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ABSTRACT 

 

The music industry is a rapidly changing industry. With the changes in technology, the 

industry has been opened up to more people. An artist can produce and publish their music in 

their basement. They can promote their own music to the entire world via social media. This 

research examines social media in music for promotion. A series of case studies are presented 

regarding the use of current, popular musicians’ social networking pages. In the main research of 

this thesis, a series of interviews with artists working to build their music careers were 

conducted. An analysis of these interviews found that musicians differ in their social media use. 

However, all of the interviewed artists would prefer to focus more on their music, rather than 

their branding, as quickly as possible. 
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Chapter 1  

Introduction  

The music industry has rapidly changed over the past few decades. As music continues to 

evolve, the world is seeing the path lead to the digital convergence of music. The invention of 

digital music and the continued usage of the internet allowed anyone to push their music into the 

public view through digital technology. Music is easily accessible online.  

Additionally, more people are able to establish themselves as artists without the help of 

an outside entity, such as a label. A musician can record a track on their own personal digital 

audio workstation (DAW), edit it, and then publish it on their chosen platform. Most recently, 

these platforms could be Instagram, Facebook, YouTube, and SoundCloud in terms of social 

media. For streaming, these platforms often include Apple Music, Tidal, Spotify, Shazam, and 

more. There are plenty of options and tools for artists to create and distribute their own music, 

which is something that has been left to mostly larger music labels.  

For years, artists used to dream of getting picked up by a record label in order to solidify 

their career in music. However, with the emergence of digital platforms, record labels have 

begun to take on a different role. Instead of focusing mostly on pushing the physical copies of 

music, they have been looking for other ways to make money in the industry, such as touring and 

merchandising (Marshall, 2013).  

 Many news and academic outlets have even reported on the lack of record labels 

currently in existence. In 2012, four major record labels dominated landscape, EMI, Sony, 

Warner, and Universal (Marshall, 2013). However, during that year, Universal acquired EMI, 

and the industry was confined to three companies (Universal Music Group, n.d.). These labels 
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hold most of the wealth of the industry, and they have control over how most popular music is 

distributed  

 With so few labels in existence now, it is a tiring journey to get signed to a label. Artists 

want to make it big with their music, and that still often means getting signed to a label. 

However, the creation of social media has led to a saturation of the market.  

 Artist & Repertoire (A&R) is the division in these labels that search for and sign new 

artists. They have many methods in place to discover artists. Now, these individuals have 

additional access to thousands of performers online to recruit for their label. 

 Online presence is crucial for artists’ promotion. Artists must understand how important 

social media is for their career. Many musicians have made it big because of their postings 

online, and other artists have the potential to do the same.  

 Additionally, some artists maintain a large following without signing to a label due to 

their social media presence and personal marketing skills. 

 Yet, are artists able to promote themselves online in the same way a label might have in 

the past? With the tools available to them today, there is a possibility. 

 In this paper, a brief overview of the current music industry and social media platforms is 

given. Three case studies of artists who used social media to build their brand are examined and 

analyzed. Finally, the main research question is investigated: are artists able to act as their own 

labels? Additionally, how do they feel about this method of promotion? The findings, limitations, 

and potential for future research are discussed. 
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Chapter 2  

The Music Industry 

 Recording contracts were the end game for musicians in the past, but with the use of the 

internet and the combination of labels into four entities, it is much harder to get signed to a 

recording contract and much easier for some musicians to promote their music on their own. 

 Some artists who have been in recording contracts for long periods of time feel as though 

these contracts are restricting and hold them back from other opportunities. Creedence 

Clearwater Revival, for example, struggled with their recording contract. Compared to others in 

the industry at the time, the band was receiving extremely low royalties for their music. It caused 

the band many legal and monetary problems throughout their career (Bordowitz, 2012). 

 Prince felt confined to his record label, often calling himself a “slave” to his label. He 

would write the term on his face during performances. In 1993, he changed his name to a symbol 

to show his disdain for his label. The remaining time on his contract required his name to be 

written as ‘The Artists Formerly Known as Prince” to complicate things with his label (Hall, 

2002). 

 Currently, some artists are signing something termed the “360 deal”. These deals cover 

everything music-related for the artist. This could cover touring, recording, events, and 

merchandise. The artist signs the contract and gets all of the money upfront, but then they are at 

the liberty of the contract for the period of time they agreed on (Marshall, 2012). 

 These contracts are typically signed with a promoter rather than a label, showing the 

potential shift of power in the industry away from the labels. Some artists enjoy that they do not 
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have to worry about their marketing or putting together their tours. However, others feel as 

though, like Prince, this makes them a slave to their contract (Marshall, 2012). 

 

Figure 1: Slide from Live Nation Presentation 

from Figure 3 (Marshall, 2012)  

 The above slide shows how Live Nation has seen these deals play out. An artist will post 

a song or video online, sign a deal with Live Nation, and then the artist sells out the show 

(Marshall, 2012). 

 With recording contract horror stories, some artists never want think about signing to a 

label or with a promoter. Others find that it will help their career in the end. 
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 Yet, the movement of digital music has allowed anyone to post their content for the world 

to find. It has made people pickier about the music they listen to. In fact, the album itself is dying 

out (Owsinski, 2016). 

 The digital distribution of music allows artists to release music over a longer period of 

time rather than all at once. Therefore, the record label has more time to spread out the marketing 

campaign and promote the future songs on social media (Owsinski, 2016). 

 With music moving to an online platform, musicians can post their music to their social 

media, and a fan can listen to the new song or album right on that post. Before, there would be 

extensive campaigns to get fans to buy an entire physical album.  

 Additionally, platforms like SoundCloud allow artists to post any content of their 

choosing. Instead of having a series of steps to go through to ensure quality, an artist can put up 

an unmastered demo and still get traction (SoundCloud, n.d.). 

 For musicians who do not want to sign to a label, the ability to interact with fans without 

going through a standard form of media, such as a magazine or television, is crucial. Social 

media is a free way for these artists to organically build a fan base. Artists can also directly 

communicate with their fans in a way that was not possible in the past. 
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Chapter 3  

Social Media 

Social media now is a large piece of every marketing campaign. For musicians, it is 

crucial to interacting with fans and building a following. Artists are expected to have a bit of a 

following before they even enter into a recording contract. Therefore, their growth online is 

potentially essential to their future career. 

In London, a genre called Grime, which is a blend on hip-hop, dance, and old school 

garage, has seen its rise through social media. The artists within these genres can publish their 

music and videos directly online for their fans to view. Those in this genre saw their follower 

count increase when they were “authentic” or “real” with their followers (McGrath, et al., 2016). 

For the case of the Grime performers and many other artists, authenticity helps them to connect 

with fans online. By showing that they are real people, that connection helps to build and 

maintain more fans. 

Many artists are also looking to create online communities for their fans through a series 

of steps. Social media users have various different motivations for creating their profiles and 

interacting online. For most of them, finding a community is one of those goals they are looking 

to meet through their profiles. They will seek out content that is related to how they feel and act 

as individuals (Salo, et al., 2013). 

Artists have begun to create social pages online for their fans to interact and connect on, 

with each other and with said artist. Street teaming has become increasingly popular online 

throughout these pages.  “Content communities” have also become popular through Spotify. 

These communities connect fans with different artists the primary musician has a connection 

with or sounds similar to (Salo, et al., 2013). 
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In Salo, et al. (2013), the researchers conducted focus groups with musicians regarding 

their usage of social media. The social media landscape at the time was different in terms of 

platforms, but many of the strategies remain the same. For the musicians, the goal is to build a 

community online. If a community is built online, they have loyal fans that will continue to post 

their content and spread it (Salo, et al., 2013). 

For strategies, these musicians would target groups who could be interested in their music 

by selecting the right social media platforms. To build their community, they would ensure they 

had good communication with their fans through consistency in posting and understanding the 

needs of their fans to feel connected. They supported interactions between their fans and made 

them feel special by personally interacting with them. In the end, they made sure all the content 

they posted was relevant to themselves as artists and how they wanted to be represented (Salo, et 

al., 2013). 

The musicians in this study found these strategies led them to connect with the most 

people online. The central part of this research discovered the importance of creating that 

“community” for fans (Salo, et al., 2013). Social media itself is a community with a series of 

niches. Each artist needs to find their own niche and their fan base from there. 

The current social media scene has grown tremendously since the previously mentioned 

research. For the purposes of the research outlined in this paper, the most popular social media 

platforms, in order, are YouTube (73% of adults surveyed), Facebook (68%), Instagram (35%), 

Pinterest (29%), Snapchat (27%), LinkedIn (25%), and Twitter (24%). In young adults, YouTube 

is also the most used social media (Smith & Anderson, 2018).  
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Chapter 4  
 

Social Media and Music 
 

The digital movement of music has led artists to look for various ways to promote their 

music online. Many artists have found that the promotion they may receive from a label is the 

same as what they could do themselves. For some, social media was the tool that allowed them 

to break free from a traditional label and distribute their music the way they wanted to. In this 

section, three different popular artists are looked at for their use of social media. Chance the 

Rapper promoted his music online and, to this day, does not use a label. Justin Bieber rose to 

fame via YouTube and was discovered by his manager in this space. DJ Khalid cultivated a 

memorable online persona that boosted his recognizability in the music industry.  

Chance the Rapper 

From the beginning of his career, Chance the Rapper has been against major record 

labels. On his website ChanceRaps.com, he promotes the importance of independent music 

through a section titled, “Let’s Bring Independent Music to the Airwaves”. Here, website visitors 

can put in a request to have various independent artists’ music played on their city’s radio 

(Chance, n.d.).  

Chance is a Grammy winner, despite never signing to a record label. In an interview for 

Yahoo Global News, the rapper discussed why he does not want to be held to a recording 

contract. “The artist is completely owned by a label…I don’t like being owned. That’s not my 

thing. That’s not what I’m into,” he said. Because of this choice, he gets to make important 

http://www.chanceraps.com/
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choices about his career, such as how much his music costs and who he gets to tour with (Hahm, 

2017). 

Since he does not use the marketing services that a label provides, many of his primary 

communications with fans come from social media. Chance has 7.83 million followers on 

Twitter (Chance the Rapper, 2017), 1.9 million likes on Facebook (Chance the Rapper, n.d.), and 

8.3 million followers on Instagram (Chance, n.d.). On these accounts, he connects with his fans 

about his music, as seen in the tweet below, where he announces a new feature on SoundCloud. 

 

 

Figure 2: Chance “New Verse” Tweet 

from twitter.com/chancetherapper  

 

Chance also uses his social media to show his own personal voice. He often tweets things 

unrelated to his music. For example, he recently tweeted the following. By showing his 

authenticity, he is building his brand online, which is crucial to increasing a following as 

discussed previously. 

 

http://twitter.com/chancetherapper
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Figure 3: Chance "Antz" Tweet 

from twitter.com/chancetherapper 

 

 Chance also retweets and shares music by other artists frequently in addition to 

interacting with his fans via the same methods. This strategy creates a community on his social 

media that would not exist if he simply pushed his own content. As mentioned before, social 

media growth occurs when there are interactions between accounts, not just a one-sided 

conversation. 

 The rapper’s social media growth story began with SoundCloud, an online streaming 

service. Artists can directly upload their content without hoops to jump through, and they can 

post content they choose without a filter (SoundCloud, n.d.).  The online streaming service 

regards themselves as a type of social media within the music industry space. Chance utilizes his 

account to connect with his fanbase and keep them engaged (Dredge, 2018).  

 Chance’s marketing on SoundCloud began with a mixtape and continued through his 

communication with fans on the platform and connection with fellow artists (Clarke, 2017). 

 The rapper also utilizes a series of marketing strategies on his social media that built his 

brand and made him recognizable. His classic “3” for example is on all of his online digital 

content, banners, videos and album artwork. Because of this, people now associate Chance with 

the number 3 (Clarke, 2017) 

 

http://twitter.com/chancetherapper
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Justin Bieber 

 Justin Bieber’s rise to fame is a well-documented online case study. As YouTube began 

to gain more traffic, musicians began to post their content on the website. Justin Bieber went 

through playing guitar on the streets to posting covers on YouTube. In an interview with ABC 

News, Bieber said, “[My video] had a hundred views, then a thousand views, and then ten 

thousand views, so I just kept posting more videos and more videos,” (Adib, 2009). 

 

Figure 4: Justin Bieber Video 

from https://www.youtube.com/watch?v=csymVmm1xTw   

 Justin’s first video on his YouTube Channel, as seen above, has 8.8 million views 

currently. His other covers vary in popularity, but are still high up in terms of the view count. 

 His music began to gain traction within the industry. Music producer Scooter Braun 

found Justin on YouTube and was impressed with his talent. He reached out to Bieber and got 

him signed to a record label. Without his discovery online and the ability to push out his content, 

Justin would not be where he is today (Goldstein, 2011). 

https://www.youtube.com/watch?v=csymVmm1xTw
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DJ Khalid 

DJ Khalid’s rise to fame does not begin with social media. Yet, social media was a 

mechanism for him to create an online persona that thousands more people recognize. In every 

aspect of his life, he is marketing himself. 

Online, he creates a persona of positivity and “staying humble” despite his rise to fame 

(Pigeons, 2018). According to Khalid, “Being authentic always wins,” as he said in an interview 

with CNBC. DJ Khalid has prided himself on showing his day-to-day life on Snapchat in 

particular to connect with his followers (Castillo, 2017). 

On social media, Khalid uses specific phrases that have become part of his brand. These 

include “Key to life” and “Bless up”. He uses these phrases consistently and has created his own 

brand on his various platforms, even though Snapchat is his preferred medium (Kulkarni, 2016). 

 

Figure 5: DJ Khalid Major Key Snap 

from https://medium.com/@RhapsoDani/major-key-dj-khaled-an-unlikely-source-for-

motivation-inspiration-e865c3421c4a  

https://medium.com/@RhapsoDani/major-key-dj-khaled-an-unlikely-source-for-motivation-inspiration-e865c3421c4a
https://medium.com/@RhapsoDani/major-key-dj-khaled-an-unlikely-source-for-motivation-inspiration-e865c3421c4a
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Chapter 5 

 

Method 

  The purpose of this study is to understand how musicians feel about their relationship 

with social media. Additionally, the study investigates the current posting habits of these 

musicians and if they feel capable to be running their own promotion. In order to best 

comprehend how musicians related to social media, a series of interviews were conducted over a 

period of two months. IRB certification was received to perform the study. 

 Interviewing became the primary research method due the chance for the participants to 

discuss issues further. Qualitative approaches, including interviewing, give researchers the 

chance to gather information that would not be given in a quantitative context. Elaboration often 

occurs in an interview, uncovering important points that would otherwise be hidden (Gibson, 

2017). 

 

Recruitment 

 Participants of these interviews were recruited through social media groups on LinkedIn 

and Facebook as well as through email. On Facebook, these groups included “Musicians / 

Producers & Singers Network”, “MUSICIANS”, “Songwriting”, “Penn State Songwriters Club”, 

“Penn State Thespians”, “No Refund Theatre”, and “Hip Hop Artists / Rappers / Producers / 

Musicians”. On LinkedIn, the groups included “Opportunities for Musicians, Bands, Producers, 

Managers, A&R, Music Labels, & Music Supervisors”, “Music Industry Forum”, “Music 

Industry Network”, “Music Professionals”, and “Music & Marketing”.  
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 The selection of these groups began with the subject of the group. All of the selected 

groups have members who create their own music and work to promote it. The group also 

needed to be currently active, meaning there was posting occurring within it at least a week prior.  

 Within these groups, a message was then posted to briefly describe the type of research 

that was being conducted. Interested musicians were provided an email to reach out to the 

researchers to discuss the research further, ask any questions, and schedule their interview. 

 Additional participants were recruited via email through the researcher’s contact network.  

They were contacted about the research and were given the opportunity to ask questions if 

interested. An interview was scheduled if the musician was interested in participating. 

Interviews 

 Interviewees were given the option to do the interview over the phone, through web 

camera, or in person. Two interviews were done in person, and all others were done over the 

phone.  

 Because of the location of the Pennsylvania State University and the current music scene 

in the surround area of State College, the importance of gathering participants outside of the area 

was crucial to the generalizability of findings. According to Holt (2010), telephone interviewing 

can be one of the most practical alternatives to face-to-face interviewing. 

 The interviews were then transcribed for further reading by individuals outside the 

research team. All identifying information, including names and company information, was 

removed for the anonymity of the participants. All interviewees were asked the same questions 
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and could decline to answer a question as needed. The list of questions asked in addition to the 

transcribed answers of the participants are listed under Appendix A.  

Questions, Reasoning, and Predictions 

The questions used in the interviews as well as the reasoning behind their creation are 

listed below. 

1. How are you currently using social media for your music career? 

 This question aimed to get at the current social media usage of the musicians. As the 

introduction, the goal was to have the musician begin to think introspectively about their online 

presence. It was predicted that participants do not currently utilize a social media strategy or 

think in depth around their online persona.  

 

2. What social media platforms do you currently use? 

 It was predicted that the musicians would use Facebook, Twitter, and Instagram as their 

main sources of social networking. Currently, these are the most popular platforms used by the 

public. This question searched to get an answer for that in terms of the interviewed musicians.  

 

3. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

 The goal of this question was to identify if a musician experienced a change in their 

social media engagements and followers over time. More specifically, it was created to identify 

what specific posts or interactions lead to this. It was predicted that a lack of consistent posting 
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would lead to a decrease in engagement over time. Additionally, musicians would experience an 

increase in engagement when they post a well-produced music video or song. 

 

4. Do you follow any fellow artists? Was it helpful to you to do so? 

 This question prodded the musician’s use of social media for networking and partnership 

purposes. Mainly, the goal was to see if they see social media as a platform to do this. 

 

5. How do you interact, if at all, with your current fan base on social media?  

 As mentioned in Chapter 3, interaction is an important part of building a social media 

following. The goal of the question was to identify if musicians were currently doing this. 

Because of the amount of time it takes to interact with followers, it was predicted that the 

musicians do not currently do this. If they did, they did it minimally. 

 

6. What strategies do you currently use, if any? How effective do you feel they have been? 

 A strategy is an important part of effective social media. However, it was predicted the 

musicians would not have a strategy for their pages since it takes significant time to build an 

effective strategy.  

 

7. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

 The goal of this research was to look at those musicians who have not utilized a label or a 

communications firm to promote or manage themselves. This question would rule out those who 
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have done so. If the musicians had used these groups, it was important to identify why they may 

have no longer been using the services of these organizations. 

 

8. What is your ultimate goal with social media? 

 This question aimed to look at what they were looking to achieve through their online 

presence. Some potential examples were an increase in exposure, a larger fan base, or a platform 

to post their music. 

 

9. How often do you post your music on social media? 

 It was predicted that the musicians would post at least once a week. They would post 

more if they had a performance coming up or a release of their music. 

 

10. How often do you post in general across platforms? 

 The goal of this question was to identify how often the musicians post the same content 

across the channels they utilize. For example, if the create a new music video, they post it on 

both Instagram and Facebook. 

 

11. Does certain content get more engagement (engagement is defined as share/retweets and 

likes)? Why do you think that is happening? 

 This is trying to get at the same issues presented in question #3. However, instead of 

looking at their engagement over time, the musicians were asked to focus more on the specific 

content they post. It is predicted that more post that have to do with their music will get more 
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engagement. An important piece here is the “why”, since the goal of the research is to figure out 

how musicians feel about their social media use. 

 

12. Do you focus more on posting content or interacting with your followers? 

 While the musicians may not have a strategy, answering this question will show how they 

currently focus on their social media. As mentioned previously, most social media users center 

on putting out content rather than interacting with the people that follow them. 

 

13. Do you interact with influencers on social media? Do you feel it is useful? 

 On social media, influencers can have a big effect on the success of an individual. One 

retweet by a known influencer can cause a drastic increase in the following of a musician. 

Liking, sharing, or retweeting the posts of an influencer can bring attention to the musician. 

However, it sometimes can be pointless since the influencer gets hundreds of interactions per 

day.  

 

14. What is your goal as a musician? 

 Devotion to self-promotion can often come from how devoted a musician is to his or her 

career. If a musician has the goal to become a big star, their social media activity will potentially 

show that. However, there are many other factors at play in regards to their social media habits.  

Despite what their online presence shows, this question aimed to get at the futures of the 

interviewed musicians. All of the musicians interviewed were required to want to pursue music 

as a full-time career. Yet, that could be defined differently between each person. 

 



19 

15. What are the current problems you are facing in terms of your musical career? 

 This question searches for the current stressors the musicians were feeling in their career. 

Because the other questions in the interview leaned towards their promotion, it was predicted the 

musicians would respond with answers concerning their fan base, social media presence, or 

overall marketing. 

 

16. What is your ideal role on social media? 

 Musicians were predicted to give their goal for their social media usage. As in, they 

would provide what their ultimate follower goal is in addition to what their content posting goals 

were. This question could also be answered in the perspective of how they interact on their social 

media accounts. Would they prefer to not have a social media account? Would they be more 

interested in creating their music instead of working on their “brand”? 

 

17. Do you have anything else you would like to share? 

 This was left up to interpretation by the musicians. Elaboration was a key reason for 

choosing interview-based research. The musicians could share any additional information they 

felt pertained to the research and was not covered in past questions.  
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Chapter 6 

 

Analysis & Discussion 

 While certain assumptions and hypothesis were made regarding the creation of the 

research, many of the questions were taken differently between the participants. Additionally, 

many of them varied in terms of their musical career and their understanding of social media. All 

of the interviewed musicians were looking to boost their music career in some way, particularly 

to build their overall fan base. 

The Platforms 

Each artist used their own unique combination of social media platforms. All of them 

used Facebook in some way. Those in bands indicated that they used a Facebook Page to 

promote their music. However, all of the participants used their own personal Facebook pages to 

share music and get their name out there. 

For the other popular platforms, such as Twitter, Instagram, and YouTube, not all of the 

artists had accounts across these platforms. Additionally, their use of these various platforms 

depended on the demographic they were trying to appeal to. The artists in Interview #1 and 

Interview #5 performed mostly in bars. Therefore, they used social platforms with a younger 

population on them (Instagram and Twitter). 

Some of the participants used unique platforms, such as Reverb Nation and Nimbit 

(Interview #3) and Periscope, which is a live streaming service (Interview #6). The musician in 

Interview #6 also utilizes Patreon to make money online for his content. 
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Reverb Nation promotes itself as a tool for emerging artists. It helps artists connect to 

venues, festivals, brands, and labels. The service helps artists management and market 

themselves. It also acts as A&R to connect artists with the major record labels discussed 

previously. A free account will allow you to sell your music and find places to play. A paid 

account gives you more opportunities for marketing and networking (About, n.d.). This website 

truly allows the artist to act as their own label for the time being before they are officially signed 

to a label. 

Nimbit is similar to Reverb Nation, but it focuses on growing fanbases, fundraising for 

the artists, and selling content. While it is a smaller company, the service allows a musician to do 

more for free, including selling tickets and tipping (Nimbit, n.d.). 

Patreon is a website where people can pay you money for the things you create. Artists 

and creators can offer additional incentives through Patreon for larger donations as well (Patreon, 

n.d.). It is a service where someone can give money to their favorite artist or musician so they 

can keep creating the content the person enjoys. For musicians, like the one interviewed, it is a 

way to get paid when you are not creating songs or content online. 

While these platforms are not necessarily social media, they play an important role for 

many in the music industry. Reverb Nation is fairly well known in the musician space, and many 

artists utilize the platform for social media management. 

The musicians interviewed were all looking to improve their presence on these platforms, 

however. None indicated that they had an interest towards joining an additional social media 

platform. 
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Posting on Their Accounts 

Each artist interviewed had a different perspective on the frequency of posting for their 

social media accounts. Some had guidelines that they followed for posting, such as Interviewees 

#3, #6, and #7. Others felt it was only necessary to post when they had a gig, new music, or an 

announcement.  

As mentioned in Salo, et al. (2013), looking at the fanbase of the musician is essential to 

determine the sweet spot of content for the musician to post. Many of the musicians interviewed 

did not have much of a strategy put into place for their growing fanbases. For those who had set 

places to perform (i.e. bars, retirement homes), it was easier for them to understand how to 

utilize social media. Those who performed in bars posted more about when they were going to 

play. The musician in Interview #7 performed in retirement homes, and therefore, they did not 

previously post on social media as much due to the demographic. 

Some of the artists interviewed only post their music or performance dates on their social 

media. Others post things that are more consistent with who they are as people. The musician in 

interview #5 is a good example of this. As seen with Chance the Rapper and DJ Khalid, posting 

one’s authentic self can appeal to a growing fanbase and create connection. 

Overall, it seems understanding the demographic one’s music appeals to is the way to 

figuring out the right content to post and how much to post it. 

Content vs. Interacting 

On Question #12, all of the interviewees, except Interview #5 and Interview #6, stated 

that they focus more on the content they are posting over interacting with their followers. The 
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participants in these interviews are mostly at the beginning stages of creating their followings on 

social media. Interview #7 had just created their first Facebook and YouTube page after recently 

completing an online social media course.  

In Salo, et al. (2013), the researchers found that the content posted is essential to creating 

growth, yet creating and nurturing an online community with interaction is as well. Without 

building that online interaction space, the musician could potentially be missing out on major 

growth. While this is only one strategy that can lead to more followers, as seen in the previous 

case studies, it is one that can work if executed properly. 

Means to an End 

All participants indicated that they would like to make money off their music or pursue 

their music full time. However, some, especially Interview #6, wants to have another entity take 

over their management and marketing in the near future. They said, “[My ideal role on social 

media is] to only livestream my performances and to be able to pay someone to take care of the 

rest.” 

However, Interview #7 stated that they would never want to be signed to a label. The fact 

that they can post their own content on social media and make the music they want to is 

empowering to them. They can still make money off music even though they are not stuck in a 

recording contract. In regards to their ideal role on social media, Interviewee #7 said, “For me, 

it’s a tool to an end that cuts out having to have a recording contract with a label.” 

For many artists, the recording contract allows them to focus more on the music. All of 

the managing, marketing, and publishing of the music is handled by the label. For some, the 
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confines of that contract do not work with their brand nor their personalities. Chance the Rapper 

is a great example of that as seen in the earlier case study.  

Limitations

 One of the major issues faced in this study was recruiting and retaining interested 

participants, especially those who were recruited online. The overall recruitment strategy online 

was to post in the previously mentioned groups each week during peak times of usage. The peak 

usage time was determined by when the most posts were created. Looking back, this strategy 

may have led to the posts getting lost in typical traffic of the group.  

 Additionally, the language of the posting may have not been appealing to the members of 

the groups. The Facebook groups in particular were created for fellow musicians to communicate 

and promote their own music. The researcher used formal language to promote the study online, 

instead of a friendly tone that many other people used.  

 Email was also used to recruit participants whose contact information was already 

possessed by the researcher. Many of these individuals did not use social media anymore, and 

therefore, they did not qualify for the study. 

 Despite this, multiple participants reached out to the researcher after seeing the posts on 

social media or receiving the recruitment email. However, many of them stopped answering 

emails or did not answer the phone during the time of their interview. Some potential participants 

provided feedback on the research method, saying a survey may have been easier for them to 

complete. 



25 

 Furthermore, many of the participants were located in State College, Pennsylvania, 

despite there being multiple posts online to recruit participants. This definitely affects the 

generalizability of the findings in this study. The population of the town is mostly college 

students, and therefore, the marketing to citizens of that area is different than a larger city or a 

much smaller town with varying demographics throughout the population. 
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Chapter 7 

 

Conclusion 

Artists believe that social will help to further their music career. With the interviews 

given, most do not have a particular strategy they are using. Posting their content is crucial to 

them growing their following, and interactions can help them grow a community. 

As seen in the case studies, social media can be used in a variety of ways to build the 

following of an artists. Whether they build their own unique persona or simply post their music, 

being online is essential for an artist in this day.  

To answer the beginning research question, “Can artists act as their own labels?”, simply, 

they are able to. There are multiple social platforms for them to promote themselves on and 

varying music distribution sites for them to publish their music. Social media allows artists to 

potentially grow their following by simply posting a video. However, from the research 

conducted, social media is not the only piece an artist can use to act as their own label. It is a tool 

for them to fuel musical journey. 

According to the artists interviewed, some want to continue to run their own social media 

and enjoy acting as an independent artist. Yet, others want to focus more on their music than the 

administrative tasks a label could potentially handle, specifically marketing. For these artists, 

running their own social media is a means to an end, and they cannot wait for that end to happen. 

Future Research 

If this study were to be duplicated, it seems a survey may reach more people and gather 

results that are generalizable to the wider population of independent musicians. Additionally, 
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some of the questions that many artists did not respond to, specifically Questions #13 regarding 

the influencers, could be removed in the future. Creating various surveys honing in on specific 

aspects of social media may also lead to more participants responding.  

The questions asked in this research look at the overall breadth of a musician’s 

interactions with social media. Future research could look more specifically into the platforms or 

strategies that could be used. Over time, researchers could collect growth data to identify which 

strategies are improving their follower counts. 

Lastly, most of the interviews conducted in this research looked at musicians with a 

relatively low social media following. Future research could be done on artists who have a more 

established social media presence and a moderate social media following. 
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Appendix 

Interviews 

Interview #1 

1. How are you currently using social media for your music career? 

“We try to post every time we get together for practice, recording, or gigs, along with advertising 

new songs, upcoming shows, and various other announcements.” 

 

2. What social media platforms do you currently use? 

“My band primarily uses Instagram, SoundCloud, YouTube, and Facebook for social media 

content. Instagram is where our younger audience is. Facebook is where our older audience is. 

YouTube is where we upload music videos and live show. SoundCloud is where we upload our 

recorded music.” 

 

3. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

“We released our first album last summer. There was definitely the most traffic then as the 

album’s release was building up.” 

 

4. Do you follow any fellow artists? Was it helpful to you to do so? 

“We try to follow and communicate with as many various artists as possible. Connecting with 

other artists gets our name out, and making friends in the industry is always a plus.” 

 

5. How do you interact, if at all, with your current fan base on social media?  
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“We get comments on some posts about when shows are or for more information regarding new 

music. We usually comment back in response.” 

 

6. What strategies do you currently use, if any? How effective do you feel they have been? 

“Our posting habits are mostly controlled by what we’re doing in regards to our music. If there’s 

a gig, we post about the gig.” 

 

7. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

“We’ve been contacted by a couple labels about advertising but we feel doing it ourselves is a 

more personal strategy. We also believe it gives us more control over our product.” 

 

8. What is your ultimate goal with social media? 

“Our goal is to grow our following through social media. Live shows are great, but social media 

is an additional resource that would be a waste if not utilized.” 

 

9. How often do you post your music on social media? 

“Pretty often. We post clips of practices or recordings right in our posts. We like to show our 

community the process at which we create the music.” 

 

10. How often do you post in general across platforms? 
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“Again, our posting depends on how busy we are. Summers are very active; multiple posts a 

week. But, being at school and away from other band members things can slow down. We try to 

post every week or so just to remind people we’re here.” 

 

11. Does certain content get more engagement (engagement is defined as share/retweets and 

likes)? Why do you think that is happening? 

“We definitely get more engagement on announcements like our album, as well as new shows.” 

 

12. Do you focus more on posting content or interacting with your followers? 

“Probably focus more on posting content.” 

 

13. Do you interact with influencers on social media? Do you feel it is useful? 

“We try not to stem too far regarding interactions with influencers. We like to build from within 

our community.” 

 

14. What is your goal as a musician? 

“The main goal is probably to make enough money to live off. But, we wouldn’t be doing it if 

we didn’t love it.” 

 

15. What are the current problems you are facing in terms of your musical career? 

“It’s hard to make a following through social media alone I will admit. It’s a great tool but it 

shouldn’t be used as the only outlet for advertisement.” 
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16. What is your ideal role on social media? 

“I’ve always wished we could get more comments and overall interaction on posts.” 

 

17. Do you have anything else you would like to share? 

“I can give you the list of my accounts.” 

[accounts not transcribed to keep identity anonymous] 
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Interview #2 

1. How are you currently using social media for your music career? 

“I use it as a means to update people with performances, achievements, and small snippets of 

performing.” 

 

2. What social media platforms do you currently use? 

“I like Facebook and Instagram.” 

 

3. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

“No, I haven’t dedicated myself to social media enough to notice a difference.” 

 

4. Do you follow any fellow artists? Was it helpful to you to do so? 

“Yes, I find it very helpful and use it as an inspiration.” 

 

5. How do you interact, if at all, with your current fan base on social media?  

“I don’t currently have a fan base, but I would like to.” 

 

6. What strategies do you currently use, if any? How effective do you feel they have been? 

“I promote my accomplishments to keep people up to date as I’m currently attending school. So 

far, the feedback on there has been mostly positive.” 
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7. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

Declined to answer 

 

8. What is your ultimate goal with social media? 

“I want to keep people updated with my musical journey.” 

 

9. How often do you post your music on social media? 

“Rarely. I want to build myself first.” 

 

10. How often do you post in general across platforms? 

“When something positive happens in my life or career.” 

 

11. Does certain content get more engagement (engagement is defined as share/retweets and 

likes)? Why do you think that is happening? 

“My actual performances get more engagement because people would rather see me do 

something than have me talk about it in a written post.” 

 

12. Do you focus more on posting content or interacting with your followers? 

“Definitely posting.” 

 

13. Do you interact with influencers on social media? Do you feel it is useful? 

“No.” 
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14. What is your goal as a musician? 

“To entertain and give people an outlet to express themselves.” 

 

15. What are the current problems you are facing in terms of your musical career? 

“Living in [my current city]. The gigs are kind of lacking.” 

 

16. What is your ideal role on social media? 

“I want to be known.” 
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Interview #3 

1. How are you currently using social media for your music career? 

“We have a band page on Facebook and post content to that. We also use Twitter, but less 

frequently, and also Reverb Nation and Nimbit.” 

 

2. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

“We see obvious spikes when we post videos. Videos seem to be very popular and not always 

music only ‘vids’. Sometimes just behind the scenes stuff where we are just fooling around. 

Videos where we get stuff wrong, always popular, too.” 

 

3. Do you follow any fellow artists? Was it helpful to you to do so? 

“Yes, we follow a bunch of other artists. It’s been very helpful. They sometimes share our stuff, 

and it’s allowed us to expand our following.” 

 

4. How do you interact, if at all, with your current fan base on social media? 

“We comment on threads and also enter into direct conversations.  It’s time consuming, but 

worthwhile.” 

 

5. What strategies do you currently use, if any? How effective do you feel they have been? 

“We don’t have a fixed strategy other than to post regularly but not ‘for the sake of it’. We prefer 

to concentrate on worthwhile content rather than just posting unnecessarily.” 
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6. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

“We are our own label and ‘comms’ agency because that’s what I do for a living. I would say the 

insider type knowledge has been very useful for our band.” 

 

7. What is your ultimate goal with social media? 

“Build up our following and ultimately sell our original material through Google Play or Spotify.  

We aren’t doing this right now though. We tend to give away our stuff at the moment.” 

 

8. How often do you post your music on social media? 

“We try to post something once a week, although not original stuff. Clips from rehearsals or 

quick cover versions of songs.” 

 

9. How often do you post in general across platforms? 

“Two or three times a week.” 

 

10. Do you focus more on posting content or interacting with your followers? 

“Posting content.” 

 

11. Do you interact with influencers on social media? Do you feel it is useful? 

“Hmm…we don’t really have access to any huge influencers. We try interact with some people 

who have more followers that us, mainly other artists or in specific groups for our genre.” 
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12. What is your goal as a musician? 

“Just to do it full time and make ends meet.  We want people to hear our songs and like them. I 

personally would like the opportunity to write for other artists too.” 

 

13. What are the current problems you are facing in terms of your musical career? 

“Having the time to concentrate on it fully. We all have regular old jobs and being a musician 

doesn’t always pay the bills.” 

 

14. What is your ideal role on social media? 

“We enjoy posting stuff on social media, and it’s a good way to get our name out there, but 

largely, it’s a means to an end.  Every second we spend on it is a second we don’t spend creating 

new music, so it’s a necessary, but worthwhile evil.” 

 

15. Do you have anything else you would like to share? 

“The paid options on Facebook especially are quite good.  You can get a lot of eyes on your 

posts for not a huge amount of money.  If we post up something we think is really cool we 

sometimes stick a few pounds behind it to amplify it a bit more.” 
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Interview #4 

1. How are you currently using social media for your music career? 

“I use social media to promote performances, new songs, let people know what I’m working on, 

and keep conversations going online about any subject. Generally, I use it to keep the interest of 

people, and hopefully gain new interest through discovery with hashtags and paid advertising.” 

 

2. What social media platforms do you currently use? 

“I use Facebook, Twitter, Instagram and LinkedIn.” 

 

3. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

“The most obvious spike is when I do paid advertising through Facebook and Instagram. I also 

get spikes with popular posts, which may include an engaging photo. I notice drops when I’m not 

active on social media.” 

 

4. Do you follow any fellow artists? Was it helpful to you to do so? 

“I follow a lot of fellow artists, mostly in my regional area. It’s both helpful and hurtful, and it 

may be more frequently hurtful. That’s because I compare myself, and when they have good gigs 

or their career is advancing, it makes me feel bad about myself. It’s hard to stay positive.” 
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5. How do you interact, if at all, with your current fan base on social media?  

“People send me private messages, and I usually respond. They’re very light, usually, like people 

saying, “Hi!”. Also, people click “like” on my posts, and sometimes make comments. And then, 

I thank them.” 

 

6. What strategies do you currently use, if any? How effective do you feel they have been? 

“I have not been using any set strategies, but I am looking into that for my upcoming release.” 

 

7. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

“I have not worked with any agencies, but I may in the near future for my new release. If you 

have recommendations, please send them my way.” 

 

8. What is your ultimate goal with social media? 

“My ultimate goal with social media is to increase brand awareness, grow streams, and engage 

music lovers. I’d like to connect with music lovers and have some sort of relationship with them. 

Knowing their preferences may affect my future strategies and show locations.” 

 

9. How often do you post your music on social media? 

“I post my music on social media not very often, actually. Maybe once or twice a month in some 

form or another. I don’t like to “beat a dead horse” per say if the music is already out there, and 

most of current social followers already know about it. But, maybe I should.” 
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10. How often do you post in general across platforms? 

“This is a hard question because Instagram does not let you post links, and Instagram seems to be 

the hottest social media app right now. But, I do post across Instagram and Facebook when I 

have a photo to share. And with music or audio, I usually cross post with Facebook and Twitter.” 

 

11. Does certain content get more engagement (engagement is defined as share/retweets and 

likes)? Why do you think that is happening? 

“It seems that my biggest engagement is when I post about a sync license with a TV show or 

brand people know about. For example, I made a post that [company name removed] used my 

song for a commercial in Europe, and that got a lot of likes. Also, there is something else I do on 

Facebook that I discovered is great for engagement and new page likes. I post a picture of a place 

where my music has had some exposure. I can see countries in various stats on like YouTube, 

Spotify, etcetera. For example, my music was being played a lot on YouTube in Thailand. I 

posted a picture of a famous site in Thailand and wrote ‘Thank you, Thailand for discovering my 

song’, and then, I boost that post to the country of Thailand to people with music interests. Those 

posts got me huge responses in post likes and some new page followers/likes. This is probably 

happening because I’m acknowledging their specific place, and they feel special.” 

 

12. Do you focus more on posting content or interacting with your followers? 

“I focus more on posting content, but I interact with followers when they comment. I don’t really 

know how to interact with followers unless they engage with me first, through likes, comments, 

or messages.” 
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13. Do you interact with influencers on social media? Do you feel it is useful? 

“I’m a little intimidated to interact with influencers because it’s delicate. I want to make a 

positive impression and increase their awareness of my work, but I don’t want to get negatively 

labeled. I have interacted with influencers to a limited extent. It’s not uncommon for me to 

simply like the posts of influencers, though. I do that somewhat frequently, but I don’t reach out 

or comment much.” 

 

14. What is your goal as a musician? 

“That’s a good question. My goal may be a little uncommon. I, personally, want to share the gift 

of music with the world. I want to uplift as many people as possible, make them feel good, tell 

them it’s okay, make them reflect, or help them to heal from their pain. I want to help people lose 

themselves in the beauty of music, and sway back and forth and forget their stress for a little 

while. I want to spread this joy to as many people as possible and the whole world if I can. At the 

same time, I want to be compensated and live a comfortable life, while living an amazing life 

and connecting with people at their hearts.” 

 

15. What are the current problems you are facing in terms of your musical career? 

“Influencers blowing me off completely, not giving my music a chance or a listen is the biggest 

problem. I call and send nice, thoughtful emails, and get absolutely nothing in return. That’s hard 

because my work is not low quality. Also, even finding the influencers is very, very difficult, like 

playlist curators.” 
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16. What is your ideal role on social media? 

“Professionally, my ideal role on public social media is to be part of conversations of engaged 

music fans. Specifically, people that have some level of interest in my music or genre. I’d like to 

get to know and understand them and know what they’re looking for so I can better serve them. I 

also would like to share information about other topics that they find useful or can make them 

feel better about themselves.” 

 

17. Do you have anything else you would like to share? 

“It’s a constant struggle to tune out the noise of the mass media and major label artist promotion 

and branding. I don’t want to be another pop artist, and there are so many copycats out there. I 

have no interest in being hip or cool, and I do struggle with wondering if I’d do better if I crafted 

an image that seems that way. But I’m middle age. I’m not a kid. I just want to be myself and do 

my art, and I feel the music I make is high quality and deserves a chance. The way I see it, image 

is superficial and often gets attention when the music is nothing special, and so I find myself 

going against what society perpetuates with music artists. Influencers want hip, and a hip, trendy 

sound. But I want simply to keep getting better at what I do and make great music that touches 

people in a positive way.” 
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Interview #5 

1. How are you currently using social media for your music career? 

“Currently, I am using social media by advertising when my bands, [name removed] and [name 

removed], will be playing. It is really easy to send a quick ‘Playing tomorrow at 10!’ message to 

all of our followers since most of the time we find out we have an unscheduled gig the day of or 

before. For [name removed], we also use social media to send out links to our EP or singles. We 

also use it to sort of hype up any upcoming music.” 

 

2. What social media platforms do you currently use? 

“Currently we use Facebook, but previously we used Instagram and Twitter. We saw that Twitter 

really didn’t help that much, and we were not gaining followers. Same with Instagram. Facebook 

is really helpful because people seem to be a little more mindless of who they follow while they 

are pickier on Instagram and Twitter. We can make Facebook events for upcoming shows and 

invite people one by one, which can get way more responses and interactions. “ 

 

3. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

“We have seen drops in our social media since we first got online, which I believe is mostly 

because people who followed us mostly graduated. Since we cater mostly to twenty-one plus 

students, there is an entirely new group of people that we have to attract. We do see spikes when 

we play more popular time slots. Like occasionally, we will play a Saturday night at [name 

removed], or we will play a full night at [name removed], which will get us a couple extra likes.” 
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4. Do you follow any fellow artists? Was it helpful to you to do so? 

“We only really follow bands that play around [city removed]. We like to interact with them 

especially if we play a show together. For instance, we went onstage and played with [name 

removed] a couple months back. So, we both posted about how great the other band was. That 

was helpful. Since they have such a large fan-base, we were able to attract some of their fans.” 

 

5. How do you interact, if at all, with your current fan base on social media?  

“We honestly act like a**holes, in a funny way, when we interact with fans. Mostly, this is 

because we are friends with the people who interact with us. Like, my friend, [name removed], 

will post something about us and in all caps, I’d say ‘We love you. You are the light of our 

lives.’ or dumb stuff like that.” 

 

6. What strategies do you currently use, if any? How effective do you feel they have been? 

“None, we just post whenever we have a gig coming up. It helps to add pictures.” 

 

7. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

“Nope, no need.” 

 

8. What is your ultimate goal with social media? 

“We are only going to be around until May, so our only goal is to inform people about when we 

play” 
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9. How often do you post your music on social media? 

“Not often at all. [name removed] only posted music when we first released it” 

 

10. How often do you post in general across platforms? 

“Maybe once a week. Or, longer really, just to say we are playing that night or something. Or, if 

we have special shows, like Saint Patrick’s Day,” 

 

11. Does certain content get more engagement (engagement is defined as share/retweets and 

likes)? Why do you think that is happening? 

“Definitely posts with pictures. I do not know why. It just seems to be more personal when our 

followers can see our faces.” 

 

12. Do you focus more on posting content or interacting with your followers? 

“It is about fifty-fifty, but we do not receive much interaction with our followers since we are a 

small-time band.” 

 

13. Do you interact with influencers on social media? Do you feel it is useful? 

“Nope.” 

 

14. What is your goal as a musician? 

“Personally, I would like to continue making music after I leave the band, but I would not 

advertise myself until I have at least a full album recorded.” 
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15. What are the current problems you are facing in terms of your musical career? 

“Gear is so d*** expensive. There are so many things you need, like programs, microphones, 

guitar/bass pedals, midi keyboards. I am broke and can’t afford any of it.” 

 

16. What is your ideal role on social media? 

“Really just to let people know we are still around and still playing!” 

 

17. Do you have anything else you would like to share? 

“Since we are a small band with an expiration date, we do not go too hard at the social media 

game. I would recommend asking [three band names removed for anonymity] these questions 

too because their social media game is way better.” 
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Interview #6 

1. How are you currently using social media for your music career? 

“I currently use social media to promote my albums and to live stream my performances for my 

small, but growing army of fans.” 

 

2. What social media platforms do you currently use? 

“I currently use Twitter, Facebook, SoundCloud, YouTube, Instagram, Periscope and LinkedIn.” 

 

3. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

“I see occasional spikes in the number of people visiting my personal website, which I sell my 

CD from. I seem to get one or two new followers on Instagram in particular after I’ve live 

streamed a performance on Periscope. The former will likely be because I mention that I have a 

CD for sale in my live broadcasts. But, with Instagram, I guess it’s just because it’s becoming 

increasingly popular. So, folks just go looking for me there.” 

 

4. Do you follow any fellow artists? Was it helpful to you to do so? 

“Yes, I follow fellow artists on Twitter, Instagram and Periscope, and I’m connected with some 

of them on Facebook. It's helpful because when these musicians go live themselves, I get notified 

that they’ve done so, and I watch them. I think because I do, many of them watch me when I go 

live, and that’s why some of them tip me while they’re doing so.” 
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5. How do you interact, if at all, with your current fan base on social media? 

“I make a point of liking as many of their posts as I can, retweeting ones which I think will be of 

benefit to others and sharing at least one inspiring or motivational post on LinkedIn each day that 

one of my contacts as posted.” 

 

6. What strategies do you currently use, if any? How effective do you feel they have been? 

“I make a point of using the platforms I’ve referred to every morning of everyday. I like twenty-

five Instagram posts, ten LinkedIn posts and I share one, as I mentioned before. And, I always 

either retweet one tweet or like five tweets from the Twitter profiles of anybody that’s retweeted 

me in the previous twenty-four hours. I think it’s been effective because it reminds my 

supporters that their support doesn’t go unnoticed, and on Instagram, it keeps me in people’s 

notification feed and, therefore, on their radars.” 

 

7. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

“No, I’ve not done that.” 

 

8. What is your ultimate goal with social media? 

“To use it to attract at least another nineteen patrons on Patreon. That way, my books balance, 

and I can afford to make music on an indefinite basis and not just for the next twelve months.” 
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9. How often do you post your music on social media? 

“I post new music on social media perhaps once or twice per week, and I never post the same 

recording twice.” 

 

10. How often do you post in general across platforms? 

“On Facebook, maybe once or twice per day, or every couple of days, and the same on 

Instagram. I share one post per day on LinkedIn, but on Twitter, I post a lot less. Largely because 

I like to use a lot of words, and Twitter obviously has a two-hundred-and-eighty-character limit.” 

 

11. Does certain content get more engagement (engagement is defined as share/retweets and 

likes)? Why do you think that is happening? 

“I think posts without links get more engagement, and posts where I mention a song I’ve 

uploaded, ‘My [name removed] 2018 Audition Video’ for example. People have this blanket 

disapproval of anything, which they immediately label in their minds as ‘spam’. Because people 

are obsessed with fame and celebrity culture, the second they think that you might one day be 

‘famous’, they immediately want a piece of the pie.” 

 

12. Do you focus more on posting content or interacting with your followers? 

“I focus more on interacting.” 

 

13. Do you interact with influencers on social media? Do you feel it is useful? 

“I see everybody as an ‘influencer’, so yes. For famous people, or notable public figures, no. 

Virtually never in the case of the former, and not very often in the case of the latter.” 
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14. What is your goal as a musician? 

“To make a wage from music without having to dip into my savings account each week to pay 

my bills.” 

 

15. What are the current problems you are facing in terms of your musical career? 

“Getting people to realize that for me to be able to keep making music on a full-time basis, then 

the people that claim to ‘love’ my music need to start paying for it at some point, or I won’t be 

able to.” 

 

16. What is your ideal role on social media? 

“To only live stream my performances and to be able to afford to pay somebody else to take care 

of the rest.” 

 

17. Do you have anything else you would like to share? 

“No. But, I hope you find my answers of use, and I hope you have a great day!” 
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Interview #7 

1. How are you currently using social media for your music career?  

“Collecting fans for future sales.” 

 

2. What social media platforms do you currently use? 

“Facebook and YouTube.” 

 

3. Have you seen any spikes or drops in your social media over time? What do you believe was 

the cause of this? 

“There have been some changes in Facebook, but it has not really affected me too much.” 

 

4. Do you follow any fellow artists? Was it helpful to you to do so? 

“Yes. I began following in the early stages and at present. I hope it will be more helpful in the 

future.” 

 

5. How do you interact, if at all, with your current fan base on social media?  

“I try to put up interesting items on a regular basis, but I’m not targeting anyone specific with my 

posts.” 

 

6. What strategies do you currently use, if any? How effective do you feel they have been? 

“Time is an issue for me, so I pre-schedule a lot of what I post on Facebook.” 
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7. Have you worked with a label or communications agency for social media? Do you feel their 

efforts have helped you? 

“No, I have not.” 

 

8. What is your ultimate goal with social media? 

“To sell my music and maybe my songs, too.” 

 

9. How often do you post your music on social media? 

“Only when I have recorded a gig and taken the time to cut it into individual songs. My focus at 

the moment is getting my songs, both music and lyrics, to a top quality state before I can record 

them.” 

 

10. How often do you post in general across platforms? 

“The plan was to post one to four times every day, but I have been a bit slack lately to work on 

my CD.” 

 

11. Does certain content get more engagement (engagement is defined as share/retweets and 

likes)? Why do you think that is happening? 

“Paying for a post does get a lot more engagement for me.” 

 

12. Do you focus more on posting content or interacting with your followers? 

“Posting content.” 

 



53 

13. Do you interact with influencers on social media? Do you feel it is useful? 

“No.” 

 

14. What is your goal as a musician? 

“To sell my CD once it is recorded.” 

 

15. What are the current problems you are facing in terms of your musical career? 

“My CD engineer has been too busy, but I have just hired a new one. And, things are rapidly 

getting underway.” 

 

16. What is your ideal role on social media? 

“For me, it’s a tool to an end that cuts out having to have a recording contract with a label.” 

 

17. Do you have anything else you would like to share? 

“I am of the older generation and have been involved with music most of my life, but in a small 

way. I make my own backing tracks on the computer using a variety of instruments. After 

deciding to go back to school and get a diploma of musical arts at the local jazz school, it has 

revitalized my goals. I am a jazz singer and a singer/songwriter. I am currently writing songs and 

plan to record my second CD this year. The first one was only for family and produced in-house. 

I currently gig at retirement establishments, and my music suits the older generations. I got 

involved in social media when I was at jazz school and then did a course called the Online 

Musician by Savvy Musician Academy, showing musicians how to get their music out without 
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using a label. Through this course, I now have a Facebook page, YouTube account and website 

[website removed].” 
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