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THE WORK (AS DEFINED BELOW) IS PROVIDED UNDER THE TERMS OF THIS CREATIVE 
COMMONS PUBLIC LICENCE ("CCPL" OR "LICENCE"). THE WORK IS PROTECTED BY COPYRIGHT 
AND/OR OTHER APPLICABLE LAW. ANY USE OF THE WORK OTHER THAN AS AUTHORIZED 
UNDER THIS LICENCE OR COPYRIGHT LAW IS PROHIBITED. BY EXERCISING ANY RIGHTS TO THE 
WORK PROVIDED HERE, YOU ACCEPT AND AGREE TO BE BOUND BY THE TERMS OF THIS 
LICENCE. THE LICENSOR GRANTS YOU THE RIGHTS CONTAINED HERE IN CONSIDERATION OF 
YOUR ACCEPTANCE OF SUCH TERMS AND CONDITIONS. 

This Creative Commons England and Wales Public Licence enables You (all capitalised terms defined 
below) to view, edit, modify, translate and distribute Works worldwide, provided that You credit the Original 
Author. 

’The Licensor’ [one or more legally recognised persons or entities offering the Work under the terms and 
conditions of this Licence] 

and 

’You’ 

agree as follows: 

1. Definitions 

a. "Attribution" means acknowledging all the parties who have contributed to and have rights in the 
Work, Derivative Work or Collective Work under this Licence. 

b. "Collective Work" means the Work in its entirety in unmodified form along with a number of 
other separate and independent works, assembled into a collective whole. 

c. "Derivative Work" means any work created by the editing, modification, adaptation or translation 
of the Work in any media (however a work that constitutes a Collective Work will not be 
considered a Derivative Work for the purpose of this Licence). For the avoidance of doubt, where 
the Work is a musical composition or sound recording, the synchronization of the Work in timed-
relation with a moving image ("synching") will be considered a Derivative Work for the purpose of 
this Licence. 

d. "Licence" means this Creative Commons England and Wales Public Licence agreement. 
e. "Original Author" means the individual (or entity) who created the Work. 
f. "Work" means the work protected by copyright which is offered under the terms of this Licence. 
g. For the purpose of this Licence, when not inconsistent with the context, words in the singular 

number include the plural number. 

2. Licence Terms 

2.1 The Licensor hereby grants to You a worldwide, royalty-free, non-exclusive, Licence for use and for the 
duration of copyright in the Work. 

You may: 

• copy the Work; 

• create one or more Derivative Works; 

• incorporate the Work into one or more Collective Works; 

• copy Derivative Works or the Work as incorporated in any Collective Work; and 

• publish, distribute, archive, perform or otherwise disseminate the Work, Derivative Works or the 
Work as incorporated in any Collective Work, to the public in any material form in any media 
whether now known or hereafter created. 
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HOWEVER, 

You must not: 

• impose any terms on the use to be made of the Work, the Derivative Work or the Work as 
incorporated in a Collective Work that alter or restrict the terms of this Licence or any rights 
granted under it or has the effect or intent of restricting the ability to exercise those rights; 

• impose any digital rights management technology on the Work, the Derivative Work or the Work 
as incorporated in a Collective Work that alters or restricts the terms of this Licence or any rights 
granted under it or has the effect or intent of restricting the ability to exercise those rights; 

• sublicense the Work; 

• subject the Work to any derogatory treatment as defined in the Copyright, Designs and Patents 
Act 1988. 

FINALLY, 

You must: 

• make reference to this Licence (by Uniform Resource Identifier (URI), spoken word or as 
appropriate to the media used) on all copies of the Work and Derivative Works and Collective 
Works published, distributed, performed or otherwise disseminated or made available to the 
public by You; 

• recognise the Licensor’s / Original Author’s right of attribution in any Work, Derivative Work and 
Collective Work that You publish, distribute, perform or otherwise disseminate to the public and 
ensure that You credit the Licensor / Original Author as appropriate to the media used; and 

• to the extent reasonably practicable, keep intact all notices that refer to this Licence, in particular 
the URI, if any, that the Licensor specifies to be associated with the Work, unless such URI does 
not refer to the copyright notice or licensing information for the Work. 

Additional Provisions for third parties making use of the Work 

2.2. Further licence from the Licensor 

Each time You publish, distribute, perform or otherwise disseminate 

• the Work; or 

• any Derivative Work; or 

• the Work as incorporated in a Collective Work 

the Licensor agrees to offer to the relevant third party making use of the Work (in any of the alternatives set 
out above) a licence to use the Work on the same terms and conditions as granted to You hereunder. 

2.3. This Licence does not affect any rights that the User may have under any applicable law, including fair 
use, fair dealing or any other legally recognised limitation or exception to copyright infringement. 

2.4. All rights not expressly granted by the Licensor are hereby reserved, including but not limited to, the 
exclusive right to collect, whether individually or via a licensing body, such as a collecting society, royalties 
for any use of the Work. 

3. Warranties and Disclaimer 

Except as required by law, the Work or any Derivative Work is licensed by the Licensor on an "as is" and 
"as available" basis and without any warranty of any kind, either express or implied. 

4. Limit of Liability 

Subject to any liability which may not be excluded or limited by law the Licensor shall not be liable and 
hereby expressly excludes all liability for loss or damage howsoever and whenever caused to You. 
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5. Termination 

The rights granted to You under this Licence shall terminate automatically upon any breach by You of the 
terms of this Licence. Individuals or entities who have received Derivative Works or Collective Works from 
You under this Licence, however, will not have their Licences terminated provided such individuals or 
entities remain in full compliance with those Licences. 

6. General 

6.1. The validity or enforceability of the remaining terms of this agreement is not affected by the holding of 
any provision of it to be invalid or unenforceable. 

6.2. This Licence constitutes the entire Licence Agreement between the parties with respect to the Work 
licensed here. There are no understandings, agreements or representations with respect to the Work not 
specified here. The Licensor shall not be bound by any additional provisions that may appear in any 
communication in any form. 

6.3. A person who is not a party to this Licence shall have no rights under the Contracts (Rights of Third 
Parties) Act 1999 to enforce any of its terms. 

6.4. This Licence shall be governed by the law of England and Wales and the parties irrevocably submit to 
the exclusive jurisdiction of the Courts of England and Wales. 
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introduction 
 
The Rockstar 2.0 Project was created in 2007 by Alexander Cameron. 

You need to practice what you preach, and for that reason this report is 
produced and distributed free of charge under a Creative Commons License 
(http://creativecommons.org/) to anyone who wants it. You should not be 
paying for this or any of its accompanying materials.  

Free feel to copy it, share it, tear it up, send it, quote it, reference it, re-print it 
in part or in full in any way you like at any time on any device anywhere in the 
world for as long as you want. 

Only one condition: please include a link to the original report materials 
somewhere and credit Alex Cameron as the author. If you roll it up and 
smack a promoter with it, please include a photograph of the scumbag 
concerned with you doing a victory salute in triumph. 

The views expressed in this document are those of Alex Cameron and NOT 
also indicative of those who have helped or contributed to it. These guys didn�t 
write it, so don�t get pissy with them or assume they always think exactly the 
same things as i do. A lot of the time we disagree, and they wouldn�t dare be 
as blunt as i am in public. 

This may not be comfortable reading. It is for open-minded and intelligent 
people who understand the world has changed, and is still changing. You may 
not agree with a lot of it.  

If you support the idea of prosecuting music fans for �illegal� downloading, or 
think you can make editorial demands , as well as persecute, control and 
censor with impunity, put this down and do something else. It is not for you 
and you are wasting your time. 

If you�re a promoter, you really won�t like it. 

If you�ve managed to be brave enough to face up to the fact that things may 
not be the same as the way they were before, read on, and let�s get started on 
showing you what a lot of people don�t want you to know, because it would 
mean they couldn�t charge you and/or rip you off like they are doing now. 

 

 

Alexander Cameron, Digital TX Limited/Devils Lane Media 
alex.cameron@digitaltx.tv  
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thank you to everyone who contributed and helped:  
 
Bruce Elliott-Smith, Archangel Music Group Limited 
bruce@archangeluk.co.uk  

Virgilio Fino & Natalie Plessis, Use Your Ears Limited 
virgilio@useyourbrain.co.uk  

Tristan Maguire, Native Tongue Limited 
info@nativetongue.co.uk  

Nina Naran, Media Bitch PR Limited 
nina@mediabitch.com  

Richard �Bateman� Powell , Presswire PR Limited 
richard.powell@presswire.com  

Alan Cowderoy, Alan Cowderoy Management Limited 
alan@producermanagement.co.uk  

Ben Woolf & Andy Dean, The Boilerhouse Boys 
benandandy@boilerhouseboys.com  

Katie Holland, Handle Recruitment Limited 
katie.holland@handle.co.uk  

Steve Somerville, 7 Digital Limited 
stephen.somerville@7digital.com  

Marcos Alegria, Photography 
marcosalegria@hotmail.com  

Marcel Kornblum, Marcel & Limited 
info@marceletc.info  

Chris Vine, Intellisoftware Limited 
chris.vine@intellisoftware.co.uk  

Dan Milne, Dirty Hobo Pictures Limited 
milner100@hotmail.com  

Bruce Selkirk, Apt Media Limited 
bruce@aptevents.com  

Debra Downes, Dawson Breed Music Limited 
debra@dawsonbreedmusic.com  

Clare Westby, UKania.com 
clarewestby@gmail.com  
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thanks to the artists who let us cause chaos: 
 
Some Velvet Morning 
http://www.somevelvetmorning.co.uk/  

Mancini 
http://www.manciniband.co.uk/ 

Alzir 
http://www.myspace.com/alzir 

Thinking For Tuesday 
http://www.thinkingfortuesday.com/  
 

and very special thanks: kitty brooks 
Kitty should rightly be credited as the co-author of this report and as such is 
the silent partner in what you�re reading. Without her help, resources and 
input this project wouldn�t have been possible. She is truly one of the rising 
stars of this industry and a multi-talented force that is under-appreciated and 
under-applied.  

What is written here vastly comes from everyday discussion and debate with 
her almost on a cellular level and there are few people who understand this 
new world, and its traditional pushy older brother, better than her. 
kitty.brooks@gmail.com  
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there are 6 million bands registered 
on MySpace. 
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the music industry is the only 
industry with a 90% failure rate. 

 
 

 

 

 

 



����������������������������������������	
���������������������������������������������

�

�

��	�������������������
��������������������
�����
����������������
��������� ����!"�#$�

�

 

 

 

 

 

only 1% of the 100 billion 
downloads last year were legal. 
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new rules for the next-generation 
As this report is being written, Radiohead have released their latest album 
with open pricing on the Internet, Madonna has abandoned Warner Music for 
a concert promoter, Ash have declared that they will no longer be making 
albums, Prince has given away his album and made $11 million from it, and 
David Gray has decided his entire production process has changed. 

Ladies and gentleman, a stampede is beginning. And it�s about time. 

the world has changed 
Sorry if you don�t like hearing that, but it has. You can�t go on like before, and 
things are done differently now. That means they are no longer the same as 
they were before. Change is very, very hard and is always resisted before it 
becomes the norm. 

The change in our new world is about control � who controls what and who 
loses control. The Internet has made us a global village, empowered the 
ordinary person and is cutting out the unnecessary middlemen. As we will see, 
it is like a wave you can surf, but if you stand in front of it pointing your finger 
and complaining, you�ve got seconds left. 

Nothing changes instantaneously. It takes time to adjust. But be under no 
illusion � things are not the same anymore, and the  failures are part of the 
larger failure to recognise the larger change. 
 

london: the place with no dirty secrets 
London is a really crap place to play if you want to make any serious progress. 
The music scene in our capital is pathetic at best and genuinely a shadow of 
what it was. The same city that put out all the great bands of the last few years 
is slave to the dreadful pop pap the labels now promote as their core product. 

The advantage is that you get seen; the down side is that you get treated like 
crap. The audiences are apathetic, exhausted and lazy, the market is 
saturated, the promoters are as corrupt as they come, and you�re just noise in 
amongst the thousands of others. The arrogance of the live industry has made 
the whole environment a cynical place to inhabit. 

As a band, you�re better off staying out of the capital and being a diamond in 
the rough in the smaller cities. A following can be built from those smaller 
places and the Internet, and you can work towards a label deal by selectively 
networking into the business. 
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europe and asia � the new frontiers 
Increasingly, artists are travelling further afield to make a living. Access to the 
globalised world through the Internet has brought music from all over the 
world directly to fans� living rooms.  

The UK isn�t a great place to play simply as we are more tolerant of the 
rubbish labels force on us. Once it was America you wanted to crack, but the 
simple truth is that you get treated a lot better, and paid a lot better elsewhere. 

If you�re a rock act, that specific genre of music generally sells well in the US, 
Canada and Germany. In Europe the promoters and publishers are more 
welcoming and less cynical than those in the traditional markets. Your tour 
expenses are fully paid for, the personnel are polite, and it�s a hell of a lot 
easier to build up a following there. 

Indeed, ask yourself this. If a UK band that commands audiences of several 
hundred can regularly travel to China and play stadiums for 10x the response 
AND be paid for it, why stay in the UK? 

�Music sales at lowest since records began� 
http://entertainment.timesonline.co.uk/tol/arts_and_entertainment/music/article
2045335.ece  
 

stop trying to make money out of bands 
If there was one simple command you could give all the sharks, crooks and 
cynical money-grabbers in the music industry today, it would be to stop trying 
to rob bands of their money. 

THEY DON�T HAVE ANY MONEY. 

And they�ll have even less by the time those sharks have finished with them. 
Art and business don�t mix too well, and musicians aren�t designed, although 
they are now required, to be businesspeople. In business you follow the 
money as a cardinal rule. Nobody is quite getting it. 

A few of those people are: 

• PR companies charging bands £500 - £3,000 a month for �exposure� 
and adding friends on MySpace 

• Promoters charging bands if they don�t bring enough friends to their 
gig 

• Pluggers charging bands to send out their material to mailing lists of 
radio stations 

• Music video networks charging bands to wire EPKs and sample videos 
to radio stations 

• Tour operators charging bands to come on as support acts 
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• Web designers charging bands up to £5,000 for crappy websites that 
don�t work, are never finished and a nightmare to upgrade 

There are so many more. Being in a band is hard work, and it�s damned 
expensive. You have to buy your way in with all the little expenses and 
nobody reimburses you for them later. It has its rewards of course, but the two 
things are grossly disproportionate. 

our licensing laws are archaic 
There is no way around it � the UK�s alcohol and li ve performance laws are as 
ridiculous as they come. Regulation kills art. Fact. You can stop your internal 
dialogue. As soon as you restrict creativity or performance, you are retarding 
culture. Responsibility for encouraging the growth and propagation of music 
begins with local and central government. 

Currently a venue needs a licence to hold performances with more than two 
contributors. Why exactly is that? If it is a health and safety issue, then the 
regulators need to refine the law so it is a general-purpose event license, not 
one that specifically restricts music. What on earth do they think will happen if 
we allow music to be performed wherever and whenever? Residents can still 
complain if the volume levels are high, but we must not penalise and restrict 
from the start. 

Thankfully the drinking laws have been changed, although the paperwork is 
even more intimidating to make up for it. The British culture of bingeing for 
three hours a night from 8pm to 11pm is unbelievably dumb, and stems from 
emergency laws instituted in World War I. The change in the laws is actually 
meaningless because travel and policing resources still correspond to the old 
system. If the last train is at midnight, you can�t spread your drinking out until 
2am. Research shows that most people get tired and go home around 1am. 
 

labels are now venture capitalists 
A 90% failure rate. That about sums up how little fun it is to be a record label. 
Out of 10 punts, 7 fail, 2 break even and 1 makes it big. But that�s the risk. If 
you don�t want to play the game, start a company somewhere else.  

Don�t complain the weather�s changing, get new clothes. You can only blame 
�piracy� for so long before the game is up and ever yone sees exactly the 
problems are. �Piracy� is a boon for music PR depar tments � it can be used as 
a scapegoat for almost anything. 

Anything other than the fact that the crap coming out of the majors is just that: 
crap. The public have been unhappy and not bothering to buy for years on 
end. They�ve been screaming about what they want so loudly that they�ve got 
fed up and gone their own way to create a market without the majors. 
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In our new world, bands do the first stage themselves instead of being handed 
out the 6-figure advances that fuelled their drug habits and paid for bedsits. 
Smaller indie labels are getting bigger in scope and far more flexible. 
Middlemen aren�t the exclusive distribution chain anymore. Once they reach a 
nice small to mid size, then they need to go to a major to get proper backing. 

What does that remind you of? A company that is seeking funding through the 
normal venture capital (VC) and angel routes. Bands are small businesses 
now like indie labels. They have to spend capital, earn revenue, innovate 
multiple products and monitor their successes to ensure their strategy is 
working. Once they have enough foundation, they need extra cash to fund 
their growth. 

Ask yourself � what does the label actually do? Mer chandising, management, 
touring and recording are all separate deals. Advertising sponsorship are 
directly with the artist. Distribution and publishing are semi-separate. What 
reason is there for the band to sign up with a label if they can do deals 
separately with the others, all on a global scale? 

And that cash is predominantly for marketing � to g et widespread coverage on 
TV, radio, print and posters on the wall. It does buy more complex and quality 
recording, plus make doing everything a lot easier when cash is running 
through the machine, but is it strictly necessary for the luxury of getting 
screwed by your royalty rate? 

The labels� answer is the concept of 360 degree deals � where they organise 
everything around the artist, including all merchandising and publishing. What 
on earth can they add to the situation that is worth what they will take from it? 
The pain of doing the deals separately is arguably worth it when it comes to 
how much revenue is lost through adding a middleman manager. Only 
ignorant or lazy artists will get caught out on that one. 
 

chart and collection agencies need to upgrade 
As more and more bands and digital content arrive and saturate our lives, the 
greater our need is for mechanisms to sort and filter what we like from what 
we don�t, and what is any good from what is not. The charts could not be more 
relevant. However, they are increasingly irrelevant. 

What we actually need is a chart that counts exactly how many copies of a file 
are available illegally on P2P networks, as that would give us a genuine and 
accurate idea of popularity. Labels have been fiddling the charts for years and 
it�s well known. Sue me if you like for saying that. �Buying back� singles and 
albums from designated stores and forging downloads is so commonplace 
that it�s virtually institutional. 

Why can�t a band submit sales of their own material through their own online 
store for inclusion in the mainstream charts? 
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Don�t tell me � it wouldn�t be reliable. Just exact ly how reliable have record 
stores been in the last 20 years? If an artist can supply verified records that 
have been certified by a credit card company, an e-commerce gateway, a 
merchant bank and a receiving high-street bank, and then accurately 
compared to web server logs, individual payment data (card numbers), unique 
entry codes and application servers, exactly how is a physical store going to 
provide the same level of absolute security that the sale was 100% genuine? 

Now saying all that provokes the response that it would be impractical for 
every band to do that � it would be chaos! Oh yeah?  Maybe if staff had to 
hand-sift paper records but that�s why we have computers. E-commerce 
systems are fully integrated and automated, with a verifiable and secure paper 
trail. They are just databases talking to one another, and it�s not hard to do. 

The truth is that to do something as useful as that would put the middlemen 
right out of business, and that�s a serious vested interest that it threatens. 

The answer is for the agencies to integrate their systems with e-commerce 
providers and license them to collect and register data officially. The PRS 
cannot afford to offer blanket licenses in a globalised world splintered into 
multiple devices and platforms. When music files are portable, rights need to 
be attached to people, not people. Where you formerly licensed materials to 
countries, platforms, devices and time periods, now we need to look 
elsewhere. 
 

copyright will change eventually 
The system of intellectual property licensing we implement today was 
formalised in the early part of the 19th century in reaction to the invention of 
radio. Because copyright uses the term �moral and ethical rights�, labels have 
gone to town with the guilt-tripping and decided that sharing music is �theft� 
and �criminal�. Define it as you like. If it is cri minal, then send police into every 
third house in Britain. Laws are made by the people, for the people. 

When a new technology or business model fails, it is inevitably because 
someone has decided to try to put old rules on a new innovation. It never, 
ever works. You cannot put an old head on new shoulders. You cannot expect 
a new world to be able to work with old ways. 

Copyright law ultimately has to change whether we like it or not, like all laws � 
what is happening now is the industry is procrastinating to serve its own 
interests and draw it out for as long as it can. We don�t have a viable 
alternative so the resulting chaos is again down the violent nature of change 
being forced on a collective of fat companies who don�t like it. 

An example of a new model are the GPL 
(http://www.gnu.org/copyleft/gpl.html) and Creative Commons 
(http://creativecommons.org/) licensing agreements that are part of the 
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�Copyleft� movement (http://en.wikipedia.org/wiki/Copyleft) and used by open 
source software organisations and collaborative artists. Neither of these allow 
work to be re-used or claimed by someone else, and most stringently adhere 
to author rights. Where they differ is in distribution � they do not require 
royalties and allow the media to be shared, modified, mentioned and used 
fairly as long as the author credits are intact. 

This document is a prime example of that methodology. It is released under 
Creative Commons licensing, meaning you can do whatever you want with it 
as long as you credit copyright to the author. 
 

protectionism: a relic of a bygone era 
Back in the days when every part of the music industry was strangeheld by 
different corporate in the chain, everything an artist did or a fan received was 
strictly controlled. Recordings were private, exclusivity meant you had to pay a 
premium, silence and surprises for marketing campaigns were always 
safeguarded and the big boys called the shots. 

Not anymore. Those dreamy days are long gone. You�re screwed.  

Don�t ever make the mistake of thinking you are in control. The Internet has 
changed everything and now the consumer is. They control the playlist, the 
distribution, the sales, the marketing � everything . You cannot manage it, you 
cannot control it and you had better not try, lest you go insania, as Peter 
Andre might say. 

Think you�re a big rock star? Think again. You�re 1 in 6 million now. You�re not 
special, and you�ll be next week�s chip-wrapping. Think you can hold back 
your album release because scores of fans will be waiting outside the record 
store for just a glimpse of your incredibly talented debut? You�re delusional. 

Everything just got harder. You cannot control distribution, so don�t even try. 
You�re not making albums anymore, you�re doing a constant flow of tracks that 
come in moods, custom compilations and seasons. 

Don�t patronise your fans, and don�t be over-sensitive. They don�t care about 
your feelings, and they will forget you easily. Don�t try to hold back or protect 
what you have just because that�s what you read about in pretentious label 
driven rock magazines and saw your favourite stars go bankrupt for. If you�re 
producing for free, you have to give it away for free. Music isn�t about money 
or greed, it�s about music and it�s time you remembered that. 

You can prosecute every one, and neither can a label. You change and adapt, 
or you perish. Engage or you die. Very simple and easy to remember. You 
have no choice. Next time you sit around the kitchen table pontificating about 
what �the kids� might think and how it will affect your potential sales, just kill 
yourself. 
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Nobody cares. You need to be different. You are wasting your time clinging on 
to an old idea from an old industry that isn�t relevant anymore. If you carry on 
doing that, you�ll be irrelevant too. 

and now it�s over to you 
The Rockstar 2.0 report and program was designed for the next-generation of 
independent musician. It was conceived to show people directly that they 
don�t need this complex array of service providers, sharks, middlemen and 
hangers-on to do something world changing. Thanks to the Internet, the world 
is on your doorstep. 

You can do it all with your bare hands by working smart instead of working 
hard. 

And the great news is that you don�t need a label, agency or anyone else to 
do these things for you anymore. Everything is out there, pretty much for free. 
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filesharing is not a problem 

Music fans have spoken. They are not willing to pay for music anymore. 

Read that again. You have absolutely no choice in the matter. You can�t fight 
it. You can�t win. You can only adapt, and the sooner you get used to it, the 
easier it becomes. So if you can�t beat it, you need to exploit it. 

give them what they want 
The outrage about these services is because they violate current copyright 
law. Laws are paper absolutes, not moral ones. If copyright law changes (as it 
most probably will), the setting up of these services will mirror the birth of 
radio, which the music industry tried to suffocate but now relies on. 

People use P2P filesharing because it is: 

• Completely free 
• Without annoying DRM 
• Very fast 
• Very easy 
• A massive library 
• A way of discovering new music 
• A way to tell which music is most popular 

Learn from that list. That is what they want. Listen to fans, and listen to what 
they demand. Give them what they want. Surf on the wave rather than trying 
to fight it and being drowned. 
 

get out and try it for yourself 
If you haven�t used a free P2P (�peer to peer�), fi lesharing service, stop what 
you are doing and download all of these now: 

• Limewire (http://www.limewire.com)  
• Azureus (http://azureus.sourceforge.net)  
• Emule (http://www.emule-project.net)  
• Morpheus (http://www.morpheus.com)  
• Soulseek (http://www.slsknet.org) 
• Bearshare (http://www.bearshare.com)   
• Shareaza (http://www.shareaza.com)  

Azureus is widely considered to be the best program for BitTorrent. To get 
music, video and software you need to search for and download �torrent� files 
from torrent websites like BT Junkie (http://www.btjunkie.org), IsoHunt 
(http://www.isohunt.com), TorrentSpy (http://www.torrentspy.com) and 
Mininova (http://www.mininova.org). 
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technical cat n� mouse 
The moment you release a CD onto the market, it will be �ripped� using a free 
program like CDex (http://cdexos.sourceforge.net) and released onto a 
filesharing network. Anything that is streamed on a website can be recorded 
(�stream ripped�) by a program like StreamRipper 
(http://streamripper.sourceforge.net) and turned into an electronic file.  

Even despite encryption, DVDs can be 
copied and converted by something like DVD 
Decrypter (http://www.copy-hd-
ripper.com/software/dvd-decrypter.html) onto 
a hard drive.  

 

 

 

Microsoft�s DRM has been cracked with FairUse4WM 
(http://www.videohelp.com/tools/FairUse4WM). 

Even the new ultra-secure HD-DVD encryption is finished, before it�s even 
been released by BackupHDDVD (http://www.backuphddvd.net). 

 

 

time to listen and understand 
So let�s get right into the issue. 

Digital music is about portability. Music lovers want to carry their music with 
them everywhere � on their home stereo, their compu ter, their laptop, their 
TV, their games console, their iPod, their PSP, their mobile phone and their 
car. They want to share their new discoveries with their friends, just as they 
did when they recorded a cassette for someone.  

The strength of the Internet is that it is viral, meaning it is the most powerful 
word-of-mouth system the planet has ever seen. You cannot control the 
spread of digital files, and they stay high quality forever. If you try to control 
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access to those files with encryption (or DRM � Dig ital Rights Management), 
you cut off that viral engine off at its source,  

The people who are downloading 100 billion files a year are NOT criminals, 
they are music lovers and YOUR FANS. It is not �stealing�. They are 
searching for music they love. Why would they bother doing it for the sake of 
it? They�re looking for you, and want to hear you. They have massive music 
libraries on their computer. 

Criminalise your fans, and you lose them. Copyright is not a moral issue, it is a 
business model issue. 

Granted, a small minority are organised crime reproducing material for profit, 
as has always been the case, but ask yourself this simple question. Who are 
those professional pirates going to sell their warez to when their �customers� 
can download free like they can? They have no market. No market means no 
demand, which means no piracy. 

A download does NOT equal a lost sale. This is a fallacy perpetrated by a 
dying industry desperate find a scapegoat to blame its self-destructive failings 
on. It is a change you must adapt to rather than fight. Read statistics for 
yourself and decide. The facts are that one download equals a new sale. 

So-called �illegal� downloading is an established d istribution market, with an 
incredibly compelling business model. You can�t compete with it, you can�t 
stop it and you can�t run away from it. You have no control whatsoever. It is 
the future of music distribution.  

For more information, visit Downhill Battle (http://www.downhillbattle.org). 

To learn how to deal with it, read on to �sharing your music with the world�. 
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setting up and tripping out 
mapping out resources and streams 
The very first thing you need to do before embarking on a major acceleration 
project is to determine who is available to help, what their skills are and how 
much time is available. It is simply a small list on a piece of paper that needs 
to go up on the wall, along with their contact details. 

When you�re a small operation, you have to do everything and it can get 
chaotic. The answer to the chaos is to divide the things you have to do into 
work streams and visualise them. 

An example of a set of work streams would be: 

• ADMINISTRATION 
(accounts, paperwork) 

• REVENUE  
(merchandise, fees) 

• IDENTITY/IMAGE  
(logo, branding, costume) 

• EVENTS  
(gigs, venues, promoters, booking agents) 

• CONTENT PRODUCTION  
(music, video, podcasts, magazine) 

• DISTRIBUTION  
(downloads, PRS, iTunes, P2P) 

• MARKETING/PR  
(promos, advertising, word of mouth) 

• FANBASE  
(competitions, special releases, messaging) 

• DEVELOPMENT  
(new ideas, partnerships) 

Mind-mapping is a powerful technique to plot out 
and understand all your goals and objectives. 
Programs like FreeMind 
(http://freemind.sourceforge.net) and Personal 
Brain (http://www.thebrain.com) can help automate 
the process. 

The best business diagram software you can use for visualising projects, 
information and goals is the magnificent SmartDraw 
(http://www.smartdraw.com).. 

If you don�t have Microsoft Office, use the free and feature-rich Open Office 
(http://www.openoffice.org).. 
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email software and spam control 
Everyone in your band or entourage needs an email, as the primary method of 
communication. Make it formal. Don�t use Hotmail, Yahoo or Gmail 
addresses. The format should be firstname.lastname@yourbandname.co.uk. 
Encourage fans to email you directly. 

Most web hosting packages and domain names (.com, .co.uk) come with free 
mailboxes in the format of firstname@yourbandname.co.uk. Stir clear of using 
a �catch-all� email alias, as you will be almost ce rtainly be bombed with spam 
when the spammers see that all email sent to you is received and read. 

Email comes in 2 forms � POP3 and IMAP. POP3 means emails are 
downloaded and stored on a computer, whereas IMAP stores the email 
remotely and centrally on the mail server. Because you potentially have 2-5 
people accessing the same mailbox, choose IMAP if you can.  

It will also mean you can access all emails 
from any computer in the world from free 
webmail software like SquirrelMail 
(http://www.squirrelmail.org) or RoundCube 
(http://roundcube.net). Naturally you can also 
use PC software like MS Outlook, Outlook 
Express, Eudora or Mozilla Thunderbird. 

As your email will be made public, spam is going to overwhelm you as time 
goes on. One way to counter it is to create a mailbox specifically for catching it 
when it comes in (called a �spambox�). You could al so install something like 
SpamAssassin (http://spamassassin.apache.org) on your mail server.  

The 3rd is to sign up with a mail filtering provider like SpamArrest 
(http://www.spamarrest.com) or the fantastic FastMail 
(http://www.fastmail.fm). . 

Each person who has an email account must set up an email signature that 
displays information about their role in the band, their contact details, the 
band�s contact details and the website addresses of where the band is online. 
 

online collaboration tools 
The chances are that you will have 2-10 people working together on the same 
types of things � accounts, promotions, research, a nswering messages and 
so on. What you are doing is collaborating (just as you do when you�re 
songwriting), and the web has the biggest list of social collaboration tools 
available anywhere. Most are free. 

The first thing to do is create a band Gmail account (http://gmail.google.com) 
for the whole band to use, as it will be used for accessing all Google�s online 
tools and registrations on websites. 
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Get everyone to use the same �start� page 
when they go onto the Internet. Netvibes 
(http://www.netvibes.com) is the perfect 
place. Sign up for an account and give 
everyone the same username and password. 
Set up tabs, feeds, modules and widgets that 

everyone can use simultaneously. This is the control admin panel you all use 
and update. 

For managing project milestones and to-do 
lists, use the magnificent Basecamp 
software from 37 Signals 
(http://www.basecamphq.com). 

 
 

 

SugarCRM (http://www.sugarcrm.com/crm) is 
an incredibly useful business system for 
managing customers (venues. Licensees etc) 
that is free and easy to install on your own 
private website. 

When you are researching or Googling away, 
everyone will need to know what has been 

found and whether someone else is already on the case. Create a free web 
bookmarking service using Del.icio.us (http://del.icio.us) and integrate it into 
your Firefox web browser instead of keeping the information on your PC. 

Use �My Maps� in Google Maps (http://maps.google.co.uk) to plot out gigs 
and venues geographically for everyone to see, and use Google Notebook 
(http://www.google.com/notebook) and Google Docs (http://docs.google.com) 
to note things down centrally so everyone can access them at any time no 
matter where they are in the world. 
 

music business networking sites 
It�s not what you know, it�s who you know. If you�re working in the music 
industry, you�re running a small business and you need to start networking to 
meet other music industry professionals. Use these online communities to be 
introduced to labels, consultants, press and more. 

The top sites to create profiles on and actively use every day for business are: 

• LinkedIn (http://www.linkedin.com) 
• Use Your Ears (http://www.useyourears.com) 
• Ecademy (http://www.ecademy.com) 
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• Viadeo (http://www.viadeo.com) 
• Xing (http://www.xing.com) 
• Marzar (http://www.marzar.com) 
• A Small World (http://www.asmallworld.net) 
• Qube (http://www.qubers.com).  

 
 

the essential electronic press kit (EPK) 
Every artist needs a press kit. An EPK is either a ZIP file or secure online 
website that is a summary of information and materials given out to industry 
contacts. 

You give out your EPK to promoters, venue managers, booking agents, 
journalists, labels, researchers, marketing companies and anyone else who 
wants to publicise you in some way. 

If you can, try to use a secure website where 
you can control access to the information, and 
record who is accessing it. The more you 
know about who wants the information and 
what they want, the more you can refine and 
perfect what you distribute. 

It must be simple, easy, organised, accurate 
and useful. Ideally, your EPK should contain all these things: 

• biographical & contact information 
• monochromatic, high resolution, press photos (for easy reproduction) 
• performance requirements 
• rights policies and restrictions 
• market research and demographic information 
• press reviews and interviews 
• promotional videos 
• contract and/or technical riderTo view examples, visit 

http://www.music-epk.com.  
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nice to meet you, whoever you are 
You can never be too close to your customers or fans. Listening to them and 
giving them what they want is paramount. Maybe you�re wrong about a few 
things. Maybe you�re right. There�s only one way to find out. 

defining success and progress metrics 
�Metrics� is a big mathematical business word, but all it means is the way you 
measure how much progress you�re making. It could be any number of things, 
but you need to know if what you�re doing is having any effect at all, and if so, 
how much effect. 

All it takes is for you to ask �how do we measure how successful we�ve been?� 

Here are a few ways: 

• How many hits and unique visitors your website is getting 
• How many people turned up at your gigs to see you specifically 
• How many people are on your mailing list 
• How big your membership club is 
• How much money you�ve made 
• How many free and paid downloads you�ve had 
• The number of friends you have on MySpace 
• How many of your files turn up on P2P networks 
• How many CDs you�ve sold 
• How much merchandise you�ve sold 
• How many phone calls and offers you get from promoters, booking 

agents and venue managers 

You can choose one of them, or all of them. Once you�ve decided how you will 
measure your success, you need a way to record the information and 
visualise it. 

This is as simple as noting down numbers on a scrap piece of paper and then 
putting together a small spreadsheet in Microsoft Excel. Once the information 
is in, you can easily create graphs and charts that go up and down. There�s 
nothing better for morale that seeing you�re going up and up. 
 

survey your fans for market research 
Surveygizmo (http://www.surveygizmo.com) is a beautiful and extremely 
powerful online survey service that allows you to create free surveys that can 
take up 250 responses, which is more than enough to spot trends and 
opinions. Setting it up takes around 30mins and it can stay open forever. 

Once you have created your survey, offer a prize draw to pull people in, with a 
little mystery behind it. Send out an email to your mailing list, add it to your 
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MySpace page and tell everyone about it at gigs. You will invariably be 
surprised what you find out. 

Here are some of the results we received after keeping the offer open for 
around 6 weeks. 

 

The PDF was created by saving the web page and converting it to PDF with 
the free and open-source printer program PDF Creator 
(http://sourceforge.net/projects/pdfcreator).. 
 

rewarding the people who love your music 
 
Another great way of subtly getting feedback from your fans is to hold 
competitions that they can enter. The prize can be different each time � free 
entry to the next gig, signed merchandise, parties to spend with the band and 
more. The list is infinite and up to you. 

Competitions are also a very clever way to get a lot of work done for you for 
free. Imagine a competition to design the best fansite for your band � every 
single fansite has a link back to your main site, increasing your Google 
ranking. 

Get fans to re-design the graphical layout of your website, to hold the best 
party for you to play at, tell the most people about you, distribute the most 
flyers, get the most venue hand-stamps and more. In this business, you can 
turn almost anything around to work in your interests and appear to be for 
your fans only, simple due to their passion for you and your music. 
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producing almost for free 
Personal computing has revolutionised the professional production of music � 
to the point that it is no longer necessary. In the old days you needed a record 
contract so you could use the advance that came with it to pay for a producer, 
an engineer and the studio time that cost thousands of pounds a week.  

Even with the advent of digital systems and the industry standard Pro Tools 
from Digidesign (http://www.digidesign.com) did not have the same effect the 
small town computer store has. 

just do it yourself 

Obviously musicians still need to buy 
instruments and amplification, but a few 
hundred pounds will buy you a great quality 
condenser microphone (e.g. MXL 990 � 
http://www.mxlmics.com) and sound card 
(e.g. M-Audio Audiophile - http://www.m-
audio.com). Digital inputs mean that the 
original sound is preserved and there is no 
need to buy a bucketload of Shure 57s to 
mic up amps as was done before. 

Instrument effects processors are increasingly 
orientated around home recording. The highly 
portable Pod X3 unit from Line 6 
(http://line6.com/podx3) can handle vocals, 
guitars and bass, and supports two instruments 
at once. It has a USB connection built-in that 

acts as an independent PC sound source that can be directly into audio 
programs, bypassing the need for a sound card. 

You don�t really need to pay for high-end mastering 
either. Using VST software from T-Racks 
(http://www.t-racks.com), you can have it with a few 
hundred dollars.  

 

 
If you are recording straight into a PC you will quickly run into the problem of 
latency, which ideally needs to be less than 10ms to avoid echo and timing 
issues. Steinberg�s ASIO technology was designed to overcome this, but if 
you don�t have proprietary drivers, you can use everyone�s favourite 
independent brand, ASIO4ALL (http://www.asio4all.com/). 
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software piracy is empowering 

The immediate and obvious way to start producing on a PC is to download a 
pirated version of a professional multi-tracking recording program like 
Steinberg Cubase, Propellerhead Reason, Adobe Audition, Apple Logic Pro  
or Sony SoundForge from a BitTorrent site like BT Junkie 
(http://www.btjunkie.org). �Cracks�, �patches� and �keygens� are easily 
available and disable any mechanism the developers has embedded that 
makes a hardware unit necessary for them to work. All require enormous 
amounts of RAM to perform properly. 

A more profound solution is the freely 
available Reaper (http://reaper.fm/), 
which many producers claim is as good 
as, if not better, than most of the pro 
programs on the market.   

 

 

 

For individual track editing, the free and 
open-source Audacity 
(http://audacity.sourceforge.net) is 
extremely useful. 

 

 

 

plugins and libraries 

All music software supports VST and DirectX sound effects and digital 
processing and can output music that is as good as what a professional studio 
would create. Most provide tools for professional mixing and some even allow 
mastering.  

Large libraries of these �plug-in� extensions can a lso be downloaded from 
pirate websites, and there are hundreds of websites offering free sound files. 
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the drum kit problem 

In the recording process, drums are typically 
dealt with first and played next to a click track. 
There are few ways to get around the fact that 
a studio is needed to do a high-quality 
recording where each percussion unit is 
individually captured on a single track.  

The home professional has 2 choices � a) use 
a VST drum program (like Steinberg Groove 

Agent http://www.steinberg.net/945+M52087573ab0.html) or XLN�s 
Addictive Drums (http://www.xlnaudio.com/products). 

or b) record the output of an electronic drum kit (e.g. Yamaha DTX range - 
http://www.yamaha.co.jp/english/product/drum/dtx/index.html) directly into a 
track. 
 

the world is your studio 

Websites like DopeTracks 
(http://www.dopetracks.com), JamNow 
(http://www.jamnow.com) and JamGlue 
(http://www.jamglue.com) provide online 
workspaces for producers, songwriters, 
composers, engineers and production 
professionals from all over the world to 
collaborate together.  

 

Unscrambling tracks from multi-track sequencing software is simple as the 
raw digital recording can be manipulated at will and will not lose quality or 
require physical distribution media. 

So, you can record your entire album in your spare room, but you will always 
need to pay to have it professionally mastered and to consult experienced 
engineers. But for the working band, it means an album can be recorded for a 
few hundred pounds and the barriers to market entry that were there before 
have been firmly eradicated. Now anyone can make music literally for free, 
and to survive, studios need to get specialist. 
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the content production line  

In case you hadn�t realised yet, you�re a content provider. Artists now pump 
out all manner of multimedia content, not just music. Fans don�t just want to 
listen � they want to watch, to read, to feel, to e xperience, to get addicted, to 
become a part of you. 

The difference is that you are the one who operates the factory line. And one 
rule applies: the more you throw at them, the more they want. So if you�re 
going to get into it, you need to really be into it because it�s going to take up a 
lot of your time. 

Examples of the types of content you need to feeding to them are: 

• AUDIO 
o Songs 
o Albums 
o Special releases 
o Remixes 
o Podcasts 
o Karaoke 
o RIngtones 
o Commentary 

 
• VIDEO 

o Music videos 
o Live gig footage 
o Vodcasts 
o Backstage footage 
o Mashups 
o Animations 
o Screensavers 

 
• EDITORIAL 

o Photographs 
o Posters 
o Blogs 
o News 
o Lyrics 
o Competitions 
o Journals 
o Articles 
o Newsletters 
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an example content pipeline 
In the diagram below, we take camcorder footage from a gig and funnel it 
through a 30min production process that generates a pile of different content 
that any artist could distribute in any number of places. Most of the tools are 
free, but the ones that cost are priced similar to a round of drinks in a pub. 

Here we plug the camcorder into a laptop using a Firewire/DV/1394 cable so 
it shows up in Windows as a normal camera. We capture the footage on the 
PC as an AVI file in high quality DV format, using Windows DirectX (or a video 
card if we want to use composite inputs). 

Alternatively we can skip editing and encode it directly into MPEG-2 to go 
straight onto DVD or broadcast TV. 

Once we have our (very big) imported DV file, we pop it into a video editing 
program like Adobe Premiere or Song Vegas Pro to chop it up and make it 
pretty. Once we�re done, we can export it from there as a new AVI file. 

At this stage, we can choose to use MainConcept MPEG Encoder to 
compress the video for DVD. In the settings, we create 2 elementary streams 
(audio and video) that we add into the amazing DVD Lab Pro as a single 
track. A few clicks later and we have a working menu, which we save as an 
ISO disk image � ready to print multiple copies of the disc, or to upload onto 
the website for people to print their own. 
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We save individual frames from it as new JPEG images for the website and 
MySpace, or for adding them to a special photoset, screensaver or DVD 
slideshow. 

Then we strip the audio from it using Audacity, and publish it as a new MP3 
download and an MP3 podcast. For convenience we can also output to 
Windows Media, iTunes and Real Audio if we need to. 

We can take a small sample of the audio and use SUPER to convert it into 
AMR and SMAF/MMF formats for use as a ringtone. 

Our AVI needs watermarking if we haven�t added it already in the editing 
software, so we add our logo in VirtualDubMod and save it out as a high 
quality xVid AVI ready for distributing on the web. 

Our xVid (MPEG-4) copy is good quality and small, so we FTP it up in its raw 
file form to the website as a high quality download. We can also open it in the 
free VLC Media Player, which allows us to take even more still frame 
snapshots and convert to any other video format �on the fly�. 

For mass distribution, we use Google Video Uploader to import it to our 
Google Video account, and Brightcove PublishPod to automatically convert 
to Flash Video (FLV) for our online TV station which we can suck down later 
as a permanent copy with the VideoDownloader Firefox extension. 

In 30-60mins, we have built an entire new library of content simply from a little 
camcorder footage. It�s about now that you should be feeling like you are quite 
a lazy person. 
 

it�s all about the consistency 
An artist�s image is everything. In the digital world, identity is everything. 
Marketing fluffies call it �branding�, but to the r est of the world it�s about 
everything being in sync � a smooth flow of informa tion that�s controlled, 
managed and fits together perfectly. Anything that sticks out and/or confuses 
people causes a problem.  

Consistency is about discipline, and it�s about having steady policies that don�t 
change. If you�re projecting one image in one music video, and another in the 
next, ultimately you�re confusing people. Who are you? What kind of music is 
it? What kind of people are you? If your MySpace profile has 20 different 
images slapped all over it that look different to your second music video, 
where are you going with it exactly? 

The very first step in managing your digital content is having a solid idea of 
your image in the real world. Next comes extending that into people�s digital 
lives. You can�t do anything online that isn�t planned offline. Don�t even bother 
to start unless you have that � a simple black and white page is better than a 
chaotic mess of different themes, images and messages. 
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But most importantly, consistency is about scheduling. You need to decide 
daily, weekly, monthly, quarterly, bi-annual and annual schedules for when 
and what you publish. Podcasts go out on this date, videos on that date. 
 

content protocols and policies 
OK, so we know you�ve decided that you 
will be disciplined and consistent. What 
next? Time to get a little formal about it, 
and set the rules for everyone. Get out a 
piece of paper and write down how things 
must be done � by everyone in the band, 
anyone who works with the band or is 
associated with it somehow. 

Once you have your list, send it to 
everyone and demand they read it. No 
excuses should be tolerated. 

Here�s a few example points that should be mandatory: 

• Every piece of content needs to be approved and checked (who?) 
• 1 person checks and authorises 
• Every digital file must contain as much metadata as possible 
• File names must have the artist name, title of the file and the website 

address 
• Every photograph, audio and video circulated must be watermarked. 
• Photos are stored in the photo folder with the month or date as the 

folder name 
• 2 versions of every image/photograph must be kept � a low-res (72dpi) 

copy for the web, and a high-res for print (360dpi) 
• Each track released must be encoded in 8 different audio codecs 
• 3 versions of every video must be kept � the origi nal source (DV/AVI), 

the edited DVD-quality copy (PAL, MPEG-2) and the web version (SIF, 
FLV/xViD/AVI etc) 

Be highly anal and uber-military about forcing this on people. It will pay off in 
the end, even though you will sound like a tit at first. 
 

preparing for an infinite library 
You�re going to have a LOT of content. Potentially thousands of photos, 
dozens of videos, hundreds of graphics, god knows how many MP3s, 
podcasts and vodcasts, and after that there�s blogs, mailings and website 
applications. 
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You need to get prepared and organised from the outset. If you�re not, you�re 
in for trouble and some long nights of coffee-drinking. 

First, decide where the 
vast majority of your 
content is going to be � 
your digital �hive� or 
�vault�, if you like. For 
most artists, it�s their 
website. For others, it�s 
their MySpace page. 
This place is where 
you publish everything. 

 

Next, you�re going to be in as many other places as you can find, so these 
other �places� (websites, blogs etc) are what we mi ght call �satellites� of the 
main publishing point. When you distribute new content (for example a new 
music video or blog article), you�re going to have to update all those different 
websites. That�s not a good idea at all. 

So you need to choose only the top 10% of what you have to put on these 
�satellite� sites. A little goodie pack of the best  stuff that acts as a summary to 
attract people to the main website. Doing it this way means you only need to 
do global/mass updates every 3-6 months and it�s a lot more manageable. 

Spend an afternoon picking out your top 10: 

• promotional photos 
• music videos and backstage movies 
• MP3 music files (320k high quality and 128k medium-quality) 

Then write your artist biography and put in a Word document to copy and 
paste from. 

This forms your digital �kit� that you can spread w herever you want. What you 
should be left with is a folder on your PC containing 10 JPEGs, 10 video files 
(AVIs, MPGs, WMVs etc), 20 MP3s and a Word document. 
 

watermark absolutely everything 
Watch what Hollywood studios, porn companies and stock footage companies 
always do when giving away previews of their content. They watermark it with 
their name or logo. It is one of the most important things you can ever do. 
Once again it needs to be consistent � how big the logo is, where it is placed, 
and that is placed on EVERYTHING. 
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For graphics, use Adobe Photoshop to add an 
additional layer with 3 items of information: 

• Your artist logo 
• The name of the artist 
• The address of your website/MySpace 
• Contact details 

 

Every single JPEG you put out anywhere needs to have the same watermark. 
You�re going to have to go through a few thousand pictures and add it, so the 
most efficient way to do is use a batch �Action� or  macro/. 

For video, the free VirtualDubMod (http://virtualdubmod.sourceforge.net) is 
fantastic for quick post-processing of motion frames and can also do 
compression at the same time for producing smaller web video. 

The process is fairly simple. Create 
a black canvas in Photoshop that is 
PAL dimensions � 720 pixels wide 
by 576 pixels high, which 
represents the video itself. Add the 
same information: 

 

 

• Your artist logo 
• The name of the artist 
• The address of your website 
• The address of your MySpace page 
• Contact telephone number and email address (optional) 

Save the file as an IBM-Compatible Bitmap (.bmp) at maximum quality. When 
you open your video in VirtualDubMod, apply the �logo� filter and set the 
Bitmap image you created where it needs to be. Make sure to include 
transparency settings, and then just save it in your chosen format. 
VirtualDubMod has a massive amount of functionality included that can also 
help you to change luminance, chrominance aspect ratio, cropping, rotating 
and many more. 

Every single video you release must be watermarked. 

meta-data and file naming 
Nobody ever thinks about the detail of digital files, but it is critically important. 
Consider these 2 files and choose which one is most likely to get found on a 
hard drive, indexed by a search engine, as well as being played and passed 
around more: 
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a) Song-1.mp3 
b) BandName-AlbumName-Music.Track.Name-website.co.uk.mp3 

Or maybe: 

a) Bandname.avi 
b) BandName-Gig.Venue.Name-16th.Oct.2007-website.co.uk.avi 

Seems simple huh? And here�s why it works: nobody 
ever changes the file name once they�ve 
downloaded it. Make people�s lives easy. 

 

 

 

All digital files contain �meta data� � information  about what they are and 
what�s inside them. That�s how Windows Media Player and ITunes can 
provide listings in your music library by artist name, song name, album name 
etc. 

The meta-information in a JPEG is known as EXIF 
(Exchangeable image file format) data, and describes 
the camera used to take the picture, its resolution, 
exposure, focal length and so on. Free software like 
Exifer (http://www.friedemann-

schmidt.com/software/exifer) can add and modify this information. 

The meta-information inside an MP3 file is known as asset of ID3 tags, and 
they come in 2 flavours � ID3v1 and ID3v2. Unsurpri singly, they describe the 
sound file itself and explain who the artist is, what the song is called, how long 
it lasts, what album it�s from, what year it was published, what the lyrics are 
and a thumbnail picture of the artwork. IDv2 is considerably more advanced 
that it�s predecessor (v1) and can hold more information. 

Every single type of music player software can 
read and edit ID3 tags. The easiest way to 
change it is to right click the file in Windows 
and choose �Properties�. A more advanced 
way to create and modify ID3 tags on your PC 
is to use AudioShell 

(http://www.softpointer.com/AudioShell.htm) 
which is slightly more helpful. Add everything 
about you into every file. 
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AAC or MPEG-4 (M4A � the format iTunes uses) meta i nformation is virtually 
non-existent. Ogg Vorbis uses �comments�, Monkey�s audio uses its own tags 
and so on. 

Video meta-data is somewhat more complex as there are so many different 
types of format. The concept to grasp with video files is that the file �container� 
and the actual video itself are 2 different things � the video is put inside a 
container. AVI, MOV, OGG and MP4 are just file containers that can store any 
type of video in any format. The meta-information is embedded in this 
�container�. 

AVIs can be edited in Windows like MP3 ID3 tags or by using something like 
abcAVI Tag Editor (http://abcavi.tk/). QuickTime MOV files don�t use a 
standardised format, but you can use Metadata Hootenanny 
(http://www.applesolutions.com/bantha/MH.html) for the job. OGG containers 
can be edited using WinVorbis (http://winvorbis.stationplaylist-
com.qarchive.org). The easiest way to edit MP4 metadata is through iTunes, 
or you can use Lostify (http://lostify.com/about) on the Mac. 

Only one exception is prudent to mention � Flash Video (FLV), or the web 
video format that YouTube uses. For this you need Flash MetaData Injector 
(http://www.buraks.com/flvmdi/). 

If you wanted to tag your artwork, editing PDF files is as easy as it gets � use 
Windows again, or something like PDF ShellTools 
(http://homepage.oniduo.pt/pdfe/shelltools.html). 
 

iso images and digital packaging 
The standard way to back up and archive the CDs and DVDs you own is to 
put the physical disc into your computer and use software like MagicISO 
(http://www.magiciso.com) or PowerISO (http://www.poweriso.com) to create 
a mirror �image� of it.  

This disk �image� comes out a single file, and ther e are 5 main types: 

• ISO image (.iso) 
• IMG image (.img) 
• BIN/CUE image (.bin) 
• NRG image (.nrg) 
• DAA image (.daa) 

The most universal format to use is ISO. All CD 
and DVD burning software understands what an 
ISO file is and what to do with it. When the ISO 
�image� is loaded into the burning software like 
Ahead Nero Burning ROM 
(http://www.nero.com), it will take a blank disc 
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and directly copy what is in the �image� onto the p hysical disc in the drive, bit 
for bit. 

What this means for artists is that if consumers can burn their own CDs and 
DVDs, you don�t need to make the discs and packaging, and can just 
give them the ISO file to do it themselves. Once you have created the 
master copy of your CD or DVD, you just create an image file, upload it to 
your website, and your fan burns it on their PC at home. 

If you want to take this further, you can also give them the artwork too, in the 
form of a high-resolution (360dpi min.) PDF artwork file. This can be taken to a 
photographic shop or printers so fans can have the artwork on their disc and 
in their jewel case insert. The person who designs your covers and inserts can 
easily export it from Quark Xpress or Adobe InDesign in a way that print 
shops will understand. 

Ultimately what the industry is heading towards is smart software processing 
that personalises artwork and the disc image dynamically �on the fly� so that 
every fan gets their very own unique copy. 
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websites are software applications 
Most band and artist websites are worse than dreadful. They are ugly, 
awkward, unusable, pretentious and just downright irritating. 

Long ago websites were simply brochures. Now, they are software 
applications that do things, rather than just look pretty. They personalise 
themselves for each viewer, take in and manipulate information from forms, 
send emails and text messages, publish/syndicate their content via RSS, 
stream music and video, make calculations and more. 

Your website is your front door to the world. It is the central hub of information 
about everything you do. It is the distribution point for your music and creative 
ideas. It is your shop, marketing area and moneymaking engine.  

You need to get it right. No band has yet. 

general guidelines 
• Always have the look of your website professionally designed. 
• Develop a regular weekly/monthly publishing schedule for regularly 

updating all the content on your site. 
• If they can�t use it, they won�t use it. 
• Leave your vanity and ego at the door. The purpose of your site is to 

get people the information they want as quickly as possible. Most will 
not spend more than 5 seconds there. Keep simplifying it every day 
and don�t waste people�s time. 

• Do NOT pay for someone to create a technical �engine� for how it runs. 
Pick a CMS like Wordpress, JoJo or Joomla, and add your 
theme/layout/graphics to it. 

• For the love of God, DON�T use Flash. It may look swanky, but it�s 
irritating and search engines can�t �read� the content inside it. 

• Always sign a contract with your web designer based on 
time/materials, and make sure you agree an end point, complete with a 
limit on the number of changes after the final draft. 
 

registering .co.uk and .com names 

A simple .co.uk domain name costs around £6.50/2 years if you use a well 
known registration agent like 123-Reg (http://www.123-reg.co.uk). Other 
domains (.com, .net, .fm, .tv etc) can also be bought at the same time but are 
around $35/year. Hosting packages generally start at around £5-30/month, 
but if you have a friend who runs their own server, use that if you can. 
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don�t pay for little changes 

Websites are built in HTML, Flash, CSS and JavaScript, all of which are very 
easy languages to learn if you spend some time Googling them (a good 
source of information is W3 Schools at http://www.w3schools.com). The 
industry standard tools you need to teach yourself are Adobe Dreamweaver 
(website layout), Adobe Photoshop (graphics and pictures) and Adobe Flash 
(animation), which you can buy at http://www.adobe.com/ or download free on 
piracy networks like BitTorrent and Emule.  

 
 

transferring files 

To transfer files from your computer to your website 
and vice versa, you need an FTP program. Download 
SmartFTP (http://www.smartftp.com) as it is free and 
easy to use, or use the FireFTP Firefox extension 
(https://addons.mozilla.org/en-US/firefox/addon/684). 

If you don�t have the time or inclination to learn them, you need to find a 
volunteer (fan, helper etc) to do the updates for you. Design companies 
charge hundreds of pounds for small changes that you can do yourself in a 
matter of minutes. 
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choosing the right technology 

Each hosting plan will come with an option for �server-side� 
software, usually CGI/PHP/MySQL if the server is Linux, or 

ASP/IIS if it Microsoft. Occasionally there will be JSP, Ruby and others.  Use 
PHP/MySQL as it is free, immensely flexible, open-source and there are 
enormous amount of developers and help resources available if you want to 
add new features or need to fix problems. 

You can also simulate your website on your computer using packages like 
XAMPP (http://www.apachefriends.org/en/xampp.html).  If you need to get 
raw access to the website database, you need to upload and install 
phpMyAdmin (http://www.phpmyadmin.net).  
 

updating your site dynamically 

A good website has its content stored in a database (typically MySQL), and its 
design is driven by a single graphics/layout template that has been 
professionally designed. There is no sense in creating 100 separate individual 
HTML pages because that means you have to edit 100 files when you change 
a spelling mistake. A dynamic site means you update one template and the all 
100 pages change at once. An example of a very efficient template system is 
PHP Smarty (http://smarty.php.net). 

To add and change the 
information in the 
database, your website 
needs to use a Content 
Management System 
(CMS) which you get into 
via a �control panel� or 
admin screen. You are 
insane if you don�t use 

one, and there are literally thousands available as free software (see 
http://www.opensourcecms.com). Most are total overkill for what you need, so 
pick something that is lightweight and flexible.  

Do NOT let a developer or designer create your own custom CMS. It will take 
forever, be impossible to upgrade and never do its job properly. Create a 
theme for an extendable system like Wordpress (http://wordpress.org)  or use 
JoJo (http://www.jojocms.org ). 

The people updating the information on your website 
won�t be technical. Make sure all the screens that they 
type information into have a Rich Text Editor (RTE) like 
FCKEditor (http://www.fckeditor.net) or TinyMCE 
(http://tinymce.moxiecode.com/). That way typing in 
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news updates and blogs is like typing in Microsoft Word and they don�t need 
to learn complex HTML. Your granny should be able to do it. 

mod_rewrite: technical alchemy 

If you have hired a web designer and are using PHP/MySQL as your 
technology, the chances are you are also using the Apache web server. 
Apache has a gorgeously brilliant (but badly named) piece of software built in 
called �mod_rewrite� that allows you to do a lot of  very funky things with the 
page addresses on your website without changing anything. It can be very 
handy to make the addresses look tidy and neat, and for tricking search 
engines into pushing you up the rankings. Ask them about it. 

finding out who�s visiting 

For finding out how many people are 
visiting and using your site, sign up to the 
simply amazing and free Google Analytics 
program (http://www.google.com/analytics/). 
Analytics will give you a small snippet of 
code to invisibly include on your website, 
and then give you very detailed results 

about how your website is being used.  

The other very innovative provider to sign up to is 
CrazyEgg (http://crazyegg.com), who give you a 
visual �heat map� of your site showing you how 
people navigate around it. 

 
 

don�t get ripped off 

A website, like software, is never finished � it is  a living, breathing �engine� 
that keeps evolving all the time. Batch and prioritise changes on a regular 
cycle. Designing a graphical theme/template to be integrated into an existing 
CMS should cost no more than £500 and take no longer than 10 working 
days 
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a little innovation goes a long way 
serve up in every format 
MP3 (MPEG 1 Layer 3) might be the default sound format for computers and 
portable players, but it is comparatively old. You should also make your music 
available in the following alternative formats: 

• MPEG-4/AAC (.aac, mp4, .m4a - iTunes) 
• MPEG-2 (.mp2)  
• Dolby Digital (.ac3) 
• Monkey’s Audio (.ape) 
• Ogg Vorbis (.ogg) 
• FLAC (.flac) 
• Musepack (.mpc) 
• RealAudio (.rm, .ra) 
• VQF (.vqf) 
• Windows Media (.wma) 

Use the highest quality source file 
you can (usually a PCM WAV). A 
good all-purpose tool for 
converting into most of these is 
Xilisoft Audio Converter 

(http://www.xilisoft.com/audio-
converter.html) or DBPowerAmp 
(http://www.dbpoweramp.com).  

 

 

For Windows Media, use Microsoft�s free Windows Media Encoder 
(http://www.microsoft.com/windows/windowsmedia/forpros/encoder/default.ms
px), and for Real Audio, use RealNetworks� free RealProducer Basic Edition 
(http://forms.real.com/rnforms/products/tools/producerbasic/index.html).  
 

be there when the computer sleeps 
Creating a screensaver for a PC is incredibly easy, and great ways to keep an 
artist in a fan�s mind as the vast majority of home computer users don�t know 
how to uninstall it once they have added it.  

The professional and easiest tool to use is Axialis Screensaver Producer 
(http://www.axialis.com/ssp) which can incorporate picture slide shows, digital 
music, live RSS news feeds from the Internet and even 30-day trials that 
expire so the screensaver itself needs to be paid for.  
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You�ll look very, very technical and very professional. 
Either that or you can pay your web designer a few 
thousand pounds to convert the obnoxious flash 
movie they dreamt up one day over a cappuccino 
into an .exe file. Don�t bother. Just use Producer 
instead. 

 

audio & video podcasting 
Podcasting and video podcasting (�vodcasting�) may seem very technical and 
mysterious, but it�s actually incredibly easy. All a podcast comprises of is an 
mp3 file you put on your website, and a special �news feed� XML file that fans 
�subscribe� to.  

Once you know the web address of the XML file (because you tell everyone 
where it is, doofus), people add it to ITunes or other podcast receiving 
software (e.g. Juice - http://juicereceiver.sourceforge.net) and you�re done. 
Every time you put a new MP3 file on your website, iTunes is alerted 
automatically and it downloads onto someone�s computer or iPod. Nobody 
needs to download anything, it just arrives magically every time. 

Video podcasting is the same, but instead of an MP3 audio file, you upload a 
video file. Usually it�s in MPEG-4 format (.mp4) but it can be pretty much 
anything the receiving software can understand. 

You can write the bits yourself, but the 
easiest way to get podcasting is to use 
free podcast publishing software like 
LoudBlog (http://www.loudblog.com). All 
you need to do is create the content, and 
the software does the rest automatically.  

Once you have set up your podcast news 
feed and alerting service, there are 50+ 

main podcasting directories you should submit it to for people to find and 
subscribe to. Odeo (http://odeo.com) is a great place to start. 

This goes without saying, but you have to have a regular podcast publishing 
schedule. Fans come to expect things to arrive at the same time, just like a 
fanzine in the post. You can put anything you want in your MP3 file.  
 

bringing back crazy frog 
Millions have been made out of creating and selling ringtones, and most 
mobile service companies will do their best to tell you that the process is 
massively complicated. It�s not.  
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The problem is that there are so many different phones on the market that can 
play different formats. If you want to check each one, you need to look at a 
compatibility list like this example found in a few minutes using Google: 
http://cellphones.about.com/od/ringtoneshowto/l/blringcompi.htm.  

Most modern phones now have the capacity to play 
music and use MP3 files as ringtones. So that�s pretty 
easy � just offer a few MP3 downloads, and you have  
ringtones. 

Older phones are a bit trickier. There are effectively 2 
formats you need to provide that most phones can 

understand. The first is AMR, and the second is MMF/SMAF. If you want to 
punish yourself, you can go back to basics and offer MIDI files. Don�t.  

You can use a free online service like Media Convert (http://media-
convert.com) to turn your WAV/MP3s into this format, or a program like 
SUPER (http://www.erightsoft.com/SUPER.html). Your fans will have to 
download the file to their computer and then transfer it to their phone, or you 
can send it to them as a text/picture message where their phone will auto-
detect the ringtone attachment. 
 

bombing with bluetooth 
If you�ve been walking past an advertising board in a mainline station or high 
street and heard your phone go mad, you�ve almost certainly been attacked 
with the marketing fluffy�s currently fashionable weapon choice: Bluetooth. IF 
you�ve never heard of it before, Bluetooth is a way for electronic devices to 
talk to each other, and works in a range of about 10-20ft.  

Most teenagers and younger kids have been brought 
up with complex mobile phones that also act as music 
players. Most of those have Bluetooth connectivity, and 
it�s a simple, quick and free way to transfer pictures, 
music, ringtones and videos from your phone to 
someone else�s. 

If you want to be swanky, you can bomb fans at gigs 
with your music and pictures without even talking to them. Using a Bluetooth 
Access Point (a hub device that�s similar to a Wireless Internet transmitter), 
you can broadcast anything you like to any phone in range. An example is the 
AnyCom model (http://www.expansys.com/p.aspx?i=145988) that costs 
around £160. 

So that means when fans are at a gig, their phone will buzz and tell them 
you�re sending them an incoming item (e.g. an MP3 file), which if they accept 
will be saved onto their phone. The limitation of this broadcasting is that most 
Bluetooth Access Points can only talk to 7 Bluetooth device (e.g. mobile 
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phones) at once. To do 200 at once, you need to �daisy-chain� more together. 
It�s ideal for putting by the door as an electronic souvenir when people are 
leaving. 
 

video blogs and guestbooks 
Coming straight on the heels of the blog craze are video blogs, or �vlogs�. 
Yes, it�s a very stupid name, but it�s compelling content. Filming a 5min journal 
update or a snippet of your rehearsal jam is a great way to keep someone 
coming back for more. It saves you writing too. Using the free vlog software 
like that on Sourceforge (e.g.� http://sourceforge.net/projects/vlog/) you can 
easily integrate a video blog into your own website. 

The latest generation of the Adobe Flash 
(SWF) technology allows programmers 
to write animations and software 
applications that can talk to your 
microphone and webcam. That�s made 
way for the most fun application of 
websites that make extensive use of 
�commenting�, like MySpace.  

Using free software like that from FlashCom 
(http://www.metasphere.net/video_guestbook.html) and some web server 
storage, fans can leave video messages on your site saying anything they 
want. Everyone gets to be famous for 5 minutes.  
 

in the right direction 
And if you want to go a little crazy, why not create your own TomTom profile 
theme for your fans to put on their in-car GPS?  

Recording your own voice profiles and exporting them 
using the Win:Vift tool is very easy and explained step-
by-step in many places on the web, an example being 
Graeme Lucas� guide: 
http://tomtom.graemelucas.co.uk/.  
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communicating with fans 

People want to reach out and touch what amazes them. They want to feel 
you, worship you and discover your world. Everything you do should get your 
fans closer to you and hook them like a junkie craving for their next fix. 

get with the messaging program 
 Almost all your fans have an instant messaging 
program on their PC that they use to talk to their 
friends. The most popular by far is MSN Messenger. 
Why should they have to go to your website or your 
MySpace to talk to you or find out when the next gig is, 
when they can just ask you directly?  

Having a band or artist instant messaging account is a 
very powerful tool, both for advertising and 
communicating, so make sure you get on MSN, 
Yahoo, Skype, Google Talk, MySpace IM, ICQ, 
Jabber and AIM. 

Managing all those different systems at once can be 
difficult, but using a multi-protocol tool like Trillian 
(http://www.ceruleanstudios.com) or InstantBird (http://instantbird.com) 
makes life a lot easier. 
 

don’t mention myspace 
MySpace is dreadful. Truly dreadful. It�s badly designed, technically inept, 
crawling with paedophiles and just a really terrible website to visit when every 
page is a monstrosity of flashing backgrounds and text message language.  

It�s great for building up an audience quickly, and record 
labels often browse through the site judging your success by 
the number of friends you have. In fact it�s so awful and so 
obvious that there�s no more to say on the subject. Just 
make a band layout for people to use on their own profiles, 
and get them to put your flash music player on their page.  

 

word of mouth blog firepower 
The so-called �blogosphere� of Web-logs (�blogs�) i s a powerful beast, and it�s 
not just for teenage girls to pour their angst-ridden hearts out through. Blogs 
are a form of personal expression, but importantly, they are viral, addictive 
and infectious. They work brilliantly in search engines, and they are 
completely free. 




