A I M American Association
of Independent Music

Social Networking Simplified:
A Facebook HowTo For
Labels,Artists and Bands

The mission statement of the New Media Committee states one of its goals to be the
education of A2I M members. This docum
focusing in detail on Facebook. This will be the first of a more detailed look at the key
social networks that were discussed in the previous white paper. This is not meant to be
an exhaustive how-to guide but focuses more on key marketing concepts in a way that

we hope will provoke more questions and feedback. We believe that while access to
distribution channels is essential to A2IM members, marketing remains key, as in the
physical world, to drive the customer to make a purchase.

-Peter Wright, Virtual Label, LLC, New Media Committee Chairperson
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What is Facebook and why does your band need to be on it ?

Facebook began in 2004 as an online directory at Harvard University and soon expanded its
availability to college students in Boston, the Ivy League and Stanford University. It later
became available to any university student. Now, Facebook is the center of the lives of more
than 400 million active users, young and old, all over the world. For many people, Facebook is
the primary method of communicating with friends, allowing them to find out what their
friends are doing, thinking, reading, listening to, and watching. The environment naturally
encourages the sharing of everything from the latest news, to the time-wasting YouTube video,
to the random personal thought, to the just-snapped camera phone photo.

With so much social activity happening on Fac
invaluable marketing and monetization opportunities by not having a Facebook presence.

Engaging your fans, recruiting new fans, and creating community, can help expand revenue-

generating potential.

Getting Set Up on Facebook

A band’s Facebook pr-wsfahageend/oeaiGroup.mBeldwisde t he se
general rundown of both Pages and Groups—the differences between the two, as well as

common features.

Fan Pages

Your Facebook headquarters should be your Facebook Page —the place where you build your
fan relationships. Here you can notify fans of new releases, videos, tour dates, promotions and
bonus personal tidbits - updates from the road, behind-the-scenes photos, Flip-camera video.
It is also your public profile —the place where new fans find you.

Facebook Pages can have an unlimited number of fans, and an exponentially unlimited number

of friends-of-fans. When updates are posted to Artist Pages, those updates are posted to the

News Feed of each a-+drectdntemadtion. Butalso,'wsen donseome p a g e
initially becomes a fan, that activity is displayed in fan home pages for all of their friends to

see— ndirect interaction with potential fans.
page, that activity is also visible to all of their friends in the news feed—again, indirect

interaction with potential fans. Lastly, the Artist Page will be archived in fan profiles, in the

“Pages” section, where al/l their fan pages ar

Create an Official Page at http://www.facebook.com/pages/create.php. Upload a picture and
edit information including artist biography, influences, links to other official websites and social
networks, contact information for booking, management or label, genre, and any other
personal matter you wish. Add albums to the Discography section so fans can track all of your
artist’s al bums.

Artists can adjust settings to allow different levels of interaction from your fans. Allowing fans
to post comments, photos or video to your wall encourages interaction and increases the
chance of a deeper connection with your artis
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In 2009, Facebook gave Page administrators the ability to select Vanity URL's. With this, artists
were able to easier market their Facebook presence with a specific URL that contains the artist
name. To get a Vanity URL you must have at least 25 fans. Register your URL at
http://www.facebook.com/username/. Note that once you register it, you can't change it, so
choose your band name or something easily searchable.

You also have the option of setting up one or more administrators to help manage your Page.
Access can be granted to the team of people who may be managing the content (ie -
management, labels, the artists themselves.)

Facebook Fan Pages offer a unique Insights section, giving you key analytics on your fans,
interactions and posts. More information on Facebook Insights will be covered later.

Facebook Groups

Whereas a Facebook Page is a good home base for artists, a Facebook Group can help foster a
more intimate and engaged fanbase, allowing fans to interact with each other, and facilitating
more focused direct artist-to-fan communication. (Groups can also be set to private, with
content and communications restricted to members only.) A Facebook Group can be a
beneficial supplement or sheer platform for online team functions, particularly when you need
to create a call-to-action to help the artist on a specific initiative.

One of the most valuable features of Facebook Groups is Mass Messaging. Messages are
deposited directly to user inboxes, like email. Whereas news posted to a Facebook Page runs
the risk of being missed by fans in their constantly streaming News Feed, messages sent to their
inboxes are given privileged notification and stored in the inbox until they are read and
manually deleted. Messages can be broadcast one-to-many or one-to-one.

Note that Facebook Groups are for Facebook users only and are not destinations that can be
visited by non-members.

Content Updates

Whether updating Facebook Pages or Facebook Group pages, the updating frequency should be

regular, consistent, but not so often that updates become overwhelming or just plain annoying.

Keepin mindthatfans can turn off or “block” updates fr

Regular updates are reinforcement for fans, keeping them hooked, interested, engaged. Keep
updates entertaining, informative and timely, and most of all authentic—at their best, they

offerawindkow i nto the artist’s personality. News,
visual environment, so candid photo updates are particularly effective. Ask questions. Take
suggestions from fans. Encour ageclpasitvel paft fi ¢

to Facebook fans from time to time (e.g. limited time offers, exclusive content, ticket pre-
orders.)
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Posting regular meaningful content should encourage fan activity —the two main responses to
updates are t he “olmmektédk—abnudt twhne, n afnadn st h“eLiCke” or
activity is posted to their News Feeds, visible to each and every friend they have. This lends

content a viral, one-to-one effect through trusted networks of people, and helps fan bases

grow.

It is important that artists update their own Facebook page. Fans want to feel connected to the
band. They want to see the band's personality. If a label or manager posts on behalf of the
artist, the voice does not feel genuine, or worse, it comes across as spam. The more the artist
speaks directly to fans, the more those fans are to support the artist via a purchase.

Your Wall

The Wall is typically the first place fans go when visiting either Facebook pages or Facebook

Group pages. Hereis whereyoufindthe® What ' s On Your Mind” functi ¢
post updates, news, links, photos, or video. If you choose to allow access, fans can post

comments directly on your wall. Take time to read fan comments and questions and respond

to them if and when appropriate.

Concerts / Events

Create Events for each of your tour dates and invite your fans. This will allow users to RSVP and
see who else is planning to attend the show. Each of these user actions also publishes your
tour date to each of their respective News Feeds, and might entice their friends to join them at
the concert.

Info Tab

In the Info tab, include artist biography, influences, links to other official websites and social
networks, contact information for booking, management or label, genre, and any other
personal matter you wish. Add albums to the Discography section so fans can track all of your
artist’s al bums.

Notes
The Notes feature can be utilized for lengthier text—information about a new release, a tour
announcement, recent press, or a blog post.

Photos / Video
Add official photos, album artwork and behind-the-scenes candids. You may also choose to
allow fans to post photos of the artist at shows.

Discussion Board

Facebook Pages allow you to set up an optional discussion board, where you can start
organized discussions about your artist, similar to a message board. The Facebook Discussion
Board can augment or replace your official community board.

Applications

Facebook applications can help artists share music and video, engage current fans and recruit

new fans. With more than 500,000 active applications available on Facebook, choosing the
right applications to instal/l on an arti st

S
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number of apps you add to your Facebook page, keeping the focus only on a few simple things
that represent the artist and music best - audio, video, pics, and updates. All Facebook
Applications can be found at http://www.facebook.com/apps/directory.php, but here are a few
apps that are important.

I Music - The Music tab lets you add audio streams, video embeds, tour dates, and more.
By adding audio streams, you let fans listen to your most recent tracks directly from
your Page. Alternatively, you may wish to require fans to listen to music via other
applications (Pandora, Last.fm, or ReverbNation, for example).

9 Store - While Facebook tends to discourage adding stores on pages, applications from
direct-to-fan stores like Topspin or Nimbit allow artists to embed a Store tab right on
their Facebook page. Fans who wish to purchase music can do so without leaving their
favorite artists profile. For more information on selling to fans direct, refer A2IM's
white paper on Direct-To-Fan Business Strategies White Paper.

i Live Video — Applications for U-Stream and Live by Justin.tv allow you to engage your
Facebook fans through live interactive events. Events could be live concerts, chats, or
intimate live look at the band in the studio. During the event, users can interact with
each via a social stream.

9 Static FMBL - The Facebook Static FBML application gives pages advanced functionality
and customization options via HTML or FMBL (Facebook Markup Language). Artists use
this application to add graphics other unique, customized promotional messaging, like
sweepstakes or exclusive presales.

Common Problems / Help
There are some common issues that arise when creating a Facebook Page. The Facebook Help

Center is a good resource for questions on setting up profiles and using Facebook. Other
common problems or things to look out for include:

I When creating a Facebook page for an artist or band, make sure you create a Fan Page,
and not a Personal profile. Fan pages, meant for celebrities, bands or businesses, can be
set up at http://www.facebook.com/pages/create.php. This means that fans can "Like"
your page without having to get your approval. If an artist has a personal profile, it
should be set to private, and used for friends and family, or for more private things
outside of music, so that fans can't see them. Unfortunately, if your artist has a
Personal Page, Facebook does not allow you to transfer those friends to your Fan Page -
you must invite them one by one. If another party or a fan has already claimed your
band's name as their URL, you should contact the admin of that page or refer to the
Facebook Help Center to claim your intellectual property.

When uploading media files, remember that Facebook limits audio MP3 files to 10
minutes long and 5 MB's, and videos to 20 minutes long and 1024 MB's. Photos can be
JPG, GIF or PNG files but must be under 5 MB's.
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Ready To Go

With a Facebook profile, and fans to show for it, artists need to keep the momentum going.
Recruitment and engagement is an ongoing process. Both artists and labels should expect to
spend time engaging with fans on Facebook every day, and a few hours every week.
Remember, getting fans on Facebook is not the endgame. Monetizing is. Make sure you are
getting quality fans and creating meaningful relationships, so that you are able to harvest those
fans on email or via a direct sale.

Cross Marketing with Other Websites

All web properties should point to the others. Social media profiles should point to the official
artist website, if one exists. Official artist websites should visibly direct traffic to MySpace,
Facebook, Twitter, YouTube, and any other places where an artist has a presence.

A few Facebook Widgets allow artists to integrate Facebook into their official website.

T The “ Sh arhapy//www.fatab@lk.con{/facebook-widgets/share.php) lets
visitors to your website share content from the site on their Facebook News Feeds.

T A Facebook httd/avww.fB&ebdokceni/facEbook-widgets/fanbadges.php)
lets your fans share their Facebook Page information on their profile page, website or
blog.

T I'nstall a F a etp:P/wwwKacebobkaom/faBebowkwidgets/fanbox.php)
to your website, and allow users to "Like" and view your Facebook Page updates,
photos, videos, etc. without leaving your site.

Make sure, however, that the web strategy doesn't overly depend on social networks for fan
relationship management. According to A2IM's E-mail Marketing White Paper, email remains
the most important tool for artists to communicate with fans and customers. Use Facebook to
encourage fans to create a profile on your official website or join your email list, so that you can
market back to them directly.

Twitter

Twitter popularized the “What are you doing
pages, such that many use Twitter as their primary home for updates. Microblogging efforts

can be managed a few ways. Artists that choose to Tweet can link their Twitter account to their
Facebook page so that Tweets are automatically posted on Facebook. Conversely, artists can

link their Facebook page to Twitter so Facebook updates are automatically pushed to their

Twitter account. The result is the same. One update, posted to both places. Choosing one way

or the other is about simplifying the process for the artist so that they can just update, rather

than act as a robotic administrator managing multiple accounts.

You can set up Facebook to push status updates to Twitter via the Facebook Twitter application
(at http://www.facebook.com/twitter/). Similarly, desktop applications such as Tweetdeck,
Hootsuite or Seesmic can help you manage your social media feeds straight from your desktop.

However, be careful that the content you push out to Twitter isn't identical to your updates on
Facebook. While pushing status to Twitter makes updating easy for an artist-on-the go, you
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want to make sure content and messaging isn't exactly the same on each platform so that fans
find value in following and engaging with your artist in both places.

Facebook Mobile

There are more than 100 million active users currently accessing Facebook through their mobile
devices. Facebook Mobile allows artists to update their profiles via iPhone, Droid, Blackberry
App, email or SMS. This makes it easy to update content on tour, backstage, or even from the
stage.

On-Stage ShoutOuts

When performing, plug the web presence —this includes the artist website, MySpace,
Facebook, Twitter, etcetera. The artist call-to-action is an authentic way to draw fans to web
efforts and more effective than "official" advertising.

Marketing Collaterals

Consider placing the Facebook URL alongside the official artist website on posters, postcards,
stickers, running online banners. Include a call-to-action to drive fans to artist websites (free
download, exclusive ticket offer) or Facebook pages. If you have a number of social media
URL's, stick to a key few and avoid cluttering the marketing message itself.

The Posse Effect
Sometimes, the best way for a band to get new fans is to tap into the fan bases of similar but

established bands. When your artist is going on tour with another artist, ask that artist to post
a link to your Facebook Page calling out that they are playing together. Labels or managers of

bands in similar genres should support cross-pollination between established bands and baby

bands - the "posse effect".

Advertise on Facebook

Artists with an existing and energetic fanbase on Facebook can directly use their Facebook Page
to recruit other Facebook fans. Artists can run a targeted advertising campaign that displays
the page to people in a targeted demographic. Ads target people by location, age, gender,
education, and most crucially, people who listen to similar artists or artists that are on the same
tour. Artists can pay for impressions (CPM)--people looking at the page--or clicks (CPC)--people
who have looked and taken the next step of clicking on the page. Real-time reporting and
insights on ads are available to help track results, which can in turn help artists modify the ad
campaign for improvement.

Facebook's Best Practices does not recommend reaching out personally to users to solicit new
fans. Unsolicited messages can be reported as spam and if too many people report you there is
the risk of having your profile shut down.

The Social Web

Facebook recently announced their plans to socialize the web by merging users' online activity
across multiple websites via the Open Graph Initiative. This initiative allows third party
websites to customize what users see based on their Facebook profiles and the tastes of their
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friends. Visitors to these sites will be able to share content they "Like" on their Facebook
profiles.

Pandora is among the first websites to participate in Open Graph. The music discovery website
now suggests artist-based online radio stations by recognizing every artist users have "liked" on
Facebook. It also allows users to see which of their Facebook friends like the same bands, as
well as see what other artists those friends have selected as a favorite.

As part of this initiative, Facebook has removed the "Become a Fan" option and replaced it with
a "Like" button. With Open Graph, Facebook's "Like" button will appear on websites all over
the internet. Traditionally, the "Like" button on Facebook allows users to indicate their
approval of friend's updates, photos, etc. and have that approval added to their updates. The
new feature lets users "Like" a band on Pandora, a restaurant on Yelp, or an article on
CNN.com. It's conceivable to imagine that more music websites and digital music services will
participate in Open Graph in the months to come, allowing your artists and their fans to "Like"
and share everything from a blogger's review to a music video to a streaming track to a link to
buy, directly from those third party sites.

Insights - How Are You Doing?
Thenameofthe game i s ROl and you’'ll want to | ook t
of fan engagement you really achieved for all your efforts.

Facebook offers a fairly solid Insights dashboard to help you evaluate the key social media
metrics, such as fanbase demographics, fanbase growth, and how fans are engaging with your
content. Additionally, you may want to link campaigns with Google Tags or Analytics via Static
FEMBL for additional metrics, or use a trackable link shorteners like bit.ly or Tinyurl. Also,
FanPage Analytics help you learn what other pages your fans visit or Like.

All analytics and insights help you target your marketing and advertising by understanding your
fans better. It will also tell you what types of initiatives or content your fans respond to best.
Below are some of the metrics you should pay attention to and compare to past campaigns to
get an idea of the effectiveness of your updates.

General Demographic and Geographic Distribution

Age, gender, and geographic information can be useful to track the growth of your fanbase.

Understanding the composition of your fanbase is as important as recruiting them in the first

place. Is there a spike in visitors from a particular city after a recent live show or radio visit? Is

there a significant amount of fans in a marke
cities with activity that might benefit from a street team? Over time, geographic hot spots can

illuminate effective marketing, reinforce local promotion strategy and even help you plot your

next tour routing.
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Fan Interactions

Analyzing the trends of new fans — people who have taken the proactive step to say that they
want to connect with you on Facebook - can help you understand the effectiveness of off-site
marketing and promotion drivers. Are you seeing an increase in new fans after a licensing
placement, a tour date, press hit, video feature? Conversely, are you seeing a decrease in fans?
If so, what conclusions can you draw from why they are leaving? For example, a downward
trend may reveal that you are posting too much, posting too little, posting uninteresting things,
or just a general inability to get fans to stick.

Choose a graph: I Total Fans / Unsubscribed Fans | v
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Content Analysis

Facebook has also launched the ability to see Interactions Per Post - this allows you to see how

people are responding to your updates. Why is this important? By understanding what kinds

of contentpeop| e respond to, you are able to tailor
engaging. If you have a post that garners a slew of comments, you know that you are creating

content that is meaningful and engaging. (Posting prompts or questions can help increase

engagement. Following-up after fans respond can help maintain the engagement level —fans

|l ove to know that their comments are being he
engagement —this metric can be interpreted to reflect passive interest.
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Sample Facebook Insights Page
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Appendix: A2IM Associate Members To Hel p You Maximize Your
Facebook Presence

@
® O pplied SB Powering Relationships
® Music. People. Brands.

appliedSB helps the labels benefit from the social networking
audience in a few different ways; streaming w
where artists/content can be promoted, secondly mo-blogging capabilities allow fans to take
pictures and videos at a concert and post the
networking page. Additionally, appliedSB can also work with fan clubs to develop text
messagingc ampai gns that drive fans to the artist’s
method of interacting with fans wherever they are for promoting concert dates or any band
information.

Audiolife, a music-focused technology company, has developed
an innovative e-Commerce platform that offers artists a streamlined, no upfront cost way to
sell music and merch directly to fans on any website, blog, or social network. Understanding
the important role technology plays in the new music industry, Audiolife's virtual storefront
(widget) technology "houses" the artist's music and merch, then offers viral marketing
opportunities when the artist promotes and pushes the widget out to fan, media, and music
networks. The virtual storefront has the potential to reach millions of fans and fans-to-be and
makes the artist's music and merch immediately available to anyone, anywhere, anytime on-

demand.

Conduit Labs is the largest creator of music games on the web. With an
unmatched catalog of top artists and category-defining games like Music Pets, Conduit is

defining a new vision for experiencing, sharing, and monetizing music. Enjoyed by millions of
people each month, the company builds games for social networks, the web, and

mobile. C 0 n d Wusit Pets allows users to create and care for a virtual pet, keeping it happy

by feeding it the music they love. EachMusi ¢ Pet | earns its owner

S pE
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fetches them songs in a new, engaging form of music discovery. Users can then build music
collections and visit other pets to share music with friends. In Super Dance, Facebook users
explore different clubs and playlists, where they level up to unlock new clubs and international
venues by mastering a variety of dance moves. Users can personalize their characters with
clothing, accessories, new moves, and songs collected.

sechonest @&

The Echo Nest's FanalyticswI platform applies an unprecedented
understanding of the music web to help marketers effectively target the right audiences online.
Fanalytics pinpoints hard-to-find blogs and users on Twitter & MySpace for each artist, along
with comprehensive tools to track online publicity and activity on social networks including
MySpace, Twitter, Last.fm and Facebook.

FAIRTILIZER

The Do It Yourself Music Club Fairtilizer is a technology-driven platform allowing for audio file
exchange, storage, and/or exposure. Our web-based tools allow users to send & receive audio
files, share tracks & playlists, deploy widgets and get great stats. Our branded player and
dropbox can be embedded anywhere in the digiverse and automatically updated from a central
location. Labels, artists, managers, publicists, bloggers, brands, schools, museums and non-
profits are some of the clients currently usi
files, find awesome new music, and connect with musicians, businesses, and music lovers
around the world.

RTTANC()RPS.C()M

S50CIAL NETWORKING WITH A PURPOSE ™

Fancorps offers premium street and viral marketing services for
artists, labels, companies, and brands looking to enhance their grass roots and online presence.
We can create, manage, and customize teams and campaigns that will expose your message or
product to your target demographic and audience. Using our industry leading Web 2.0 "Street
Team Management Community" social networking platform as a communication and task
management tool, we are able to assign, track, and report on all teams and campaigns we
deploy.
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InStyle!

Digital Marketing
We get the audience

In-Style Digital Marketing offers integrated digital marketing solutions for

the entertainment and consumer industries. The interactive agency creates comprehensive and
creative solutions through ad-hoc teams who unify the technology, design and communications
skills required for online marketing execution. InStyle has worked on over 200 projects in
multiple languages, including English, Spanish and Portuguese. We invite you to view some
success cases here or view their video.

Loud Feed provides services to perform a "Social Media Networking" audit
of your current web site and strategy from your own widgets to Facebook and Twitter. Then,
Loud Feed can engineer and deliver a business solution for you. Loud Feed built the new A2IM
web site with Facebook like features.

MULTI

m e d i a
MULTI media through its many campaigns it has run to date on Facebook
knows the benchmarks and best practices to maximize the client's ad dollars.

@ =
® H‘t“':':\:' -
@ :«UU
Nimbit is the music industry's leading direct-to-fan platform for musicians,
managers, and emerging labels. With Nimbit's MyStore for Facebook application, anyone can
seamlessly integrate multiple sales and promotional opportunities into an existing Facebook
page. Ni mbit e n stansessinabililyand suiceasmysfdsteringontemctive,

lifelong, and profitable fan relationships.

REVERBNATION . .
_When people pass through your social network profiles, get them to come
back to your own web site that YOU CONTROL. ReverbNation’ s Fan Excl usi
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http://www.instyledm.com/
http://www.instyledm.com/presentations/success.htm
http://www.youtube.com/watch?v=dn1s-NM5DNY
http://www.loudfeed.com/
http://www.multiadvertising.us/
http://www.nimbit.com/
http://www.reverbnation.com/

facilitate giving away a song in return for an email address. Social networks are free billboards
on the super highway of information. Be there, but have something that extracts value and
moves those listeners down the fan funnel to something valuable for you. Use the data you can
easily obtain from ReverbNation to learn more about your fans —who they are, where they are
listening from, what they are listening to, for how long, etc. The more you know about them,
the easier it is to connect with them and market to them. Brand sponsors want to know who
your real fans are, how many you have, and how engaged you are with them.

RSM

,,,,, Rock sTEADY Music = Rock Steady Music is a premier full-service marketing agency designed

to break the traditional mold of music promotion, with a 360-degree approach that offers an
array of services including public relations, marketing, sales, digital marketing, and radio
promotion all under one roof. With Facebook being the number one social networking site in
the U.S. and beyond, there is now an imperative to interact with fans in a space that they are
familiar with from, in most cases, daily use. RSM's approach to marketing on Facebook focuses
on the aspects which made the site so popular: community-style messaging that goes both
ways, ease in embedding rich media, apps that engage multiple users and most of all, simplicity.
With direct-to-fan functions able to live in this ecosystem, RSM helps you market AND sell on
Facebook.

@som’c

Sonicbids enables you to post your EPK on your social networking sites
and track your band’s buzz veiabdGoogleBlogg.i ns f or M
Promoters can also view these stats to see th

‘tools héd.i’y

DIGITAL MEDIA MARKETING . . . T
Toolshed, among other services, employs social networking specialists

who will find feature placement for your existing social network profiles, or handle the entire
campaign including profile creation and management on the most important social networks.
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WN Topspin is professional-grade software for artists and their managers.

s the most complete technology platform fo
promoting your music and connecting directly with your fans. When it comes to social
networking, Topspin gives artists the means to a) turn social networking profiles into
marketing-optimized landing pages for inbound opportunities through its widget platform, b)
track response and conversion on both inbound and outbound marketing efforts, c) incentivize
and reward fanning/following/sharing with access to promotional media offers, and d)
proactively monitor social network activity to find new fans. In addition to social network
marketing, Topspin powers artists email marketing, CRM, and promotion through other online

channels.
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