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Chapter 1 | Before We Begin 

Why It Matters 

Before we get into a deep dive of the Fan-Journey, its important to understand the why behind 
the strategy. Every successful marketing methodology starts with a relationship-building 
framework. "Know, Like and Trust", "the Customer Journey", "the 8 Profit Activators”. Marketers 
know that sales are simply a point in time that occurs during the development of a human 
relationship.


In this training, we'll match your Music Marketing framework to the entire world of Marketing 
Knowledge. This will be a crash course in Marketing that will provide a foundation for you to 
understand later later trainings better.


Overview 

The Fan-Journey is a framework that best exemplifies how to create a meaningful relationship 
with an audience through marketing channels. And, it is something you need a firm understanding 
of in order to employ digital strategies for your music career.


In this training, we'll take a deep dive into the Fan-Journey and get a brief understanding of the 
stages within it. We'll also briefly touch on the psychology behind each stage.


We often see artists forcefully attempting to garner attention by reaching out to individuals or 
groups via social media, forums, message boards etc, telling other people that they have some 
music they’d love you to check out. This is generally very ineffective. It’s ineffective because this 
simply isn’t how humans operate. It’s similar to asking someone to marry them when they’ve only 
just met you, and believe it or not this is the technical definition of assault - skipping steps in the 
natural human relationship’ So we’re basically assaulting people with our music when we use this 
direct method.


As you read through the following outline, bear in mind that we’ll be going into more detail with 
future trainings and that this is module is to explain the general principles of the entire process of 
building a fan base, which is the essence of having a music career, because without a fan base 
we have no one to sell our product to and therefore no business and thus no music career. 
Understanding this is critical to success. It’s also crucial to understand that our entire music 
careers/business depends on our ability to build meaningful relationships with people, and the 
process outlined in this training is the foundation on which our music a career is built. 


Also bear in mind that although this may seem a little strenuous to learn, firstly with time it 
becomes second nature, and secondly every successful music business understand this 
framework whether it’s the artist or the their team, and as independent music artists we need to 
fully understand it until were at a point where we too can build out our own team around our 
music business. And that goes for our music business in general; we need to create our own 
business whether we want to remain independent or eventually sign a major record deal. So 
without further ado, let’s get started! 
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Chapter 2 | Introduction 

Understanding The Introduction Stage 

The very first stage of the Fan-Generator is called “Introduction” stage. This stage is best 
understood as introducing yourself to your fans. Before any relationship can begin there has to be 
an introduction. Consider that we can’t hang out with someone or get to know them without first 
being introduced whether by someone else or by ourselves. This is where first impressions come 
into play which also weighs heavily on which type of introduction will work best at this stage. 
There are a couple of sociological concepts to consider when determining which is the best way 
to make that introduction. These are “homophily” and “triadic closure”. 


The theory of homophily is that people tend to form closer relationships with people who they are 
similar to. Just consider your own friends and you’ll likely notice this. So here, we really want to 
setup an introduction that best shows who we are as an artist so that people can connect with us. 


The second is the theory of triadic closure, which is where people are more likely to form 
relationships with those are mutual friends, than they are with people who are not mutual friends. 
This is big principle in terms of networking and how people form communities. Its also important 
to know because it tells us that the best introduction is an indirect one. Being introduced by a 
friend is a far more powerful introduction than one made from the person themselves. 


These tow theories work well together too; we’re more likely to be similar to someone in our 
network and also more likely to be receptive to an introduction of them if they’re in our network. 
It’s important understand this when marketing yourself out there online. And now that you know 
the sociological principles behind the indirect introduction and why it’s the best kind of 
introduction, its important to know how to apply that to the real world. And knowing these 
principles is going to help make a lots of things “click” for you as we move through this training.


Introduction Campaign Catergories 

1. Features. This is a category of indirect introductions that have been especially useful in hip-
hop. Hip-hop is know for having the strong tradition of featuring like minded artists on the 
same track. This technique indirectly introduces each artist’s  fanbase to each other even 
though it probably wouldn’t happen in the real world. The industry often refer to this as a 
“cross-over” artist. This kind of introduction can be incredibly potent.


2. Being a supporting act on a tour. A lot of managers of the 80’s and 90’s talk about how they 
took a new band out on tour where the main act in each city became the headliner for that 
respective show. This is a supporting act tour route which is brilliant because it capitalises on 
the existing fan base of the local act, celebrates that artist and brings in new fans for the 
supporting act. Recommendations and advocacy. Probably the most potent form of marketing 
since the beginning of music, and probably for any other industry too, is “word-of-mouth”. 
Gaining a referral from someone who is trusted is extremely powerful and again plays on both 
the homophily and triadic theories.


3. Blogs. There was a time when people would spend lots of their time clicking around lifestyle 
blogs, however that age has since declined dramatically. That said, it is still a great way for 
music artists to be introduced to knew fans.
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4. Playlists/Radio. This has probably been on elf the insidious forms of indirect introduction in the 
history of the music industry. Radio is a public right, so when it first started out it was treated 
very carefully. Because radio was the first mass-communication method that could happen 
instantly, it was very tightly controlled as to what could be said on the radio. There was a time 
when record labels were paying DJ’s to play their music which is highly illegal and not 
something I would ever recommend. The theory here was that the track would become so 
famous that almost everybody would hear about it, thus creating an indirect introduction. It’s 
because of this that we still today consider the radio as a place where famous things are 
shown and thus have a cognitive bias towards it’s importance.


Playlists are very much the same concept in a modern day setting. If you’re a subscriber to a half 
million subscriber playlist on Spotify, you’re part of that homophily and triadic closure effect over 
and over again as more and more tracks appear on that playlist; you’re trusting that these tracks 
must be good because of the indirect introduction you’re receiving. It’s interesting to understand 
that these large playlists are being manipulated in much that same way that record labels were 
manipulating the radio back in the day. They’re introducing new artists via playlists on a “who-
you-know” basis, and this creates a self-fulfilling effect where the artist does become famous 
because of the cognitive bias that’s taking place here. These techniques are rather “black-hat” 
and don’t carry much integrity which is why I don’t recommend using aggressive plugger or 
playlist subscriptions to attempt getting your music out there. These techniques tend to be 
unsustainable and in a lot of cases will waste money and not create a return.


5. Recommendation algorithms. Some playlists on the streaming services are algorithmically 
generated, which means there is no human intervention, and there’s no to “pay-off”, which is a 
beautiful thing, because its natural system. Of course if you have human generate playlists in the 
same eco-system as the algorithmic playlists, they will corrupt the algorithmically generated 
playlist in insidious ways. But it is a step in the right direction, and its good to know that pretty 
much every social media platform has an algorithmically generated recommendation system in 
place. This is good because it becomes a trusted third-party. In this sense the connection in the 
triadic-closure is the actually algorithm. You come under the algorithms radar because you’ve 
been promoting yourself, and fans have a relationship with that algorithm because it tells them 
what new music is out there. This is one of the coolest forms of indirect introduction and is made 
possible only recently by AI. It really is ons of the playing-field levellers for independent musicians.


6. Ads. Some ads are clearly a direct introduction, but not all ads have to be that way. 
Interestingly Facebook will charge more money if the content of the ad is not something that the 
audience wants to see. So, by very natural economic mechanisms, the cream rises to the top on 
Facebook Ads, and the ads that people don’t want to see will fall to the bottom and become too 
expensive to run. Because of this, ad platforms like Facebook etc are creating good relationships 
with their users and generating an element of trust that the ads are actually something the user 
wants to see. Consider Youtube, and the way that it will recommend similar videos; this is the 
same principle in action.


I’d like to mention the specific placement of “suggested videos” on Facebook ads, which is in my 
opinion, the key to indirect introductions. Consider if you’ve ever watched a friend’s video on 
Facebook, and then found yourself watching another video that scrolled top the top and played 
itself once the first video ended. That view that looks different to the Facebook newsfeed is called 
“suggested videos”. This feed shows you videos that Facebook assumes you will likely enjoy. In a 
sense you’re being shown an ad without realising its an ad. This is key because most people don’t 
realise its an ad rather they believe its an algorithmically generated suggested video, and they are 
therefore much more likely to be open to viewing it and with far less resistance.3
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Examples 

Anthrax is a thrash metal band. Public Enemy is a hip-hop group. One would imagine their fans 
have nothing to do with each other...


The track “Bring The Noise” shot to the top of Rock and Rap charts in both the US and the UK, 
prompting a double-headlining tour that was surprisingly successful despite the apparent 
differences between fan bases.


This team up showed the whole world just how much the two genres (and fan bases) could 
coexist.
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Kaiydo secured blog coverage from Pigeons and Planes, earmilk, and a host of other popular 
authority blogs.


This coverage propelled Kaiydo's SoundCloud and Spotify releases to the million play count in 
short order, peaking in the release of his 2017 single "Fruit Punch".


"Fruit Punch" went on to be featured in blogs, television shows, and (oddly) Kate Hudson's 
Instagram stories, before Kaiydo went on hiatus in early 2018.
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Pictured below is a "Playlist Plugging" service - connecting artists to playlist owners for a nominal 
fee.


There are many Playlist Plugging services these days, as Playlists have effectively replaced Top 40 
radio for their supposed "tastemaking" power.


In truth, it doesn't take much more than cold hard cash to be featured on a playlist these days. 
And, it may be enticing to many artists to reach out and touch momentary fame by getting on a 
500,000 listener playlist, no matter the cost.


One has to question just how many real, human listeners are signing up to playlists that primarily 
feature artists who can't get coverage otherwise...
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If you have a Spotify account (or are distributed on Spotify), you are aware of Discover Weekly. 


This algorithmically generated playlist takes into account your listening habits and tries to 
recommend new or unheard songs that you may like (based on your preferences).


While the way this playlist works is sort of a black box (Spotify has been notoriously mum on the 
inner workings of their systems), it is generally assumed that if a song is popular, it will get wider 
distribution on Discover Weekly than if it isn't.


But, regardless of how popular your latest single is, it is likely to be featured on the Discover 
Weekly playlists of those who listen to you most.
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Capitalizing on the prevalence of viral videos on social media networks, this video is not a music 
video. Rather, DUX shot his band performing their lead single in a moving car using GoPros.


The budget for this video campaign was $700 and resulted in far more revenue than the actual 
campaign cost. It also had the effect of widening DUX's warm audience to well over 400,000 high-
intent viewers and listeners.


DUX also enjoyed sympathetic benefits on his Spotify, Apple Music, iTunes, and YouTube 
platforms.





Further Thoughts… 

• The best way to introduce your music is actually through their ‘discovering’ you. We can create 
this situation using proper targeted ads which appear in front of the correct demographic in 
order that they ultimately decide they want to learn more about your music.


• Think about how you might have become a fan of music in the past. It’s likely you heard it or 
saw it via some kind of media … on radio, tv, print, tour promotions etc.


• Enter social media! This is where we’re going to target the proper demographics using paid 
advertising in order to introduce ourselves to our audience.
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Chapter 3 | Education 

Understanding The Education Stage 

Once you have properly introduced yourself to a new contact, the next stage is to go through 
“education”. This stage while very important is the only stage you don’t necessarily need to 
manually complete. This stage is complete via an abundance of “top-of-funnel” content, often as 
part of a great organic strategy (without paid ads), or sometimes a small boosted piece of content 
(a small, temporary ad spend on popular-newly released content). The psychology behind the 
education stage is based on some obvious logic; it’s the pre-curser to the permission stage which 
is where we gain the persons contact information. Now, we’re taught not to give our contact 
information to people we don’t know, like and trust, so the education stage is all about gaining our 
audiences knowledge of us, their liking us and trusting us enough to part with their contact 
details. Familiarity and trust are essentials keys here. You’ll find that people are all different, some 
will be very reserved and require a lot of educating, where as other may not, and others still may 
even educate themselves (known as “automatic-fans”).


There’s one marketing principle and two psychological principles that come into play here. On the 
marketing side its important that you understand the concept of “touches”. A touch or “touch-
point” is any interaction between you/your content and a potential or existing fan/customer. If a 
fan recommends you to a friend who then visits your artist page, that’s a touch. If they then visit 
your website, that’s another touch. If they sign up to your mailing list and you send them an 
automated response, that’s a touch. Now, you need around 7 touches before someone will 
consider becoming a customer if at all. This is an average number so some need more and some 
need less. It’s also good to know that this number grows constantly as new research is conducted 
each year.


One psychological principle is “liking”. We all know what this is on Facebook etc, were we “like” a 
post. Well this is an important principle to understand because we tend to like things that are like 
us. But also that we tend to comply with the surroundings around us and that our surroundings 
become familiar to us. Well that familiarity is a powerful tool in marketing; if we can allow our fans 
to feel familiar with us and our content, then they’re much much more likely to become a fan. This 
is why often you’ll see the same ad appear in the TV ad break more than once; it’s purposeful to 
make you feel more comfortable with the product. Our brains are actually pre disposed to reward 
familiarity which is why this is such a powerful concept. We’re also more likely to make ourselves 
vulnerable to someone who has made themselves vulnerable to us. So we do well to open up to 
our audience, to be vulnerable and teach them about us, and they’ll be more likely to open up to 
us in return and align with us and our content. Hopefully  you’re starting see just how real a 
relationship with an audience really is when done properly. 


Education Campaign Categories 

There are three types of education campaign that you should be aware of…


1. Recurring media campaigns. These come in the form of podcasts, weekly videos, livestreams, 
content that is released on a regular schedule, so you always have media being served to 
people who have just entered your eco system. Consider that this content is not only “top-of-
funnel” content for people just entering the eco system, but it’s also good for serving via your 
mailing list to affirmed fans. By emailing your subscribers weekly with this content, you have 
an opportunity to put your offers in front of them at the same time, in a non pushy that is 
actually giving value first. This is a great strategy for the education stage but also for can be 
used for the nurturing stage.
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2. The first-stop strategy. When you’re running a “fa-generator” campaign, you’re likely to have a 
lot of people visiting and liking your Facebook page. People will see your video, stop to watch 
it, and then head over to your page to investigate things further. This is there “first-stop” to 
being “activated”, and you really need a robust first-stop. This is where my “Fan-Page 
Perfecto” ebook makes a great counter-part because it will ensure that your fan-page is 
robust enough to educate your new listeners. You’re first-stop might be a Youtube channel or 
a website, so your plan for how to educate new listeners once they make their first-stop is 
really important. Giving new listeners a good reason to stay on each of your pages can really 
help grow your audience, so ensure that all your first-stop pages are ready for that.


3. The funnel-based approach. An example of this would be when you’re running a “Fan-
Generator” campaign which is a video based introduction piece to garner new fans’ attention. 
Here we might then run an education stage campaign which comprises of another video that 
is used to retarget people who watched the first introduction video. This second retargeted 
video could be a “behind the scenes” video from the making of the first video, or it could a 
follow up video of the same type of content again. This type of education can be expensive so 
it’s not necessarily recommend for artists with a smaller fan base who are still growing at the 
grass roots level. In which case I highly recommend focusing ad spend on fans who are self-
educating, are on your mailing list and are ready to purchase. Think of this like focusing on the 
low hanging fruit first, and then moving onto to higher hanging fruit later.


Further Thoughts… 

• Here we going to take care of any ‘value disparity’ that might occur between you and your 
audience. When there is little information about someone, we tend to make a judgment on their 
value based on what we know. So we want is to give your audience the right information to 
help them become a fan. 


• Being honest and vulnerable is good for finding fans who are in line with your values, rather 
than using argument and reasoning, being your true self is best. 


• We don’t want to reveal too much too quickly. We’ll have a robust presence in social media and 
a user friendly website where potential fans can find out more information about us and be self 
educating.


• We’ll also have a robust re targeting campaign in place for those who don’t immediately find out 
more about us.
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Chapter 4 | Permission 

Understanding The Permission Stage  

Throughout the history of direct marketing, many marketers have chosen to acquire leads by 
getting them to opt-in to further communication. If you’ve ever signed for a coupon book to be 
sent to your house, you have opted in to a form of direct marketing, in the form of direct mail. 
Only communicating with leads who have opted in is in many ways the best strategy, as it ensures 
your efforts will be spent talking to those who are most likely to respond to your offer. 


Th problem that permission marketing solves is two fold. Not only do customer pay attention to 
messages that they actually requested (as appose to the more traditional interruption marketing 
style of cold ads on TV etc), but also seeing those messages costs far less than advertising does. 
If you’re spending $1 to reach someone using advertising but not asking them permission to opt-
in, then you have to spend that $1 again and every time for your next sale. In contrast by asking 
people to opt-in, some of which will opt-in, and you now don’t have to spend that $1 again to find 
that customer.


Another point to consider here is that permission marketing resembles the real human relationship 
model much more than interruption marketing ever did. Most people didn’t meet their friends by 
interrupting a group of people and exclaiming their awesomeness. In contrast, most friendships 
develop after that initial contact exchange. So, because you will have introduced yourself in the 
most optimal way via the introduction stage, and then provided enough information via the 
education stage, your listeners are far more likely to give you three contact information. 


To go a little further on this, imagine you meet someone as a live show via another friend. You’re 
on equal footing and realise you have similar interest in music. Well it would still feel a little strange 
to say ‘hey can I have your number?’. Instead we need what we call a “bribe”; something like 
“hey, have I know a place where they put on bands in this genre, and I’m going with some friends 
next week. If you’d like to come along, I can drop you a text”. Now, something like that feels a lot 
smoother doesn’t it. There’s value up front, a small bribe, a reason for taking someone’s details. It 
also makes more sense because we have a reason for taking the phone number; the person 
understands that you’re going to actually use it for a legitimate reason and it benefits them too. 
This really is the key, simply offer value and you can’t go wrong. 


Permission Campaign Categories 

Your permission stage is all about collecting leads. But there are two types of lead generation that 
we’re going to want to consider as categories for thinking about our campaign. We have “active” 
lead generation and “passive” lead generation. Active takes the form of dedicated ad campaigns, 
contest and other time based campaigns. A lead generation campaign is considered active when 
its not always on, its something that you have to maintain, there’s definitive start date and end 
date or theres some up keep that you have to do. In contrast a passive lead generation campaign 
is always on, people can sign up to it whenever they like. You might think of this as a hook verses 
a net; the passive campaign being a net that passively catches random fish that move into it and 
the active campaign being a hook that actively attracts and catches specific fish.


Passive lead generation could be an opt-in form on you website, an offer in the banner of your 
Facebook page, or a link in the comments of one of your introduction campaigns. Whether active 
or passive, you will need to use a bribe in exchange for receiving the contact information of a fan.
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Examples 

This ad features “gloitchpop” artist Basic Printer of Nashville, T.N. Basic Printer is offering his up 
coming album “Good weird” for free to his engaged listeners.


This Facebook ad is actively being shown to those who have interacted with his videos and 
Facebook page in the past as they are the most likely to have been “educated” and certainly have 
already been “introduced”.


This type of lead generation is active as the artist is manually reaching out to fans to get them to 
sign up for the free album launch before it goes live later in the year. If the artist decides to 
continue running the launch as a non-live event, it will become a passive lead campaign.
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This page can be found on Gospel Hip-Hop artist Lecrae's website. It's not on the front page, it’s 
actually buried in the menu under the title of "Subscribe".


Despite being so well hidden, Lecrae is famous enough to have amassed tens of thousands of 
subscribers from the traffic that flows to his website with the help of this unattractive and almost 
impossible-to-find passive opt-in form.


Passive Lead Generation is not usually helpful until you have a lot of traffic going to your website - 
however, every subscriber helps!


According to competitive research tool SEMRush.com, Lecrae's website enjoys 50,700 website 
visits per month... and that's just from organic search, and that's just in the US!


When you reach the level of fame Lecrae has, Passive Lead Generation starts to become a 
formidable tool in your marketing arsenal.
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Further Thoughts… 

• This is the next step because after someone is introduced and educated with some information 
about them; we naturally then either gain permission to keep their contact details or not. So this 
step is a way to gain permission to keep in touch. 


• Think about when you meet someone, and after a while you either go your separate ways or 
you decided to exchange contact details or follow each other on socials. It’s the same with a 
potential fan, once we’ve done our ‘introduction’ and ‘education’, it’s time to decide whether to 
give those details or not, whether we want more of the relationship or not.


• This will typically be done using a sign up form on our website for our email, messenger or SMS 
list.


• This will usually require a ‘quick bribe’ or something in return for them. The more compelling a 
reason for acquiring their details, the easier this will be. Typically not free music these days 
because music is generally free anyway. This also isn’t reciprocal and won’t make the person 
feel like they want to reciprocate. We also want to find solid fans, not people who want 
something quick and free. For this reason, this is a crucial moment in the relationship; give 
them something awesome that paints a vivid future, something with high perceived value.
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Chapter 5 | Nurturing 

Understanding The Nurturing Stage 

This is where you’re going to be spending most of your time with your audience. Using the 
analogy of a friendship, it’s good to think of nurturing as “hanging out”. The nurturing stage 
carries on the concept of “touches”, “mutual self disclosure”, and “familiarity” from the education 
stage. When we hang out like this there are few important things to consider…


1. We experience things together. We see how the other person acts and responds in public 
which teaches us a lot about them, and consequently you can learn whether you’re actually 
similar to the other person or not.


2. We create memories with those experiences. Think of the memories you hold with your 
friends, especially those closest to you. We hang out with friends partly to create those 
memories, ones that will shape a part of who we are as a human.


3. We increase the likelihood that we will become indebted to each other. Most friendships 
eventually end up carrying out fours for each other (which is represented later in the Fan-
Journey). And the more we hang out and know someone, the more likely that is to happen.


You may have noticed that some of your friends are more independent and less willing to ask for 
favours even though they’ve done so for you at times. These people try to remain independent, 
however this strategy isn’t necessarily effective. Because in truth we’re more likely to feel close to 
someone if we do favours for them.


So, the goal of a great nurturing campaign is similar to the goal of a great first date or first time 
hanging out with a friend; show them a great time, show them you’re a great person, and above 
all increase the likelihood of another great encounter. This is why the nurturing campaign comes 
after any request you make of your audience.


Think of like this… Every fan has a vault in their mind like a “good will” vault. When you show your 
audience a good encounter, something they genuinely enjoy, you’re actually making a deposit into 
that good will vault which means the audience will feel good about you. In contrast whenever you 
ask your audience to do something, say sign up to a mailing list, to buy your latest merch, or for 
them to recommend you to their friends; you’re actually making a withdraw out of the good will 
vault. If you’ve experienced spammy newsletters that constantly pitch, or that friend in your group 
who always leaches and never contributes, then you know what I’m talking about.


So plan out a good nurturing campaign where you decide exactly how you’re going to make great 
deposits into the good will vault. Think of it like you’re actually dating your audience, like a new 
romantic interest, put your best foot forward and give.


Nurturing Campaign Categories 

The nurturing sequence which is accomplished primarily through one-to-one communication 
channels such as “text marketing”, “email marketing” and “messenger marketing” is comprised of 
three categories of different types of nurturing activities. These are “nurturing sequences”, 
“nurturing automation” and “nurturing campaigns”. 
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1. Nurturing Sequences. These typically follow an “opt-in” campaign; say you’re giving away three 
of your most popular songs when someone opts-in to your mailing list, then the nurturing 
sequence of releasing those songs through the following three days would follow that opt-in. In 
other words the nurturing sequence is the delivery of the “bribes” that you offer in your permission 
stage.


A nurturing sequence can also follow the purchase of a given product, say if you were to offer 
some free value if someone buys a t-shirt. Well that free value you deliver after the purchase 
would also be known as a nurturing sequence. 


Some sequences I use are… The “introduction sequence” for when anyone joins my mailing list. 
The “free value sequence” already mentioned. And the “delivery sequence” which is primarily for 
delivering value that someone has paid for. So, if you’re offering say a bonus materials along with 
the purchase of a product, then the emails or the messages with which you deliver those 
materials would be your delivery nurturing sequence. 


2. Nurturing Automation. We typically think of automation as a pre planned activity that is 
triggered when certain conditions are met. A nurturing automation is very similar only its triggered 
by an opt-in or purchase. For instance, the email automation platform “mail chimp” automatically 
can rate your contacts list based on how often they open your emails. So if someone opens all of 
your emails, they’re listed as a 5-star contact. Here you can setup a nurturing automation 
sequence for those contacts who become 5-star contacts. (Side note: this is probably a good by 
the way because these people are the most likely to purchase something!) But yes, you can setup 
automatic nursing campaigns for people who purchase to a certain value, or a certain number of 
times within a certain period etc.


3. Nurturing Campaigns. This is an important one as most artists don’t do this enough. Nurturing 
campaigns are typically “reoccurring contents” such as a podcast or regular updates on your 
travels etc. It’s called a campaign because it’s manual, you have to create the pieces of content 
and manually send them out and schedule them for posting online etc. Ideally you want to be 
delivering content to your list on a weekly basis, even if it’s just a story each week about 
something relevant to you, your band, your lifestyle etc. This is where a weekly live stream, 
podcast, or vlog is really handy because you can serve this to your list as well. Don’t miss this 
point, because you really want to make the most of these opportunities to contact you audience 
with value, especially given that it will have taken a lot of work and effort to get to this stage of 
actually having a contact list.


Further Thoughts… 

• It’s human nature to always be seeking expansion and fuller expression and because of this, 
relationships only last when they’re beneficial to both parties. We’re gaining a fan and 
everything that could come with that, but what are they gaining? We must nurture this 
relationship properly in order to sustain, grow it, and allow it to be beneficial for the fan too.


• Consider the ‘vault’ analogy. First we put value into it, and only then can we withdraw from it, 
which also means it needs topping up again. This is very much how relationships work.


• This step can be quite considerable. A good future step would be to give away a full album pre 
release or merchandise for free.


• Another way to nurture might be to give something free after they’ve purchased something as a 
special thank you to them. They’re much more likely to return when given some great 
‘nurturing’.


• Just think of this as we’re giving so much great value that the fan wants to make a purchase of 
some kind. This leads us to the next step.
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Chapter 6 | Affirmation 

Understanding The Affirmation Stage 

The purpose of the Affirmation stage is to create ‘first-time’ customers. Those fans who have 
been nurtured properly are now ready to take that leap into becoming a buying customer.


Because that first purchase carries a lot of psychological resistance in the mind of the customer, 
we want to do everything we can to reduce that resistance and help our customer commit to 
buying thus affirming their custom with us. Also because of this, we have three different types of 
offers that can be used in different scenarios. These are the ‘trip-wire’, the ‘special/sale’, and the 
‘new-release product’.


Affirmation Campaign Categories 

The Tripwire 

This is simply a product or service that you offer your fan that has a very very low price point. 
Then we usually offer an upset on the back end of the sales funnel in order to help make the 
process more worthwhile financially. It’s called a tripwire because it usually trips a person into 
becoming a customer. Types of product that work well here are typically buttons/badges/stickers 
etc, a low priced t-shirt, or even a low priced EP. We can also use the ‘Free plus shipping and 
handling’ funnel offer here as that also has a very low entry price point for the customer.


The Special/Sale 

This is a very specific type of offer usually set between two set dates where you offer a product at 
a special price. It can be a bundle product consisting of multiple products at a reduced price. It 
can also be an exclusive offer purely for fans and/or members either indefinitely or for a set time 
before it’s offered to the public. Of course once the special or sale item is finished, it goes back to 
it’s usual price again thereafter. This can be a great offer to utilise because often those first time 
buying fans are just waiting for the right incentive to buy something, and often a good reduced 
special or sale item can be the right deal fro them to start becoming your customer.


The New Release 

This can be anything such a t-shirt, EP, merch etc, but usually it tends to be a new release of 
music that isn’t yet available particularly a fully branded up album.
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Examples 

Tripwire 

You may be too young to remember this, but Columbia House Music Club used to dominate sales 
in the music industry.


They were able to grow their business to represent 15% of ALL music sales by offering their 
famous "13 Records, Tapes, or CDs for $1" campaign.


This campaign was so successful in creating customers that it ran for the entire lifespan of the 
business from 1955 to 2009.
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Special/Sale Example 

In this "Affirmation" style email campaign, YouZign.com made me aware of their Sale.


This makes perfect business sense. I've never bought anything from them, but I'm on their email 
list. By regularly running limited time-sensitive sales (such as this one), they increase the 
probability that I will become a customer.


And, once I'm a customer, they'll know enough about my preferences to make targeted offers.
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New Release 

In this "Affirmation" style email campaign, DigitalMarketer uses an "ANNOUNCING:" subject line 
to indicate that they have a brand new product to tell me about: DigitalMarketer HQ.


This shows the "New Release" incentive pretty clearly. DigitalMarketer HQ is not actually a "new" 
product. In fact, it's several years old.


But, DigitalMarketer knows that, if I haven't been exposed to HQ yet as a product, it's best to 
frame it as a "New Release". Human beings pay special attention to "New" things, and they are 
capitalising on that natural quirk of human psychology.
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Chapter 7 | Ascension 

Understanding The Ascension Stage 

Once you have affirmed the relationship with the customer by making the right offer to them, you 
are beginning a cycle of offer and nurture. This concept has deep roots in marketing too and is 
often referred to as the value ladder. Consider it like this. You may find yourself at a Dentist’s office 
to claim a free teeth cleaning service you saw in the news paper. It costs nothing to you and the 
Dentist definitely takes a hit on financially for this free service. However, while you’re there, the 
Dentist notices that you have a few cavities and offers to fill them for you, thus moving you up one 
step on the ‘Value Ladder’. By the time you leave you have new crowns and another appointment 
in six months, and thus you have been moved further up another two steps through the value 
ladder. 


The values ladder usually starts with a low cost front end product, one that may even cost less 
than it does to actually produce. Most successful business have to do this. Grocery stores usually 
offer basic products like milk and eggs at cost price because they know that once you’re in the 
store you’ll likely buy other items that will generate them profit. They also know that you’ll need 
these items so they place them near the back of the store.


You might also consider other people in your life, your friends for instance. Those friendships 
likely consist of many different ‘offers’ of which some you might accept and other maybe not. 
Consider how depending on how close you are to that person will likely depend on how much 
time/money etc you’ll invest in them and the friendship. If you’re best friends with someone, 
you’ve moved up their value ladder right to the top because you’ll likely spend time/money with 
them a lot more than you might with a lesser friend where you’re only part way up their value 
ladder. 


All of this is why the stages that follow a fan’s first purchase is called ‘Ascension’. In music we 
might typically offer a CD at the front end, then some bonus material, then a hoodie, and then 
perhaps some members premium area, subscription, boxset or concert tickets, by which time the 
fan has ascended to a much higher investment with you. Remember also that the higher we go 
through the value ladder, generally the less number of people will be as customers. So, you’ll have  
a percentage of each step move up onto the next step but not everyone. Because the higher 
steps are more expensive and thus more profitable, the ‘average customer value’ will be in profit 
and will out weigh any financially costs at the first step of the ladder.


Another point to consider is that a customer who has bought something is 5-10 times more likely 
to repeat buy from you, which means its 5-10 times easier to sell to them. This is incredibly 
important to remember because this is where businesses really make their profits, and not from 
constantly acquiring new customers. A robust back end where you make consistent offers to 
existing customers is crucially important for this reason.


Ascension Campaign Categories 

There are different types of product we can use to ascend our customers through the value 
ladder. These are merchandise (t-shirts, hoodies, clothing, trainers, mugs, bags etc), live products 
(tickets to shows, house concerts), recurring products (memberships, shirt of the month club, 
pattern etc), and exclusive/limited edition products (high level products like VIP tickets and other 
high ticket items). Products tend to be offered to fans in this order too.
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BONUS STEPS (Referral and Advocacy) 
Chapter 8 | Referral 

Understanding The Referral Stage 

Now we come to a very important part of the fan-journey, the “Activation Chain”. This section is 
made up of two stages; “Referral” and “Advocacy”. The referral stage is aptly named as it is 
based entirely on activating your existing fans to refer your music to their friends. This makes the 
“Fan-Journey” a “closed loop” meaning fans at the top of the value ladder will be referring new 
fans into the bottom of the value ladder, making a virtuous cycle that can build exponentially. 
Referrals are particularly powerful when it comes to music. Studies show that music preference is 
the most commonly enquired subject amongst new acquaintances, interesting. That said, referrals 
are the most profitable and powerful form of marketing for any business.


Referral Campaign Categories 

Some fans will refer your music to their friends organically (known as a passive referral), but lots 
won’t unless you make it easy for them to do so. If we give them a pre prepared promotional 
material that includes a specific place a new fan can find us (and a decent offer hopefully), then 
this is known as an active referral and is much more powerful than a passive referral.


We can offer a referral program as early as the first nurturing stage because fans from this point 
onwards are ready to refer, simply because they’ve passed through the permission stage and 
begun that relationship with you. They’d likely want to purchase more from you but may not have 
the funds and will in which case gladly refer you to their friends. Don’t under estimate this stage of 
the fan journey, it can greatly reduce the cost of new customer acquisition.


Stickers 

Stickers are a great way to initiate organic referring amongst fans. Include some free stickers in 
every item sent out to your fans and they will likely place them in cool places where their friends 
will see. This can be particularly useful if a specific web address is included on the sticker which 
could be take a new fan to the front end of your funnel.


This Referral card was printed by The 502s to be included with every single merchandise order 
they ship out. This Referral card can be given by 502s fans to their friends to point them directly 
to The 502s Permission stage.
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Programs 

Programs are incentivised referral programs that fans can sign up to. Typically these are best sent 
to fans via email when they make purchase from you. It’s also good to incentivise the fan by 
offering them a deal like maybe a 20% voucher for signing up for the referral program.


Further Thoughts… 

• This is a symbolic test of a fan’s reputation. They’re assuming the person they recommend us 
to, will like us. Their reputation is on the line.


• They have the deepest possible connection to what we do. Even if they don’t purchase from us; 
recommendation means they understand us and want the best for us. These are some of the 
best kinds of fans you can get!


• We can actively engineer opportunities for fans to refer us to others.

• We can create printed cards with a referral message and link for these fans so they can give 

them to their friends etc. More on this in another module.
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Chapter 9 | Advocacy 

Understanding The Advocacy Stage 

The second stage in the “Activation-Chain” of the “Fan-Journey” is called the “Advocacy” stage. 
Advocacy is a form of referral expect that it involves participation of your most engaged fans. The 
simplest way to think of this is that it’s very much like a street team. It an organised group of fans 
who are given promotional materials and instructions to promote and campaign on your behalf 
around their neighbourhood, city, social network etc. The stage can be difficult and expensive to 
set up but when done properly its totally worth while, however this isn’t something to even 
attempt when your just starting out as a music artist or band.


A great advocacy campaign would be one that has a very specific goal, such as visits to a certain 
web page, sign ups to a certain email campaign, followers on streaming, really anything that is 
specific, achievable and measurable.


This stage relies heavily on “Super-Fans”, which can be found easily by studying engagement and 
sales data on the back end of you campaign. People who open all of your emails and/or are 
amongst the highest customer value, are likely to be your super-fans. By equipping these hyper-
engaged fans with promotional materials and setting them tasks for using those materials, you 
can activate a small army of supporters to help you with your next release or tour, which will bring 
you a real presence in the real world.


Bear in mind this stage (Advocacy) doesn’t have the same effect as the Referral stage. The referral 
stage replies on your fans’ social networks, people they already have a relationship with. The 
advocacy stage on the other hand is a form of cold audience marketing. People being given your 
promotional materials will likely not have heard of you before and also likely won’t have any kind 
of relationship with the fan giving them the promotional material. Therefore the advocacy stage 
can be less effective per individual person but its still not to be counted out. Rather than 
exponential growth, the advocacy stage marks a new phase in your career, regional and national 
awareness. A high profile regional or national tour or album release can be a great reason to run 
an advocacy campaign. 


There are many in-and-outs of creating a digital or physical street team, activating your biggest 
fans to running a promotional campaign, including what materials to print, how to get  them at the 
best cost, where to instruct your advocates to promote, what you print on your promo materials, 
what your actual goals are for the campaign etc. These things are all up for grabs and will depend 
on your specific campaign goals and creativity.


However, we do know a few things for sure…


1. Your campaign should be focused around a single measurable metric. For instance if the goal 
is to increase your warm audience subscriber list, you’d be best to cater your promotional 
materials around an easy to type link which when visited will pixel your audience and give 
them an offer to opt into your list. By sending everyone to the same page, you can track and 
measure you results more easily. 


2. For advocacy campaigns that are focused on a nationwide or online goal such as a high 
profile album release, you should focus entirely or mostly on online promotion. The 
promotional materials that you equip your biggest fans with will be in the form of graphics, 
videos, pages and links that they can share on their social media.


3. For advocacy campaigns that are entered around a regional or nation wide tour, you should 
focus on physical promotion in the specific geographic areas that are most important to you. 
Promotional materials that you equip your biggest fans with in this instance will be physical, in 
the form of stickers, flyers, shirts, lighters, cards etc.
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4. Advocacy campaign are difficult to directly measure, mores than any other stage of the Fan-
Journey. For this reason we try to set a single specific destination to send referred listeners to, 
such as a tour page, a tickets page, an order page, a sign-up page etc, really anywhere that 
you can start to track the response that you’re getting.


Advocacy Campaign Categories 

Let’s talk about online verses geographic campaigns. If you have an lets say an album to promote 
and pretty large ecosystem of listeners/fans. It does make sense to equip them with materials 
they can use to refer their friends with on social media etc. You could give people a profile picture 
to replace their with, maybe three images they cam post in a row on Instagram, perhaps a 
Facebook page banner, or even a special video they can post and repost across their social 
networks. This is great way to activate your fans in gaining you more fans. This type of referral 
though is best kept limited specifically for exclusive releases, such as an album launch, a 
membership platform roll-out etc, moments where you really need all eyes on you. And you do 
see this with larger artists, where they fully black out their social media and the come back with a 
huge push of new material and content as well as their biggest fans doing the same. It’s worth 
considering that this is often good for the “armchair” advocate, those how are happy to swap out 
their social media content with your but not necessarily happy to go out on the street approaching 
people about your music. 


Localised geographic advocacy campaigns are a far more difficult undertaking but can be very 
very worth it. But these are very good for regional tours where you might have 5 to 10 areas where 
you really want to raise awareness.


Examples 

In this online street team campaign, Depeche Mode equipped their biggest supporters with digital 
media assets. Each of the assets is meant to promote the release of a new album. In this 
instance, Depeche Mode creates a new section of their website called “Street Team Tools” where 
they could house a library of promotional assets. The fans and customers were encouraged to 
sign up for the program to promote.
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In this “localised” Advocacy campaign, Daft Punk organised street teamers to dress up like robots 
and hand out flyers to people on the street.


This campaign was very creative. By instructing their street teamers or “Advocates” to dress up, 
Daft Punk was able to naturally attract attention from regular street crowds around the globe. This 
campaign  was run in promotion of the album Random Access Memories.




Further Thoughts 

• This is where a fan will actually ‘go to bat’ for you.

• They’ll go to any length to promote you.

• Because of this, again we want to be prepared to engineer opportunities for fans to do this.

• We can give them a plan by supplying them with merchandise to give out or sell as an affiliate, 

and also offer them special VIP offers.

• This activation step should actually lower the cost of customer acquisition because those who 

are acquired may also become referral fans.


�29



Summary 

Your music career actually depends on your ability to successfully move people through these 
steps that make up the Fan-Journey. Remember to think of it as an actual relationship that you 
have with your ideal fan; this will really help you to think clearly about each step. Its also critically 
important to grasp this entire chain of steps. If you’re only good at getting to the affirmation stage, 
you’ll be greatly missing out on fully monetising your fan base and you won’t be able to grow and 
do cooler things in the future with your business and offer. If this whole sequence is down solid, 
you should be able to double or even triple the worth of a fan for each of your campaigns.


I hope you’ve enjoyed this training and have found it enlightening and informative to the point 
where you feel confident about knowing the entire chain or steps that transitions someone from 
being a random stranger, all the way up to a raving fan of your music. 


If you ever want to reach out to us, you can do so at PureAcademyOfMusic@gmail.com :)


See you in the next training!


Brad x 
1
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