be written in an interesting
way with the understanding that at least some people have never heard of you. This standard description will be
valuable for many uses as you will see throughout this guide.

Describing Your Act
Here is an example of a standard description for a fictional band, called “The Werners”:

Inspired by their childhood in Appalachia, the three brothers making up this band perform gritty, down-to-earth
country music with rock and blues influences. Their lyrics retell the stories of the world they grew up in and
their music evokes the emotions of living it and leaving it behind.

It is best to avoid comparing your act to other artists in your description. Some people may not know anything
about the comparable acts and others may take issue with it. You should also avoid using a record label refer-
ence as part of your artist description, as most consumers are not experts on the music industry.

Describing Your Venue
Here is an example of a standard description for a fictional venue called “Carl’s Bar & Grill”:

A family-owned restaurant for more than four decades, Carl’s Bar & Grill has as rich an atmosphere as it does
a history. With classic tin ceilings, original mahogany bar and rare historic photos lining the walls, Carl’s is a
great place to enjoy classic American food, great company and live performances by the region’s best bands.
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BRAND IMAGE: PHOTOGRAPHY
It is a good idea to reinforce your brand through images, particularly photography. Many news outlets,
venues, booking agents and other entities will need a good photo of your artists. A venue can also benefit
from having an image for advertising and press kits.

Have at ready a standard photo (or even a standard collection of photos) that compliment your standard
description. A professional photographer is best.

THE PRESS RELEASE
In journalism, a news item seeks to report a story by answering five basic one-word questions. Thus, a press
release needs to answer these too.

Who? Who is performing? Name the act(s).
What? What kind of music will be played? What kind of show can
the audience expect? This is a good place to put your act’s standard
description.
Where? Name the venue, complete with address. You may need to
provide some descriptive information on the venue.
When? State the date and time of the event.

HAVE NEVER WRITTEN A PRESS
RELEASE BEFORE? For additional
help, see the example on page 3.

Why? Why would someone want to go to the show? Make the show sound interesting and enticing. This
would also be a good place to put ticket information.

In terms of format: at the top of the page (shifted to the right) should be the words “For Immediate Release”
along with the contact information should a reporter need to follow-up.

Centered above the main text should be an attention-grabbing headline (example: “The Werners Debut New
CD at Carl’s Bar & Grill”).

Your main text follows, written in an interesting way that answers the five key questions. Start with specifics
(“Carl’s Bar & Grill welcomes the Werners in a special performance on Saturday, July 14 at 9:00 p.m.”)
and then go into details (“Inspired by their childhood in Appalachia, the three brothers than make up The
Werners perform gritty, down-to-earth country music . . .”). Be sure to include such key information as the
ticket price and how to order tickets. Ideally, your press release should be no more than one page long.

YOUR WEB SITE
Designed well, your web site should have a clear, easy to remember domain name and be able to provide key
information that almost anyone will need about your act, band or venue.

Minimally, it should include the following:

About Us/Bio Page. This is where you use the standard description mentioned earlier in this guide. The de-
scription should be at the top of the page. If you want to add a brief biography of each performer or the history
of the band as well, you can place them here.
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The Werners announce the release of their new CD, “Remembering,” with a cool CD release party at Carl’s Bar & Grill
on Saturday, January 12, 2008 at 8:00 p.m.

Inspired by their childhood in Appalachia, the three brothers making up this band perform gritty, down-to-earth country
music with rock and blues influences. Their lyrics retell the stories of the world they grew up in and their music evokes
the emotions of living it and leaving it behind.

“Remembering” is a collections of remarkable songs that, taken together, retell the story of the brothers’ parents,
childhood and the small town they grew up in.

“This is the story of our life,” explains lead singer John Werner. “We poured our heart and soul into the CD. Its the most
meaningful work we have ever done.”

The show at Carl’s will be a 21+ event with a $10 cover charged. Every guest will receive a free “Remembering” CD
and band bumper sticker.

A family-owned restaurant for more than four decades, Carl’s Bar & Grill has as rich an atmosphere as it does a history.
With classic tin ceilings, original mahogany bar and rare historic photos lining the walls, Carl’s is a great place to enjoy
classic American food, great company and live performances by the region’s best bands. For more information on
Carl’s, call (212) 555-1234.

For more information on the Werners, visit www.wernerband.com. Media inquiries, for interviews and photos, can bewww.wernerband.com. Media inquiries, for interviews and photos, can be
directed to David Werner at dave@wernersband.com.dave@wernersband.com.

####

The Werners Country-Rock Band
www.wernersband.comwww.wernersband.com

For Immediate Release
Contact David Werner

dave@wernersbands.comdave@wernersbands.com

The Werners Celebrate New CD at Carl’s Bar & Grill
“Remembering” Offers Most Personal Work Yet

Here is an example of a press
release. Notice the format
and the information provided.
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A NOTE ABOUT MYSPACE
Viral marketing sites like MySpace can be valuable marketing tools, but none
are designed to replace a traditional web site.

A MySpace page is designed to represent an individual, not a band,
�R�U�J�D�Q�L�]�D�W�L�R�Q���R�U���D���E�X�V�L�Q�H�V�V�����+�R�Z�H�Y�H�U�����W�K�H���³�F�R�P�P�X�Q�L�W�\�´���D�V�S�H�F�W���F�D�Q���E�H���Y�D�O�X�D�E�O�H
in building and maintaining a fan base. Just remember that there are
limitations: it cannot provide web viewers with the kind of breadth and depth
that a traditional web site can; non-members cannot email you through a
MySpace page; and it may be difficult for some web viewers to easily access
�\�R�X�U���S�D�J�H���E�H�F�D�X�V�H���R�I���W�K�H�L�U���F�R�P�S�X�W�H�U�¶�V���V�R�I�W�Z�D�U�H�����K�D�U�G�Z�D�U�H���D�Q�G���R�U
Internet connection.

�,�Q���D�G�G�L�W�L�R�Q�����D���0�\�6�S�D�F�H���S�D�J�H���F�D�Q���F�U�H�D�W�H���D���³�I�D�O�V�H���V�H�Q�V�H���R�I���I�D�P�H�´���D�V���W�K�H
�0�\�6�S�D�F�H���F�R�P�P�X�Q�L�W�\���L�V���Y�H�U�\���L�Q�V�X�O�D�U���²���D�Q�G���P�X�F�K���V�P�D�O�O�H�U���W�K�D�Q���P�D�Q�\���X�V�H�U�V
realize. While MySpace (as of 2006) has an estimated 35 million members, that
is less than 5% of the world-wide Internet audience and many of those
members are duplicates, as MySpace places no limits on how many profiles a
person can have. Moreover, most visitors to MySpace pages are other
MySpace members.

Use MySpace, FaceBook, YouTube and similar sites as compliments to your
�R�I�I�L�F�L�D�O���V�L�W�H���²���E�X�W��only as compliments. You need to have a traditional web site
to anchor all Internet marketing.

If you are a venue, use your standard description at the top while adding any other information that could be
pertinent for someone who has never heard of the venue (history, menu, location map, etc.).

Music Page. Here performers can put digital samples of their music. It is best to offer them in the formats that
can be used by the most common online media players: Quicktime; Windows Media Player; MP3, and iTunes.
Put information and/or links to the retailers (both brick & mortar as well as online) where consumers can buy
your recordings.

For a venue’s web site, this would be a place to list past performers (with links to their web sites).

Press Page. On this page, include a standard press release about the act or venue that any media outlet can
download and use (we recommend as a PDF, although an MS Word document works just as well). In addition,
place copies of (or links to) previ-
ous news stories about the act or
venue here.

Shows Page. Where and when the
act is playing in the future should
go here. For a venue, this page
would be your calendar of upcom-
ing shows (ideally with a descrip-
tion of each act).

Contact/Booking Page. Whether
someone wants to contact a per-
former or his agent, this informa-
tion should be easy to find. For a
venue, this is the place to put
contact information for artists
interested in performing on your
stage.

Links Page. Here you can link to
outside web sites that you think are
relevant, including the complimen-
tary viral pages you’ve set-up on
places like MySpace or YouTube.

Special Pages. There may be other elements that can be useful, such as a photo page or a blog. Be prepared to
continually revisit and improve the site over time.

Design Notes: Because user skills, computer software and Internet connections can vary, try to make your site
as easy to download and navigate as possible. Avoid using plug-in software like Flash and make sure all of
your links are easy to locate.
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EMAIL MARKETING
Developing an email list of fans is a good way of maintaining a positive, interactive relationship with them.

The content should be very personal, as if the artist or venue is communicating to a group of friends.

However, if you are including media contacts on this list, then you should also be using the standard description
that you have crafted. Media people change, and someone who takes over a media position from another editor/
writer/reporter may not know anything about you.

Be sure to include an “opt-out” provision in each email.

THE WEB EVENTS CALENDAR
Debuting in 2008, DoingNYC is based on PGHevents: The Pittsburgh Events Web Site (www.pghevents.com)www.pghevents.com)
which James Richards launched in 1999 and became a key component of his social enterprize, Managerie. It
quickly became southwestern Pennsylvania’s #1 web events calendar. In 2006, a partnership agreement moved
it to www.post-gazette.com/events.www.post-gazette.com/events.

DoinNYC seeks to have the largest and broadest reach of any web calendar covering New York City, and as
such it is a vital marketing resource for artists. All submissions are reviewed, and often edited, before they
appear on the calendar.

To submit an event, log on to www.doingnyc.com and look for the relevant text link.www.doingnyc.com and look for the relevant text link.

When submitting an event, be sure to write the description in complete sentences in an interesting and
informative manner with the understanding that at least some web viewers have never heard of you. Here
is an example:

The Werners
Carl’s Bar & Grill
1/12/2008 8:00pm
The Werners celebrate the release of their debut CD, “Remembering” at this party com-
plete with a live performance and give-a-ways.

Inspired by their childhood in Appalachia, the three brothers making up this band per-
form gritty, down-to-earth country music with rock and blues influences. Their lyrics
retell the stories of the world they grew up in and their music evokes the emotions of
living it and leaving it behind.

This is a 21+ event with a $10 cover.
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If you cannot find your venue in the drop-down menu, it must be submitted separately for consideration. To do
so, log on to www.doingnyc.com and look for the appropriate text link.www.doingnyc.com and look for the appropriate text link.

Using our fictional venue, Carl’s Bar & Grill, here is an example of what a good Venue Submission
should include:

Borough: Manhattan
Name: Carl’s Bar & Grill
Address: 123 Broadway
City/State/Zip: New York, NY 10053
Phone Number: (212) 555-1234
Web Site: www.carlsbarandgrill.comwww.carlsbarandgrill.com
Description: A family-owned restaurant for more than four decades, Carl’s Bar & Grill has as
rich an atmosphere as it does a history. With classic tin ceilings, original mahogany bar and rare
historic photos lining the walls, Carl’s is a great place to enjoy classic American food, great
company and live performances by the region’s best bands.
Hours: Monday through Thursday, 11:00 a.m. to 10:00 p.m.; Friday & Saturday, 11:00 a.m. to
2:00 a.m.
Parking: Metered, on-street parking is available.
Subway Routes: 1, 2, A, C, F

Once your venue has been added to the calendar, you will receive an email; after which, you can start
submitting events at the venue on a regular basis.

PRINT MARKETING
Print marketing in general can encompass posters, flyers and paid advertising in a newspaper, newsletter
or magazine.

Such ads should be simple, attractive and direct. For a poster or flyer, a performer is probably best to limit it an
attention grabbing headline at the top (“The Werners at Carl’s Bar & Grill!”), followed by a full-color photo of
the band or solo performer; underneath this should be a brief description (“The best country-rock band in
town”) and then show specifics (date, time, address, ticket price, etc.)

For paid print advertising in a publication, it is best to work with an advertising agency. For a partial list of
agencies, visit the American Advertising Federation web site at www.aaf.org.www.aaf.org.

TV/RADIO MARKETING
Very few artists and small venues will have the financial resources to place paid advertising on television or
radio. However, if you are interested, it is best to hire a professional advertising agency rather than do it
yourself. For a partial list of agencies, visit the American Advertising Federation web site at www.aaf.org.www.aaf.org.

It may be possible to obtain free publicity on TV and radio through on-air interviews. However, you will need
to do considerable research into what media outlets and personalities are most likely to accommodate and do
considerable follow-up. Developing and maintaining relationships are also important.
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A NOTE ABOUT DEADLINES
All media — print, broadcast and web — have deadlines. A final deadline is the last time on the last day you
can submit an ad or press release for consideration. Once that deadline has passed, there is no getting it back. Be
sure to find out what those deadlines are before submitting material.

SELLING TICKETS
There are various outlets, both by phone and Internet, available. Search “ticketing services” with a major
search engine such as Google or MSN Search to see what it currently available.

In addition, some retailers may be willing to sell your show tickets for you, especially if your event in-
volves a non-profit organization. Locally owned stores (rather than chain stores) are more likely to be
interested. But this will require a personal visit to the store.

RETAIL MARKETING
Retail today comes in two basic forms: traditional, “brick and mortar” stores, and nontraditional, which is
typically online sales.

Traditional Retail Marketing
In recent years, changes in the overall retail industry have consolidated most CD sales into the hands of national
and regional chains. Most of these companies have centralized buying departments. However, some do allow
local managers to stock a percentage of merchandise with local product. You need to visit a store or look at the
company’s corporate web site to find out.

Normally in retail, there is a 40% break. That is, if a store offers an item to the public at $10, then they probably
acquired it from a supplier for $6. Today, every chain (and most “mom & pop” stores) requires every product to
have a UPC (Universal Product Code) bar code for inventory management. For more information, visit
http://en.wikipedia.org/wiki/Universal_Product_Code.http://en.wikipedia.org/wiki/Universal_Product_Code.

Most stores buy product outright from a supplier (in this case, you) with stipulations for returning unsold
merchandise. Other stores, usually small “mom and pop” operations, may sell product (such as your CD) on
consignment — that is, the supplier (you) will only realize money when product is sold.

Regardless, there are ways to promote your product in store.

Artist Meet & Greet. This is just as it sounds: setting up a table in the store where the artist can meet the
public, tell them about the CD and their music, and maybe even perform a little.
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POP Display. The acronym POP stands for “point of purchase” (sometimes called POS, for “point of sale”). A
POP display is an attractive display unit located at a high traffic point in the store (usually near the cash
register) that holds product for sale. This can be a counter unit or a floor unit and it needs to be eye catching to
encourage impulse buying.

GWP. A traditional but often successful retail marketing tool, GWP is an abbreviation for “gift with purchase”
and it is precisely how it sounds: when a costumer buys a product, they get something extra for free. For
example, someone who buys your CD could receive a free band poster.

Online Retail Marketing
The most common resources for selling CDs online are Amazon (www.amazon.com) and CD-Babywww.amazon.com) and CD-Baby
(www.cdbaby.com).www.cdbaby.com).

Professionals are still determining the best methods for online music retail. Consider reading an article by
musician and marketing professional David Nevue by logging on to www.bardscrier.com/articles/www.bardscrier.com/articles/
music_marketing_20020319.shtml.


