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			Introduction

			Welcome to the fourth edition of Music 3.0: A Survival Guide for Making Music in the Internet Age. As you’ve probably noticed, it’s now called Music 4.1; that’s because the industry has continued to change at a record pace and has now reached the next level of evolution.

			I originally decided to write this book precisely because the music world was changing so much. Oh, it’s always been evolving, but the speed of the industry’s remodeling has increased at a rate previously unimagined. It would be nice to say that this change was brought about by a leap in musical creativity, but that’s not the case. This metamorphosis has been caused by technology.

			The Internet has brought us so many conveniences and so many new ways of living our lives, having fun, and communicating with those we know and don’t know that we sometimes don’t appreciate how quickly it’s all come about. It’s also brought us so many choices in the way we make music and ultimately make it available that, unfortunately, it’s also left most artists and music makers dazed and confused with all the seemingly endless options. What should I do? How can I do it? Who are my customers and fans? What do they want from me? How do I reach them? How do I take advantage of all these choices? How am I going to make money? These are all questions that an artist might have asked previously, but the relevance and urgency of these questions have only increased with the current times.

			I came up with the concept of the original Music 3.0 edition after writing a post on my production blog (bobbyowsinski.blogspot.com; there’s now also music3point0.blogspot.com) in which I discussed the current woes of not only the music business, but especially the artists who are just trying to do the thing they love most—play music. 

			I know that some artists have grand ambitions to be the next Justin Timberlake, Christina Aguilera, Jay-Z, Coldplay, or any number of bestselling acts. Sometimes artists crave fame a lot more than they yearn to make the kind of music that will attract and keep fans for the long term. These type of musicians seem to burn out of the business the fastest after they realize how much work they really have to put in. 

			The vast majority of artists aren’t like that. They love what they do and are supremely happy when they find others who love what they do too. For them, just being able to make music without having to work a job on the side is considered a success. If that describes you, I hear you and feel you. Reading this book might not get you there, but it can set you on your way. Knowledge is power—and that phrase has never been truer than in the current music stage that I call “Music 4.1.” The possibilities for what can happen to your music are endless, but you’ve got to know how to take advantage of them before you can put them into action.

			Throughout this book, I’ll refer to various stages of music, like Music 4.0 as M4.0 or “M four oh.” It has a nice ring and rolls off the tongue well. But you’re probably wondering, “How did we get to M4.1? And what were M1.0 and 2.0?” I’ll go over all that in depth in Chapter 1, but briefly, here’s how I delineate the various stages of the music business:

			Music 0.5: The embryonic stage of the music business, predating recorded music, when the product was limited to sheet music and piano rolls and the song was much more important than the artist.

			Music 1.0: The first generation of the music business as we know it today, in which the product was vinyl records, the artist had no direct contact with the record buyer, radio was the primary source of promotion, the record labels were run by record people, and records were bought from retail stores.

			Music 1.5: The second generation of the music business, when the product was primarily CDs, labels were owned and run by large conglomerates, MTV caused the labels to shift from artist development to image development, radio was still the major source of promotion, and CDs were purchased from retail stores.

			Music 2.0: The third generation of the music business, which signaled the beginning of digital music and during which piracy ran rampant due to peer-to-peer networks. The industry, however, took little notice, because CD sales were still strong from radio promotion.

			Music 2.5: The fourth generation of the music business, in which digital music became monetized thanks to iTunes and, later, others such as Amazon MP3. CD sales plunged, the music industry contracted, and retail stores closed.

			Music 3.0: The fifth generation of the music business, in which the artist could communicate, interact, market, and sell directly to the fan. Record labels, radio, and television became somewhat irrelevant, and single songs were purchased more often than albums.

			Music 3.5: The sixth generation of the music business, when YouTube and other online video platforms become the new radio, and the digital side of the business began to slowly morph from one of downloads to streaming.

			Music 4.0: The seventh generation of the music business, where streaming became the preferred music delivery method for the consumer, making it profitable on a wide scale and increasing revenue for artists, songwriters, publishers, and labels. 

			Music 4.1: The generation of the music business where record labels and publishers are forced to adjust to the new business model brought about by streaming distribution.

			This book is an aggregation of concepts about the new music business in the so-called Internet Age, which I’ve been following for some time. It contains the guiding insights of some of the brightest minds in the music industry about where the industry has been, where it is now, and where it’s going. With so much information available, I wanted to do what I do best—collect it, organize it, and present it in a way that everyone can understand.

			As with my other books, I sought out the help of some of the most respected voices from the cutting edge of different aspects of the music business, and I’ve included selected quotes from them along the way. 

			Let me briefly introduce these respected experts to you:

			Dae Bogan has considerable experience in both music and social media marketing, starting out in event production for major brands such as Chipotle, Dell, Blackberry, Virgin Mobile, and Def Jam, and then becoming vice president of marketing for Shiekh shoes and their Shiekh music artists program. His current company, Chazbo Music, provides in-store video music entertainment services by programming custom-curated channels for businesses, music, and lifestyle.

			Richard Feldman is a very successful songwriter and producer who has both Platinum and No. 1 records and a Grammy award to his credit. He now leads a publishing venture focused on evergreen music compositions, a music library with Time Warner Cable and Fox Sports, and a successful music placement agency, Artists First Music. As a past president of the American Independent Music Publishers Association, Richard brings a unique perspective to publishing as a musician, producer, songwriter, and businessman.

			An expert on entertainment analytics, Larry Gerbrandt’s Media Valuation Partners advises its clients on the economics of media and content on traditional and emerging technology platforms. Formerly a senior vice president with research giant Nielsen Analytics, Gerbrandt provides a wealth of experience in entertainment market research that we’re pleased we could tap for this book. 

			Shan Dan Horan is the president of indie label Artery Recordings after his previous position of director of the New Media Department at Century Media Records. He’s also a talented music video director and photographer for his own company (ShanDanVideo.com), a skill set that’s quite in demand these days, when YouTube is the king of music distribution and discovery. 

			Bruce Houghton started his highly influential Hypebot blog because he wanted to better understand the changes in the music business in order to help educate the clients of his Skyline Music agency. Since then, Bruce’s blog has become a must-read for anyone at any level in the music industry. His keen observations come from being not only a highly prominent blogger but also a booking agent working in the industry trenches every day.

			Ariel Hyatt and her socially based Cyber PR agency have been guiding artists, bands, and musicians through the worlds of Facebook, YouTube, Twitter, and other social media platforms since their birth. Ariel was one of the first publicists to incorporate these tools into her skill set, and she’s one of the few true experts in the field of online publicity and social media.

			One of the pioneers of search engine optimization (SEO) and marketing, Gregory Markel’s company Infuse Creative touts major entertainment clients like Gibson Musical Instruments, New Line Cinema, the National Geographic Channel, Led Zeppelin, the Rolling Stones, the television show 24, and many more. As a recording artist and great singer, formerly signed to Warner Brothers, Markel has a deep empathy for the plight of today’s artist and provides an abundance of good advice.

			One of the most respected and beloved executives in the music industry, Rupert Perry held a variety of executive positions with EMI for 32 years. He went from vice president of A&R at Capitol to president of EMI America to managing director of EMI Australia and, later, of EMI Records UK to president and CEO of EMI Europe to, finally, the worldwide position of vice president of EMI Recorded Music. Rupert is well up on the latest technology and trends within the music business and shares some surprising contrasts between the old business and the one we’re in right now.

			Jacob Tell founded Oniracom, a new breed of company that provides a full line of digital media services to artists, labels, and management. Helping artists in the digital space since before YouTube, MySpace, or Facebook, Jacob has watched the development of social networking and learned how an artist can best take advantage of it along the way. Now 12 years old, Oniracom has branched from its core business of web development, social media marketing, and community management for artists into branding and design. 

			Michael Terpin is the founder of SocialRadius, a social media marketing company focused on outreach and strategy. The projects his firm has worked on include the outreach for recording artist Will.i.am’s Yes We Can video for the Obama presidential campaign (which won Emmy, Global Media, and Webby awards) and social media event marketing for music events like Live8, LiveEarth, the Green Inaugural Ball, and the David Lynch Foundation. Terpin also founded Marketwire, one of the world’s largest international newswires. 

			Dan Tsurif is head of digital strategy and an artist manager at Mercenary Management, where he handles the day-to-day management for The Casualties, Nekroantix, and Black Label Society. 

			While you read this book, be aware that there is one basic concept that it subtly follows. It’s an idea I’ve lived by for some time, and it helps to clarify an artist’s intent (which is now more important than ever) if kept in mind.

            
			Art is something you do for yourself. 

A craft is something you do for everyone else.

            

			You’ll see as you read this book that it’s really important to know whether what you’re doing is really an art or a craft because that will determine your level of involvement in the many jobs required to advance your career as an artist. If you’re making music just for yourself, all the rules change—as does your level of commitment to the muse itself.

			As I said before, the music business is changing rapidly and, though it may seem painful now, it will ultimately change for the better. There will be a lot of the old guard who will fall by the wayside, but it’s probably time that happened anyway (perhaps it’s long overdue). Consumers are more selective and sophisticated in their tastes and about technology, and that’s something everyone in the industry should not only be aware of but also cater to. It’s the only way to survive in today’s music world.

			Keep in mind that there are many, many issues that reach out to us in M4.1, but things change so quickly that this book would be obsolete before it even got on the retail shelves if it were too specific in certain areas. I won’t discuss the legal issues of copyright, I won’t evaluate individual distributors and social networks beyond some generalities, and I won’t discuss the relative merits of a particular website or service. Once again, things could all change so quickly that you’d get no value from the book if it were that detailed. I’ll look mostly at the big picture, but drill down where it’s appropriate.

			This book looks at how to use Music 4.1 to its utmost. If you’re an artist, you’ve got to be aware of all your options—both traditional and online. This book will show you who controls today’s music industry; who the new movers and shakers are; how to grow, market to, sell to, and interact with your fan base; how to utilize the new concepts that power M4.1; and what you need to do to harness the potential of M4.1, all without spending so much time online that you aren’t left with time to make music.

			It seems like a lot of information, but if you want to control your destiny in the new music industry, this book will show you how.

			This fourth edition includes the latest updated info whenever possible. There’s some philosophy, some how-to’s, and some predictions, but it’s all based on excellent information from expert sources, some of whom you’ll meet in this book.

			Keep in mind that this book is not only for the musician but also for other members of the music industry. Everyone must understand his or her options and challenges in order to survive in this new business environment. Hopefully, you’ll find this book to be an invaluable tool as you go forth into this new world.

			BOBBY OWSINSKI BIBLIOGRAPHY
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			The Recording Engineer’s Handbook, Third Edition (ISBN 1285442016—Course Technology PTR)

			The Audio Mastering Handbook, Second Edition (ISBN 978-1598634495—Course Technology PTR)

			The Drum Recording Handbook, with DVD (with Dennis Moody) (ISBN 978-1423443438—Hal Leonard)

			How to Make Your Band Sound Great, with DVD (ISBN 978-1423441907—Hal Leonard)

			The Studio Musician’s Handbook, with DVD (with Paul ILL) (ISBN 978-1423463412—Hal Leonard)

			The Music Producer’s Handbook, with DVD (ISBN 978-1423474005—Hal Leonard)

			The Musician’s Video Handbook, with DVD (ISBN 978-1423484448—Hal Leonard)

			Mixing and Mastering with T-RackS: The Official Guide (ISBN 978-1435457591—Course Technology PTR)

			The Touring Musician’s Handbook (ISBN 978-1423492368—Hal Leonard)

			The Ultimate Guitar Tone Handbook (ISBN 978-0739075357—Alfred Publishing)

			The Studio Builder’s Handbook (ISBN 978-0739077030—Alfred Publishing)
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			You can get more info and read excerpts from each book by visiting the excerpts section of bobbyowsinski.com.

			BOBBY’S ONLINE COACHING PROGRAMS

			101 Mixing Tricks—101mixingtricks.com

			Music Prosperity Breakthrough—musicprosperitybreakthrough.com

			BOBBY’S ONLINE CONNECTIONS

			Bobby’s Website—bobbyowsinski.com

			Bobby’s Music Production Blog—bobbyowsinski.blogspot.com

			Bobby’s Music Industry Blog—music3point0.blogspot.com

			Bobby on Forbes—forbes.com/sites/bobbyowsinski

			Bobby on Facebook—facebook.com/bobby.owsinski

			Bobby on Twitter—@bobbyowsinski

			Bobby on YouTube—youtube.com/polymedia
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