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I. 
Introductory Information


(A) 
Department Name: Department of Performing Arts

 
(B) 
Department Catalog Number: MUSI 308
  
(C) 
Course Title:  Music Marketing

(D) 
Semester Hours of Credit: 3 

 
(E) 
Clock Hours Per Week: 
    3

  
(F) 
Overlays: None 

(G) 
Restrictions Upon Student Registration: Admission to the Music    




BA major with a minimum of 30 credits or permission of the instructor
II.
 Course Description:
A.   Catalog Description: Offers insight into music marketing, its structure, historical economic trends and the impact of technology on business and marketing practices in the music industry. Current trends in music marketing practices, music promotion and management as well as retail sales will be examined. The use of technology including web site design, social networking sites and the distribution of digital media will be explored.


B.    Comprehensive Description:  None.
III.
Exposition:

A. Objectives:  Upon completion of this course, students will be able to do the following:

1.  Articulate the historical background of the music industry to date.

2.  Demonstrate a knowledge of the different components that make up the music industry and the processes that make music accessible to the public in both live performance and recorded media.
3. Describe the functions of the media, music management companies and web based technology in promoting and marketing both music and related products

4. Demonstrate proficiency in using current available technology for the promotion and marketing of both live and recorded music. 
5.  Articulate familiarity with the music retail sector including the sales of musical instruments, computer software, sheet music and recorded media
6.  Explain the social and technological changes in the music industry, which have transpired recently and suggest possible/probable directions, which the industry as a whole may take in the future.  

B. Activities and Requirements:
1.  Students will attend class and will participate in all small and large group activities.  These activities will include lectures, demonstrations, music listening and video experiences as well as discussions. 

2.  Students will articulate satisfactory levels of attainment of knowledge regarding:  historical and cultural backgrounds of the music industry, technological influences on the music industry, the different components that make up the music industry, the functions of the media, music management companies and web based technology the music retail sector the social and technological changes in the music industry leading to possible/probable directions for the future of the industry.  This will occur though written and multiple choice examinations, as well as projects assigned that use appropriate technology and media
3.  Students will also demonstrate satisfactory levels of attainment of knowledge of the topics detailed in item two above through the completion of reading assignments in the designated course text, as evaluated by frequent announced objective quizzes. 
4.  Students complete 20 hours of field experiences with professionals in the music industry. They will log the field experiences through written reports demonstrating a knowledge of the particular music industry sector they are observing and working in.
5.  Students will experience the keyboard lab (Sloan 322) and the multimedia lab (Sloan 147) where they will gain insights into the technological developments of the music recording/performance industry; this will be evaluated through written exanimation. 

6.  Students will write a report by choosing a sector of the music industry describing/justifying/evaluating its perceived function in society; specific examples of its use in the industry will be cited in the report, which will demonstrate the students’ insights into the sector chosen. 

C.   Major Units and Time Allocations: 
      



Hours


1.  Music Industry Basics




a.  History of the music industry









      6



b.  Sectors of the music industry









      6


2.  Copyright, distribution and marketing






a.  Copyright law and contracts 






                        3




b.  Music distribution                                                                              3




c.  Marketing music                                                        
                        3                

                 
d.  Sound recording rights and royalties                                                 1.5
                 
 e. Performing rights organizations                                                         1.5


3. Technology and media



a.  Web marketing and advertising









3



b.  Selling music online                                          
                              3



4.  Retail




a.  Sheet music and books






    

                  3




b.  Musical Instruments






  

                        6



c.  Computer software











      3




d.  Teaching studios







                                    3


















Total Hours:      
45


D.  Materials and Bibliography:

1. Suggested Text: Shemel, Sidney and M. William Krasilovsky. (2000). 

This Business of Music (eighth edition). New York: Billboard Books. 
                      2.  Other Materials:  None


               
3.  Bibliographic Support:

Books  
Knab Christopher & Day Bart. (2007). Music is your Business (3rd edition.). Seattle, Washington, Four Front Media and Music.
Nevue David. (April 2007). How to Promote Your Music Successfully on the Internet. Eugene, Oregon, Midnight Rain Productions.
Baker, Bob. (April 2nd 2007). Guerilla Music Marketing Handbook St. Louis, Missouri, Spotlight Publications.

Baskerville, David. (July 21st 2000). Music Industry Handbook And Career Guide sixth edition). Thousand Oaks, California, Sage Publications.

Fink, Michael. (May 22, 1996). Inside the Music Business: Creativity, Process, and Business (second edition). New York, New York, Schirmer Books.

Frascogna, Xavier M., Jr., and H. Lee Hetherington. (1997)This Business of Artist Management. New York, New York, Billboard Books. 
Kimpel, Dan. (April 15th 2000) Networking in the Music Business Cincinnati, Ohio, Artist Pro.
Sanchez, Rey. (Jan 15th 2004)  Royalties in the Music Publishing Business. Miami, Florida, Sound Business Publications.
Taylor, Frederick J. (August 7th 2008). Marketing in the Music Industry. Boston, Massachusetts, Pearson Custom Publishing.

Spellman, Peter. (Dec 1st 2001) The Musician’s Internet: On-Line Strategies for Success in the Music Industry. Boston, Massachusetts,  Berklee Press.
IV. Standards:

Students will be graded according to their performance in written examinations, in class participation, and according to their handling of assigned projects. Written tests will always measure skills such as come into play in the analysis of each music industry sector.  Students with disabilities or other special needs are encouraged to discuss requests for reasonable accommodations with the professor at the beginning of the semester. 

V.  Rationale and Impact:


A.  The course is designed for music students who are pursuing a BA degree in music


      and who wish to acquire the necessary skills and knowledge to be successful in the field


of music marketing.  


B.  The course and the track associated with it will provide an alternative to students who are 


neither performance majors nor music educators and will build the music major 




enrollments.

C.  The course will not adversely affect other programs, but can be used by other programs wishing to list it as an elective.

VI. Cost and staff analysis

A. 
The university can anticipate normal operating costs associated with the 
 implementation of the new curriculum.

B.     This course will be offered once each year.

