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Randy Chertkow, Jason Feehan : TheIndie Band Survival Guide, 2nd Ed.: The Complete Manual for the Do-it-
Yourself Musician before purchasing it in order to gage whether or not it would be worth my time, and all praised
The Indie Band Survival Guide, 2nd Ed.: The Complete Manual for the Do-it-Y ourself Musician:

1 of 1 people found the following review helpful. A Must For DI'Y MusiciansBy T. M. HabritterThe first edition of
this book was the first DIY Indie book | purchased and 50 books later, it's still the best. It has tons of highlighted text


http://f3db.com/pub/links.php?id=B007PP2CT0

and at least half the pages have been dog eared so | purchased a second copy. When | saw this new edition | grabbed it
for my Kindle app. The music industry moves at the speed of sound so no book can cover al the newly emerging
social mediasites, but this book gives you a great road map to follow as a musician who embraces making, marketing
and selling your music independently! 7 of 7 people found the following review helpful. Surviving Indie Style!By S.
Elwoodl bought this book to aid in helping me get my band up and running. | was pleasantly surprised at the
thoroughness of the topics and the author's insights on each. Real world experience pays dividends and the author
really makes his case. | give thisbook 5 stars for content and delivery. My only gripeisthe lack of anindex. | am
using highlighters and Post-It notes and have kind of created my own. Easily athird of the book deals with internet
topics and should be very helpful to those musicians who are not web designers. And while this book provides a
comprehensive look at the world of indie band business and details what you need to consider, it does not provide the
legal underpinnings of that business. | would strongly recommend 2 other books to complement this one. Thefirst is
"Music Law" by Richard Stim, an indispensable legal guide that explains copyrights and many other legal issues
surrounding the music business. The second is"All You Need to Know About the Music Business' by Donald
Passman. This book details just about every way a musician can get screwed by the music industry and how to avoid
or at least deal with it. All three books complement each other beautifully. Highly recommended! 1 of 1 people found
the following review helpful. Great guide for the new band or.....By JSPGreat guide for the new band or a band
needing to learn what they need to change. Bought it to help my son's band with the business side of music. It told me
all about required registrations, reminded me about the importance of things | hadn't considered. | bought three similar
books when | bought this. This was the best by far. | highly recommend this book and will buy the 3rd Edition when
they release that.

"[Chertkow and Feehan] are the ideal mentors for aspiring indie musicians who want to navigate an ever-changing
music industry.” -Billboard MagazineNewly revised and expanded, the acclaimed handbook for musicians looking to
write, record, and promote without alabel More musicians are recording, distributing, marketing, and selling their own
music now than ever before in history. The Indie Band Survival Guide is the critically-acclaimed, do-it-yourself
modern classic that has been telling them how for years. In this up-to-the-moment edition, musicians and web gurus,
Randy Chertkow and Jason Feehan, cover everything musicians need to know. Drawing on their in-the-trenches
experiences, they tell musicians how to: - Sell on iTunes, Amazon, and Spotify- Get played on radio, podcasts, and
blogs- Effectively market on Facebook, Twitter, and Y ouTube- Copyright, license, and make money- And much
moreThis information exists nowhere else. Chertkow and Feehan are pioneers in using the Internet to do what only
labels could do in the past and will help your band go from garage to global.

Idquo;[ Chertkow and Feehan] are the ideal mentors for aspiring indie musicians who want to navigate an ever-
changing music industry.rdquo; ?Billboard Magazineldquo;l've seen alot of books over the years; I've worked on
every side of ithellip;.[Chertkow and Feehan] have the most up to date reference book for young musicians.rdquo;
?Matt Pinfield, radio and MTV/VH1 television personalityldquo;Finally! A comprehensive and practical guide for
musicians that explains how to navigate today's music world without alabel. A must-read!rdquo; ?Derek Sivers,
founder of CD Baby and HostBabyldquo; Thisis just the sort of zero-BS guide to modern artistic survival that should
bein every artist's handbag.rdquo; ?Cory Doctorowldquo;Dear Parent: | hear your kid's band is starting to sound pretty
good! The band is getting regular practicesin; they're gigging a bit; they've got alogo and a Facebook page. How can
you help them now? hellip; Take alook at: The Indie Band Survival Guide: The Complete Manual For The Do-It-

Y ourself Musician by Randy Chertkow and Jason Feehan.rdquo; ?Laura Lamere, "Parenting Creative Kids"
blogldquo;Chertkow and Feehan are plugged-in to the mercurial world that is the music industry. Their
straightforward approach to making your own rules in aworld without them is exactly what new and experienced
artists needhellip; I'm going to call the publisher to inquire about a quantity discount for studios. Seriously. We should
hand these out to every new client who comes in the door.rdquo; ?Garrett Haines, TapeOP Magazineldguo; The
Internet is an extraordinary opportunity for musicians to make and profit from their music. This clearly written and
comprehensive book shows exactly how. A perfect balance between the mess of the law and the promise of the
technology, it should be read by anyone who wants to take their talent and share it--for the love of sharing, or for the
profit.rdquo; ?Lawrence Lessig, author of Code, professor at Stanford Law School, founder of the Center for the
Internet and Society, and CEO of the Creative Commons proj ectldquo;Jam-packed full of incredible information. The
Indie Band Survival Guideisabook that al artists, independent or not, need to own.rdquo; ?Ariel Hyatt, author,
publicist, and founder of CyberPRIdquo;[Chertkow and Feehan have] effectively produced a take-along, dog-earable
handbook so anyone can follow in these well tread footsteps. rdquo; ?BoingBoingldquo;Highly, highly recommended--
for not only musicians, but for anyone and everyone living DIY .... It's also an incredibly invaluable resource for
techies, writers, bloggers, social/digital mediafolk, producers, editors, and just about anybody with an interest in
Indie/DIY culture.rdquo; ?Rockthought.comldquo;[Chertkow and Feehan] have collected awealth of information and
tools to help the indie band in getting recognized and their music distributed to their fans and, more importantly, the



rest of the market.rdquo; ?Cybergrassidquo; The reason the guide is so good is simple...It's written by a pair of
musicians, Randy Chertkow and Jason Feehan...I'll be recommending for yearsto come.rdquo; ?Journal Star (Lincoln,
NE)Idquo;Indispensable... Thislively book offers such essential guidance in these changing times, no band should be
without a copy.rdquo; ?Publishers WeeklyAbout the AuthorRANDY CHERTKOW (by day, atech expert) and
JASON FEEHAN (by day, an attorney) are lead members of Beatnik Turtle, arock band based in Chicago, Illinois.
Beatnik Turtle plays live, has produced eighteen albums, written music for TV, films, comedy shows at Second City,
and has licensed music to ABC Family?all without a label.Excerpt. copy; Reprinted by permission. All rights
reserved. CHAPTER 1THERErsquo;SNO BETTER TIME TO BE A MUSICIANnNbsp;nbsp; REFERENCE PAGE:
IndieGuide.com/IntroTHE TOOL S and opportunities you have at your fingertips today were nearly unthinkable just
ten years ago. Y ou can record music on your computer with technologies and capabilities that used to be only
available through costly professional recording studios. Y ou can easily obtain global digital distribution for your
music, and with it you can sell millions of copies of your album worldwide with no need for warehouses, shipping, or
up-front money tied up in inventory. More opportunities than ever exist to get your music discovered, heard, and seen.
And through Web, social, and mobile presences, you can target your audience, connect with listeners, and build a
worldwide fan base.How people create, promote, discover, distribute, sell, and monetize music in todayrsquo;s world
has changed. What used to be closed off by Idquo;the music industryrdquo; is now open for anyone who wants to
participate. The traditional playersin the music industry were like tollbooth operators, and the price of admission was
the rights to your music and alarge cut of the income you created. Now you donrsquo;t have to ask anyonersquo;s
permission, the cost to you is minimal, and you keep all the rights and money you earn.Wersquo;re now in aworld
where the musicians are in charge. The numerous middlemen who decided which musicians |dguo;made itrdquo; and
which ones didnrsquo;t have fallen away. Musicians have stopped wasting their time trying to appeal to the
mainstream-minded music executives in the hopes of Idquo;getting signedrdquo; and instead focus on ldquo;getting
discoveredrdquo; by the people who really matter: the fans.For everything alabel used to do in the past for their
musicians there are now services, sites, tools, and resources available that can let you do it yourselfmdash;often for
free. You just need to know what to do and how to do it.And thatrsquo;s the point of this guide.Y oursquo;re holding
the one book written by two indie musicians who, by necessity, navigated and deciphered the confusing worlds of
music, business, law, marketing, and technology and wrote it all down so musicians could act on it. Thisisthe guide
that we wish that we had when we started our own band over fifteen years ago.In short, you now have everything you
need to do it yourself. WHY EVERY THING CHANGED AND HOW ITrsgquo;S GOOD FOR MUSICIANSTHE
FOUR TRENDS THAT HAVE REVOLUTIONIZED THE MUSIC INDUSTRY There are four trends that have
revolutionized and democratized the music industry:1. Inexpensive Worldwide Digital Distribution2. Democratization
of Media and the Death of Channels3. The Infinite Store Shelf4. Access to Inexpensive Music Production
Technologyl. Inexpensive Worldwide Digital Distributionln the past, distribution meant manufacturing tens of
thousands of CDs, tapes, or records. It meant convincing thousands of storesthat it would sell if theyrsquo;d only
stock your product. It meant fleets of trucks to drive the product to the stores in the first place. Most of al, it meant
that a great deal of money needed to be invested up front in manufacturing large amounts of the product (creating
inventory) and paying middlemen to get the product in front of music fans. Few musicians had the money to fund this
themselves.In todayrsquo;s world, thanks to the Internet, faster computers, and broadband connections, whether you
sell one copy or one hundred million, therersquo;s no marginal cost, no trucksinvolved, no money tied up in
inventory, and shipping music anywhere worldwide is instantaneous. Even better, these incredible distribution
channels are available to any musician, and it costs well under one hundred dollars. In fact, you can even get free
digital distribution. Y ou can also sell physical CDs with zero inventory, with all of the production costs being paid for
by the customer each time they buy a CD.This change put music distribution in your hands and made the major labels
unnecessary for both distribution and for funding the manufacturing of your product.2. Democratization of Media and
the Death of ChannelsThe media technology of the past was limited and costly. It meant few channels of distribution,
with control concentrated among few players. These players decided what music and shows would be distributed to
the masses of viewers and listeners at what time and on what channel. This alowed a handful of companies to control
what could be seen and heard, and forced musicians to use music labels to get their music heard, since there were no
other options. It was aworld of one-way communicationmdash;of broadcasting. Y ou were either local, or you were
signed.It also meant that since channels were playing to huge, nearly captive audiences, the gatekeepers focused on
music or shows that would appeal to as many people as possible to maximize their audience share. Anything that
wouldnrsquo;t do this got no exposure and was deemed of little value. Generations of people internalized this hits-only
economic model and began to assume that there was ldquo;a mainstreamrdquo; that everyone liked. But how much of
this was because mainstream entertainment was the only entertainment available?But the means to broadcast mediais
now in everyonersquo;s hands. Want to start your own TV station? Just use Ustream (ustream.tv), Livestream
(livestream.com), or just post videos on Y ouTube (youtube.com). Want to start your own radio station? Use sites likes
Live365 (live365.com) or create a podcast. Want to have your own newspaper or magazine? Just start ablog or Web
site.This means that the notion of aldquo;channelrdquo; is dead. Mediais now on-demand, and available for everyone



to participate. This change puts media coverage within your reach and has made the major labels unnecessary in
getting coverage for your music. People arenrsquo;t forced to select their music from asmall set of options. There are
more ways to get your music ldquo;out thererdquo; and win fans than ever beforemdash;and they donrsgquo;t have the
same barriers to entry the old media has.3. The Infinite Store ShelfWhen music was only sold in physical record
stores, the stores would purchase albums from distributors (which bought albums from labels) to resell to the public.
These stores had limited shelf space, so, except for dedicated music stores that featured obscure music, the only music
for sale was from major labels. Because of this, the music industry, as well as music stores, only focused on hits. This
isnrsguo;t surprising, since most of the sales for the industry came only from those hits. Why bother with any other
music?But, today, with high-speed Internet connections and digital storage, thereis no end of shelf space.
Therersguo;s now room for everythingmdash;new artists, unknown bands, obscure music, rare tracks, and more.
Everything can stay on the shelf forever since it doesnrsgquo;t take up any physical space. If a customer wants to buy a
song, itrsquo;s always available for purchase no matter how many sales it gets per year.This change means you are
side by side in the same stores as all major-label and established acts and your music can come up in searches and be
discovered while customers are shopping.4. Access to Inexpensive Music Production TechnologyA revolution in
music production technology occurred because computers and recording gear became powerful, inexpensive, and
available to most musicians. Recording, mastering, and music production no longer requires expensive studio time and
the financial resources of alabel.ldquo; Todayrsquo;s recording technology both equals that of the studios of the past,
and at the same timeis afraction of the cost,rdquo; says Norman Hajjar, the chief creative and customer officer of
Guitar Center, the largest musical instrument retailer in the United States. If you have a computer and a microphone,
yoursguo;re ready to record music, especially since software such as GarageBand (apple.com/ilife/garageband), Sonar
(cakewalk.com), Reaper (reaper.fm), or free tools like Audacity (audacity.sourceforge.net) can transform your
computer into a full-blown recording studio.As Hajjar points out, this affordable recording technology and gear has
Idguo;unbottled the creativity that was always there; it was just inaccessible to most people. Musicians today have so
many different and exciting waysto not only get access to the creative tools that allow them to express themselves, but
also more ways to share their creativity with the world. Ways that were unfathomable in the past. | have zero doubt
that wersquo;re hearing music today that would not have been created if it werenrsquo;t for this accessto
technology.rdquo; This change put music production in your hands and has made the major labels unnecessary for
funding the recording and mastering process. And since their financing of music production was their justification for
keeping the copyright to the master recordings, this means that you can keep al the rights to your music.Y OU NOW
HAVE A CHOICEnbsp;hellip; Back when studio time was expensive and distribution and promotional channels were
limited and costly, musicians needed labels to help them record, distribute, promote, and sell their music. But given
the four revolutions above, thisis no longer the case.As Jonathan Coulton (jonathancoulton.com), a successful indie
musician making aliving off his music said on his blog, Idquo; The revolution in the music industry (which has already
happened by the way) is one of efficiency, and it means that success is now possible on a much smaller scale. Nobody
has to sell out Madison Square Garden anymore to make aliving. We now have an entirely new set of contexts and
they come with awhole new set of toolsthat give us cheap and easy accessto al of themmdash;niche has gone
mainstream. It is no longer necessary to organize your business or your art around geography, or storage space, or
capital, or whatrsquo;s cool in your town, or any other physical constraint.rdquo;ln other words, today therersquo;s
room for every artist.ldquo;Signing with alabel today is just a choice,rdquo; says Jeff Price, former indie label head
and founder of TuneCore (tunecore.com), a service that allows anyone to digitally distribute their music. Musicians
should evaluate a label deal the same way they would evaluate a contract from any business partner. And it might be
appropriate for some musicians. But music fans donrsquo;t care about whether artists are signed or not; they only care
about the music and the musician. And thatrsquo;s the point: a middle man is no longer required. The distinction of
whether yoursquo;re signed or not no longer matters in todayrsquo;s world.hellip; AND Y OUrsquo;RE NOT
ALONEEvery service that alabel used to perform for their artists is now available to every musician. Today there are
professionals, services, sites, tools, and resources available to meet every need you have to get your music into the
world. Best of al, many are inexpensive or even free. The computer and software industries are creating new tools and
services amost daily in an effort to reinvent how people discover and purchase music. Plus, many experienced and
talented music professionals, such as producers, engineers, graphic artists, publicists, and more are exiting labels to
find their niche in the new music industry. Many have started up companies or are hiring themselves out to musicians
directly, charging by the hour or per project. For example, when we decided to get the help of a publicist for one of our
CD releases, we found one who had worked at Sony BMG promoting major groups for years, had many contactsin the
press and media, and was deeply experienced in getting albums noticed and reviewed. And we didnrsgquo;t have to
give up the rights to our music to take advantage of that experience. THE EIGHT WAY SYOU CAN TAKE
ADVANTAGE OF THISNEW MUSIC INDUSTRY RIGHT NOWAIthough the medialoves to talk about the impact
these four revolutions have had on the old music industry, the fact is, they work in your favor asamusician. You are
now free to be who you are, create music the way you want to, and own all the rights. Therersquo;s no one you need to
impress in the industry to get access to distribution, the media channels, the shelf space, or the recording equipment



anymore. The only people you need to impress are your fans.In fact, now that yoursquo;re in control, herersquo;s alist
of whatrsquo;s possible for you and your music right now:1. Y ou can get worldwide distribution for your music and
keep all the profits yourself, rather than alabel only paying you afew cents per album sale.Y ou can get digital and
physical distributors to sell your music in stores like iTunes, , Rhapsody, and more. And you can use a manufacturer to
make your CDs, DVDs, or other physical mediamdash;including on-demand sites that manufacture CDs or DVDs
when they are purchased, requiring you to put up no money up front and making you a profit on every sale. You can
also use afulfillment partner to take orders and ship your products for you. And when you hire your own distributors,
manufacturers, and fulfillment partners, you keep all the rightsmdash;and all the profits. See chapter 2, [dquo;Y our
Musicrdquo;; chapter 5, Idquo;Y our Rightsrdquo;; and chapter 6, Idquo;Y our Albums, Merchandise, and Salesrdquo;
for more information about what you can be doing right now to make al of this happen for your music.2. Y ou can get
your music played on radio stations, webcasts, MP3 blogs, podcasts, Web sites, Y ouTube, and more so itrsquo;s
discovered by fans around the world.Radio campaigns are within your reach and digital music services such as
Spotify, Pandora, Rdio, Last.fm, and others are avail able to musicians that submit their music the right way. Also,
musicians like Nice Peter, The Gregory Brothers, and Pomplamoose have shown that viral videos can catapult
musicians into the spotlight and give them millions of fans. We explain how to run radio and Internet campaigns,
make video work for you, and more in chapter 13, Idquo;Get Heard,rdquo; and chapter 14, |dquo;Get Seen.rdquo;3.

Y ou can get journalists, fans, and the media talking about you and your music in articles, Web sites, and videos and on
socia networks so you get noticed and grow your fan base.New mediais especially friendly to the newest and freshest
music out theremdash;something that you can provide for them. And once you get some traction in the new media,
you can run your own traditional media campaign, or even hire an independent publicist that has worked in the music
industry to leverage their press, media, and Web contacts. Wersquo;ll show you how in chapter 11, Idquo;Y our
Marketing Strategy,rdquo; and chapter 12, [dquo;Get Publicized.rdquo;4. Y ou can get venues demanding you for gigs,
pack your shows, and tour no matter where in the world your fans want you to play.Touring around your immediate
areato build your fan baseis only part of the story. Today live shows are about getting your music out there on the
Web and finding out where your fans live. ltrsquo;s about letting your fans, no matter where in the world they discover
you, request that you play in their area, so that you tour places where yoursquo;re guaranteed an audience. Itrsquo;s
also about creating akiller live show that sells out venues and boosts your music and merchandise sales. Finally,
itrsquo;s aso about broadcasting your shows live on the Web so your global fans can take part. Wersquo;ll show you
how to do this and more in chapter 7, ldquo;Y our Gigs.rdquo;5. Y ou can get worldwide distribution for your branded
merchandise and keep all the profits yourself.Physical manufacturers and distributors can create and sell your
merchandise in stores around the world. Also, with merchandise-on-demand stores, there is no cost to you to upload
your images and make branded items available for purchase, making you a profit on every sale. And, of course, your
sales improve depending on the strength of your identity, logos, and imagery. We explain everything you need to
know in chapter 4, Idquo;Y our Brand,rdquo; and chapter 6, [dquo;Y our Albums, Merchandise, and Sales.rdquo;6. Y ou
can create a pervasive Web, social, and mobile presence that makes it easy for you to engage and grow your global fan
base.We outline a Web, social, and mobile strategy that makesit simple for you to share pictures, videos, and newsin
one place and automatically spread them across all of your social presences. Plus, yoursquo;ll get automated alerts
when people are talking about you no matter where on the Web or in the social media they aremdash;perfect for
keeping up on radio, press, and media campaigns. Most of all, yoursquo;ll learn to stay connected and engaged with
your fans with as little effort as possible so you can spend more of your time on music. We show you how in chapter
8, Idquo;Y our Web Strategyrdquo;; chapter 9, Idquo;Y our Web, Social, and Mobile Presencesrdquo;; and chapter 10,
Idquo;Y our Web Site.rdquo;7. Y ou can have complete creative control over your music, the entire recording process,
and your business.When the labels fronted the money for their artists to record, they had a say over the music and
whether it ever got released. Today you call the shots. Y ou decide which albums you create, what gets released, how,
and when; you a so have a choice in recording: you can create an inexpensive home recording setup or hire alocal
studio. And itrsquo;s even more important than ever to master your music, a process thatrsquo;s been a mystery to
most musicians and yet is one of the best ways to make your music stand out above amateur work. Y oursquo;re also
no longer limited to the musicians you know on your block. Session players can record in their own studios and send
you the tracks. Y ou can even hire entire orchestras, in other parts of the world, to record your music. We cover all of
these topics and more in chapter 2, Idquo;Y our Musicrdquo;; chapter 3, Idguo;Y our Team and Networking
Strategyrdquo;; and chapter 5, Idquo;Y our Rights.rdquo;8. Y ou can own all the rights to your music and keep all the
royalties and profits from music licensing. Today you have access to licensing options that musicians never had in the
past. Y ou can get your music in films, television, radio, commercials, theater, video games, and more. There are seven
different registrations you should perform to guarantee al the royalties that you are owed. But thatrsquo;s only half the
story. Understanding how to use your legal rights to promote your music is criticalmdash;especially since you need to
get your music on the Web so it can be shared and discovered by fans around the world. We explain everything you
need to know in chapter 5, Idquo;Y our Rights.rdquo;GET OUT THEREEverything that alabel used to do for
musiciansin the past is now within your reach. Y ou have outstanding tools, services, networks, and resources at your



fingertips to help you do it yourself. Right now, you have global distribution, unlimited promotional opportunities, and
countless new ways to get your music to millions of people all over the world. Y ou donrsquo;t have to waste time
trying to ldquo;get signedrdquo;; you can focus on building afan base directly. Theyrsquo;re out there. Y ou just need
to win them over. Therest of this book has the specific steps you need to make it happen.Read on to find out
how.LEARNING MOREGo to IndieGuide.com/Intro for a clickable version of every link, Web site, and service
mentioned in this chapter, as well as links to books that cover the changes to the old music industry.nbsp;Copyright
copy; 2012 by Randy Chertkow and Jason Feehan



