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An Actual Content Strategy for Artist Development​
A real strategy for content and how to leverage it to build deeper connections with a real fanbase.  

​
Right, let’s be honest. 

If you’re reading this, you’re an independent artist, and we’re willing to bet a significant chunk of your social media 

effort is a total waste of time. You’re playing a base-level game when you need to be building an ecosystem. 

Let's be clear, we are not here to talk about fundamental ‘content’ - for example, most of the content that you all 

roll out. ​
​
Specifically, the kind of straight-up promo that reads, “My new single is out now, please listen.”  It's also not a 

content planner, not a quick fix to virality or a hack for engagement. It's simply a deeper way of thinking about your 

discovery and volume.​
​
What we are here to talk about is a direct discovery funnel, a scalable strategy that will actually generate demand 

for your music, merch, and tickets. This is for local acts who are serious about achieving some form of career 

sustainability.​
​
The Biggest Current Issues [Post & Hope + Virality]​
The post and hope method is something (let’s face it) that 99% of independent artists do. They have a song EP or 

album, maybe a show, a merch line or a tour, and they post 4-5 times about it, hoping that it reaches someone 

likely to care about it. They then realise it’s not working, complain, burn out, and the cycle inevitably repeats itself. ​
​
On top of that, on an industry front, the most common discussions being had with artists are just basic “you need 

to post more and one day it will happen” and let us be the first to tell you, it won't. ​
​
That approach has never, and will never, work. You’re expecting an audience that hasn’t discovered you to care 

about your project as much as you do, and they simply don’t, nor should they. Audiences want music and content 

that makes them feel something.  

The second issue is the expectation of virality. We see it daily: local artists chasing virality like it’s a magic formula. 

It’s an absolute waste of your time. Why? Because it’s a base-level, vanity metric. You get a million views or likes, 



and then what? Content consumption is often passive, meaning those views rarely translate into a real, engaged 

audience. For the vast majority of acts that "go viral," they often lack the infrastructure to turn that fleeting 

moment into meaningful development or catalogue consumption, which results in no sustained career 

development. Virality is a fluke, or in the case of larger acts, the result of a long-term, specific marketing strategy 

with considerable resources. 

Your focus must shift from reaching a lot of people passively to connecting deeply with the few people who are 

actively interested. ​
​
Now we’ve identified the issues, below is an actual strategy for content and how to leverage it to build deeper 

connections with a real fanbase.  

Phase 1: Repeat Exposure & Real Engagement 

The purpose of public social media (TikTok, Instagram, X, etc.) is discovery. It's the front door.​
Discovery is generated through repeated exposure. ​
​
1. Repeat Exposure to content, comments, DMs, media, advertisements generates discovery.​
2. Discovery generates interest. [Base level engagement, likes, views, comments, shares etc.] ​
3. Interested fans opt in and give you data. ​
4. Data deployed and nurtured properly over time and a catalogue of releases creates a sense of connection 

between artist and fan. ​
​
The Social Strategy: UGC Engagement​
We urge artists to stop limiting their reach to their own profiles and start supplying data to the platforms about 

who their target audience is. 

1.​ Identify Your Niche: Create a list of 3–5 reference songs for each single you’ve released from artists you 

genuinely feel share a similar audience to yours. 

2.​ Find Your People: Go through the audio pages, Shorts, and Reels for those popular, similar songs. Look for 

people who are consistently engaged in that niche. Save those usernames. 

3.​ Engage: Spend 10-15 minutes daily, at least three days a week, commenting, liking, and communicating 

with the people in that database. Crucially, do not spam or promote yourself. Generate meaningful 

discussions within your niche. 

This engagement is the work. ​
​
It provides critical data to the platform about your target audience, helping your content surface in the right feeds. 

More importantly, it’s a pure connection point for generating discovery over a sustained period. You are 

humanising your brand and creating a loyal following invested in your journey, and also creating repeat exposure 

on multiple features in one platform. ​
​
The Rule of 7’s​
This "Rule of Seven" is not some gentle suggestion; it's a harsh market reality you need to internalise. In marketing, 

the rule dictates that a potential customer, or in your case, a future fan, must be exposed to a message or a brand a 

minimum of seven times before they are likely to acknowledge the message, retain the information, and take any 

meaningful action, such as discovery. It’s a mechanism of psychological repetition. The UGC engagement strategy 



allows you to repeatedly expose your project, not just through content, but through content, DM’s and pure 

dialogue.. The Rule of Seven simply defines the sheer volume and sustained consistency required for your project 

to break through the digital noise and register as something worth paying attention to. 

 

Phase 2: The Opt-In Funnel and Data Ownership 

So, you’ve secured repeat exposure through authentic engagement (as well as all areas of communications). An 

audience member has seen you pop up a few times, they’ve seen your content, and they’ve developed an interest. 

This is your window. 

The next layer of access needs to be one where the fan chooses to opt in. This is where you capitalise on that 

interest and move the fan from passive social consumer to an owned asset in your ecosystem. 

This means leveraging exclusive content platforms to collect first-party data. 

Opt-In Platform Best For Data Collected Pro-Tip (From Our 

Exclusive Content 

Article) 

Email List The direct line you own 

- not filtered by an 

algorithm. 

Email, location (if asked). Unlock a private demo 

by entering an email. 

Discord Creating a true, 

segmented community 

hub. 

Email (via welcome gate), 

preferences (via 

channels/polls). 

Set up a "Welcome" 

channel that requires 

email sign-up to unlock 

full access. 

IG Broadcast 

Channel 

One-to-many, 

low-barrier, intimate 

messaging. 

None directly, but acts as 

a funnel to other 

platforms. 

Drive fans to your 

mailing list by linking 

to exclusive downloads 

or early-bird tickets. 

Patreon Monetising your most 

loyal fans with tiered 

memberships. 

Email, payment history, 

purchase behaviour. 

Connect Patreon with 

your CRM so every 

supporter is a tagged 

contact. 



​
This system allows you to provide further access, making the fan feel ownership of the project, while you, the 

artist, control the data. Exclusive content is your currency. It drives loyalty, and loyalty drives long-term support. 

​
Phase 3: Deploying Data and Entering the Sales Game 

Once you own the data, you can deploy it to drive real-world results. You are no longer praying to the algorithm; 

you are directly communicating with people you know are engaged. 

Artists are now in the sales game. 

Use the geo-targeted location data you’ve collected or the segmented communities you’ve built to: 

●​ Generate Early Demand for Shows/Touring: Send local show presales exclusively to your "Sydney Crew" 

or "Melbourne Fam" WhatsApp groups. 

●​ Maximise Involvement and Sales: Offer free tickets, VIP access, or early looks at UGC content to your 

email list to generate hype and sales for a new release or merch drop. 

This is the backbone of a sustainable career in 2026 + beyond. Stop worrying about how aesthetic your profile looks 

and start building data. 

You’re not content creators; your audio catalogue is the content. The goal is to generate discovery for that audio. 

The strategy is to turn that discovery into first-party data that you can use to future-proof your career. 

 


