The Art of Self Promotion
Across the UK, at any one time, tens of thousands of musical acts are trying to get noticed.
So how do you attract attention and win the coveted review or radio airplay? 
It is not just about how good your music is, it is often how you play the publicity game that can make or break your chances of successful exposure.
A press kit should fully reflect the unique quality of your work and reinforce the fact that your music is extraordinary and worth listening to. 
Your press kit can make the difference between getting noticed and being ignored; it should include:
· High quality recordings
· Outstanding photos or artwork
· A tightly-written, one-page biography detailing your background, gig and release history.
Once the press kit has been honed to perfection, then research the radio shows and journalists dealing with music that is similar to your own, as targeting a sympathetic ear is likely to reap larger rewards.
Every publication or radio station has its own editorial ethos, which may not be apparent from just reading or listening. If in doubt, make contact before sending your press kit.

Top tips to impress
A solid game plan will ensure your hard work earns greater coverage:
Get your act together
If you are only in first rehearsals, there’s no point trying to drum up publicity, unless you have a reputation to back up your current project, act or release.
Target publications
Read publications which review your genre — jazz, classical, dance, pop, etc. Target those that are most likely to cover your music. 
Research submission policy and reviews editors, and address the press kit specifically to them.
Research radio
Research local and national radio shows. Listen out for DJs who play new music. Research the submission procedure before sending in your material.
Set up web pages
Start up a well-designed website or social networking page that gives a good visual preview of your music. 
Include strong photos, engaging info and a biography. 
A Twitter profile and Facebook page will help build a relationship with fans.
Work the web
Scour the internet for any potential web publicity, podcast opportunities, gig listing services and networking.

Review tactics
Listen to feedback you may receive from journalists or DJs. If you are getting the same negative message about your approach, rethink your press kit.
Express yourself
Your presentation is down to your own talent and personality – so do make sure that you exploit it!
Top promo tips
The very best techniques to help you get your musical message out to potential fans.
Be professional
Help promoters by defining your target audience for them so that they can bill you with similar acts.
Build a database 
This is full of your new best friends. Gather people’s names and contact details, at every gig you perform or via such social networking sites as Facebook and Twitter.
Design top flyers 
Ensure your flyers boast an eye-catching design and easy-to-read gig information. Carry on the visual theme for your next live date so that people will recognise you.
Distribute 
Send a physical copy of flyers by post or email to your fans two weeks before a gig. Then remember to send a reminder email two days before the event itself.
Get listed 
Get your performance into the listings sections of local and national media. Do not forget to include a press kit and, if applicable, tie-in a local interest angle.
Blag radio 
Try and get an unplugged session at local radio stations on the day of the show, or at least in the run up.
Post web updates 
Use the alert or events facilities of social networking sites such as Twitter and Facebook to tell online friends about your gig.
Wage logo warfare 
Give out T-shirts, temporary tattoos, teabags, balloons — anything with your act’s name emblazoned on it.
Co-promotion
Traditionally, promoters handled the vast majority of promotion surrounding gigs. However, most artists are now involved with the promotion of their shows, especially on the grassroots live scene. 
Communicating with your fan base
If you have a database of your fans’ contact details, send e-mails with details of upcoming shows. Keep the e-mails tidy, accurate and don’t send them too frequently as you may find that people unsubscribe.
You may also choose to include details of your social media pages in order to drive your fans to more interactive platforms. Don’t be tempted to share your database of fans’ e-mail addresses with other artists or fans – not only will this annoy the recipients when they receive e-mails that they didn’t subscribe to, but it’s also a breach of the Data Protection Act 1998.
Social media
Ideally you will have dedicated social media profiles for your music which you can use to communicate with your fan base. Although very useful for promoting yourself and your music, social media profiles can be time-consuming to maintain, so be prepared to
dedicate some time to them on a regular basis. If you’re in a band, you may all choose to have access to your pages, or you may nominate one member to take care of online activity.
Don’t assume that fans and friends will automatically find your social media profiles - list the profile names and handles on your website, blog and e-mail signature etc.
Keep your platforms tidy so that gig info is easy to find and synchronise different platforms so that info is consistent. Ensure that you reply to comments and questions across your pages, as fans will often want to know more details about releases and gigs or your music in general. You may also find that you get offered gigs and opportunities through social media.
Use your pages to share details of your gigs, shows and tours. You can create Facebook events and invite the fans of your page and friends. This also allows people to contribute comments and ask questions. Use Twitter to send tweets highlighting gig details and including a photo of a poster and/or a link to further details and tickets. Include other artists that you’re playing with and also the venues within your tweets. If you present the information accurately and clearly, you should find that fans, artists and venues share the details of your gigs, which will help to widen your reach and promote your shows.
Working with promoters and venue owners
When you’re negotiating a gig with a promoter, establish the level of promotion that they will do for the show and ensure that you support their efforts by sharing information across your own platforms. Make the promoter aware of your online profiles and pages and ask them to use the details in promotion relating to the show.
Whether your deal with a promoter is based upon a ticketing deal, a cash fee or another method of remuneration, promotion is important as it will help grow your fan base and your future gig bookings.
If you’re added to the bill of a show that has already sold out, you may feel that promotion isn’t required. However, you can still communicate news to your fans that you’re playing at a sold out show and let them know who else is on the bill. Follow up with links to reviews and photos.
Promoting your own shows
If you’re promoting your own show by hiring a venue, you will need to promote the show extensively. However, you can still ask the in-house promoter or venue manager to get involved by sharing your info and including the gig in their listings etc.
The in-house promoter / venue manager may have their own local press contact list – ask for a copy of this in order that you can make contact with the relevant people directly.
Physical promotional materials
A lot of promotion for live shows now takes place on line. However, flyers and posters can still help to promote shows, but they should only be produced if you have the means to distribute/display them.
Where possible, posters and flyers should include details of multiple shows in order to keep costs down and promote your shows as widely and effectively as possible.
It’s useful to display posters in the venue/s that you are playing at in the run-up to shows, but it’s best to check that the promoters/venue owners will be happy to use your posters.
If you’re producing flyers, ensure that you have ample opportunities to put them to good use. If you’re intending to distribute them on the street, you will need to obtain permission/a licence from the relevant Local Authority (LA).
Due to environmental concerns surrounding litter, some LA’s are taking steps to limit the use of flyers, it’s worth taking the time to check with the LA on this issue. There will usually be a cost attached to this, as well as various stipulations which will be stated on the application form.
Press/Media
Many publications and online music/arts websites feature listings pages whereby you can submit details of your shows for inclusion.
This is usually free, but you need to be aware of deadlines, as many national publications work many weeks, or even months, in advance.
You may also wish to use press contacts for reviewing purposes. Live reviews are now particularly common online, but becoming less so in print. A positive and well-written review can be useful when promoting future shows and can also be included within an Electronic Press Kit.
Creating your own mailing lists
Start your mailing list with the street and/or email addresses of friends and acquaintances, adding any local or national press journalists that you think would appreciate your act. At each gig, try and collect the details of the audience members who enjoy your show and, before too long, you will have a sizeable array of contacts.
Email lists are an efficient, cost-effective way of maintaining such contacts.
N.B. Spam email filters maintained by many Internet Service Providers (ISPs) block messages that are sent to over 30 people at a time, so it is a good idea to sort your list into alphabetical groups, which also helps to reduce email duplication, manage the data effectively and make sure you message gets through.
Making a database
Information is a valuable resource for promoting your work, and how you collect and manage it can help expand your profile enormously. It is vital to collect the contact details of your fans and make a database and keep them regularly updated with all your news.
You can do this either through a form on your website, or physically by getting someone to go out and harvest this information with a clipboard or an iPad at your gigs. N.B. Do bear in mind though that you must be aware of the Data Protection Act. Any such data should be collected for a specific stated purpose, should not be kept for longer than is necessary for that purpose (six months is a reasonable duration unless otherwise instructed), must be stored in a safe, secure place, and wherever possible you should give those on your list the chance to opt out or unsubscribe if they so wish. In doing all this you are not only protecting the people on your list, but saving yourself from any potential Data Protection issues.
Paul Gray, MU Regional Officer
‘It’s really a case of thinking out of the box. I’ve had band T-shirts printed up and given them out to venues’ barmaids and sound engineers. And if they wear the T-shirt, people are going to ask them what the band is like. You never know who’s going to look you up.’
In the studio
Pete Thoms, MU Sessions Official:
1 “Your potential employer needs to have the confidence that you’ve been in a studio before, that you’ve played with other people and, ideally, that the product of those recordings has been released. There’s nothing more telling than being able to say, ‘I played on that record that you’ve heard on the radio’.”
2 'Session agencies are inundated with promotional material from musicians, so having a strong promotional package — the CV, the biography, the photos and the demos — makes a massive difference.'
3 ‘Not all music employers are impressed by slick promotional packaging, however, and the CV is by no means the first port of call. A personal recommendation from a trusted source can speak volumes about a player’s ability.’
The art of self-promotion
What if you are interested in studio sessions for pop bands, big bands and orchestras, but also for film scores, adverts, corporate events, cruise ship slots and musicals?
A polished promotional package will help you stand out from the crowd. This should present a concise view of what you and your music are all about. With the right CV, photographs and optional audio and video clip links, you will provide potential employers with the overall flavour of your musical talent and experience.
A CV is a snapshot of your musical career to date. Begin by stating your main instrument, any other instruments you play, and the genres in which you specialise. Next, compile a list of your best gigs and achievements.
This need not be chronological — you may want to highlight the most impressive gigs first. Keep information to the point, making it easy for potential employers to assess at a glance.
If you are after mainly live session work, do make this clear. If, however, you are seeking recording session work, it is important to flag up any studio experience you have had and also the people you have worked alongside.

Useful Addresses
https://media.info/uk  
media.info is the new name for Media UK - media contacts, jobs, news and analysis for the British media industry.

AIM – Association of Independent Music
Lamb House, Church Street, London W4 2PD
Tel: 020 8994 5599
www.musicindie.com 

ASCAP – American Society of Composers and Performers
8 Cork Street, London W1S 3LJ
Tel: 020 7439 0909
www.ascap.com

BMI – Broadcast Media Inc.
84 Harley House, Marylebone Road, London NW1 5HN
Tel: 020 7846 2036
www.bmi.com
BPI – British Phonographic Industry
The Riverside Building, County Hall, Westminster Bridge Road, London SE1 7JA
Tel: 020 7803 1300
www.bpi.co.uk

Chambers & Partners Publishing
Saville House, 23 Long Lane, London EC1A 9HL
Tel: 020 7606 8844
www.chambersandpartners.com

Concert Promoters Association
6 St Mark’s Road, Henley-on-Thames, Oxfordshire RG9 1LJ
Tel: 01491 575060

IAEL – International Association of Entertainment Lawyers
DLA Piper UK LLP, 3 Noble Street, London EC2V 7EE
www.iael.org

IFPI – International Federation Phonographic Ltd
10 Piccadilly, London W1J 0DD
Tel: 020 7878 7900
www.ifpi.org

MMF - Music Managers Forum
British Music House, 26 Berners Street, London W1T 3LR
Tel: 0870 850 7800
www.musicmanagersforum.co.uk

Music Week
Ludgate House, 245 Blackfriars Road, London SE1 9UY
Tel: 020 7921 8353
www.musicweek.com

Musicians Union
33 Palfrey Place, London SW8 1PE
Tel: 020 7840 5504
www.musiciansunion.org.uk

PRS – Performing Rights Society
29-33 Berners Street, London W1T 3AB
Tel: 020 7580 5544
www.prsformusic.com
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South Wales Evening Post, Urban Village, High Street, Swansea, SA1 1NW.
General newspaper enquiries
Telephone: 01792 545500

News desk
Email: postnews@swwmedia.co.uk
Telephone: 01792 545520

Sports desk
Email: liam.sullivan@swwmedia.co.uk
Telephone: 01792 545560

Picture desk
Email: pictures@swwmedia.co.uk
Telephone: 01792 545533

Jonathan Roberts - Editor
Email: jonathan.roberts@swwmedia.co.uk
Telephone: 01792 545515

Nick Parry - Head of Content
Email: nicholas.parry@swwmedia.co.uk>/a>
Telephone: 01792 545533

David Higgs - Assistant News Editor and health reporter
Email: david.higgs@swwmedia.co.uk
Telephone: 01792 545534

Peter Slee - Commercial Editor
Email: peter.slee@swwmedia.co.uk 
Telephone: 01792 545530

Paul Turner – Website Editor
Email: paul.turner@swwmedia.co.uk
Telephone: 01792 545522

Our Reporters

Rebecca Jones - Neath Port Talbot reporter: Evening Post and Courier
Email: rebecca.jones@swwmedia.co.uk 
Telephone: 01792 545547

Rachel Moses Lloyd - Neath Port Talbot reporter: Evening Post and Courier
Email: rachel.moses@swwmedia.co.uk
Telephone: 01792 545548

Jason Evans - Crime reporter and city centre reporter
Email: jason.evans@swwmedia.co.uk 
Telephone: 01792 545549

Liz Perkins - Loughor/Gorseinon/Gowerton/Pontarddulais reporter
Email: elizabeth.perkins@swwmedia.co.uk 
Telephone: 01792 545551

Nino Williams - Uplands/Dunvant/Brynmill/Sketty/Cockett reporter
Email: nino.williams@swwmedia.co.uk 
Telephone: 01792 545552

Richard Youle - Mumbles/Gower reporter
Email: richard.youle@swwmedia.co.uk 
Telephone: 01792 545553

Geraint Thomas - Education and Swansea Valley reporter 
Email: geraint.thomas@swwmedia.co.uk 
Telephone: 01792 545545

Chad Welch - Eastside reporter
Email: chad.evans@swwmedia.co.uk
Telephone: 01792 545546

Chris Peregrine - Manselton/Cwmbwrla/Llangyfelach/Penlan reporter
Email: chris.peregrine@swwmedia.co.uk
Telephone: 01792 545527

Mark Rees - Arts and culture journalist / What’s On editor
Email: mark.rees@swwmedia.co.uk
Telephone: 01792 545529

Ruth Dawson - Web reporter
Email: ruth.dawson@swwmedia.co.uk
Telephone: 01792 545521

Sports Reporters

Stephen Ware - Sports reporter stephen.ware@swwmedia.co.uk 

Robert Lloyd - Sports reporter roblloyd@swwmedia.co.uk 

Mark Orders - Sports reporter mark.orders@swwmedia.co.uk 

Gareth Vincent - Sports reporter gareth.vincent@swwmedia.co.uk 

Letters  postbox@swwmedia.co.uk

Gig Guide diary@swwmedia.co.uk
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