Marketing Live Music Concerts

ADVANCE RESEARCH

Here is a sampling of tools we use to research an event in advance, and we tailor our research to suit the specific concert and each market we’re promoting the event in.
Artist Website – Access the artist’s / band’s / event’s website and update yourself on any news, updates, press releases, tour itineraries, etc.
Artist MySpace Page – same as above

Artist Record Company – If the band has recently released (or will soon release) a new recording, get a copy from the label or management and spend some time with it.  Know what it is you’re promoting.  Same goes for current videos: find them and watch them.

Artist Record Company Feedback - This is playing a lesser role as more and more regional record company staffers are being consolidated out of their jobs, but if available they can shed some light on an artist’s history in the market, including number of spins at each station, stations with the best track record, and any other data that help give you the lay of the land.

Artist Publicist – For artists who have a dedicated publicist, gather up current photos, biography, recent press quotes, video b-roll, etc. all of which will help you draft a local press release to send out to market media outlets.  Some of this information can also be gathered from the band’s website.  You should also inquire whether the artist is willing to give media interviews.
All Music Guide – www.allmusic.com  A wealth of good information can be found here, including artist overviews, history, discography, charted records, awards won, etc.  Often this is more comprehensive than the artist’s own site.

Broadcast Data Services, aka BDS – With any luck, one of the radio stations that you’re working with (try the program director) will have a subscription to BDS, and they should be able to tell you exactly how many songs they’ve played by the artist year-to-date, as well as the titles of those songs.  If they’re friendly they’ll provide you with the same info for other stations in the market.

Soundscan – Another service that requires a paid subscription, Soundscan measures the numbers of CDs sold and their recent chart position in any given market.  This will help gauge the artist’s success in actually selling records.

Radio & Records - www.radioandrecords.com/RRWebSite  Depending on the size of your market, you can use this site to pull up the rankings of radio stations based on all listeners ages 12-plus.  This gives you a general overview of the market, and also lists the formats of each station and the ownership.

Radio & Records – this site will also let you research the current playlists of any radio station that is an “authorized reporting station” for R&R.  I use this often to check airplay before I start talking directly to the radio station, so that I’m not blindly entering into a conversation with someone in programming.  This is not a factor in tertiary markets with a lack of reporting stations.

Radio Locator - www.radio-locator.com  An excellent online source that does exactly what it says.  It locates all licensed radio stations in any market, showing their frequency on the dial, the strength of their signal, the format and often direct links to each radio station’s website.

Radio Websites – Check out every radio station website in the market that you choose to pursue with either advertising or promotions.  The quality varies from station to station, but at least you can see how they’re branding themselves in the market, i.e. which one is promoting Cancer Awareness and which has a Hot Babe Of The Week feature.  This will give you some idea of how they’re appealing to their demographic.  You can also find contest pages and concert calendars, amongst other things.
Standard Rate & Data Service, aka SRDS - www.srds.com  This is a paid subscription site and we mainly use it to call up current data on each radio station we intend to work with.  It will provide a comprehensive listing of staffers, email addresses, direct phone lines, etc.
Arbitron Ratings – Any radio station that has a subscription can provide you with market rankings in specific demographics.  For example, the 12-plus numbers gathered from R&R only show the population as a whole, while for each station they’re more inclined to target a specific segment of the population, like Women 25 to 44, or Men 18 to 34, etc.  The stations can provide you with rankings that will help you determine how they fit into the overall media mix.  Soon these numbers will take on more importance as the People Meter system gets implemented.

Association of Alternative Newsweeklies - http://aan.org/alternative  If you’re planning to use a weekly newspaper as a source of advertising, you can find most of them on this website.

City Data - www.city-data.com  When working on an event in a market you’re unfamiliar with, this site can give you a comprehensive look at the market population, demographic, economy, various rankings, etc.

Wikipedia – www.wikipedia.org  Another source for local market information.
Municipal Websites – Each city has either a Chamber of Commerce website or other such tourist-related site that can be used to see what else is happening in town, including festivals or other events that may need to be factored into your plans.

Rand McNally – We use this site to determine the mileage and driving distance between the primary market and outlying towns, where there may be a fanbase who has no other nearby opportunity to see the show.
Advertising Materials – Since you can’t promote a show without the pre-approved materials for radio commercials, television commercials and newspaper ads, contact the agency or management and be sure that these materials are ready to go before you plan your on-sale launch.
Venue Contacts & Local Ticketing Rep – Once the event is confirmed, reach out to the local venue staff and/or Ticketmaster (or other ticketing agency) to get a handle on what else is happening in the market.  What other concerts are already on sale?  What other events are going on sale soon and do you need to avoid any potential conflicts?

Venue Contacts – Since they’re on the ground and in the market, and since they have a strong incentive for the event to be successful, rely on your local venue rep to help fine-tune everything you’ve already learned through advance research.  They often have media contacts you can use to book advertising and promotions, and if possible try to gain access to their clout in the market with special ad rates and media eblasts.

