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Abstract

Public relations is of crucial importance in the music industry.  This paper will explain the history, evolution, value and future of public relations as it pertains to recording artists.  The position of public relations professional will be examined as well as various methods of promotion, publicity and public relations in the music industry.
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Chapter I:  Introduction

Background

Public relations is essential in any aspect of business.  The idea that businesses and entities cannot survive without a solid public relations campaign is one that holds an indescribable amount of weight and validity.  Businesses that are large or small, corporate or independent, household names or mere blips on social radars, depend on a solid foundation of communication, promotion and visibility to the public via public relations.  From press releases on new ventures to mass recalls of faulty merchandise, this aspect of communication is crucial to a company or entity at any level.  Any business entity or individual who desires to be in the public eye must have a strong public relations strategy, practice and team in place in order to stay afloat.  Without it, the business is destined not to succeed.  This paper will examine the importance of public relations in the business of music in relation to musicians and promoters.  

Statement of Purpose

The purpose of this chapter is to survey literature written on the subject of public relations in the music industry, synthesize and analyze these findings and develop a conclusion based on this research.  A survey of this idea will be demonstrated through a review and analysis of methods, practices and ideas, obtained by research of literature written on the subject, interviews with professionals in the field and a survey of various other mediums of information.  

This paper will attempt to identify the most important and relevant issues facing both artists and promoters in the modern music industry.  Methods, aspects, ideas and concepts will be examined, along with essential information for anyone considering a career as a recording artist.  The scope of efforts and methods that can be applied to promotion, publicity and public relations-- as well as how these will evolve over time-- will be established in this document.  

Public relations is important to musicians in order for them to succeed for a variety of reasons, which will be discussed further in the literature review portion of this paper.  Because performers are consistently in the public eye, it is critical to maintain a positive image, without which the artist might not succeed.  
Public Relations:  What is it and why is it important?

The term Public Relations is defined as “the business of inducing the public to have understanding for goodwill toward a person, firm or institution” (“Public Relations”, 2009).  Essentially, PR is all of the aspects of publicity and promotion for a product or entity as a means of gaining attention, popularity, notoriety and revenue.  In the best of times, PR means having the spotlight shone on an artist’s best achievement, such as winning a Grammy award or having their record go platinum.  In the worst of times, it’s crisis management, when the seasoned PR team that previously told the world about a band’s large donation to a women’s rights organization now has to inform the public of the stipulations of assault charges filed by the bass player’s wife.  Public relations is a culmination of everything artists need to get noticed by the public, signed to a record label, booked for a concert and made into everlasting idols to fans everywhere (Lanthrop, 2003).  

It has been said that Public Relations has been around nearly as long as man has known how to read and write.  Clark Claywood (1997) speculates that the notion of government communicating with the public via early forms of press releases to instruct villagers on how to rid their properties of rodents and other such pests could have occurred as far back as 1800 B.C. (Claywood, 1997).  Every organization—from churches, to kingdoms, to local shops—would spread the word of their ideas, policies and products to the public by means of literature and spoken word.  New laws set in effect by monarchs would be released to the public on scrolls of paper, to be spread over the land by the mouths of the masses.  New products would be advertised on small signs outside of shops to be tried and tested by patrons and passerby.  If the product was deemed acceptable, customers would spread the word to family and friends, thus beginning a chain of communication that would ultimately benefit the shop where the item was purchased.  If the customer did not favor the item—whether it was poorly manufactured, too expensive or not quite what it seemed—they would presumably tell others not to spend their money on that particular ware, thus potentially driving down demand for that product.  When demand decreases, so does the value and marketability of a product.  

Even in its simplest forms, public relations has a direct effect on not only earnings, but also the reputation of a business.  At times, public opinion can mean more in the success or lack thereof that a business experiences.  For example, a person might be more likely to shop at a certain store if their friend or relative recommend it.  By the same turn, they may be less likely to frequent an establishment if someone they know has a low opinion of that business.  The value of public opinion sometimes outweighs any strategy that a company attempts to utilize.  The same holds true for both musicians and concert venues, which will be examined in the literature review portion of this paper.  

Methods of disbursing information to the public used hundreds of years ago are still comparable to those used today.  For example, the Catholic Church was known for widely distributing its propaganda throughout the 17th century by way of verbal and written communication (Claywood, 1997).  Today, religious ideas are spread by groups such as Jehovah’s Witnesses, Mormon missionaries and other people by the same methods.  Mail delivered by the United States Postal Service is becoming less and less frequent with the popularity, convenience and cost-effectiveness of things such as e-mail, text and instant messaging.  When ideas and methods evolve, it is essential that industry evolves along with it.  Through many evolutions and technological advances, the music industry has also had to change with the times.  The importance of communicating effectively and efficiently—as well as methods of doing so—will be examined within this paper.  Without strategic public relations, a name cannot be built for an artist, thus almost rendering them useless for any and all marketing purposes.  

Public Relations in the Music Industry

Becoming a shining star in the music industry isn’t exactly as easy or storybook as some may think.  It is only seldom that the old adage about discovered waitresses, secretive record executives at the back of packed clubs and sending the first demo to a CEO of a major record label and getting signed actually occur.  Some bands may be under the impression that all they must do is play local concert halls, sell a few albums and mail copies of CDs to record labels in order to achieve fame and fortune.  Unfortunately, this is not the case.  In this time of digital media, social networking and satellite radio, the key to an artist’s success is a meticulously planned and well-executed public relations strategy.  This paper will examine the importance of public relations and promotion in the music industry.  In a society that weighs appearance and style above talent and creativity, public relations has become a crucial tool that too many overlook.  Somewhere in the world, an album is laying on a shelf, unheard and unknown to the masses.  Perhaps this album has a single that could potentially grow to be more popular than the Righteous Brothers “Unchained Melody” or Chubby Checker’s “Twist”.  But just how this record makes the journey from local record shop to the Billboard Top 100 is all a matter of public relations, promotion and publicity.  

The Importance of Public Relations for Musicians

Public relations, promotions and publicity are the most important tools at an artist’s disposal.  While some take out expensive advertising campaigns and spend thousands or millions of dollars on television spots, quarter-pages of magazines or commercials on the radio, some have yet to discover the value, convenience and cost-effectiveness of PR.  Where advertising costs money, PR is essentially known as “free publicity”, due in part to its emphasis on having other people do the work for the artists.  In furthering that statement, the artist sometimes has to do little to no work in order to gain publicity, instead instilling trust into their PR team.  

The PR team will manufacture press releases and disburse them to several media outlets, hoping to entice a journalist to write or produce a story on the artist.  In this paper, the relationship between a PR team and journalists—and the importance of such a relationship—will also be discussed and examined.  Without concert and album reviewers in publications like Billboard or Rolling Stone and various blogging sites, potential fans might be less likely to pick up an album by an otherwise unknown artist than if they had read a stellar write-up in their favorite magazine.
It almost goes without saying that public relations, promotions and publicity are the most critical aspects—and often, determinates—of an artist’s career.  Talent can be found in every corner of the world; in any city in America.  But it takes that special something for an artist to stand out.  Some might believe that this something is an artist’s talent, when in fact talent has little to nothing to do with initial success, staying power or brand-ability.  What actually makes an artist stand out is everything except their talent.  It’s the look, marketability, relateability and overall feel of the person or persons responsible for making the music.  In fact, as some might now begin to discover with the popularity of lip synching and backtracking, artists need not even actually sing anymore to be popular.  This aspect will be examined further within the paper, with examples of the boy band craze of the late 1990’s and early 2000’s.

Aside from perfecting the public image of the artist, PR has aspects that are important to connect the artist to fans, via a variety of methods.  Meet-and-greets, record signings, talk show appearances and charity events are all important in delivering that sense of relateability to the potential listener.  No longer can artists simply sit idle in their home offices, making calls to various people in order to gain some sort of public presence.  They must go out and be seen by the public, interact with them and show them that they are one in the same.  Often times, less of a rock star element and more of a guy next door feel do wonders for bands who might otherwise not have been able to gain popularity (Greenwald, 2003).  

Gaining listeners, aficionados and lifelong fans was once a simple feat for bands, singers and recording artists.  Incessant calls to Program Directors at local radio stations would finally come to fruition when the band’s newest single from its album reached the airwaves of their hometown.  Bands would get the call to play a late-night gig at a local club following their new-found FM fame, generating a crowd of long-time groupies and potential new fans.  If ticket sales were high enough, bands would be invited back to the venue, with the opportunity to play more nights for a higher pay rate.  Artist & Repertoire representatives from record labels would sit in the back of the club, watching and listening for their newest potential addition to the company roster.  After the signing, records would be distributed to stores with hopes of owners frequently calling back to place more orders.  The band would move on from minimal capacity rock clubs to massive amphitheatres with hundreds upon thousands of screaming fans, achieving fame and eternal stardom in just a matter of months.  This is the way it used to work for artists, when the only way to hear a new song was to turn on the radio or take a trip to the local music hub.  In the 21st century, however, things are not always that simple.  

With the advent of YouTube, Myspace, On Demand, PDAs and satellite radio, it is a certain feat of its own to get people to come out to a live concert or purchase an album.  With everything from archival footage to the newest single ready and waiting to be downloaded with a simple click of a mouse, concert-goers and record-buyers are becoming a dying breed.  Both promoters and artists must now find new ways to entice patrons to purchase tickets, find parking, drive to a venue, listen to the music and buy a t-shirt.  When the world is at the fingertips of the masses via the web, artists and promoters must find a way to convince those who are used to such convenience to emerge from their electronic bubble and immerse themselves in a sea of live music.

It has been said that everyone has their “fifteen minutes of fame”.  In the music industry, however, it is less.  Bands can either get one big, hit song on the radio, play sold-out arenas and release anthologies, or they can have one small hit song and become one-hit wonders, destined to only have their music re-visited during nostalgia television shows such as VH1’s I Love the 80’s.  Artists seek to peddle albums to fans, accrue top spins on local and national radio stations, sell tickets to concerts, turn a t-shirt into a collectors’ item and change a simple band name into a marketable brand, all in time to keep the public buzzing before their interest fizzles out.

Summary

This paper will attempt to identify the most important and relevant issues facing both artists and promoters in the modern music industry.  Methods, aspects, ideas and concepts will be examined, along with essential information for anyone considering a career as a recording artist.  The scope of efforts and methods that can be applied to promotion, publicity and public relations, as well as how these will evolve over time, will be established in this document.  At the conclusion of this paper, it is the intent to prove beyond a shadow of a doubt that public relations, promotions and publicity are crucial to the music industry.
Chapter II:  Literature Review

“There didn’t used to be so many publicists.”

Frank Pierson (Cieply, 2008)  

There was once a time when a journalist could call a singer, drummer, guitarist or musician’s spouse to initialize contact, meet or gain information.  Now, it seems as though every person in the public eye has a publicist, including actors, musicians and even the salesman standing behind the hot dog cart that is on the street during lunch hours.  It has even been suggested that publicists may themselves also have publicists (Cieply, 2008).  There are now certain hoops that a journalist must jump through in order to get even a miniscule tidbit about the life of a celebrity.

All of this, though, is almost easy to understand.  In a world where anyone can buy an inexpensive camera, stand outside of a Hollywood hot spot, take pictures of stars in awkward, dangerous or inappropriate moments, and get paid thousands of dollars per shot, it seems very understandable that a band might want a publicist to handle information going out to the public.  

Publicity:  Free Advertising

“Isn’t it funny?  One type costs everything and means nothing, and the other costs nothing and means everything.”

On the difference between advertising and public relations.

· James Ernest, President & Founder of Cheapass Games (Feehan & Chertkow, 2008).


An insurmountable number of pieces written on the topic of public relations cite publicity as the single most important tool at an artist’s disposal.  Essentially, publicity is free advertising.  Whereas advertising in television, radio or print can cost hundreds of thousands of dollars, publicity can have little to no cost to the company (Lathrop, 2003).  


Publicity is especially valuable to the up-and-coming artist, who may be starting with little to no working capital.  Indie, grassroots and very young artists can perhaps benefit from it even more.  Being free (or nearly free), publicity is already very cost-effective, allowing the artist to free up funds to invest in other areas such as the hiring of a personal manager, recording studio time or basic living expenses  (Lathrop, 2003).  


As Feehan & Chertkow (2008) explain in their book, The Indie Band Survival Guide:  The Complete Manual for the Do-It-Yourself Musician, contrary to popular belief, there is no magic button that can be pushed to generate publicity.  It is speculated that some artists believe that publicity should find them, rather than vice versa.  The authors attempt to emphasize the importance of hard work, ambition, faith and fortitude in generating recognition for an artist, rather than simply sitting idle and awaiting for someone to discover a piece of music (Feehan & Chertkow, 2008).  Long ago, journalists were known to pound the pavement in order to find a good story, seeking out any and all leads that might generate a solid headline.  In present times, this is not so, partially due to advances in technology and the way information (i.e., press releases and EPKs) is distributed.  The authors point out that artists should nix the idea that a journalist will cover a story on a group solely based on the fact that they play good music.  Just because an artist releases an album, plays a show or exists in general does not mean that someone will recognize their work or attempt to cover them in a feature story.  Hard work is crucial in gaining publicity and must not be overlooked (Feehan & Chertkow, 2008).  


With new, green, emerging or indie artists, the authors (Feehan & Chertkow, 2008) suggest that there is an air of innocence around them, believing that everything in the music business is altruistic and done solely for the fact that an artist performs well.  They maintain (Feehan & Chertkow, 2008) that this is not the case; That publicity, notoriety and fame occur only when hard work is involved on the part of an artist’s PR team.  In order to get in the press, an artist cannot just continue to play shows, release records and hope that a journalist will pick up on them.  Rather, the PR team must come up with a strategy to gain exposure from various media outlets (Feehan & Chertkow, 2008).  
How an Artist Gets Publicity


When one considers how an entity such as a band gets noticed, one may think of standard advertising, such as radio, print or television commercials.  One may not realize that a vast array of outlets can be utilized in order for a band to gain attention and notoriety from the public, without using traditional means.  Whereas advertising seems to have a straight-forward design, publicity is something that can be abstract, to be utilized in a variety of different mediums.

As Tad Lathrop states in his book This Business of Music Marketing & Promotion (2003), “publicity is the art of attracting attention via the information outlets that consumers routinely use”.  Television, radio, print and internet mediums are often the easiest and popular methods of gaining publicity.  While none is viewed to be necessarily better than the other, it is commonly understood that any one or combination of several can serve as extremely valuable to an artist.  

Television

In the age of terrorism, school shootings and historical politics, the world of entertainment is often overlooked in local and national news broadcasts.  It is often the belief of the media that the public has a certain taste for specific issues and that they tune in to a news station to learn about these issues.  It is because of this that music is rarely covered on television in a broad spectrum.  There are, however, many specific programs dedicated to showcasing music.

The music world has several networks tailored specifically to its connoisseurs and fanciers.  MTV is one such network.  Founded in 1983, MTV was a station initially dedicated to broadcasting music videos from artists all over the country.  Over 20 years later, the single station has evolved into several different entities—including MTV2, MTVU, etc—each with a specific target audience. While the bulk of smaller artists will never see air time on a channel such as MTV, the station is a great way for mainstream artists to gain exposure.

While MTV, VH1 and BET typically broadcast top hits from mainstream artists, there are also multiple stations that show material from lesser-known groups.  The United States’ FUSE and Canada’s Much Music are two such entities which cater to a more independent, underground music genre.  

Smaller, independent networks are often the best outlet for an up-and-coming band to begin.  Because they are often not bogged down with an alarmingly large amount of sponsorships, advertisements or other assorted agendas, small stations have more time (and less corporate structure) to show videos from non-mainstream artists.   


Print
A variety of music publications exist in today’s world.  Popular mainstays such as Rolling Stone, Alternative Press and Spin are staples in the modern music community.  Smaller, more independent magazines such as The Deli, Kerrang! and Paste are also important publications.


Though no studies have shown that publicity has more of an effect on the public, there is certainly an idea that people might be more likely to attend a concert, purchase an album or spread the word about a band when they see an article written about a band, verses just an advertisement (Cameron, 1994).  

Anyone can take out an advertisement.  People can purchase space in a magazine or newspaper and put any product or service in that area.  For example, a band can take out a ½ page advertisement in a local newspaper, promoting their upcoming concert tour, CD, merchandise, etc.   Since there are an abundance of advertisements similar to this in the publication, it could be speculated that the reader might just look over it.  Pages upon pages of advertisements of all sorts-- with pictures, claims, statistics, etc—often take up entire sections of periodicals and assorted publications.  If the reader recognizes that this section will appear, they may choose to skip over it if they are not in need or interested in a new product or service.  Theoretically, the thousands of dollars in advertising that appears within a single publication could be lost, if only because people might be uninterested in reading large sums of ad space.  When bands take out an advertisement—be it eye-catching, witty or creative—it might be totally overlooked by the reader, who might be searching the pages in order to find an article on a favorite band.

Therefore, it might be true that publicity through third-party endorsements—such as pieces on bands written by music critics—might prove to be more valuable to an artist seeking to sell records, concert tickets, merchandise, or just promote their band in general.  If the reader is flipping through a magazine, they could potentially stumble upon two separate pieces of information:  a ½ page, color advertisement about a band’s upcoming album or a ½ page review of a band’s upcoming album that has been written by a music critic.  The current research suggests—though, it has not yet been proven—that the reader will be more likely to respond to the article written by the music critic than the advertisement taken out by a band’s management (Cameron, 1994).  

Additionally, it is safe to assume that the reader knows the difference between an advertisement that has been paid for by a band’s management and an article that has been written about a band by a music critic.  It is assumed that the public realizes that claims made by an advertisement might not necessarily be true, but that statements made in an article might be more truthful and reliable, especially if the person writing the piece is a reputable or well-known source, such as a seasoned music critic or industry professional (Cameron, 1994).

Radio

It’s 5:00pm and the afternoon drive disc jockey on the local active rock station is about to spin the newest artist’s latest single that has just topped the charts.  The DJ excitedly talks about the completed album, due to hit store shelves in the next few weeks.  Soon, that artist’s hot hit flows over the airwaves.  Perhaps it can be heard blaring from the stereo of a car which is stopped at a red light at a busy intersection with its windows rolled down and its bass turned up.  Maybe it is the sound carrying throughout the neighborhood as a construction crew cranks up their portable radio.  In any case, the ultimate goal of the artist may have just been accomplished:  one song from an album that may have taken months or years to create is now being heard by countless potential fans in the local and surrounding area.  

It would seem that radio could perhaps be one of the most important areas of media coverage to a musical artist.  Beside the obvious fact that a song is playing across the airwaves for the entire world to hear, there are many other benefits of radio.


Specialty Radio Shows

Radio specialty shows can be extremely useful to a lesser-known artist.  Sometimes geared toward specific formats—and otherwise, toward anything at all—specialty shows often showcase a specific genre or style of music.  Many of them showcase brand new music that is sometimes either not yet or completely unavailable to the general public.  In fact, there are entire websites (such as http://www.fmqb.com) that are dedicated solely to keeping track of the spins of new acts that can be heard on specialty shows (Love, 2009).

Specialty shows can be used to the advantage of an artist in many ways.  Record promotion companies will send packages with CDs, biographies and other information or merchandise to a radio DJ that might be interested in playing the music of the company’s client on the airwaves.  Often followed up with a phone call, the promotion company executive will attempt to convince the DJ to spin an artist’s track on the specialty show (Baskerville, 2006).  Because so many DJs who host specialty shows have total control over what music they play, (with a little bit of insight from the station Program Director), the promoter will typically attempt to push a record at a DJ until someone agrees to take a listen or it finally sees airplay (Love, 2009).  

Because this type of radio often relies so heavily on a DJ’s personal taste (since that DJ will often listen, review and play the music sent to them), specialty shows are also a great way for an artist to get free publicity.  Much like when a music critic writes a review on a CD, well-known, liked and respected DJs who play and recommend tracks and artists to their listeners often help to help that artist gain exposure (Love, 2009).  
These artists will typically either be unknown or lesser-known.  Sometimes, the artist will be very well-known, but might have a song that would not necessarily appeal to their normal fan base, or may not sound like a traditional tune produced of radio.  Often times, a specialty show is the first stop for independent music that hopes to one day see mainstream chart positions (Love, 2009).  Specialty radio is important to those who may not otherwise have a chance of getting a single played on a typical radio station. 
On Working with the Public


The public’s view of an artist’s persona is perhaps the most important aspect of the career of the professional musician.  Some would even argue that the public perception is more important that the music itself.  It is crucial to the success of an artist that the public likes them.  Though this seems to be simple and that it should go without saying—neither are true.  In fact, it is too often that an artist with insurmountable talent is not well-received by the public due to their persona and therefore remains or becomes unsuccessful.


Crisis Communication

An example of the importance of a well-oiled and masterfully crafted public relations machine is Britney Spears.  An award-winning pop phenomenon, Spears released her debut album …Baby One More Time on Jive Records in 1999.  The album’s single peaked at #1 on the Billboard Top 100, landing the young performer spots on television programs like The Today Show, Good Morning America, and MTV’s Total Request Live.  Spears appeared on covers of top music magazines such as Rolling Stone and began dating other young stars like boy band sensation and N*SYNC member Justin Timberlake, thus boosting her popularity and notoriety with the public.  Spears went on to appear on several television shows, in major motion pictures and quickly became the spokesperson for teenaged girls across America and all over the world (“Britney Spears”, 2009).  

The impressive resume and inarguable impact on modern popular music that Britney Spears possessed from the late 1990’s and early 2000’s was overshadowed by a succession of abnormal behaviors beginning in 2006.  Spears was questioned by the Los Angeles Department of Children and Family services for a number of incidents, including injuries to her infant son Sean Preston, resulting from being dropped from high chairs, cars and his mother’s arms (Vineyard & Harris, 2008).  

The events over the next two years severely tarnished the singer’s reputation.  Spears was photographed drunk at clubs during her high-profile divorce, with revealing shots of the star exiting her vehicle, seen plastered all over the pages of magazines and websites.  Several stints in rehab followed, while the very public psychological breakdown of the young starlet was broadcast on media outlets across the world (Vineyard & Harris, 2008).  

The first year of Spears’ impending downward spiral was marked with a noticeable lack of what is known as “crisis communication” by her management team.  The term “crisis communication” is “a sub-specialty of the public relations profession that is designed to protect and defend an individual, company, or organization facing a public challenge to its reputation” (Crisis Communications, 2009).  There are points in the career of an artist that will include tragedy, criminality and other assorted mishaps.  The team of PR professionals that help make up their management team have a critical role in “damage control” when it comes to the public life of their clients.  During this first year, Spears’ team only vaguely responded to press inquiries into why her behavior was becoming so erratic. It is of utter importance that a PR team keeps an open communication with both the public and press, especially in difficult times.  When this is not done, it is reasonable to say that the public may come to distrust the artist or her team, leaving them devoid of reasons for their idol’s behaviors and how they are impacting her career.  Had Spears’ team exhibited a forthright policy of keeping the public informed on her status—or taken an active role in controlling the behavior as best they could—perhaps the spiral would have stopped after the first year.  

In 2007, Spears made several attempts at rehabilitation while rumors circulated about possible mental illness or substance addiction.  While tabloids and other publications speculated on the causes of Spears’ behavior, her PR team remained silent, taking a back seat to an impending image disaster.  Spears was filmed in public, speaking in various voices and accents, engaging in physical altercations with members of the paparazzi and seeming to have a complete psychological breakdown in front of the eyes of millions of viewers.  In June of that year, Spears’ personal publicist resigned, his decision speaking volumes of the inadequacy of her professional team.  As Spears’ divorce with Federline became final, she lost custody of her children due in part to safety concerns as a result of her public antics (Vineyard & Harris, 2008).  

A September performance on MTV’s Video Music Awards was supposed to be the comeback that Spears’ fans were anxiously waiting to see.  Instead, a very out-of-shape Spears’ was broadcast stumbling on the stage with lax effort on choreography, lip-synching to her own song playing in the background.  The press—who were seemingly hungry for news on Spears—penned stories on her impending doom as an entertainer.  Some even speculated that the singer might die within the next few months as a result of her reckless behavior.  A succession of hospital visits followed and it was not apparent when—if ever—the singer would get back on track (Vineyard & Harris, 2008).  It is now two years after her career nearly ended and Spears’ is still attempting to repair her relationship with the public.  

Spears is not only a demonstration of the importance of public relations and promotion to launch the career of a recording artist—she is also the poster-child for what crisis communications can do to save a career.  Father Jamie Spears eventually gained conservatorship over the pop star and tabloids are now seemingly devoid of stories and images of Britney Spears.  Her album Blackout was released on November 13, 2007 and debuted at #2 on the Billboard 200, making Spears the only female artist in history to have all five of her first albums in the top positions on the chart (Britney Spears, 2009).  As the singer nears her 28th birthday, her life in the public eye serves as a testament of the importance of PR in the music industry, the aspects of which will be discussed further in the literature review.
Fall Out Boy

Where some artists falter, however, many enjoy unbridled success in their careers.  The pop-punk band Fall Out Boy is a group of young men from a small town in Illinois.  Having formed in 2001, these college friends achieved independent record label success with their first full-length album, Take This to Your Grave, released on May 6, 2003 on Fueled by Ramen records.  Like many bands just starting out, FOB played various local rock clubs and Knights of Columbus halls across their state, eventually branching out and going on tour nationwide.  With their hit 2003 song “Dead on Arrival”, the band enjoyed their first taste of stardom.  Their songs were soon heard on Target commercials and their videos were shown on FUSE and mtvU, helping the band get noticed by Island records, leading to a signed deal in mid-2003.  In 2005, the band achieved double platinum success after their album From Under the Cork Tree sold 2.5 million copies in the United States (Fall Out Boy, 2009).  Through a straight path of publicity (and the marriage of singer Pete Wentz to fellow pop artist Ashlee Simpson), Fall Out Boy were able to build a solid foundation for themselves, making them stand out in the public eye.  

Having been diagnosed with Bipolar Disorder at a young age, Pete Wentz knew his limitations on how much stress his body could handle.  In February 2005, however, Wentz attempted suicide in his hotel room, taking an overdose of the anti-anxiety medication Ativan.  After spending a week in the hospital, Wentz moved back in with his parents and his PR team immediately took the initiative to inform fans via the band’s website about what had occurred, while also stating that the singer would seek professional help during his recovery.  As a result, Fall Out Boy’s PR team may have prevented a tarnished reputation by keeping the public consistently updated on the singer’s status, even scheduling magazine interviews with Rolling Stone to open up about his mental state (Fall Out Boy, 2009).  
In August 2008, Wentz came up with a ground-breaking, near- genius idea to get fans to buy the band’s newest album.  Never letting on that they were thinking of a new album—let alone already had one recorded and finished—Fall Out Boy initiated a “viral marketing campaign” for their newest release.  On August 19, 2008, a very pregnant Ashlee Simpson waddled her way inside Los Angeles celebrity dining hot-spot “The Ivy”.  In her hands were stacks of pamphlets that read, “Citizens for Our Betterment”, which she began passing to movie stars, recording artists and industry professionals throughout the eatery.  While many initially questioned if the singer had joined a cult, they soon discovered that the pamphlets were not religiously nor politically motivated, however a highly-skilled and delicately-orchestrated marketing campaign implemented by Simpson’s husband Wentz.  The pamphlet contained a website address that, when entered, took fans to a mock-political site titled “Citizens for Our Betterment”—the same title as Fall Out Boy’s newest album (Harding, 2009).  Though the album has yet to be released as of this writing, it already has an insurmountably valuable buzz because of Wentz’s viral marketing campaign.  With tools and creativity such as those demonstrated by the singer—coupled with their past and future success—it is easy to understand the importance of public relations, publicity and promotion in the music industry.  
Social Networking Websites


The advent of social networking sites such as Facebook, Myspace, PureVolume, Last.FM and others have made it beyond simple for musicians to get their music heard.  While many upload their music to websites such as ITunes and Napster, these downloading sites do not offer the same valuable publicity aspects that social networking sites do.  These sites allow artists to pass along information in a manner that is simple, free and reaches millions of potential fans—all of which can be done in a matter of seconds. With the increasing popularity of these sites, it is nearly necessary that every artist subscribe to at least one of the hundreds of social networking sites that are available on the internet.  Whereas other methods of public relations—such as press releases and television appearances—are effective in garnering publicity for an artist, social networking sites do what other methods cannot:  they have the potential to communicate directly with the fan (Kooser, 2008), via messaging, commenting—and even what is known as “poking”.  

In 2008, it was reported in an issue of Restaurant Business that 37 percent of adults in the United States admitted to using social networking sites.  It was also stated that 70 percent of teen users also utilized these websites (Kooser, 2008).  From these figures, it can be inferred that millions—possibly billions—of users worldwide log onto social networking sites, further confirming their value in the world of public relations.

Myspace


Founded in 2003 by Brad Greenspan and his colleagues, Myspace is a social networking site that allows people to connect with each other over the internet (Frequently Asked Questions, 2009).  Over the past six years, Myspace has transformed the every day nobody into an internet superstar, via personal, customizable web pages that allow users to express everything from interests to photographs over the World Wide Web.  Originally designed as competition to www.friendster.com, Myspace gained headway fast, becoming the internet’s most popular social networking site in 2006 (Frequently Asked Questions, 2009).  Myspace is not only a valuable networking tool for people in general—it has become a mainstay of PR for various businesses, including restaurants, bars, jewelry stores and organizations.  An article by Amanda Kooser (2008) told how a restaurant used the Myspace bulletin feature to send out virtual menus, advertisements and flyers to users, thus potentially increasing their customer ratio in ways that might otherwise not have been possible had the owners used traditional means.  

Myspace is also an invaluable tool for recording artists.  The fully customizable homepage includes places for artists to upload MP3s, photographs and biographies.  Users can also search Myspace for a particular genre of music, an artist’s name or by clicking the featured band on the website’s main home page.  While visiting the artist’s page, fans may listen to, download or add MP3s to their personal Myspace pages, thus allowing the fan to pass around the artist’s music to others (Frequently Asked Questions, 2009). 
Myspace allows the artist to customize their page, using colors, schemes, templates and other widgets to project their images, ideas and music to the public.  A Myspace profile can be created in a matter of moments, even for those who may not be well-versed in HTML or simple web design.  Artists can upload everything from MP3s to EPKs on the site, thus enabling them to spread their music with ease and success (Frequently Asked Questions, 2009).  Because everything on the site is free, it is very cost-effective for artists, allowing them to save money on what might have otherwise been spent on mailing CDs to various parties.  

  With a click of the mouse, users may “friend” an artist to their profile, thus linking the music site with their own personal page.  Users can also add the artist to their “Top Friends”, where the artist’s home page will appear in a prominent position on the user’s personal page.  On the fan’s personal page, other users may browse the list of users that the fan is friends with, allowing them easy access to pages. With the “friend” option, it is easy for an artist to make contact with potential fans that may not have otherwise been able to hear their music (Frequently Asked Questions, 2009).  Therefore, it would be advisable from a public relations standpoint for an artist to tell their fans to add the music page as one of their “Top Friends”, thus showcasing the band in prominent manner.  

Facebook
Like Myspace, Facebook is one of the top social networking sites on the World Wide Web.  Originally targeted to college and high school students, Facebook has expanded to include a clientele of adults, businesses and even celebrities (Facebook, 2009).  Though not as customizable as Myspace, Facebook offers a variety of options that assist artists in free publicity, promotion and public relations.
Facebook offers a unique feature called “Status Update”—an open box where users are encouraged to type “what’s on your mind” (Facebook, 2009).  Almost comparable to an American Online Instant Message “Away Message”, users can type in anything they wish including thoughts, feelings or general statements.  These updates are then viewable by other users via the user’s homepage, where status messages of friends are updated on a continuous basis.  Through the status update, an artist could type any message that they wish others to view, such as the location of a concert, information on a new release or simply asking fans to refer their friends to the artist’s homepage.  Artists are not limited to any particular subject that they wish to type into their status update (Facebook, 2009).  An invaluable tool for public relations, this option allows the artist to communicate simultaneously and directly with millions of established or potential fans.  
Through the comment feature, fans have the chance to publicly express their feelings on the artist, music, photos or any other information contained in the profile.  Kooser (2008) writes that a restaurant employee cited spending nearly 40 hours a month using social networking sites, due to the importance of not only connecting directly to customers, but also the importance of other potential customers being able to view comments on the restaurant’s homepage.  These comments could serve to bring in new customers who might not have otherwise visited the establishment had they heard about it through an advertisement or newspaper article.  The same holds true for artists—fans can comment positively on the artist’s homepage and inspire another user to listen to music, come to a concert or purchase an album.  
The Public Relations Professional


It is necessary for an artist to have a well-oiled, professional public relations team.  Multi-faceted, the team usually consists of a number of individuals trained in various areas of expertise.  Perhaps the single most important entity of this team is the publicist.  

The Role of the Publicist

At their very simplest, publicists often serve as the sole means of communication between the media and the artist.  They work with members of the media to publicize, recognize and overall spread the word about the artist they represent.  Whether they work on an independent basis or as part of a large firm, the publicist is always highly professional and understands every aspect of their job (Public Relations Specialists, 2009).

A good publicist will essentially do all of the work for the artist.  They are different than an agent, but can be used interchangeably.  The publicist is responsible for all of an artist’s promotions, publicity and touring.  The publicist will organize all of the artist’s publicity campaigns and coordinate nearly everything happening in both the personal and professional life of the artist, including scheduling, appearances, tours and breaks (Naggar, 2007).  Essentially the nucleus of the PR team, the publicist is the center of every happening in the professional life of an artist.  

The Nature of the Work

Being the nucleus of the PR team also means that the publicist is accountable for nearly everything, including the reputation, marketability, and sustainability of an artist (Public Relations Specialists, 2009).  When anything newsworthy happens in the professional or personal life of the artist—be it good, bad, tragic or life-altering—the publicist is the person in the forefront.  Media outlets are typically well aware of whom to contact in any situation and that person is nearly, if not always, the publicist.  This person needs to be reachable at all times via telephone, e-mail or otherwise, consistently keeping an open line of communication between their client and the media (Public Relations Specialists, 2009).  

Serving as the messenger for the client, everything the artist wishes to express publicly goes through the publicist.  Typically well-versed with legal knowledge, the publicist understands and is able to differentiate between what the public needs to know and what should remain under the radar.  It is because of this responsibility that the publicist needs to know more than just the facts about their client—they must wholeheartedly understand the artist’s ideas, beliefs, attributes and stance on nearly every issue fathomable (Public Relations Specialists, 2009).  

At the very least, the publicist should have some sort of background or training in journalism, promotions, publicity or public relations.  Though a degree is preferred for most entering the field, it is not necessary, as both agencies and clients often prefer a proven track record of experience over education; those with the strongest history of success and the deepest media connections are often those that will land more lucrative positions.  Many entry-level publicists will have experience from internships or small, part-time positions within the field.  Some may specialize in certain areas—such as music—in order to carve a niche.  The potential publicist must be strongest in their communication skills, including written and verbal.  Membership in professional organizations such as the Public Relations Student Society of America are valuable to have and can offer many connections and potential job opportunities (Public Relations Specialists, 2009).

The greatest numbers of positions are available in large, thriving cities such as Los Angeles, New York City, Chicago and San Francisco (Public Relations Specialists, 2009).  In music publicity, it might be desirable for the aspiring publicist to focus on jobs in areas with a well-known and established music scene, such as Nashville, New Orleans or Seattle.  

Outlook

According to the Bureau of Labor Statistics (2009), there were 243,000 public relations professionals working in the United States in 2006.  This number is expected to increase by 18%-- or to 286,000-- by 2016.   Any position in public relations would prove to be highly competitive, with people from all skill, education and career experience levels competing for the same job.  Additionally, as with any profession, those who specialize in publicity—and further, those who specialize in music industry publicity—could face the most difficult task of finding employment.  Of course, the projected number of qualified applicants will well surpass the amount of available jobs, thus forcing the majority of individuals in this field to start their own line of business.  This could be detrimental or beneficial, as many companies hire PR professionals, while a large number hire independent contractors.  The employment of public relations professionals is expected to grow faster than average, expanding to 18 percent by the beginning of 2016 (Public Relations Specialists, 2009).  


Salary


As of May 2006, the median yearly salary for those in the field of public relations was $47,350 (Public Relations Specialists, 2009).  According to the Bureau of Labor Statistics, the middle 50 percent of public relations practitioners was $65,310 in May 2006 and the top ten percent earned more than $89,220 (Public Relations Specialists, 2009).  Of course, these figures could be skewed by a number of factors, including the type of public relations professional and their specialization.  As of this writing, there is no reliable data regarding the specific job of publicist.  The job title of public relations specialist can be considered much broader than that of a publicist.  There is also no reliable data for the job title of “music publicist”, though it can be inferred that their earnings would be comparable to that of a public relations specialist.  


Professional Organizations


A multitude of professional organizations exist for the aspiring or established public relations professional.  These organizations are especially important for networking opportunities within the broad or specific areas of specialization in their field.  For artists or others searching for representation, these organizations also serve as a valuable aid in finding a vast array of professionals in their area.



Public Relations Society of America


Founded in 1947, the PRSA is the largest public relations organizations in the world.  As of this writing, they are made up of over 109 Chapters, 285 Student Chapters and have over 32,000 active members.  Encompassing members representing different areas of business and technology, the PRSA has members that come from all specializations, including health care, internet technology and entertainment.  The goals of the PRSA include “advancing the profession”, “strengthening the society” and “establishing global leadership” (Overview and History, 2009).  



International Association of Business Communicators

The IABC is an organization that encompasses much more than just public relations, including media relations, corporate communications, public affairs, investor relations, government relations, marketing communication, community relations and writing (About IABC, 2009).  An organization such as this would be ideal for the professional who is looking to broaden their network, expand their horizons or explore other careers or areas of expertise in the world of communications.  The IABC has existed for nearly 40 years and has chapters in 80 countries around the world.  It can be used as a social networking tool for those looking to meet others in their profession, a helpful tool for students seeking to narrow down or broaden their interests in careers or as a job search tool for people experienced in any of the fields.  The IABC’s website also states that those working as independent contractors or freelancers can find clients looking for representation on the site (About IABC, 2009).  



Entertainment Publicists Professional Society

With a name that is nearly self-explanatory, the EPPS is an organization geared toward those who are working as publicists in the world of entertainment.  Those with niches in television, music, sports entertainment, etc can find an extensive network of fellow professionals within this organization, which was founded in 1991 by a group of entertainment public relations professionals.  With chapters in New York City and Los Angeles, the organization is geared toward those who are currently working within the entertainment field.  Like most other professional organizations, it is also open to full-time students who are pursing a degree in communications, public relations, marketing or journalism (Mission, 2009).  
Chapter III:  Analysis

Prior conceptualization of Topic

Based on extensive research into the area, it is clear that public relations is crucial to the music industry.  The question of the importance of public relations in the music industry is not one that is often posed.  Seldom does one find a book or article written on the matter, let alone a discussion or any sort of major work.  It was with this observation that the decision to create this project came about.  


Though it has been argued that public relations itself is becoming increasingly important in today’s modern business world (and especially with the current state of the economy, businesses can use all of the free advertising they can get), little has been discussed about how this pertains to the music world.  Still less has been written about how it applies to musical performers, and the fact that this is one of the most valuable tools they can use.  In fact, there is no doubt.  Proof was needed to answer this question, which is where the research provided to be valuable.  
Research on the Topic


Limitations of Sources


Though there are hundreds of articles on public relations itself, little has been written about public relations as it relates to the music industry.  Still less articles have been penned that might appear in peer-reviewed journals or other reputable publications.  With possible and probable limitations in mind, every feasible source was included.  The information researched while writing this paper came from a variety of courses, including peer-reviewed journals, internet websites and text books written for school and education.  


Books written on the topic of the music industry were extensively reviewed, including everything from how-to manuals for aspiring musicians, to text books used by college students, to memoirs of record label and concert venue veterans who have been working in the industry for several years.  Though much of the information was useful in researching for this paper, much of it was generalized, which can be anticipated when using texts that survey a broad topic such as the music industry in general.


Utilizing text books was problematic as one author had written nearly the same information as the next.  Coupled with the broad spectrum of topics discussed and examined within the text books, it was difficult to get a lot of specific information on public relations from these sources.  Generally, the texts offered an overview of the industry’s inner workings, career possibilities and legal issues, but did not delve very deep into specific areas.

Even more difficult was the task of finding scholarly articles on the topic.  A great deal of excellent research has been conducted on the field of public relations in general, resulting in an abundance of quality and insightful articles.  However, next to nothing has been written about public relations relative to the music industry.  In fact, it was nearly impossible to find an article that mentioned music and public relations in the same subject line.  This is not to say that nothing at all has been written on the topic of public relations and the music industry, however, most articles of that nature come from unreputable sources such as personal or artist websites.  It is because of this that a multitude of sources were combined; articles on general public relations were used in combination with information on the music industry in order to gather the information required to formulate this project.


There are many excellent websites available on the internet to utilize in approaching a project of this nature.  Sources such as Billboard are excellent and very reputable, as they are often written by those whom are long-time professionals in the field.  However, there are many unreliable websites that make statements that cannot be interpreted as fact solely because they are not written by experts in the field.  Rather, they are often written by musicians or others who may know the business but do not have the necessary credentials to be experts in the field.


It was also difficult to find professionals who were willing to talk about their experiences.  Calls made for weeks on end were either unanswered or met with apathy.  Due to the busy schedule of the public relations professional, it is understandable that a high-end publicist might not be able to field questions on the ready.  However, it was very difficult to convince anyone to stay on the phone for more than a few moments once contact was established.  E-mails to websites were often made by pre-filled script forms as part of an organization’s contact page and remained unanswered with the exception of one.


The communication problem also raises the question of the repertoire that record labels and other organizations have with their consumers.  If a graduate student who is also experienced and well-versed about the music industry cannot reach an organization for comment on a simple matter, how can that organization be expected or able to meet the needs of their clients by responding to press inquiries regarding pressing matters?  Though the level of customer relations is not at catastrophic proportions, it does give cause to contemplation.
Conceptualization of Topic Following Research


The question of whether public relations is important in the music industry was able to be answered through the research conducted for this project.  It is without a doubt that this is critical for artists who wish to become well-known, popular and successful.  Although there were limitations as to the availability of information, as well as a lack of statistical findings showing the specific relationship between the utilization of public relations strategies and the success of an artist, the importance of public relations strategies is indeed evident.  


The importance of public relations in the music industry is something that seems to make sense to some, but not to others.  For example, in conducting the research, it was found that smaller-scale artists—such as local or unsigned bands—understood the importance and were able to utilize it effectively.  Based on research, however, it seems as though larger companies and record labels are not as dependent or feel as though a strong public relations practice will correlate to the success of the artist.  Several articles researched stated that, when budget cut-backs force record labels to perform lay-offs, it is often the communications and public relations department employees that are cut immediately, typically following those employed in sales.  


In looking at the differences between major and smaller companies, a telephone survey was conducted in which a number of record label employees were asked about their hiring practices.  A representative from Warner Music Group stated that the corporate portion of the company currently employs one Director of Communications and two Junior Publicists.  Rhino Records employs five public relations professionals and Equal Vision Records—a small, independent label in Albany, NY—employs one full-time public relations professional and several unpaid interns.  Prior to actually speaking to label representatives, one might be under the assumption that the Corporate Communications and subsequent Public Relations departments of Warner Music Group to be vast—after all, they own several record labels that represent hundreds of artists.  However, research has allowed the discovery that this department is rather small.  It may be safe to assume that people employed in the Sales department triple of quadruple the numbers of those employed in Corporate Communications.  Although after extensive research during this project has shown that public relations is important in the music industry, it seems that companies may feel that their sales departments deserve more attention.  While it may make sense to employ many sales people-- as all businesses rely on sales to survive-- this also causes one to raise the question of why the public relations staff size is so much smaller.  If publicity is a form of free advertising, would it not make more sense to focus more energy and emphasis into conducting publicity campaigns such as record store listening parties and in-store signings, rather than invest a significantly higher amount of money in advertisements?  Would it not make sense to save the company money on expensive television, magazine and radio advertisements by investing a smaller amount of money into a public relations campaign that could possibly generate more revenue?  Further, in saving money that would have been spent on advertising, companies could hire more public relations professionals to conduct additional inexpensive campaigns, thus increasing productivity, efficiency, revenue and a repertoire from fans that would come with seeing their favorite artist in public more often.  Based on research for this project, it remains to be seen why companies are seemingly not recognizing the benefits of public relations over advertising.  With every benefit that was given in Chapter II, would it not make more sense to invest time, energy and funds into something that could impact the company in so many more positive ways?  


Independent artists, it seems, appreciate and recognize the importance and value of a strong public relations presence.  For those without such large budgets as Warner Music Group, they know how to utilize promotional tactics that can work to their benefit as much as (if not more than) the expensive advertising alternative.  Through tactics such as guerilla marketing, in-store appearances and the important use of social networking sites, artists with a smaller budget can easily become as successful as their major-label counterparts.  
Tips on Public Relations for Musicians and Recording Artists

1. Understand how to use self-promotion to your benefit.

Self-promotion is perhaps one of the single most important things that an artist can do for themselves.  Be it through flyers, social networking websites, street teams or just word of mouth, artists should use every media outlet to promote themselves in order to gain publicity.  Independent of a trained PR professional, artists must learn how to gain publicity for themselves.  

2. Educate yourself.

Learn and understand how to use PR to your advantage, as well as different tactics to use for specific incidents.  There are a variety of classes, workshops, articles, books and other resources that are available to the working artist.  Speak to industry professionals and current performers, making sure to compare notes on what has worked in the past and what may work in the future.

3. Hire a good PR team.

As outlined in this project, a well-oiled and functioning PR team is crucial to any artist who wishes to make it out of their garage.  While it is all right to start out using members of your band for this purpose, it will eventually prove very wise to hire a professional to help along the way.  Seasoned PR professionals know exactly what needs to be done in order to execute a successful PR campaign, deal with crisis situations and ultimately aid in a band’s popularity and staying power.

4. Yes, your music is phenomenal.  No, that will not make you a super star.

While it is important to be a talented musician, it will not get you where you need to go.  Artists who wish to make it big will need the complete package, including a look, feel and sound that appeals to the masses.  Again, a PR team can aid in this.  Understand that you can be the best musician in the world, but that alone will not make you successful.  

5. If you don’t want it known by the public (or your mother), don’t do it.

This is pretty self-explanatory.  If you wish to be in the public eye, you must understand that everything you do—from taking your kids to their softball game to getting arrested for a DWI—is all subject to public scrutiny.  Musicians often give up a great deal of their privacy when they become well-known.  
6. Understand your audience and what they need from you.

Of course your audience wants to hear your new single or watch you play live in concert.  They also want you to be a positive role-model.  When you commit yourself to being in the limelight, you essentially open up your life to everyone in the world.  Children and adults alike will look up to you and you must keep this in mind.  Your fans are everything to you:  do right by them and they will stick with you, all the way to the end.

7. Use every resource available.

Social networking websites may seem trendy and popular, but the fact remains that they are incredibly useful promotional tools for artists of any magnitude.  Though you may not necessarily like something, you must make every attempt to utilize it in order to gain publicity.

8. Spend less money on advertising and more time on publicity.

Yes, radio commercials are great.  Glossy magazine advertisements are nice, as well.  A radio DJ raving about your album or landing on the cover of Rolling Stone are much better.  Advertising is expensive, but publicity is free.  Make sure to get yourself out there every single chance you get.

9. Your public will give back exactly what they get from you.

This is a simple concept.  Public appearances, charity work and other such ventures are extremely valuable to an artist.  The more the public sees of you (and the more positive the arena in which they do so), the more they will like you.  This will ultimately affect your record sales, concert patron size and your band’s life expectancy.  

10. Do not be afraid.
It’s a sad but true fact:  artists who do not put themselves out there will seldom get noticed.  Whether it be a few calls to a Program Director of a local radio station to check if your CD has been received, or a follow-up e-mail to a member of the press who is seeking information, you must put yourself out there in order to be successful.  

Author’s Closing Note

I learned a lot about myself as a writer during this project.  Never before have I been faced with a paper that required such a vast amount of research over such an extended period of time.  Though it seemed daunting and a bit intimidating at first, I was able to produce what I believe to be a fantastic, unique and well-written paper on a topic that I enjoy and wish to learn more about.  Through this project, I re-discovered my love of research, especially scholarly journals.  I was also able to challenge myself in writing.  Though I have always been an avid and talented writer, I have never attempted to write anything of this length or depth prior to this project.  However, I enjoyed the research, writing and topic so much that I am now considering writing a book on the subject.  
Bibliography
About IABC (n.d.).  Retrieved April 7, 2009 from http://www.iabc.com/about/.
Baskerville, David (2006).  Music business handbook and career guide.  Thousand Oaks:  Sage 


Publications.  
Britney Spears (n.d.).  Retrieved February 24, 2009, from
http://www.people.com/people/britney_spears/biography/0,,20004346,00.html.  

Cameron, Glen T. (1994).  Does publicity outperform advertising:  an experimental test of the 

third-party endorsement, Journal of Public Relations Research, 6(3), 185.
Cieply, Michael (2008, February 24).  Your publicist should call my publicist.  The New York
 Times.  Retrieved from http://www.nytimes.com.
Claywood, Clark L (1997).  The handbook of strategic public relations and integrated 

communications.  New York:  McGraw-Hill.  

Cummins, R. Glenn (2007).  Selling music with sex:  the content and effects of sex in 

music videos on viewer enjoyment, Journal of Promotion Management, 13(1/2), 

95.  
Facebook (n.d.).  Retrieved April 1, 2009 from http://www.facebook.com/facebook?ref=pf.
Fall Out Boy (n.d.).  Retrieved February 25, 2009, from http://www.nme.com/artists/fall-out-
boy.

Feehan, Jason & Chertkow, Randy (2008).  The indie band survival guide:  the complete manual 

for the do-it-yourself musician.  New York:  St. Martin’s Griffin.

Frequently Asked Questions (n.d.).  Retrieved April 1, 2009 from http://faq.myspace.com/app.
Greenwald, Andy (2003).  Nothing feels good:  punk rock, teenagers and emo.  New

York:  St. Martin’s Press.

Harding, Courtney (2009).  Patriot act [Special Issue].  Billboard Musician’s Guide to

 Touring & Promotion, 31, 5-7.  

Kooser, Amanda C. (2008).  Is myspace right for your space.  Restaurant Business, April 2008.  

Love, Kenny (n.d.).  Radio specialty shows:  more than you think.  Retrieved March 8, 2009, from 


http://www.musicbizacademy.com/comment/kloveradio.htm.

Mission (n.d.).  Retrieved April 3, 2009 from http://eppsonline.org/about/.
Overview and History (n.d.).  Retrieved April 15, 2009 from

http://www.prsa.org/aboutus/overviewhistory.html.
Pete Wentz Biography (n.d.).  Retrieved February 25, 2009, from 

http://www.people.com/people/pete_wentz/biography.
Public relations.  (2009).  Retrieved February 27, 2009, from 
http://www.merriam-webster.com/dictionary/public%20relations.

Public relations specialists.  (n.d.).  Retrieved March 1, 2009, from
http://www.bls.gov/oco/ocos086.htm.
Lathrop, Tad (2003).  This business of music marketing & promotion.  New York:  
Billboard Books.

Naggar, David (2007).  The music business:  explained in plain English.  San Francisco:  
DaJe 
Publishing.  

Vineyard, Jennifer & Harris, Chris (2008).  Britney Spears’ downward spiral:  a timeline
of tumult.  Retrieved February 10, 2009, from http://www.mtv.com/articles/1579025/20080104 .
Definition of Terms

Chart:  Often found in trade papers or online, a chart is a document that shows radio staff how a band’s single or album is performing across the country.  This is shown by a charted position, such as “#1 on the Billboard chart”.  Charts often serve as indicators to Program Directors as to whether or not a single should be added into rotation.
EPK:  Electronic press kit.  This is the same as the package, but in a virtual, online form.  The EPK may be e-mailed as a PDF file or it may be posted on a band’s website.

One-Sheet:  An all-encompassing piece of paper, usually written by a band’s publicist, containing a group’s biography, talking points, discography, links to websites and contact information.  This is typically included in the package.
Package:  A collection of information that bands send to record labels, radio stations and concert venues.  This includes the one-sheet, press release, band photo and CD or links to where music may be heard online.  Packages used to be mailed via the US Postal Service, but are now usually e-mailed by way of EPK.

PR:  Abbreviation for “public relations”.  

Rotation:  The most frequently played songs on a radio station.  Typically, these are popular singles that are frequently requested by listeners, or songs that are charting well.

Trade papers:  A trade paper typically refers to periodicals such as Billboard or Radio and Records.  Trade papers will usually include charts, demographics, artist and radio station staff profiles.

Venue:  An area where a performance may be watched.  A venue may be a concert hall, club, arena or bar.  


