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INTRODUCTION


Welcome to “Your Band is a Virus – Expanded
Edition”. If you are reading this for the first time, or perhaps if
you read the original edition, it means you’ve decided to take a
chance on a different kind of music marketing book, or e-book. Why
is it different? An industry mogul or pundit did not write this
book. I am an independent promoter, and I am always learning. The
goal of the “Your Band Is a Virus” series is to share what has
worked for me after much trial and error. If you take even a
portion of the advice in this book to heart, it could save you
years of wasted time.

The idea behind the title “Your
Band Is a Virus” is a mindset. If you can turn on that mindset and
get inspired, yet neutral, about promoting your band, you are on
the right track and this will help you with the work that’s
ahead.

And you can bet there will be
work. Let’s be realistic. If you’re not enthused about working hard
to expose your music to more people, no one else will be. You may
as well stay in your room and play your acoustic if you’re not
willing to log the hours, because otherwise, you are confusing a
hobby with a profession, and in the process creating unnecessary
conflict in yourself and in the world. This is important to
understand. The difference between a hobby and a profession is
simply where the effort and intent is directed.

Legendary record producer
Stuart Epps once told me that, when Elton John was on the road to
fame, it took him and a team of over 50 people working around the
clock to make this happen. That woke me up as to what it actually
takes behind closed doors. This is for someone who already had
developed his immense talent and image, and did the work of
gathering a team of professionals around him. I make this point
simply to give a dose of perspective.

Much of this expanded edition,
besides providing a host of new tactics with which to work with,
will be addressing the number one issue affecting independent
musicians today; the issue of perspective. Somewhere along the
line, the image of the rock star affected our culture so deeply,
that it became one of the most desired and lusted after professions
imaginable. But somewhere along the line, we also bought into all
the services that were sold to us in order to play up this
deep-seeded desire.

We bought into the automated
“submit your music” type services. We bought into the “get your
music in front of 10,000 journalists” automated press release
schemes. We bought into endless fly-by-night managers and promotion
companies who barely lifted a finger. We bought into the illusion
that if we record a song and post it on our social networks, that
we are entitled to earn a profit on it. We bought into the idea
that if we just made good music, people would find us. And many of
us sacrificed the quality and passion of our art itself in order to
appeal to this industry, only serving to lower public expectations
in the process. This series of rude awakenings and rejections has
left us cynical and closed-off to new ideas. When someone suggests
licensing our music, we say “I’m not selling out.” When festivals
are recommended, we say “I don’t agree with the submission fees.”
Instead of properly promoting our music, we post it on Bandcamp and
say “we’re DIY”, as if that truly means anything without
action.

To varying degrees, in life and
in our approach to what we hope to achieve, we find ourselves
heavily polarized. These polarities conflict with each other,
creating constant contradiction and tension even when we’re unaware
of it. Our deep-seeded ideas, no matter how convenient they may be,
effectively hold us in place, and we achieve nothing. I think the
time has come to approach music making, music marketing, and life
itself from a space of open-mindedness, neutrality, and
spaciousness rather than a set of pre-formed conclusions. There is
no single way, only your way, and everything is possible.

So get ready to start building
your band’s public profile in a big way.

 


Your Band is a Virus:

Every product, art piece, or
idea in our modern society can be related to this concept. This
means that while an idea or product can certainly spread quickly
amongst the general public, some methods are much more effective
than others. Spam, for example, is an advertising method that many
potential customers have built up immunity to, and it is therefore
a poor choice to utilize for bands trying to promote themselves.
That’s not to say that it didn’t work at one time, but it’s utterly
ineffective now.

The goal for the independent
musician is to find creative ways to get more and more people to
“catch” their virus, and also to create multiple avenues for the
virus to spread with ease. As I promote, I call the process
“planting seeds”. If you plant enough good seeds and tend to them
with great care, some of them will grow beyond your wildest
expectations. It takes time and energy, but if the music is strong
and heavy effort is put in, people will heed the call.

In “Your Band Is A Virus –
Expanded Edition”, I will attempt to provide something not offered
by many other “Independent band guides” or “Independent marketing
e-books”. It’s going to be in plain English. More killer. Less
filler.

Now I’m not out to name any
names here, but have you purchased or read many other music
marketing e-books?

How many cartoons did you see
taking up half the space of the respective books? Chances are the
images of someone madly typing away at a keyboard didn’t help you
much with your promotional efforts, right? I figured that.

The main issue I see in a lot
of the musician’s guides, whether they are in book form, or blog
form is a general vagueness that fails to address enough actionable
steps. Many times the marketing advice blogs are posted solely for
SEO (search engine optimization) purposes, and the books are put
out innocently enough with an old school mindset. I’ve read the
same books in my search for the best tactics to promote with. Some
books are filled with story after story – “Band ‘A’ from New York
decided to send out free chocolate bars (or insert other item that
you would NEVER in a million years send) with their promo
packages.”

(This story could take up 3
pages as you search it frantically for relevance to your own
band.)

While this style of writing can
definitely provide some helpful ideas and get the creative process
going, it can also be somewhat insulting to pay for a marketing
book, and finish it with very little to work with as far as
real-life scenarios. It’s quite similar to attending a weekend
motivational or financial seminar and realizing on Sunday evening
that you didn’t actually learn anything useful.

We know that what works for a
pop artist will simply not work for a death metal band. An acoustic
performer can perform at the local bookstore, but the hard-core
punk band cannot. Therefore, there’s simply no need for a book
filled solely with examples, particularly ones regarding giving out
sweets of any kind. I assume that you are all creative people and
you will have no trouble thinking of more powerful and compelling
ways to put the ideas in this book to good use.

That being said, this edition
will include a special series of industry interviews, where I ask
the critical questions that are on the minds of independent
musicians to experts in music production, marketing, licensing and
radio, to name a few. I’ll also be profiling the winners of last
year’s Sonicbids competition and discussing why the chosen artists
stood out to me. On top of this, I’ll be adding just about every
effective marketing tip I can find to this book in the hopes of
filling it with more than an artist could possibly use. I’m selling
the farm, so to speak. Consider it a giant workbook. Don’t expect a
linear path.

It’s the philosophy and the
thinking behind independent music marketing, and success, for that
matter, that needs to change. Independent musicians have reduced
themselves to a horde of spammers, unable to communicate with their
potential fan bases or tap into modern marketing practises. To
prove this point, when was the last time you checked out a band
that sent you an email saying “Check us out!” or “Saw you were a
fan of (insert band name here). Thought you would like our stuff”?
I`m sure you never have. Perhaps you were invited ten separate
times to a live event happening half way across the globe? This is
desperation marketing at work, although the bands themselves don’t
realize it.

So to any of you bands who just
realized that this fits your description to a tee, you can safely
stop spamming now and approach the music industry with some
dignity! These tactics don’t work, and if we can clean up our act,
one at a time, we can change the public’s perception of the
independent artist from a nuisance to a valued, even critical part
of the whole.

Here’s a newsflash for the
modern musician that few industry folks tell you.

Don’t get stuck in the
“everything is free” mentality.

This is a distinct change from
my view in the last book. As much as musicians worldwide got caught
up in the search for free ways to promote their music, I, too, got
caught up in researching these methods. Don’t get me wrong. There
are many free ways to promote your music. Many of them are
extremely effective. However, as more and more artists have sought
out these methods, the balance has shifted and the paid methods
have gone by the wayside.

The abundance of music blogs,
podcasts, music distribution websites, licensing companies, music
marketing books, industry gurus and online publications have given
independent artists a convenient illusion; that you can become a
buzz band while sitting in front of your computer. Just record a
demo and you’re ready to be the next Nirvana. The idea of actually
working hard and saving money to put towards your music in the form
of advertising, music video promotion, album promotion, radio
promotion, and tour booking is a foreign idea to most musicians,
even when the necessity seems so obvious.

Over the last few years I have
seen both sides of the music industry, and I’ve learned quite a
bit. One thing I’ve seen constantly is the extremely high
expectations many artists have after posting their new album
online. With no preparation or foresight put into their album
release, they plan to impress Pitchfork, Stereogum and Rolling
Stone with their chops. They look up online lists of the “Top 10
ways to promote your band for free” and think they’re the first
ones to try these methods. The problem with perspective here is
that, somewhere along the line, we have separated the idea of
starting a band from the process of starting a business.

Make no mistake. Unless you
play music solely as a hobby, in which case you bought the wrong
book, you must treat your band as a business.

As long as we have a monetary
system, or trade goods in some shape or form, there will be
business. Business itself is somewhat neutral. It’s all about the
ethics you bring to it and your responsibility to others as an
honest human being.

If your band is a business,
than what does that imply? All I can share with you are the things
that lifted the wool from my own eyes, and hope that it’s useful to
you. In my own experience, I’ve seen friends and family open
businesses, and each one required investment and great effort. A
fashion-related business, for example, needed $30,000 to get off
the ground running in order to order product, build a website, and
pay for patents, shipping, and advertising. Dozens of hours needed
to be put in to secure press as well. A moving and storage business
required over $100,000 to pay for its storage containers, shipping,
advertising, truck and employees.

Why is it, then, that
independent musicians don’t want to spend any money on promoting
themselves? Record labels spend thousands of dollars breaking
artists. To say simply that “you are broke” is just a defense
mechanism. You can’t say that to the tax man or to the energy
company. So why do you say this to the music video director, the CD
designer, the promotion company, or the tour booker? Of course, you
must intuitively choose where you allot your funds. But it’s
important to know that if you spend a year writing and recording a
brilliant album, and you don’t bother to put any financial or
serious promotional push behind it, you’re effectively throwing it
in the garbage. The artists who really treat their music as a
business tend to make it further than the artists who don’t.

This is where the issue of
perception comes up again. Many artists fall into the trap of
seeing business-savvy bands as sell-outs. We’ve all seen hordes of
Nickelback wannabe bands playing at the local pub, and it’s a sad
sight. But this perception is limited. Trent Reznor is a great
artist and businessman. So is Maynard James Keenan of Tool.

It’s time to make some serious
changes to our approach, to advance and empower ourselves. Let’s
get our music to the frontlines with honest practises and ignore
the dinosaur-like mentality that dominates the industry.

The whole idea of this book is
to give you as many helpful tools as possible to work with in the
promotion of your music. There will be a good deal that you can use
immediately. No need to read the book front to back. Work on it one
tactic at a time if you like. The format of the book will all
revolve around actual advice you can use.

Another few points to make:
this book will focus mainly on online promotion of your music. Why?
Well, for one, advice on booking tours, getting a manager, and
making your way through the music business can be found in other
fine books such as “Confessions of a Record Producer” by Moses
Avalon. Secondly, this is what I know, and I’d rather share my
expertise than venture into other areas like tour booking where I
don’t have experience. And plus, it all starts online. You need to
build the foundation online, and why not make it a strong one?

Let’s try to also keep our
expectations reasonable. What you get out of the tools described in
this book will depend strongly on how you use them. You may find
that some promotional tactics work better for you than others.
Expect your hard work to advance you and gain new fans, more hits
to your website, more downloads of your music, and more press
coverage. These things taken far enough will give you a strong
reputation and poise you for bigger successes. But don’t expect it
to be linear according to your demands. Sometimes a review will
seemingly have no impact at all on exposure, fan base or sales, but
it’s a matter of perspective. Have patience and let it cumulate.
Every step forward, no matter how small, is a step in the right
direction.

Some bands have gotten signed
from online promotion and viral tactics alone, while some don’t
want to bother going near a computer. Unless your uncle is the CEO
of EMI, or your band is making it to the top of the Los Angeles
club circuit, you will need some serious online promotion on your
side. It’s all up to you and how hard you want to work at it.

We’re going to try some methods
not commonly used by today’s breed of independent artists, such as
Viral marketing, Guerrilla marketing and Behind-the-scenes
marketing.

“It’s all in
the music, man. It’s all in the meat.”

– Kurt
Cobain


Chapter1

TYPES OF
MARKETING

Guerrilla Marketing:

According to Wikipedia,
“Guerrilla marketing is an unconventional system of promotions that
relies on time, energy and imagination rather than a big marketing
budget. Typically, guerrilla marketing tactics are unexpected and
unconventional; consumers are targeted in unexpected places, which
can make the idea that's being marketed memorable, generate buzz,
and even spread virally.”

This is ideal and it’s also one
of our main goals. Get creative with all the ideas and tactics
described in this book. Talk to people individually. Different
tactics will work for different publications and individuals.

Independent musicians must be
relentless and innovative with their marketing in order to achieve
any level of success. Don’t be afraid of doing things differently,
so long as it works. There is no one rule, only what works.

Remember the examples rule:
What works for a metal band may not work for a classical violinist.
Each musician has their own niche, multiple niches in fact to
exploit and use to their advantage. Chances are if you try to
follow exactly what works for another band, it won’t work. You need
something that is your own or people will sense it and see through
you. If it’s not your own, then you have no business marketing it.
If your biggest influence is Britney Spears, if you look like her,
dress like her, and sound like her, then you are simply another
copycat polluting the music world. The individual approach is
essential for there to be any chance of deserved success. In an
industry rife with imitation, those who let go of their programming
and follow their hearts will naturally stand out.

Much of Guerilla marketing is
about capturing attention with your tactic – doing things radically
differently from the mainstream, and potentially your competitors
as well.

And keep in mind Guerilla
marketing has nothing to do with spamming, which will hurt more
than help. Guerilla marketing means aggressively reaching out to
and covering your potential markets while leaving no stone
unturned. Be thorough and believe in your work. Make sure your
tentacles reach everywhere necessary!

Keep in mind that although
books have been written about Guerilla marketing in the past, it is
not a set, rigid thing. Guerilla marketing is absolutely as
original and cutting edge as you can imagine. It’s only as creative
as you are, so it may be time to channel your inner Sacha Baron
Cohen and bring some attention to your music.

Sound good? Ok, now for the
next tactic.

 


Behind-the-Scenes
Marketing:

Behind-the-Scenes marketing is
the tactic of manoeuvring behind the scenes to create a positive or
powerful image for the buying public. Too many artists talk about
themselves, whether it be on their Facebook walls or on countless
message boards. It’s very rare that people care, unfortunately,
because a real connection hasn’t been made.

The key to behind-the-scenes
marketing is to get a high amount of other people talking about you
rather than you talking about yourself.

UK pop/rock act Django Django
made a major splash with their self-titled album. Do you think it
was because of them entering contests and constantly posting on
their social networks for their friends and fans to vote for them?
Or perhaps sending out thousands of online invites to their shows?
No. They generated a real, online buzz, as it was the bloggers, the
radio hosts, the magazines, the podcasters, and then in turn the
fans couldn’t stop talking about them. They went viral.

For example, and we will
discuss this in further detail later, contacting and befriending an
individual writer at a music magazine and convincing him to review
your band. Sure, HE knows that you looked him up and that you are
an independent band desperately in need of coverage, but all the
public sees is a good review on the next big thing. And the more
you do this, the bigger and better you look. This will become one
of the most important parts of your strategy to create a
“frontline” image for your band.

Essentially, Behind-the-Scenes
marketing is a term I use to describe a shift from the very
embarrassing state of the independent music industry that currently
has indie bands talking about themselves all the time. They beg
their fans to vote for them. They post on the Twitter and Facebook
pages of prospective companies instead of contacting them properly,
in the process making their pleas for coverage very public. They
harass bloggers by posting their audio and video links in the
comments sections of blogs that have nothing to do with music
submissions, once again, making their amateur approach public.

In my view, bands should let
other people talk about them and the way to achieve this is by
putting in real work behind the scenes. Plant thousands of seeds.
Get in touch with as many writers as possible with an undeniably
amazing product. Invite writers to your shows. Provide premieres
and giveaways to music blogs. Make sure everyone familiar with your
genre hears your music. Once the trendsetting mouths start talking,
others listen and become inspired to speak. The music media is very
much like the telephone game most of us played as children.

Behind-the-Scenes marketing is
all about making connections from nothing, making those connections
work for you by being personal, and using the results to leverage
yourself and gain new successes.

That’s the way it should be,
right?

 


Viral Marketing:

What is viral marketing?
According to Wikipedia, viral marketing refers to marketing
techniques that use social networks to produce increases in brand
awareness or to achieve other marketing objectives. It compares
viral marketing to the spread of a computer virus.

The main idea is that, as a
strategy, simply marketing with generic advertisements (“You
need this” style of marketing) is on the extreme downswing, and
is barely working in some markets.

Viral marketing is all about
getting people to sell and advertise for you: Get your product
talked about in the social networks, websites, forums, and blogs -
and watch the magic happen. You no longer have anything to do with
it. We’ll go over a host of viral ideas in another chapter.


Chapter
2

THE STARTING
POINT

Record Your Music Properly:

Remember when we said that we
want to keep this book potent and advice-based? As mundane as it
sounds, we need to go over this point. If your music is not
professional quality yet, THIS IS THE FIRST STEP! Make sure you
prepare your best tracks and record a professional CD or series of
tracks to promote yourself with. It’s an obvious point – but the
music must be intact. Don’t rush the process in order to get online
faster. Pay the money and get it recorded right.

I recently had a conversation
with a musician friend who told me “I’ve tried listening to artists
on Reverbnation, as if I was listening to a radio or podcast
playlist, and I just couldn’t get through it.” The reason for this
is that many artists are not using clear judgement, and they are
hoping to present their work to the world too soon. This lowers
both standards and expectations, and independent music gets more
difficult to promote the more it becomes downgraded.

The market is already flooded
with bands that have extremely high quality production. Being at
their level is only the starting point, and it’s the bare minimum
you need to succeed in the music business. You may be able to score
a great deal by recording in a home studio or with a music
production student. The main thing is to have strong material that
is recorded well. Not necessarily Michael Jackson quality of
course, but it must be impressive!

There’s nothing worse than
going to a band’s website and hearing garage or ghetto blaster
quality recordings. It’s a waste of everyone’s time. If this sounds
like your band, take your mp3’s down until you re-record. Then you
will be ready to start promoting. Even if you get three songs
properly recorded, it’s better than a full album of ghetto blaster
noise. No one in the industry expects a fifteen song album these
days. Some bands choose to release an mp3 per month, or a four song
digital EP release. All the rules have been broken, so do what’s
right for your band.

If you are financially
unprepared to record even one song professionally, you will need to
either fundraise socially (through Kickstarter.com or other
methods) or get a second job and make it happen. How will you do
anything else if you can’t do this? You should not be listed
ANYWHERE on the internet with unprofessional content representing
you – even on local websites and forums. If everyone followed this
advice, independent music websites would be more popular, and much
more rewarding to scour through.

Imagine our social networks
without all the amateur garbage?

This point is not to complain.
Each one of us is responsible for cleaning up our own act, and
watching closely what we bring to the world through our thoughts,
words, and other contributions. The more we utilize patience,
innovation, and accountability, the better.

 


Get Content:

What do we mean by content?
Well, you have your CD or EP recorded and you want to get started
with online promotion. You will need at least a biography, some
quality artwork, and some professionally done photos. Don’t be one
of those unknown artists promoting their new “single” to the world!
Have an impressive, professional body of work from the very
start.

 


Biography:

Many independent artists
struggle with biographies, and it’s no wonder. For many artists,
they know that they haven’t “done anything” yet, so they feel the
best option is to over-compensate. This is not the case. Think of
reading a biography as an equivalent experience to meeting someone.
The best tactic is to keep it concise and information-based, to
impress with the facts and not the over-hyped propaganda.

One thing I have noticed, as a
consistent pattern in the thousands of artist biographies I have
read, is the tendency to over-emphasize your story. You need to
have the ability to step outside yourself and put yourself in the
shoes of the reader, whether they are an industry person or a
prospective fan. How much about you would they possibly want to
read?

Far too many biographies start
with something like “David Smith has had a love for all things
music since the age of three, when he began to teach himself
singing, guitar, and drums.” They usually go on with tales of
junior high bands and an impressive number of instruments played,
including clarinet, saxophone, and recorder. Two pages later, the
bio is done and you have to wonder if they contemplated the process
at all. While David’s music may very well have been amazing, the
reader would most likely abandon ship before listening. It’s
important to be able to spot what will come across as arrogant.

It takes a discerning eye to be
able to choose what is relevant to share, and what no one is going
to care about. Your family and friends can’t help in this regard,
because in most cases they won’t be honest with you. For this
reason, hiring a professional bio writer, or someone outside the
band, is also a great option. You are often too close to yourself
to talk about yourself.

Another good rule of thumb is
to keep it short, and without language such as “The Evil Lizards
are the best band to come out of North America since Metallica.” As
great as this statement sounds, it will just end up making you look
like jerks.

It will not have the desired
effect (Metallica fans and media personnel foaming at the mouth to
check out your music). As you gain press (which we’ll get to) you
can also add press quotes to your bio. Why? Because it’s ok for
OTHER PEOPLE to brag about you – but you can’t do it yourself.
Remember that!

It’s also ok, even recommended,
to talk about your influences in your band’s biography. Until you
are as big as U2, go ahead and mention who influenced your sound.
As long as it’s done in the correct way, it will definitely entice
more people to give your music a chance, and also help your search
engine results, successfully tying your band name to the influences
of your choice. Just be sure to keep it humble and clear.

When in doubt, read Wikipedia.
It seems counter-intuitive, but when I write biographies, I try to
keep it concise and fact-based as if it was a Wikipedia page on the
artist. When you read an artist’s Wikipedia, you are not going to
get a whole bunch of promotional language. You are going to get
something stronger and much more convincing – cold, hard facts.

Proper comparisons example:
“Inspired by the likes of Tool, Metallica, Queens of the Stone Age
and Lamb of God, the Evil Lizards showcase their own aggressive
brand of metal-infused rock music.”

The reason a statement like
this would work is because the band is mentioning very successful
bands, as a tribute of sorts, while not making the language overly
promotional. This quote is meant to entice fans of the
aforementioned bands to wonder, “What do the Evil Lizards sound
like? If they sound anything like a cross between Tool, Metallica
and Queens of the Stone Age, they must be awesome!”

Wikipedia style example: “Sonic
Youth is an American alternative rock band from New York City,
formed in 1981. Their most recent lineup consisted of Thurston
Moore (guitar and vocals), Kim Gordon (bass guitar, vocals, and
guitar), Lee Ranaldo (guitar and vocals), Steve Shelley (drums),
and Mark Ibold (guitar and bass).” (Taken from Sonic Youth’s
Wikipedia page)

Formatting your band’s bio to
look more like a Wikipedia article makes it look more official, and
even though you may not think so, you will have many more bloggers
and media personnel take the time to learn about you when you are
not going on about yourself. Let the music do the talking.

 


Sample Band Biography:

Here’s a sample band biography
to help you. Remember, the bio is for the media, the music
industry, future contacts, as well as your fans. It should read
like a fact sheet, but keep it creative, energetic, and useful.

Be sure it represents your
band.

Make them want to listen.

1st Paragraph: You will
need an introduction. This should be a sentence that clearly
defines you, your band name or alias, where you’re from, your
specific genre of music (eclectic brand of space rock, punk-infused
speed metal – make it interesting but don’t lie!), etc. You can
also add a positive quote you have received from a website, blog,
radio or magazine review. (Rock Magazine calls the Sonic Spacemen
“A real rock juggernaut…the sound of the future”.)

2nd Paragraph: This
paragraph will go over the purpose of the bio. What is your band up
to? If you have a new CD coming out, this should be the topic of
the paragraph. Promotional information such as tours, events, or
music videos to support the album should also be mentioned here.
Keep it concise.

3rd and 4th Paragraphs:
Relevant information on band members (edit out the bit about your
drummer being the greatest player since Danny Carrey), band
accomplishments (festival spots, awards, licensing deals, glowing
reviews, etc), experience (tours, albums, song writing), and
information about the forming of the band can be delved into here.
Once again, it’s critical that this area is concise.

Ending: Summarize
current activities and events, the goals of the band, and be sure
to include another raving press quote here.

Remember, you do not need an
epic story to get noticed. Let the music speak for itself. The
shorter you can make your bio, the better. You do not need four
paragraphs. You just need to present yourself accurately and
professionally, and do not get in the way of the music. I remember
reviewing an artist who claimed that his album was “the best rock
album since Dark Side of the Moon”. Needless to say, my perception
of him was clouded from there on. I saw him as egotistical and out
of touch, and there was no way his music could come close to the
lofty heights his ego was reaching for. So how could I relate to
his music?

Band Artwork:

The artwork you choose will
represent your band, so make sure it’s strong and consistent with
your message and style. There are many independent and professional
graphic designers who will create custom art to help you stand out
from the crowd. If you are talented in the area of graphic design,
do it yourself! If you want to learn, there are plenty of courses
available, as well as online tutorials on graphic design. This is
where having no rules can help you. For some artists, even hand
drawn, or very low quality art, suits their image perfectly.
Remember, music fans check out new bands in many cases because of
interesting or intriguing artwork, whether it’s a CD cover or a
band logo.

Of course, many artists (and
business owners) stretch themselves too thin by trying to do
everything. It’s NEVER a bad idea to hire a professional. After
all, this is your image we are talking about. Why not scour through
the countless local bands in your area and take note of the ones
with eye-catching artwork. Usually, either the artist will be
credited on their website, or the band will be happy to tell you
who their artist is. Unless the band in question are doing very
well or heavily touring, chances are the artist is doing their work
“on the cheap”. While cheap is not always best, if you find the
right balance and work with good people, you can get a great
looking album cover and booklet for under $1,000.

Other great ways to find a band
artist are to post want ads in your local free classified websites,
or how about hosting a fan art contest? In
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