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Chapter 1: Introduction – The Streaming Era’s New 
Challenges 
The music industry has undergone a paradigm shift over the past two decades. We’ve 
moved from an era of physical album and single sales to an age utterly dominated by 
streaming platforms. In 2022, streaming contributed 84% of U.S. recorded music 
revenue – about $13.3 billion – while revenues from physical sales and downloads 
dwindled. This streaming boom means more people are listening to more music than ever, 
but it has also upended how artists earn income. Where an artist could once earn a few 
dollars from selling one CD or digital download, now roughly 2,000 streams are needed to 
generate just $5 in payout. In other words, millions of streams can translate into only 
modest earnings for the creator. 

  

For emerging and independent artists, this new reality poses a serious challenge: How can 
you make a sustainable living when each stream pays only fractions of a cent? Even 
moderately successful songs might not generate enough in streaming royalties to cover 
production and marketing costs. The old model of releasing an album every few years and 
earning significant revenue from unit sales no longer applies. Yet, at the same time, 
streaming has opened up huge opportunities in terms of audience reach and fan 
engagement. Artists today can build global fanbases without a label’s backing – if they can 
crack the code of continuous engagement and new monetization methods. 

  

One promising strategy that has gained traction in this streaming-dominated landscape is 
the Continuous Release Method. This approach rethinks how artists release music: 
instead of infrequent album drops, the focus shifts to consistently releasing a steady 
stream of singles and content to keep listeners engaged. Streaming platforms’ algorithms 
actually reward frequent releases, and modern listeners are more likely to add singles to 
playlists or discover songs via viral videos than to play through traditional albums. As one 
industry observation noted, “the pressures of maintaining visibility in an oversaturated 
market incentivise artists to adopt a continuous-release strategy, favouring a steady stream 
of standalone tracks over the lengthy development of a unified album.” This constant 
output keeps an artist in the conversation and on algorithmic playlists. But it raises a new 
question: if you’re releasing music continuously and racking up streams, what’s the 
monetization strategy beyond the meager per-stream royalties? 
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This guide will answer that question in depth. We introduce how pairing the Continuous 
Release Method with an innovative new technology – Music Stream NFTs – can 
revolutionize music monetization for independent artists. By integrating collectible digital 
assets with streaming performance, artists can restore robust revenue streams that align 
with today’s listening habits. Fans, in turn, get a chance to directly invest in and benefit 
from the music’s success. The chapters ahead will walk you through this new model, 
explain how it works, and provide a roadmap to implement it, complete with modern 
marketing strategies and real-world comparisons. By the end, you’ll see how you can 
leverage continuous releases and Music Stream NFTs together to build engagement, 
generate sustainable income, and empower your fans like never before. 
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Chapter 2: What is the Continuous Release Method? 
The Continuous Release Method is a strategic approach to releasing music, tailored for 
the age of streaming and short attention spans. In essence, it means shifting away from the 
traditional album cycle (where an artist might drop a full album every 1-3 years, with a 
couple of singles leading up) to a model of frequent, regular releases – typically singles or 
EPs – on an ongoing basis. Instead of a big one-time album splash followed by a long quiet 
period, the artist maintains a continuous presence by delivering new music to listeners 
weekly, monthly, or at other steady intervals. 

  

This approach capitalizes on how modern audiences consume music. Today’s listeners 
thrive on fresh content and often favor playlists or viral singles over listening to albums 
front-to-back. Every time you release a new song, you create an opportunity for fan 
engagement, algorithmic boosts, and social media buzz. Streaming platforms like Spotify 
also have mechanisms (Release Radar, Discover Weekly, etc.) that give new releases a 
push – but to take advantage, you need to be releasing frequently. By consistently putting 
out music, you increase your chances of being featured in algorithmic playlists and 
remaining visible to fans. 

  

Another benefit of the continuous release approach is that it allows you to iterate and 
adapt. You can respond to what your audience likes in near-real-time, adjusting your style, 
marketing, or release schedule based on feedback and data. If one song starts trending on 
TikTok or gets added to popular playlists, you can quickly follow up with related content or 
a timely next release. This agility is crucial in the fast-moving digital music landscape, 
where viral moments come and go in a flash. 

  

From a fan’s perspective, continuous releases keep them excited and engaged. Instead of 
waiting years for the next album, your listeners know there’s always something new around 
the corner – a new track, a remix, a collaboration, or a behind-the-scenes acoustic version. 
This builds a habit in your fanbase of checking your profile often and sharing your latest 
song with friends. It also helps grow your listener numbers over time, as frequent releases 
give new potential fans more entry points to discover you. 
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However, continuous releases come with challenges. It demands a steady creative 
output and careful planning to maintain quality and avoid listener fatigue. You need to 
organize your production schedule, perhaps stockpile finished songs, and plan marketing 
campaigns around each drop. This is where a structured approach is key. In fact, many 
successful artists using this method map out their releases well in advance – sometimes 
planning a year or more of staggered singles, each with its own promotional strategy. 

  

The Continuous Release Method isn’t about randomly throwing out songs; it’s a thoughtful 
strategy to maximize engagement. In Chapter 7, we’ll dive into how to plan a calendar for 
continuous releases. But first, it’s important to address a critical issue: while continuous 
releases can solve the engagement problem, how do they solve the revenue 
problem? To answer that, we need to examine why streaming royalties alone are leaving 
most artists underpaid, and how a new approach with Music Stream NFTs change the 
game. 
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Chapter 3: Why Traditional Streaming Revenues Fall Short 
Streaming has undoubtedly become the dominant mode of music consumption, but the 
way it pays out royalties has left many artists frustrated. The fundamental issue is scale: 
payouts per stream are tiny – often in the range of $0.003 to $0.005 per stream on major 
platforms – and it takes massive volume to accumulate meaningful earnings. As noted 
earlier, about 2,000 streams might only yield roughly $5 to an artist, a figure which starkly 
contrasts with the past when selling just one album or single could net a comparable 
amount. 

  

For superstar artists racking up billions of streams, the system can work out financially. But 
for the vast majority of independent and even mid-level artists, the income from streaming 
alone isn’t enough to sustain a career. A million streams – an achievement to be proud of – 
might translate to only a few thousand dollars in royalties. Consider the costs that went 
into creating that music (production, mixing, marketing) and it’s clear that streaming 
revenue often doesn’t even break even for many projects. The result is a broken revenue 
model: fans are listening more than ever, but artists aren’t proportionally sharing in the 
wealth their music generates. 

  

Another shortcoming of the traditional streaming model is that fans have no stake in an 
artist’s success beyond their personal enjoyment. Listeners pay their subscription (or 
watch ads on a free tier) and can enjoy unlimited music. While this accessibility is 
wonderful from a listening standpoint, it means that a dedicated fan streaming their 
favorite song 100 times gives essentially the same direct revenue to the artist as a casual 
listener who streams it once. There’s no mechanism for superfans to invest more into the 
music they love, nor for artists to directly monetize higher levels of fan enthusiasm under 
the standard streaming setup. 

  

Furthermore, because all the music is available all the time, recorded music has become, 
in economic terms, a commodity. The streaming services compete on catalog and user 
experience, not on individual artists’ offerings. In this environment, getting attention is as 
much of a challenge as getting paid. Many artists turn to merchandise sales, live 
performances, and sponsorships to earn income – essentially using streaming as 
promotional tool rather than a revenue engine. While those avenues are important, not 
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every artist can constantly tour or land brand deals, and unexpected events (like 2020’s 
global shutdown of live shows) can cut off those income streams suddenly. 

  

In short, the traditional streaming revenue model is heavily weighted against creators. It 
delivers tremendous value to listeners and platforms, but only a trickle of that value flows 
back to the artists who make the music. This is why innovative monetization methods are 
needed. We need models that can restore something closer to the economics of the past – 
where selling a song (even in a new form) can generate a meaningful payout – without 
sacrificing the global reach and convenience of streaming. 

  

One such model that’s emerging to fill this gap is the use of music NFTs (non-fungible 
tokens). Early music NFTs allowed artists to sell unique or limited digital collectibles (like 
exclusive audio or artwork). These at least created a direct sale moment again, akin to 
selling a deluxe digital album or a piece of memorabilia. However, traditional music NFTs 
often had their own limitations, which we’ll discuss later – primarily, they were static and 
disconnected from the streaming itself. A fan might buy a rare NFT of a song, but that act 
didn’t influence the song’s streaming trajectory or involve the fan beyond the initial 
purchase. 

  

This is where Music Stream NFTs enter the picture, offering a revolutionary twist by 
integrating NFTs with the actual performance of the music on streaming platforms. Before 
we dive into how exactly this works, let’s introduce what a Music Stream NFT is and why it’s 
poised to change the music monetization equation. 
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Chapter 4: Music Stream NFTs – A New Monetization 
Model 
Imagine if selling a digital collectible of your song could also boost your streaming success 
and continuously reward both you and your fans as the song gets more popular. This is the 
core idea behind Music Stream NFTs, a concept pioneered by TheTopSpotOnline as a 
next-generation evolution of music NFTs. Unlike traditional music NFTs that typically just 
tokenize an audio file or album art, a Music Stream NFT is directly linked to a song’s 
performance on streaming platforms like Spotify, Apple Music, and others. In other 
words, it’s not just a static collectible – it’s a dynamic token that reflects and interacts with 
real-world listening metrics. 

  

With a Music Stream NFT, as your song racks up streams, playlist placements, and climbs 
the charts, those achievements can be mirrored in the NFT’s attributes. For example, the 
NFT’s metadata might update to show milestones (like reaching 1 million streams or hitting 
a Top 50 chart position) in real time. Fans who own the NFT can literally see their collectible 
“level up” as the song becomes more successful. This creates a new kind of engagement: 
owning an NFT isn’t just about having a rare item but about participating in the song’s 
journey and story. 

  

From an artist’s perspective, Music Stream NFTs reintroduce the concept of direct-to-fan 
sales in the streaming era. Think of them like limited digital editions of your single – similar 
to selling a limited run of vinyl or CDs, but in a way that’s native to digital and tied into 
streaming. When you release a song, you could mint a certain number of NFTs 
corresponding to that track. Fans (and collectors) can purchase these NFTs, providing you 
with an immediate infusion of revenue much larger than what initial streams would yield. In 
a sense, it’s monetizing the release event in addition to the streams. As one white paper 
described, Music Stream NFTs enable “direct-to-fan sales (akin to the single sales of past 
decades) in the age of Spotify and Apple Music”. 

  

But the benefits don’t stop at the initial sale. Because the NFT is tied to streaming 
performance, it creates a powerful alignment of incentives between you and your 
fans. Both the artist and the NFT owners want the song to succeed – you as the creator 
benefit from more streams and exposure, while your NFT holders see their collectible 
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potentially increase in value and may unlock rewards. TheTopSpotOnline’s model, for 
instance, introduces a system where as a Music Stream NFT’s view counts rise, the songs 
stream count rises and NFT holders can earn rewards (for example, in cryptocurrency 
tokens or other perks.) Essentially, fans get rewarded for promoting and supporting the 
music they love, turning marketing into a community-driven effort. 

  

This shifts fans from being passive listeners to active stakeholders. Instead of just 
streaming the song, a fan who buys a Music Stream NFT has a vested interest in sharing the 
song and Music Stream NFT with friends, adding it to playlists, creating TikTok videos with it 
– anything to help it blow up. Every additional stream or new listener not only helps the 
artist, but also potentially increases the NFT’s value or the rewards to its holders. It’s a win-
win that blurs the line between fan and promoter. In effect, your superfans become your 
street team (or rather, your online promotional team), motivated by both passion and the 
prospect of tangible gains. 

  

On the financial side, Music Stream NFTs also introduce new revenue streams for artists 
beyond just the NFT sale itself. First, there’s the concept of royalties on secondary sales: 
whenever an NFT is resold from one fan to another, the smart contract can automatically 
pay the artist a cut (often around 10% of the resale). This means if your song becomes a big 
hit and those NFTs become hot commodities trading on marketplaces, you continue to 
earn each time they change hands. It’s analogous to a painting that gets more valuable over 
time – except the original artist (you) actually benefits from the increased value, thanks to 
the blockchain-enabled resale royalties. 

  

Second, TheTopSpotOnline’s platform specifically mentions integrating ad revenue 
sharing for Music Stream NFTs. This is the breakthrough feature: it means that when your 
songs Music Stream NFT is viewed, advertising revenue can be generated and split in part 
with the Music Stream NFT owners. What happens is each Music Stream NFT comes with a 
special link or streaming platform embedded web player that plays your song all while a 
short banner ad is displayed along side of it. If a fan shares that player and it generates ad 
impressions, both the fan and the artist get a portion of that ad revenue. Thus, every Music 
Stream NFT view becomes an opportunity not just for royalty, but for ad-driven income 
directly tied to the NFT. Chapter 10 will delve more into how fans earn and participate in 
this model. 
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Finally, it’s worth noting that from the artist’s viewpoint, Music Stream NFTs can provide a 
much fairer revenue share than traditional industry deals. TheTopSpotOnline, for instance, 
allows artists to retain 85% of the revenue from NFT sales, which is a stark contrast to 
typical label contracts in which artists might only see a fraction of revenue from music 
sales. By leveraging a platform built on Web3 principles, middleman costs are reduced and 
artists remain the primary beneficiaries of their work’s success. 

  

In summary, Music Stream NFTs transform the concept of a music release into a 
multifaceted event: it’s simultaneously a new track for fans to enjoy, a collectible to invest 
in, a scoreboard of streaming success, and a micro-business where fans and artists 
collaborate to amplify the song. It addresses the revenue shortfall of streaming by 
reintroducing scarcity and ownership (fans can buy a piece of the action), while still 
embracing the ubiquity and convenience of digital streaming. Now, let’s break down how 
these Music Stream NFTs function in practice and how they integrate with continuous 
music releases. 
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Chapter 5: How Music Stream NFTs Work 
To understand how you as an artist would use Music Stream NFTs, let’s walk through the 
mechanics in a practical way. 

  

When you release a new single, you would mint a certain number of NFTs associated with 
that song on the Music Stream NFT platform (such as TheTopSpotOnline’s marketplace). 
Each NFT will include: an embedded web player for the song on its particular streaming 
platform, unique artwork (cover art or an animated visualizer for the track), and encoded 
properties that will update according to the song’s streaming performance. For example, 
the NFT’s metadata could include a live counter of streams, badges for milestones (like 
“100k streams – Silver”, “1M streams – Gold”), or even dynamic visuals that change as the 
song becomes more popular. In effect, owning the NFT is like owning a living trading 
card for the song – one that evolves over time. 

  

From the fan’s perspective, when they buy one of these NFTs, they are getting more than 
just a static MP3 or a JPEG. They are getting a collectible that has bragging rights and 
functionality. Many implementations include a playable music feature – the NFT might 
double as a limited edition music player for the song. For instance, an NFT owner could log 
into the platform and play the full track through their NFT (whereas non-owners might only 
hear a preview). This addresses a key limitation of earlier music NFTs which often didn’t 
actually let you listen to the music easily. In contrast, a Music Stream NFT is designed 
to always play the full song and even reflect real-time data like current stream count and 
recent playlist adds 

 

. 

  

 

Traditional music NFTs versus Music Stream NFTs: the former are static collectibles (often 
just audio or art) that don’t interact with listening data, whereas Music Stream NFTs 
dynamically integrate the song’s performance and provide ongoing value through features 
like playback and ad revenue sharing. In this comparison, a “Music NFT” is essentially a 
fixed digital item with a one-time sale, whereas a “Music Stream NFT” streams the actual 
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song, is tied to streaming stats, and generates continuous rewards as the song grows in 
popularity. 

  

One of the most revolutionary aspects is the ad revenue sharing model. Here’s how it 
works in practice: The platform provides NFT owners with a special shareable link and an 
embed (think of it like a mini-player) for the song. If a fan owns the NFT, they can share this 
link on their social media or with friends. When other people view the Music Stream NFT 
the song will play through that embedded player,  also an advertisement  will be displayed. 
The revenue from that ad is then split – a portion goes to the NFT owner (the fan who shared 
it) and a portion goes to the artist and platform. This way, fans literally earn money by 
getting others to listen to your music. It turns streaming into a more interactive, 
community-driven economy: fans who are early believers in the song can evangelize it and 
be financially rewarded for doing so. 

  

Meanwhile, the NFT itself can rise in market value. Suppose your song starts taking off – it 
hits the viral charts, streaming numbers surge, and everyone’s talking about it. The limited 
NFTs you sold for that song could become highly sought after. Early buyers might list them 
on secondary marketplaces, and new fans or collectors might bid up the price. Because 
the NFT carries the prestige of being tied to a hit track (with visible proof, like “#1 on Viral 
50” in its metadata), owning it is like owning a piece of music history for that song. If 
someone sells an NFT for a profit, you as the artist earn a cut via the built-in resale royalty 
in the smart contract. The fan earns from selling at a higher price, you earn a creator 
royalty, and the new buyer gets the NFT – effectively investing in the song’s continued 
success. 

  

Security and authenticity are also important: Music Stream NFTs are minted on 
blockchain technology, which means each one is verifiably unique and traceable. 
Platforms like TheTopSpotOnline integrate with distribution partners (for example, Ditto 
Music) to ensure that only the verified rightsholder (you, the artist) can mint NFTs of a given 
song. This prevents anyone else from tokenizing your track without permission, and it 
assures buyers that the NFT they’re purchasing is official and will update with real data. 
The use of blockchain also means transactions (initial sales or resales) are transparent, 
and payouts to artists or fans can be automated through smart contracts. 
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To summarize how a Music Stream NFT works step-by-step: 

1. Minting & Release: You release a new song on streaming platforms and 
simultaneously mint a limited batch of Music Stream NFTs for that song on 
TheTopSpotOnline. 

2. Initial Sale: Fans purchase these Music Stream NFTs, giving you immediate 
revenue. You might price them affordably (for example, a few dollars each) to 
encourage widespread participation, or in tiers for superfan exclusives. 

3. Dynamic Tracking: As the song’s stream count grows, each NFT’s display updates 
to reflect milestones and stats. Owning the NFT becomes a badge of the song’s 
success (e.g., hitting 100k streams, then 1M streams, etc.). 

4. Fan Sharing & Ad Earnings: NFT owners promote the song by sharing the Music 
Stream NFT using special links/players. Whenever someone views the NFT via those 
links, ad revenue is generated and shared and stream count increases. Fans 
effectively “get paid for every stream” they drive, and the artist earns additional ad 
revenue as well. 

5. Community Engagement: NFT holders might also get perks like access to an 
exclusive Discord community, voting on which song you release next, or early 
access to tickets – these are up to you to design and can add even more value to the 
NFT ownership. 

6. Secondary Market: If the song becomes very popular, NFTs can be resold among 
fans/collectors. The scarcity and the song’s fame can drive prices up. Each resale 
triggers a royalty for you, providing ongoing income. 

7. Integration with Continuous Release: When your next song comes out, you repeat 
the process, possibly bringing along many of the same fans who bought the first 
one, plus new fans who discovered you through the previous release. Over time, you 
accumulate a growing base of NFT holders who are financially and emotionally 
invested in your catalog’s success. 

Now that we’ve covered the what and the how of Music Stream NFTs, it’s time to see how 
this integrates with the Continuous Release Method. The synergy of regularly releasing 
music and attaching a Music Stream NFT to each release could be transformative – it 
essentially creates a new business model around each song launch. In the next chapter, 
we’ll explore exactly how combining these elements works and how it addresses the 
challenges we outlined in the streaming economy. 
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Chapter 6: Merging Continuous Releases with Music 
Stream NFTs 
The Continuous Release Method and Music Stream NFTs are a match made in heaven for 
the modern independent artist. By merging these strategies, you create a virtuous 
cycle: frequent music releases keep fans engaged, and NFTs attached to each release 
maximize the monetization and promotional impact of those releases. Let’s break 
down why this combination is so powerful: 

  

1. Every Release Becomes an Event: In a continuous release strategy, you might be 
putting out a new song every 4-6 weeks (or at whatever cadence suits you). With traditional 
streaming-only releases, there’s limited opportunity to monetize each release aside from 
hoping for streaming numbers. But by minting a Music Stream NFT for each single, you turn 
each release day into a mini “launch event” that generates upfront revenue. Essentially, 
each song drop also becomes an NFT drop. Fans don’t just get new music – they have the 
chance to buy a piece of the song and partake in its journey from day one. This can create 
buzz and urgency around your releases (“limited NFTs available now!”) in a way that pure 
streaming cannot. 

  

2. Sustained Engagement Between Releases: One concern with continuous releases is 
how to keep the momentum going in between the drop of Song A and the eventual drop of 
Song B a few weeks later. Music Stream NFTs help fill that gap by giving fans something to 
engage with. After release, your NFT holders will be actively promoting the song, tracking its 
performance, and interacting in the community (perhaps comparing how many streams 
their NFT shows, or anticipating the next milestone). This keeps the excitement alive weeks 
after the initial release. By the time you’re ready to release the next single, you already have 
an activated fanbase eager to repeat the process. They’ll be looking forward not just to 
hearing new music, but also to the new Music Stream NFT and the new round of rewards 
and achievements that come with it. 

  

3. Funding Your Music Production and Marketing: Continuous output requires resources 
– you need to fund recording sessions, cover art, videos, promotions, etc. Traditionally, 
artists might struggle to afford constant production on streaming royalties alone. But with 
Music Stream NFT sales, each release can fund itself. For instance, suppose you price a 
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limited edition of 500 Music Stream NFTs at $5 each for a single – that’s $2,500 of revenue 
on release day (minus platform fees) which can immediately be reinvested in marketing the 
song on TikTok or YouTube ads, or saved to produce the next track. In effect, Music Stream 
NFTs bring back the “upfront cash” that artists used to get from selling music 

 

. 

  

 

Turning streams into income: By leveraging Music Stream NFTs, independent artists can 
generate upfront revenue with each release – boosting fan engagement and covering 
marketing costs from day one. Key benefits include immediate cash for your music, fan-
powered promotion, funding for marketing, earning from every fan engagement, and 
building a community of superfans invested in your success. TheTopSpotOnline makes it 
easy for artists to register and start using this method, effectively allowing you to “Turn 
Streams Into Income” with each continuous release. 

  

4. Algorithmic Advantage: With continuous releases, consistency can help your standing 
on streaming platforms (regularly triggering Release Radar, etc.). Now consider the impact 
when those continuous releases are amplified by an army of engaged Music Stream NFT-
holding fans sharing the track. The initial surge of streams and saves from your core fans 
can signal the Spotify algorithm that your song has strong engagement, increasing the 
chances of wider playlist placement. Essentially, Music Stream NFTs supercharge the early 
performance of each release. Fans have more incentive than ever to loop your song, add it 
to playlists, and share it around, because they have a stake in it. That early boost can 
propel the song to trending sections, exposing it to new listeners and thus potential new 
Music Stream NFT buyers – a growth loop that benefits everyone. 

  

5. Fan Retention and Growth: Another synergy is fan retention. With just continuous 
releases, a casual listener might drift in and out – enjoying a song here or there. But if that 
listener becomes a Music Stream NFT owner, they’re now part of your inner circle. They’re 
likely to stick around for the long haul (because they want to see their Music Stream NFT’s 
song do well, and they don’t want to miss the next drop which might also be a great 
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opportunity). Over time, as you accumulate more Music Stream NFT-holding fans, you have 
a devoted community that grows with each release. Think of it like each release brings a 
batch of new “investor-fans” into your project. Many will carry over to support the next 
releases too, since they believe in you and perhaps have already profited or enjoyed 
rewards from the earlier ones. 

  

6. Storytelling and Branding: Having a Music Stream NFT for each song allows you to 
extend the storytelling of your music into the realm of collectibles. You can design each 
Music Stream NFT’s artwork and perks to reflect the song’s theme. For example, a song 
about summer love could have a vibrant NFT artwork and unlock a secret bonus track; a 
song that’s part of a conceptual series could have Music Stream NFTs that, when collected 
together, give a bigger picture or reward. This not only strengthens your artistic brand, it 
also encourages fans to collect Music Stream NFTs from multiple releases (“Collect all 8 
singles from this album cycle as Music Stream NFTs and get a special edition Music Stream 
NFT” – the possibilities are endless). This gamifies the experience of being a fan, making it 
even more engaging than just awaiting new songs. 

  

By merging continuous releases with Music Stream NFTs, you’re essentially running a 
modern music startup: each song is like a product launch, your fans are both customers 
and shareholders, and your “revenue” comes not just from usage (streams) but also from 
direct sales (Music Stream NFTs) and even advertising (through Music Stream NFT-driven 
ad shares). It’s a holistic ecosystem. Importantly, it doesn’t alienate the casual listener – 
people who just want to stream your music normally can still do so for free or with their 
subscription as always. The Music Stream NFT layer is additive and optional, targeting your 
most engaged followers and giving them and you extra advantages. 

  

Now that we’ve covered the why and what, let’s get practical. How do you plan and execute 
a continuous release campaign with these elements? The next chapters will guide you 
through planning your release calendar and the step-by-step process of launching each 
release (music + Music Stream NFT) successfully. 
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Chapter 7: Planning a Continuous Release Campaign 
Successful continuous releasing doesn’t mean making things up as you go. In fact, it 
requires careful planning and scheduling so that you can sustain the output and maximize 
each release’s impact. Many artists who adopt this method start by mapping out a long-
term calendar of releases and associated content. Here’s how you can approach planning 
your campaign: 

  

Set Your Release Frequency and Timeline: Begin by deciding how often you can 
realistically release new music without sacrificing quality. Some artists aim for one single a 
month; others might do one every 6-8 weeks. Plan out at least 6-12 months ahead. For 
example, you might map eight single releases over a 16-month window (approximately 
one release every 6–8 weeks). By visualizing the next year or so, you ensure you have a 
steady pipeline and can avoid clashing with any known personal or industry events (you 
might not want to drop a single on, say, a major holiday unless it’s themed for it). 

  

Align with Larger Projects (if any): If you still plan to compile an EP or album, you can use 
continuous singles to lead up to it. But in the Continuous Release Method, each single 
stands on its own in promotion. Some artists eventually bundle previously released singles 
into an album for the sake of having a package, but the campaign’s momentum shouldn’t 
rely on that. The focus is on each single as its own era. Planning helps; for instance, you 
might have a “season” of releases that share a vibe or narrative, culminating in a larger 
project announcement after several singles. 

  

Prepare the Music and Assets in Advance: To maintain consistency, try to have a backlog 
of finished (or nearly finished) tracks. This way, you’re not scrambling to create a new song 
from scratch every month under time pressure. Alongside the music, prepare the other 
assets: cover art, visuals (perhaps lyric videos or short clips), and the NFT content. For 
each upcoming single, you should plan its NFT artwork and any special traits or rewards. 
This might involve coordinating with graphic designers or developers ahead of time so that 
when the release date comes, the NFT minting is ready to go. 

  

Milestone Planning: Decide on the key milestones for each release cycle. This 
includes when to submit the track to distributors/Spotify (to ensure you hit Release Radar, 
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which requires about a week lead time), when to start teasing on social media, and when to 
launch the Music Stream NFT presale if you choose to do pre-launch whitelisting. A 
comprehensive plan might include milestones like: 

• 4-6 weeks before release: Finish track mastering and artwork. 

• 2 weeks before release: Begin social media teasers (short snippets on TikTok, 
behind-the-scenes on Instagram, a tweet announcing “new song coming”), open 
Music Stream NFT presale/whitelist for core fans (giving your mailing list or top 
followers first dibs at a discount, perhaps). 

• Release week: Drop the song on all streaming platforms, open the public Music 
Stream NFT sale, launch ads, pitch to playlists, do an AMA or live stream with fans 
to celebrate. 

• Week after release: Follow up with a music video or acoustic version to rejuvenate 
interest, share streaming milestones hit in the first week (e.g., “100k streams in a 
week!”) to encourage more listening and Music Stream NFT FOMO, do targeted 
outreach to any blogs or local media. 

• Mid-cycle (between releases): Check in on NFT stats (how many sold, secondary 
market activity), maybe run a contest (“whoever drives the most new streams via 
their Music Stream NFT share link this month wins exclusive merch”), and of course 
continue creating the next songs. 

Include Buffer and Flexibility: While planning is critical, maintain some flexibility. If one 
song is delayed for any reason (creative or technical), you might swap the order of releases. 
Or if a particular single is exploding in popularity, you might decide to extend its run (push 
the next release a bit later to give it more room). Your plan should be a guide, not a prison. 
However, avoid large gaps that break the momentum – consistency is king. 

  

Consider Thematic Series or Seasons: Some artists find it useful to break a continuous 
release campaign into thematic chunks. For instance, you could have Season 1: The 
Introduction (first 4 singles), then Season 2: The Experimentation (next 4 singles where you 
try new sounds). Each could have its own branding and perhaps different NFT styles. This 
can keep things fresh for your audience and also for your own creativity. It also gives points 
to rally PR around (“this new single kicks off a new series of monthly releases I’m doing 
with a different producer”, etc.). 
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Resource Allocation: Budget out your resources across the campaign. If you have, say, 
$5,000 for marketing over the year, you might spread it as roughly $400 per single for 
baseline promotions, with an extra $1,000 held in reserve to put behind any breakout track 
that shows promise (maybe that one that goes viral on Reels unexpectedly). Similarly, if 
working with collaborators, plan their involvement early (e.g., schedule studio time or video 
shoots well in advance). 

  

By the end of this planning stage, you should have a calendar that shows each release 
date, plus the critical tasks and milestones leading up to and following that date. You’ll also 
have clarity on the content pipeline (songs and NFTs ready or in progress) and 
the promotion pipeline (what platforms and strategies to hit for each song). A structured 
plan ensures you won’t miss opportunities – for example, you won’t forget to submit your 
song for Spotify editorial consideration (which requires about two weeks advance via 
Spotify for Artists) because it’s baked into your timeline. 

  

With the campaign blueprint in hand, it’s time to execute on a release. Next, we’ll go step-
by-step through launching a single with its Music Stream NFT, incorporating all the 
marketing tactics and fan engagement we’ve touched on. Think of the next chapter as a 
playbook for release day (and the surrounding days) – something you can repeat for each 
cycle in your plan. 
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Chapter 8: Launching Each Release – The Music Stream 
NFT Process 
Every release cycle (for each single) can be approached like a mini product launch that 
includes several phases: pre-launch preparation, the launch itself, and post-launch 
follow-up. Here’s a detailed playbook for executing a release with an integrated Music 
Stream NFT, leveraging strategies from TheTopSpotOnline’s proven launch process: 

Phase 1: Pre-Launch Preparation 

Initial Concepts & Assets: Well before the release date, ensure you have the foundational 
pieces in place. This includes choosing the song (from your planned schedule) and making 
sure the final master is ready. Align the timing if the song is part of a larger album or theme 
– even though you’re releasing singles, you might coordinate an NFT launch with an album 
announce, for example. Design the cover art and visual identity for the single; this will be 
used for both the streaming cover and the Music Stream NFT artwork. TheTopSpotOnline,  
provides a launch page on their site – this is the page where people can register for the pre-
sale of the Music Stream NFT, so prepare the description, maybe a short video of you 
talking about the song, and any instructions for fans. 

  

Whitelist & Fan Outreach: If you decide to have a whitelist or presale for your existing 
fans, now’s the time to set it up. Whitelisting means giving select supporters (like those on 
your email list, Patreon, Discord community, etc.) guaranteed early access to buy the 
Music Stream NFT, often at a preferred price, before the general public. This rewards your 
core fans and builds hype (“get on the whitelist for my next Music Stream NFT drop!”). You 
might collect sign-ups for the whitelist via your website or a Google Form, and then provide 
those approved a special link or code to access the Music Stream NFT sale a day early. 

  

Digital Presence & Profiles: Ensure all your online profiles are updated and pointing to the 
upcoming release. For example, update your Instagram bio link to a “smart link” that will 
direct people to the song on release day; update your YouTube description if you’ll drop a 
teaser there; and of course, have your TheTopSpotOnline artist profile (your “Spot”) set up 
with your info. If you haven’t yet, register on TheTopSpotOnline, create your Spot (profile 
page), and integrate your streaming catalog – this allows you to quickly mint Music 
Stream NFTs for any song already on Spotify, etc. The platform makes it easy: you search 
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for your song using an API and it pulls in the metadata to attach to the Music Stream NFT. 
Make sure this is done ahead of time so you’re not rushing technical steps on launch day. 

  

Marketing Strategy: Develop a brief but clear marketing plan for this single. Identify the key 
platforms and content you’ll use: 

• Social Media: Plan your TikTok, Instagram Reels, and YouTube Shorts content. 
Short-form video is a huge driver of music discovery in 2025 – viral moments on 
these platforms can translate into massive streaming boosts. Create a few 15-
second compelling clips using your song: it could be you performing a snippet live, a 
dance challenge, or a story around the song. TikTok is particularly influential; 
trending there can “absolutely blow up” streaming numbers. Collaborate with 
influencers if possible or at least engage with trends to increase visibility. 

• Teasers and Trailers: Post teaser content in the days leading up to release – e.g., a 
10-second audio snippet or a line of lyrics – to create anticipation. Encourage 
speculation or comments from fans (“Can’t wait to share what this is about!”). 

• Email and Community: Send an email to your mailing list or post on your fan 
Discord/Telegram a few days ahead, announcing the release date, time, and details 
on how they can participate (such as “NFTs will be available on TheTopSpotOnline – 
limited quantity, here’s why you might want one”). Emphasize the benefits: owning 
the Music Stream NFT can let them “earn revenue from Music Stream NFTs” and 
be part of your journey, not just listen 

 

. 

• Press Release & Media: If you have the resources or angle, consider a press release 
for industry blogs (especially if this is your first Music Stream NFT launch or you’re 
doing something novel). Even a small feature on a music blog can lend credibility. 
TheTopSpotOnline itself had a press release when launching Music Stream NFTs in 
partnership with Ditto– you can piggyback on that innovation in your story (“Artist X 
is among the first to launch Music Stream NFTs, introducing a new fan experience”). 

Fast Engagement Strategy: Line up ways to get a spike of engagement when the song 
drops. For example, plan a release day live stream on Instagram or YouTube where you 
celebrate the drop, play the song, and talk with fans. You can unbox (digitally) the NFT 
artwork and explain the Easter eggs in it. Have a giveaway ready – maybe give away a few 
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NFTs for free to lucky fans who share your posts or pre-save the song. This not only 
incentivizes pre-release interaction (if you do it as a contest) but also spreads the word. 

  

By the end of the pre-launch phase, you should have created a buzz and laid the 
groundwork so that when you hit the launch button, there’s an audience waiting and they 
know what to do (stream the song, check out the Music Stream NFT, share it, etc.). 

Phase 2: The Launch Execution 

Coordinated Release: On release day, launch the single on streaming platforms and 
the corresponding Music Stream NFT sale simultaneously. Coordination is key: you 
want someone who hears about the song to immediately also see the Music Stream NFT 
offer, and vice versa. The moment the clock strikes (say midnight or 10 AM or whatever time 
you choose), make the song live (most distributors allow you to set a date/time in 
advance), and have the Music Stream NFT listing go live on TheTopSpotOnline marketplace. 

  

Multi-Channel Announcement: Blast out the news everywhere in a unified way: 

• Publish your prepared TikTok/Reel/Shorts with the new song clip, captioned with 
something like “OUT NOW! Link in bio to listen. Early supporters grab a Music 
Stream NFT and share in the success!”. 

• Post on Twitter/X the release link and a cool graphic or animation of the NFT. 

• On Facebook and Instagram, share the cover art and a streaming link; consider 
boosting these posts with a small ad budget to reach more of your followers (since 
organic reach can be limited). 

• Update your website homepage to feature the new track and an explanation of the 
Music Stream NFT (a simple “Buy the Music Stream NFT on TheTopSpotOnline to 
earn rewards from this song!” message with a button). 

• Send a release day email to your list with direct links to stream and to the Music 
Stream NFT sale. Keep it concise but enthusiastic and remind them of any scarcity 
(“Only 100 Music Stream NFTs available”) to encourage quick action. 

Activate Paid Advertising: If you have allocated budget for ads, now is the 
time. Facebook/Instagram Ads can target specific demographics, such as fans of artists 
in your genre, directing them to your song or your Music Stream NFT page. Highlight the 
music and the unique proposition (“What if streaming a song could also pay you? Check 
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out how [Your Name] is changing the game with Music Stream NFTs”). Also, 
consider YouTube ads via Google Ads – for example, a short ad that plays before music 
videos where your song preview runs and directs viewers to listen to the full track. These 
platforms allow granular targeting (by interests, keywords, etc.), so you could target “indie 
pop fans” or “crypto music NFT interest” depending on the angle. 

  

Playlist Submission & Influencer Outreach: Immediately after release, submit your song 
to any curators or playlists you have connections with. Also, follow up with any influencer 
or friend who agreed to share the song – kindly remind them “it’s out, please share now if 
you can!” Sometimes even a few medium-sized influencers posting the song on release 
day can trigger the algorithm to notice a spike. If you identified TikTok trendsetters or 
YouTubers who might like the song, send them a quick DM with the link (don’t spam, but a 
personal note about why you think they’d dig it). The goal is to get as many ears on the track 
in the first 48 hours as possible, to feed those algorithm gods. 

  

Monitor the Music Stream NFT Sale: Keep an eye on how the Music Stream NFTs are 
selling. If you set up a first-come-first-serve sale and they start selling out fast, that’s great 
– you might announce on socials “50% of the Music Stream NFTs sold in the first hour!” to 
build urgency for the remaining. If sales are slower, don’t panic – Music Stream NFT 
adoption takes time. Continue to highlight what value the Music Stream NFT provides. 
Perhaps demonstrate it: make a short screen-record video showing how the Music Stream 
NFT’s stats update with streams, or how the ad sharing works, and share that on day 2 with 
a caption like “Check out how my Music Stream NFT updates with our progress – this could 
be yours!” 

  

Engage Live with Fans: On launch day, try doing a live session (IG Live, TikTok Live, or 
Twitch) for an hour or so. Play the song, maybe perform an acoustic rendition, and 
crucially, talk about the Music Stream NFT in simple terms. A lot of fans may not 
immediately understand what it is – your live chat is a great place to answer questions (“So 
how do you earn from it?” – you can explain “every time someone plays the song through 
your shared link, you earn a bit” etc.). Your excitement will be contagious. This also makes 
those Music Stream NFT buyers feel seen and special (“shoutout to user123 who just 
bought #5 of the Music Stream NFT – welcome to the journey!”). 

Phase 3: Post-Launch Amplification 



The Continuous Release Method 

 

26 | P a g e  
 

The first week or two after release is about sustaining and amplifying the momentum: 

  

Performance Analysis: Monitor how the song is doing in terms of streams and how the 
NFT is doing in terms of sales and engagement. For instance, after a week, note how many 
streams, how many NFTs sold, and how active NFT owners are (are they sharing links? Did 
your NFT holders collectively drive, say, 10,000 extra plays via their links?). This data is 
gold. Share a milestone update on your socials: “Week 1: 50k streams and our Music 
Stream NFT holders have already earned rewards – thank you!” If you hit a notable stat (like 
charting on an indie viral chart), definitely publicize that to hype both listeners and Music 
Stream NFT collectors. 

  

Follow-up Content: Keep feeding content to keep the song in people’s feeds. Release that 
official music video or lyric video if you have it. Or drop a behind-the-scenes video about 
how you made the song. Perhaps record a quick TikTok of you reacting to user-generated 
videos that used your song (if you got some on launch weekend). All these give reasons for 
people to either listen again or become aware of the track if they missed the launch day. 
Every new piece of content is also a chance to mention the Music Stream NFT angle: e.g., 
“Can’t believe the love on this track – here’s how some of my biggest fans are sharing in its 
success (link to Music Stream NFT page)”. 

  

Community Engagement: If you have a Discord or Telegram for Music Stream NFT holders, 
engage them. Ask for their feedback, or run a fun poll (“If we reach 100k streams, how 
should we celebrate? Music Stream NFT holder exclusive merch drop or maybe a private 
Zoom concert?”). This gives them agency and excitement. Community is what will carry 
you from one release to the next. You might even organize a post-release virtual 
hangout just for Music Stream NFT owners – a more intimate Q&A session where you toast 
the release success and maybe even preview the next song to them as a reward. 

  

Iterative Improvements: Analyze what went well and what could improve for the next 
release. Did your whitelist approach work or do you need to grow your list more? Did TikTok 
bring in a lot of new listeners, or did Instagram Lives have more engagement? Use this intel 
to refine your strategy for the next single. For example, if you found that TikTok brought a 
20% spike in Spotify plays when one of your videos semi-blew up, perhaps you double 
down on TikTok content next time. Or if NFTs sold out quickly, maybe you can mint a few 
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more next time (keeping an eye on not flooding the market – scarcity is important). 
Conversely, if Music Stream NFT uptake was low, maybe plan more education around it for 
next release, or introduce a lower-priced tier for entry-level fans. 

  

Upsells and Ongoing Sales: The launch process doesn’t end with the Music Stream NFT 
initial sale. TheTopSpotOnline suggests considering “upsells” – in a music context, this 
could mean offering related merchandise or experiences once the main sale is over. For 
instance, after a month, you might release a limited edition poster or vinyl of the single’s 
artwork, available only to those who bought the Music Stream NFT (or at a discount for 
them). Or you could roll out a new line of merch and include a free Music Stream NFT with 
each high-tier purchase for those who missed the initial sale. This not only monetizes 
further but also keeps the project in conversation. 

  

Secondary Market Monitoring: Keep an eye on any secondary market activity for the NFTs. 
If some fans start reselling them, watch the prices and who’s buying. High resale values 
can be a great talking point (“Our first Music Stream NFT originally sold for $5 and one just 
resold for $50 – the song’s popularity is driving value!”). If resales are happening, that 
means there’s demand – consider engaging by congratulating the seller and buyer publicly 
(like “Congrats to @fanA on flipping the Music Stream NFT and @fanB welcome to the 
club!”). However, also be mindful – if people are flipping too quickly, it might mean some 
bought just to resell. That’s not inherently bad, but you want a solid base of true fans 
holding long-term. Striking that balance may come with experience and maybe adjusting 
the number of Music Stream NFTs you issue next time to match the true fan base size. 

  

By following a structured process like the above for each release cycle, you set yourself up 
to consistently grow your audience and revenue. The key is repetition and refinement: each 
single’s launch teaches you how to improve the next one. And as your catalog of songs with 
Music Stream NFTs expands, you’re building an ecosystem where fans might own multiple 
Music Stream NFTs of yours, earning from several songs and essentially becoming invested 
stakeholders in your entire musical journey. 

  

With the mechanics of launching covered, let’s turn to the promotional channels in detail. 
Continuous releases thrive on modern marketing, especially in the social media arena. The 
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next chapter will dig deeper into how to harness TikTok, Reels, YouTube, and ads effectively 
as an indie artist continually putting out music. 
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Chapter 9: Modern Marketing Strategies for Every Release 
In 2025’s music landscape, marketing a song is as crucial as making it – and fortunately, 
there are more tools than ever to get your music in front of potential fans. The Continuous 
Release Method dovetails with an “always-on” marketing approach. Here, we’ll highlight 
key strategies across TikTok, YouTube Shorts, Instagram Reels, and digital advertising to 
support each release: 

  

Short-Form Video Dominance (TikTok, Reels, Shorts): Short-form videos have become 
arguably the most powerful discovery mechanism for music. Platforms like TikTok have 
launched careers – songs by artists like Lil Nas X or Doja Cat became global hits after going 
viral in user videos. For each release, craft a strategy for TikTok: 

• Identify a catchy 15-second segment of your song (maybe the chorus or a hook) that 
could inspire content. This could be a dance, a meme, a POV scenario, or anything 
trending. 

• Create and post multiple TikToks using that part of the song in different ways. For 
example, one could be you doing a challenge, another could be a storytelling skit 
that fits the lyrics, another could just be a cool visualizer with the song. 

• Encourage UGC (user-generated content) by perhaps starting a hashtag challenge. 
Even if it doesn’t go mega-viral, a small group of fans participating is still promotion. 

• Don’t ignore Instagram Reels and YouTube Shorts. Often, you can repurpose the 
same video content across all three platforms (with slight tweaks). Instagram Reels 
caters slightly to an older demographic than TikTok, and integration with Instagram 
means you can catch fans where they already follow you. YouTube Shorts is great if 
you have a YouTube presence; it can drive people to your full music video or audio 
on your channel. 

• Post consistently, not just on release week. The algorithm might pick up one of your 
videos a bit later. By sharing to all platforms, you maximize the chance of hitting a 
viral moment. As a rule of thumb, try to post something every few days during the 
peak of a single’s promotion cycle. 

Story and Personal Connection: In addition to trend-hopping, use short videos to let your 
personality and story shine. Do behind-the-scenes snippets (“vlog: prepping for my Music 
Stream NFT launch”), answer fan questions in video replies, and show your life as an artist. 
Authenticity builds a loyal following who will be there for each release. For example, live 
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Q&As or casual chats on Instagram Live or TikTok Live can deepen fan engagement. You 
can set a regular schedule, like “Tune in every Friday as I preview new music or just hang 
out.” These personal touches make fans feel involved in your journey. 

  

Influencer & Collaboration Marketing: Especially on TikTok and Reels, collaborations can 
extend your reach. Identify a few influencers or fellow musicians in your genre or city and 
consider duets, challenges, or cross-promos. Sometimes a straightforward approach 
works: reach out and offer, say, a small payment or just appeal that you’d love them to use 
your song in one of their videos. Collaboration isn’t just artist-to-artist; involve your fans 
too. For instance, feature the best fan-made Reel in your Story or duet a fan’s TikTok who 
did something cool with your track. This incentivizes more fans to create content because 
they might get a shoutout. Remember, “musicians should collaborate with influencers 
to create catchy, shareable content that integrates their music.” This strategy can 
expose your song to the influencer’s followers, who could become your new listeners. 

  

Paid Social Media Ads (Meta/Facebook/Instagram): Running ads is not only for big labels 
– with small budgets you can effectively target niche audiences. Facebook Ads 
Manager (which covers Instagram ads too) allows you to target by interests, behaviors, 
location, age, etc. For example, you can target people in the US aged 18-35 who like “Indie 
Pop” and “Spotify”. A common and effective strategy is to run a short video ad (perhaps 
your song’s chorus over some engaging visuals or text) that clicks through to your Spotify or 
YouTube or TheTopSpotOnline page. Highlight something unique to catch interest: “Hear 
the song thousands on TikTok are buzzing about” or “Own a piece of this song’s success – 
Music Stream NFT available now!” This can pique curiosity. Keep the video short (15 sec) 
and the visuals eye-catching (captions on screen help if sound is off initially). According to 
marketing experts, using Instagram/Facebook ads to target fans of similar artists is a 
proven way to find your likely audience. Start with a small daily budget (even $5/day) and 
see the results – you can always scale up the campaigns that show a good cost per click or 
cost per new listener. 

  

Google/YouTube Ads: Through Google Ads you can run YouTube video ads, which can be 
fantastic if you have a music video or at least a visualizer for your song. Two types of 
YouTube ads to consider: 

• In-Stream ads (those skippable ads before a video): You could target specific 
channels or videos relevant to your genre. For example, target a popular music 
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reviewer’s channel or type of content (if someone is watching a video about “Top 10 
indie songs of the month”, your song preview plays as an ad before it). 

• Discovery ads (these show up in YouTube search results or as suggested videos): 
Here your music video thumbnail and title appear with a little “Ad” label in search. If 
someone searches “New indie pop 2025” your video could be at the top. 
Google Ads also lets you target by keywords and by affinity (like “Indie Music Fans”, 
“Technology Early Adopters” – the latter could catch crypto-savvy folks who might 
appreciate the Music Stream NFT aspect). 
One artist noted they got significant Spotify streams by running YouTube ads that 
effectively acted like TikTok Boost – showing the music video to the right audiences. 
The advantage is you’re reaching people who are actively consuming music content. 

Email Marketing and Retargeting: Don’t underestimate the power of an email list. If 
you’ve been building one (perhaps via Bandcamp sales, website signups, or the Music 
Stream NFT whitelists), use it not just for launch announcements, but also updates. Email 
can carry more depth – you can tell the story behind the song, include a personal note, or 
offer exclusive content (like “email subscribers get a free download of the acoustic 
version”). This fosters loyalty, and these people are likely to stream and share every time. 
Additionally, consider setting up a retargeting pixel (Facebook Pixel, Google Analytics) on 
your website/artist page. That way, you can later run ads specifically to people who have 
already visited your pages or engaged – these warm leads often convert better (for things 
like Music Stream NFT sales or merch). 

  

Consistency and Presence: Because you are releasing continuously, it helps to maintain a 
consistent presence rather than starting from zero each time. Keep your social media 
active even in between releases. Share bits of your life, throwbacks to older songs, or 
progress updates (“in studio cooking the next track!”). The idea is to stay in your followers’ 
feeds so that when you drop something new, it’s not out of the blue. Also, utilize platform-
specific tools: For instance, maintain a Spotify Artist Pick (update it to your latest release) 
and use Spotify Canvas (those short looping videos on mobile) to make your track more 
shareable. On YouTube, create a playlist of all your official releases and maybe pin a 
comment on each new video encouraging people to check out the Music Stream NFT or 
your next release. 

  

Leveraging Analytics: Pay attention to your stats. Many platforms give you insights – TikTok 
shows which videos got more reach, YouTube analytics show where viewers come from, 
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and Spotify for Artists shows which playlists add your songs and demographic data. Use 
these to refine targeting. If you notice, say, a lot of listeners in Brazil for one song, maybe do 
a “Obrigado Brasil!” shoutout post and consider a translated caption or targeted ad there 
for the next song. Or if TikTok is consistently driving more saves on Spotify than Instagram 
is, put more energy there. 

  

By weaving these strategies into every release cycle, you create a marketing engine in 
parallel to your music engine. The continuous nature of your releases pairs perfectly with 
the always-on nature of social media – you’re never off the radar for too long. And because 
you’re offering something novel (Music Stream NFTs where fans can earn/share revenue), 
use that as a marketing hook too. It differentiates you. Many casual listeners might find the 
concept intriguing even if they don’t fully dive in immediately. At minimum, it’s a story that 
could catch press attention: “Indie Artist uses Music Stream NFTs to turn fans into 
promoters” is a headline that could appear on a site like EDM.com or Rolling Stone’s Glixel. 

  

Next, we will focus on the fan side of this equation in more depth – how the continuous 
release + Music Stream NFT model transforms fans from passive listeners into active 
stakeholders, and what that means for building a community and sustainable music 
career. 
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Chapter 10: Fans as Stakeholders – Engagement & 
Revenue Sharing 
A core theme of this guide is empowering fans. In the traditional music industry, fans 
support artists by listening, buying merch, and attending shows, but they don’t share in the 
financial success of the music itself. The Continuous Release Method combined with 
Music Stream NFTs changes that dynamic dramatically. It turns fans 
into stakeholders who have a direct incentive to see you succeed – because they literally 
earn alongside you. This chapter will explore how this model engages fans deeply and how 
the revenue-sharing works in practice. 

  

Fan Investment in Music: When a fan buys a Music Stream NFT, they are no longer just a 
consumer of the song; they become an investor (albeit at a micro-level and likely more 
emotionally driven than profit-driven, but an investor nonetheless). They have skin in the 
game. If they love your track and believe it could blow up, buying the Music Stream NFT 
early is like buying stock in your song. As the song’s popularity grows, the Music Stream 
NFT’s value and the fan’s potential rewards grow. This dynamic creates a powerful 
psychological shift: fans feel ownership. They can proudly say, “I own part of this song’s 
success.” It’s akin to how superfans might in the past boast about being the first to discover 
an artist – except now that brag comes with a token that proves it and even pays them back. 

  

Shared Rewards – How Fans Earn: We touched on the mechanics earlier: fans holding the 
NFTs can earn from ad revenue and token rewards as the song’s streaming numbers rise. 
Let’s illustrate a scenario: 

• You release an Music Stream NFT and John, one of your fans, buys it. John now has a 
unique link to share your song (with an embedded ad). 

• John shares it on his social media and sends to a few friends saying “check out this 
awesome new song I invested in!” Some of his friends listen via that link. 

• Over the first month, the link John shared accumulates, say, 500 plays and 
generated some advertising impressions. The platform calculates that John’s link 
contributed $10 worth of advertising revenue. John might earn a portion of that (let’s 
say $5) while you and the platform get the rest. John essentially got paid to promote 
music he genuinely enjoys. This flips the script on typical ad spending – instead of 
you paying for promotion, your fans are promoting and getting paid by the system. 
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• Additionally, as the song’s total streams cross certain thresholds, the platform 
might distribute bonus SPOTT tokens to all Music Stream NFT holders. For example, 
at 100k streams maybe each Music Stream NFT earns 10 SPOTT tokens 
(hypothetical), at 1 million streams each Music Stream NFT gets another 50 tokens, 
etc. These tokens could potentially be traded or redeemed (the specifics depend on 
platform economics, but the idea is fans “earn money from views” in a tangible 
way). 

The result of this model is that fans essentially “get paid for every stream” (when they’re 
the ones driving it) and share in ad revenue. This is unheard of in traditional streaming 
where all the money flows one way (from fans to streaming companies to rights holders). 
Here, fans are part of the revenue flow. It doesn’t mean fans will make big bucks – for many 
it might just be a few dollars here and there, which they might even choose to reinvest in 
buying more of your Music Stream NFTs or merch. But it’s the principle and engagement 
that count. 

  

Comparing to Traditional Fan Roles: In the old model, a fan’s best hope to support an 
artist financially (besides buying music) was maybe using their referral code for a 
streaming trial or something minor. Now, fans actively marketing the artist is built into the 
system. This resolves a long-standing issue: lots of fans already promote their favorite 
artists out of love (posting songs on forums, making fan videos, etc.), but they got no 
recognition or reward beyond maybe a thank-you. Music Stream NFTs validate and reward 
that behavior. It’s formalized fan promotion – a true community marketing effort. 

  

From your perspective as an artist, this creates a community of superfans who are highly 
motivated. They’ll not only champion your current release, but stick around for the next 
ones because: 

1. They might want to repeat their success (if they earned or if the Music Stream NFT 
increased in value). 

2. They feel closer to you – they’ve contributed to your rise in a measurable way. 

3. They likely joined special channels (like a Music Stream NFT holders chat) where 
they’ve formed a community with like-minded fans. This social belonging reinforces 
their loyalty to you. 

Building a Superfan Community: It’s important to cultivate this. Provide those fan 
stakeholders with recognition and perks. For instance: 
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• Set up a private Discord for your Music Stream NFT holders where you drop in 
updates or even just memes and chat. The sense of direct access to you is 
invaluable. 

• Occasionally reward them with exclusives: early listens to unreleased music, 
discount codes for merch, or even put their names in the credits of a music video 
(“Thanks to these Music Stream NFT supporters…”). 

• Encourage them to give feedback and be part of your creative process. You could 
have Music Stream NFT holders vote on which of two songs you should release next, 
or vote on a remix contest winner, etc. This gives them a governance feel similar to 
how some crypto projects let token holders vote – in your case it’s more informal but 
meaningful. 

By doing this, you’re effectively crowd-sourcing a street team. Each of these fans can 
reach corners of the internet you can’t. One fan might be big on an EDM subreddit and plug 
your track there, another might be a university radio DJ and spin your song, yet another 
might be an amateur video editor who makes a cool montage on YouTube with your song. 
The more they do, the more everyone potentially earns, so there’s a built-in incentive 
aligned with passion. 

  

Economic Empowerment and Ethics: Some might ask, is it okay for fans to be making 
money off an artist’s music? In this model, yes – because their actions are growing the pie 
for everyone. It’s not a zero-sum game; it’s collaborative. They are essentially participating 
in the marketing budget, but instead of that budget coming out of your pocket, it’s coming 
out of advertising revenue that they help generate. It’s an elegant solution to the problem of 
insufficient streaming payouts: leverage the vast advertising economy (which is huge on 
platforms like YouTube, Instagram, etc.) and redirect some of it to the people actually 
promoting the content. Fans earning a share of ad revenue while listening to music is a 
Web3 twist on the idea of “share economy”. It’s similar to how some platforms like Brave 
Browser share ad revenue with users – here we’re sharing music ad revenue with fans who 
promote. 

  

Attracting New Fans/Investors: The stakeholder model may also draw in folks who are not 
typical music fans but are interested in the investment side – akin to how some people 
collected NFTs for profit. For instance, a crypto-savvy person might buy your Music Stream 
NFT not because they love the genre, but because they see it as an asset that could 
appreciate if you blow up. They then might promote you to make that happen. This is a new 
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type of fan – one that’s more like an investor. They might not be singing along to your songs, 
but they’re contributing to your success. And who knows, they might even become genuine 
fans of the music along the way. There’s a parallel in sports or stocks: some people invest 
in a company and then become ardent supporters of its products due to that stake. If you 
attract some of these “music investors”, treat them just as well. They might be data-driven, 
giving you analytical advice or support (“hey, I noticed Latin American markets are 
streaming you a lot, should do a Spanish version?”). Embrace such input while staying true 
to your art. 

  

Responsibility and Transparency: With great power (of community finance) comes 
responsibility. Always be transparent with your fan investors. Keep them updated on how 
things are going, both good and bad. If a release underperforms, it’s okay to share “this one 
didn’t hit the mark, but we learned XYZ for next time.” They’ll appreciate the honesty. And 
never exploit the fans’ financial enthusiasm unethically – for example, don’t oversell Music 
Stream NFTs beyond what your fanbase can realistically support (minting too many could 
devalue them). TheTopSpotOnline noted that setting a realistic amount of Music Stream 
NFTs based on your fan count is important. For instance, if you have about 2,000 dedicated 
fans, maybe start with 500 Music Stream NFTs so there’s scarcity and strong demand. If 
those sell out, you can always do another batch in a later release. Fans will trust you more 
if they see you’re making decisions that protect their interests too (just as a good company 
considers its shareholders). 

  

In conclusion, turning fans into stakeholders creates a self-reinforcing cycle of support. 
Fans earn by supporting you, which makes them support you even more, which boosts your 
success, which in turn rewards them further. It’s a feedback loop that, if managed well, can 
significantly amplify an independent artist’s reach and financial stability. It’s a far cry from 
the old days where fans were on the sidelines – now they’re on the field playing alongside 
you. 

  

Now that we’ve explored the fan experience and perspective, let’s take a step back and 
compare this whole model – continuous releases with Music Stream NFTs – to the 
traditional models it’s disrupting. We’ll look at how it stacks up against both the legacy 
streaming approach and the earlier generation of music NFTs. 
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Chapter 11: Traditional Music NFTs vs. Music Stream 
NFTs (and the Old vs New Model) 
It’s important to clearly understand the differences between the old way of doing things in 
digital music and the new model we’re advocating. Two key comparisons are in order: first, 
traditional streaming model vs. the new NFT-driven model for artists; second, traditional 
music NFTs vs. Music Stream NFTs in terms of what fans get. Let’s tackle these one by one. 

The Broken Streaming Model vs. Continuous Release + NFT Model 

In the traditional streaming paradigm, an artist releases music (infrequently) and revenue 
trickles in per stream, as we discussed. Fans pay for a subscription or endure ads, but that 
money mostly goes to streaming services and rights-holding corporations, with a small 
slice to artists. Fans have no direct role in promotion except word-of-mouth, and artists 
have no product to sell directly except ancillary merch or vinyl. 

  

By contrast, in the Continuous Release + Music Stream NFT model: 

• Artists have multiple revenue streams: Instead of relying solely on micro-
royalties, you get direct sales revenue from Music Stream NFTs, ongoing ad-
share revenue, and even resale royalties. Each song becomes a mini business unit 
generating income beyond just plays. 

• Fans actively participate in monetization: They aren’t just consumers; they share 
in the revenue. This means the more successful the music is, the more both you and 
your fans earn – a true alignment of incentives. It addresses the asymmetry in 
streaming where fans’ increased consumption didn’t directly benefit them or 
sometimes even the artist proportionally. 

• Frequent releases leverage the algorithm: Instead of being penalized by 
oversaturation, you turn the algorithm’s demand for fresh content to your 
advantage. Regular drops keep you on radar, and the Music Stream NFT aspect 
ensures each drop is financially worthwhile. 

• Marketing is decentralized: In the old model, an artist (or their label) had to push 
marketing, spending money on ads or PR. In the new model, marketing is partially 
outsourced to the community. Fans essentially become a decentralized marketing 
team thanks to the incentives. It’s like converting your fanbase into shareholders 
who also do PR for the company they invest in. 
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• Value creation vs. value capture: Traditional streaming creates a lot of value 
(people get lots of music easily) but the artist captures very little of it in revenue. 
With Music Stream NFTs, you’re creating additional value (digital collectibles, 
community status) and capturing revenue from that. Meanwhile, you still get the 
streaming exposure. It’s additive, not substitutive – and it tilts the value capture 
back toward the creators and their supporters. 

• Example comparison: Suppose under the old model a song gets 1 million streams 
– maybe that yields around $4,000 in royalties (to be split among publisher, label, 
artist, etc.). Under the new model, that same song might still get the 1 million 
streams (which you’ll still collect royalties on), but additionally you sold 500 Music 
Stream NFTs at $5 each = $2,500, plus your fans’ sharing generated ad revenue of 
another $500 split with you (say you get $250), plus your Music Stream NFT’s resale 
royalties brought another $300, etc. Suddenly instead of $4k, you might be looking 
at $6k-$7k total, and that’s with modest assumptions. And if the song really blows 
up, those Music Stream NFT values could escalate significantly, bringing even more 
revenue in secondary markets. The differences can be life-changing over multiple 
releases. 

In short, the new model is about multiple monetization touchpoints and fan 
engagement, compared to the old model’s singular reliance on streams. It’s like evolving 
from a one-crop economy to a diversified one – more resilient and prosperous. 

Traditional Music NFTs vs. Music Stream NFTs 

Before Music Stream NFTs came along, the first wave of music NFTs generally looked like 
this: an artist would mint either a single copy or a limited series of an audio track (often 
with accompanying artwork). These NFTs were valued mostly for their rarity or exclusivity. 
For example, Kings of Leon famously released an album as an NFT with limited copies that 
included special perks. While these ventures made headlines, they often catered to a small 
subset of wealthy fans/collectors and didn’t necessarily tie back into the everyday listening 
of the music. 

  

Key differences between those traditional music NFTs and Music Stream NFTs are: 

• Functionality: Traditional NFTs were basically like collectible merchandise – they 
didn’t play music (or if they did, it was just a static file embedded), and they 
certainly didn’t update with streaming data. Once you bought it, it was static. 
A Music Stream NFT, by contrast, is dynamic and functional. It’s almost like a 
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mini-app – it can play the full song, show real-time stats, and provide ongoing utility 
(like letting you earn rewards from plays) 

 

. In essence, owning a Music Stream NFT feels like owning a special edition music player 
that’s connected to the artist’s journey, whereas a traditional music NFT felt like owning a 
digital poster or limited MP3 in your crypto wallet. 

• Value Proposition: Traditional NFT value was “because it’s rare.” Only 10 exist, so 
if you’re a superfan you want it. Music Stream NFT value is “because it’s 
successful.” If the song tied to it becomes huge, the Music Stream NFT is inherently 
more valuable (both intrinsically, as it might unlock more ad revenue, and 
extrinsically, as more people will want that trophy). This shifts from a speculation on 
artist hype to a more grounded reflection of actual popularity and success. 

• Fan Inclusion: Traditional NFTs often were expensive and only big spenders could 
get them (some auctions went for tens of thousands of dollars). This left most fans 
out – ironically the ones who maybe streamed the song 100 times couldn’t afford 
the NFT of it. The Music Stream NFT approach is usually to price NFTs accessibly 
(e.g. $2-$10) so that a broad base of fans can participate. Instead of a couple of rich 
collectors, you have a whole army of regular fans owning Music Stream NFTs. This 
democratizes the experience and also, from an artist’s perspective, raises more 
aggregate funds while spreading out the ownership. It’s the difference between 
having 2 super-rich supporters vs. 2000 moderately involved supporters – the latter 
is better for longevity and word-of-mouth. 

• Integration with the Music Industry: Traditional NFTs were kind of disconnected 
from the normal music industry data flows. A Music Stream NFT leverages existing 
infrastructure – it’s built “on top of the already established music industry” as 
TheTopSpotOnline puts it. Every existing song on a streaming platform could 
potentially have a Music Stream NFT project. This is powerful because it means the 
concept scales with the industry rather than against it. It doesn’t ask artists to do 
something completely separate (like release a song exclusively as an NFT, which 
limits reach). Instead, it’s augmenting the standard release. So adoption can be 
more seamless – you don’t have to choose between Spotify and an NFT platform; 
you use both in harmony. 

• Longevity and Engagement: Traditional NFTs often had a burst of interest (during 
an auction or drop) and then faded unless the artist did more drops. Music Stream 
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NFTs inherently carry on, because as long as the song lives on (which could be years 
of streaming), the Music Stream NFT has reason to exist and update. Fans might 
trade them or keep them in hopes of future milestones. They remain a talking point 
(“remember when we got in early on that song’s Music Stream NFT and now it went 
platinum – and look our Music Stream NFT has a platinum border now!”). This 
sustained engagement is far superior to the one-and-done nature of many early 
music NFT experiments. 

• Comparison Chart: It’s useful to see it side by side. Consider this chart: 

Traditional Music NFTs Music Stream NFTs™ 

Static audio files or artwork in a wallet 
(don’t change) 

Dynamic token that updates with real-time 
song data 

Value based on scarcity (limited 
editions) 

Value based on song’s success and 
performance 

One-time sale (artist earns once + 
possible resale royalty) 

Ongoing revenue (initial sale, ad share, and 
performance rewards) 

Does not influence or reflect streaming 
stats 

Directly tied to streaming; can drive more 
streams and reflect them 

Fan as collector (bragging rights) 
Fan as stakeholder (earning rights and 
promotional partner) 

Typically high cost, niche audience Low cost per NFT, broad fan participation 

This highlights why Music Stream NFTs outperforms traditional music NFTs as a 
concept. It brings together the best of both worlds: the exclusivity and direct sales of NFTs 
with the mass engagement and data-driven nature of streaming. 

  

To put it plainly, traditional streaming is great for exposure but poor for revenue; traditional 
NFTs can be good for revenue (for a few) but didn’t loop back into exposure. The continuous 
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release + Music Stream NFT model aims to be great for both exposure and revenue, by 
making releases frequent and tying monetization to the exposure itself. 

  

We’re on the cusp of a potential paradigm shift. Even industry executives have started 
recognizing that aligning artist and fan incentives can be a game-changer. By now, you 
should have a comprehensive understanding of how this new model works and why it 
stands to redefine music ownership in the streaming age. 

  

Finally, all theory aside, how do you jump in and implement this for your career? In the 
concluding chapter, we’ll outline the practical steps to get started on TheTopSpotOnline 
platform and begin executing the Continuous Release Method with Music Stream NFTs. It’s 
time to turn this knowledge into action. 
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Chapter 12: Getting Started – Continuous Releases on 
TheTopSpotOnline 
You’ve made it through the concepts, the strategies, and the comparisons. Now it’s time to 
take the leap and put the Continuous Release Method with Music Stream NFTs into 
practice. This chapter will serve as a step-by-step guide to get started on 
TheTopSpotOnline and kick off your first continuous release cycle with a Music Stream 
NFT launch. 

  

Step 1: Sign Up and Create Your “Spot” 
Head over to TheTopSpotOnline’s website and register as an artist. Creating your account 
will involve verifying your identity and setting up your profile (which they fittingly call your 
“Spot”). Your Spot is essentially your own customizable artist storefront on the platform. 
Upload your artist photo, write a bio, add links to your socials – treat it like a mini-website 
that fans and potential Music Stream NFT buyers will see. This is also where all your Music 
Stream NFT projects will be listed in one place, so spend a little time making it look inviting 
and on-brand for you. 

  

Step 2: Integrate Your Music Catalog 
TheTopSpotOnline, in partnership with distribution services (like Ditto Music), makes it easy 
to link your existing songs. Use the platform’s tools to find your songs that are already on 
streaming services. You can typically search by song title or your artist name, and the 
platform will pull metadata (like track length, ISRC codes, etc.) from those services. Select 
the songs you plan to create Music Stream NFTs for. If you’re planning a brand-new release, 
you can still set up the project in advance – just ensure you distribute the song with enough 
lead time so it appears in their system by release date. 

  

Step 3: Plan Your First NFT Drop 
Decide which upcoming single will be your first to feature a Music Stream NFT. If you have 
multiple songs ready, you might choose the one you think has the most buzz potential, as a 
strong launch helps onboard fans into the concept. Determine how many Music Stream 
NFTs to mint and at what price. As we discussed, base this on your fanbase size and 
making it accessible. For example, if you have a few thousand engaged followers across 
platforms, maybe mint 100 Music Stream NFTs at $10 each, or 500 at $5 each – something 
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that you think could reasonably sell out or come close, creating that coveted scarcity. The 
platform might give guidance here too, since they’ve seen other projects (don’t be afraid to 
ask their team for recommendations – early adopters often get more hands-on support). 

  

Set the royalty percentage for secondary sales (commonly 10% for artist is good – high 
enough to benefit you, but not so high that it discourages resales). Also, configure any 
special perks: for instance, you might program that one of the Music Stream NFTs is 
“golden” (randomly given) which grants the holder a 5-minute video call with you. These 
little surprises can excite fans to participate. 

  

Step 4: Create the Music Stream NFT Assets 
Prepare the artwork and any multimedia for the NFT. This could be the single’s cover art, an 
animated snippet, or even a short video loop. TheTopSpotOnline likely has specifications 
(e.g., JPG/PNG or MP4 under certain size). Also write a compelling description for the Music 
Stream NFT. Explain to potential buyers what it is and why it’s special. For example: “This 
Music Stream NFT is tied to my new single ‘Sunrise.’ It updates with the song’s streaming 
milestones and lets you earn SPOTT rewards as the track gains plays. Owners also get a 1-
year 15% discount on all merch and exclusive behind-the-scenes updates on my Music 
Stream NFT holders Discord.” Tailor it to whatever perks you choose. Clarity and hype are 
both important – you want even a non-crypto-savvy fan to read it and go “Wow, that sounds 
cool!”. 

  

Step 5: Releasing and Minting 
Coordinate your release date with the Music Stream NFT mint date as covered in Chapter 
8. On launch day, when you release the song on Spotify/Apple/etc., you will also “mint” the 
NFTs on TheTopSpotOnline. The platform will guide you – usually it’s as simple as 
confirming the number of tokens and hitting a Mint button (the blockchain transaction 
occurs behind the scenes, the platforms handle this for you). TheTopSpotOnline has “lazy 
minting,” where the NFT is only actually minted on-chain at the moment someone 
purchases it, to save upfront gas. Launch and  the Music Stream NFTs should appear as 
“for sale” on your Spot page. 

  

Step 6: Execute the Marketing Plan 
By now, you’ve set up the infrastructure; the next part is to run the marketing and 
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engagement as detailed in Chapter 8 and Chapter 9. Announce the song and Music Stream 
NFT across channels, guide fans to the platform. Many people might be unfamiliar with 
how to buy a Music Stream NFT – TheTopSpotOnline likely tries to make it user-friendly 
(maybe they allow credit card purchases and handle the wallet stuff in the back end, or 
they guide users through creating a simple wallet login). Be prepared to answer basic 
questions like “Do I need crypto to buy this?” or “How do I use this NFT after buying?”. 
Perhaps have a FAQ post ready or do a quick tutorial video screensharing the process of 
buying your NFT on the platform. Lowering the barrier for non-tech fans will be key to 
maximizing participation. 

  

Step 7: Engage and Educate Your Fanbase 
This is new for your audience, so hand-holding some early adopters is worthwhile. Maybe 
run a live session specifically walking through the benefits and how-tos. Show off the Music 
Stream NFT’s dynamic features in real time once some are sold (e.g., “look, it shows 1,000 
streams now – when we hit 10,000 it’ll display a new badge!”). Encourage those who got 
one to comment, share, and celebrate. Simultaneously, assure those who don’t want to or 
can’t buy that it’s okay – they can still support by streaming and sharing the song 
traditionally. You don’t want anyone to feel excluded; rather, owning a Music Stream NFT is 
an enhanced fan experience, not a required one. 

  

Step 8: Leverage TheTopSpotOnline’s Ecosystem 
The platform itself might have its own community of Music Stream NFT collectors browsing 
for cool projects. Make sure you fill out tags or genres on your Music Stream NFT listing so 
people can find it. It might get featured on their front page or newsletter (especially if it’s 
one of the pioneering projects). Perhaps participate in any forum or Discord that 
TheTopSpotOnline runs – say hello, introduce your project to the crypto-savvy crowd there. 
Networking with the platform’s community can attract some collectors who become fans 
after the fact. 

  

Step 9: Continuous Release Execution 
Now that the first release is out, follow through with the continuous method: consistent 
content, engaging Music Stream NFT holders, analyzing results, and prepping the next 
release. TheTopSpotOnline platform will let you launch multiple projects, so as soon as the 
first is underway, you can start building the page for your next single’s Music Stream NFT. 
It’s a repeating cycle: release music -> mint NFTs -> engage fans/investors -> rinse and 
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repeat. Over time, you’ll build a catalog on your Spot page: imagine a year from now, a new 
fan visits your profile and sees 6 different Music Stream NFTs available (some sold out, 
maybe some still available or trading). It becomes apparent to them that this is your thing – 
you continuously create and innovate. That itself becomes part of your brand. 

  

Step 10: Iterate and Expand 
After a couple of releases, evaluate and iterate. Maybe you’ll expand the number of Music 
Stream NFTs if demand is high, or introduce tiers (e.g., a basic NFT vs a deluxe NFT that 
costs more but has extra perks). TheTopSpotOnline might also roll out new features – stay 
updated with their announcements. They could add new ways for fans to earn, or partner 
with other streaming services or even live events. As one of the early adopters, you’ll be in a 
prime position to benefit from platform improvements and to even give feedback that 
shapes the product. 

  

Also, consider involving other stakeholders from the industry: since TheTopSpotOnline 
partnered with Ditto, if you’re a Ditto artist, leverage their support. Maybe they can promote 
your Music Stream NFT drops through their channels, since it exemplifies the new offering 
they’re proud of. If you have a manager or team, educate them too on these processes so 
they can assist and amplify. 

  

Promotion of TheTopSpotOnline (and by extension, your usage of it) can also be a PR 
angle in itself. You are not just an artist now, you’re an innovator. Perhaps pitch your local 
news or an online music magazine: “Local Artist Turns Streaming on its Head with Music 
Stream NFT Fan Rewards”. It’s a compelling narrative in an era where everyone’s talking 
about blockchain but few understand practical uses – you have a concrete example. This 
can draw attention beyond your existing fanbase. 

  

In getting started, the hardest part is the first drop because it’s all new. But if you follow the 
guidance in this book, you’re set up for success. You’re about to embark on a journey 
where your music releases are not isolated incidents but part of a continuous, growing 
story – one that your fans and you co-write together, both artistically and financially. 
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Conclusion – Embrace the New Music Economy: 
The Continuous Release Method with Music Stream NFTs isn’t just a marketing tactic or a 
sales gimmick – it represents a reshaping of the music economy into something more 
artist-friendly and fan-inclusive. By reading this guide, you’ve armed yourself with cutting-
edge knowledge that many in the industry are only beginning to wake up to. Now it’s your 
turn to put it into action. 

  

In this new model, consistency, community, and creativity reign supreme. You’ll be 
consistently releasing (staying top-of-mind for listeners and algorithms), building a 
community of engaged supporters (who are literally invested in your success), and 
exercising creativity not just in music, but in how you connect and monetize. You’re 
effectively running your own music startup – and your fans can be your customers, your 
shareholders, and your evangelists all at once. 

  

As you proceed, remember the core ethos: deliver value to your fans and they will in turn 
deliver value to you. Whether that value is emotional (through art) or monetary (through 
shared success) – ideally both – this reciprocal relationship is what will sustain your career. 
The tools and strategies outlined here are designed to reinforce that relationship at every 
turn. 

  

So go ahead and start your continuous release journey on TheTopSpotOnline. The sooner 
you begin, the sooner you’ll cultivate the growth and returns that are possible. This is an 
exciting time to be an independent artist; technology and new ideas are on your side. You 
now have a blueprint in your hands – it’s time to build your future in this new music 
economy. 

  

Good luck and see you on the charts and the blockchain! 
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