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Abstract

Social media is an essential tool within the promotional
mix for almost every recording artist today. Curating con-
tent on multiple social platforms can take many forms rang-
ing from fan interaction and selling product (owned or via
brand sponsor), to amplifying traditional press coverage, or
could extend to public statements on social issues or po-
litical perspectives. These channels can be an extension of
the artist’s personal voice or can deliver much more curated
content managed by an artist team speaking on their behalf.
In either case, social media is a direct channel for content
distribution. Top artists manage millions of connections
across YouTube, Facebook, Instagram, and Twitter alone,
while billions of potential fans collectively occupy these
platforms. Artists are often encouraged to develop their
own brand voice on social media, however examining what
others share can provide guidance and direction when es-
tablishing a content library and/or a social posting calendar
for an artist without one established. This study explores
the social channels for the top fifty artists as determined by
Billboard in 2018. The content analysis breaks down the
mix of content that the official artist social channels share,
the frequency of these postings, as well as similarities and
differences in usage across platforms over the course of a
calendar month. This analysis can be utilized as a guide
when developing a strategy for artists looking to establish
their own voice on social media.
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Social media is a part of our lives and is often seen as an
essential element for brands, celebrities, and musicians. The
effective use of social media allows for a direct-to-fan chan-
nel and opportunity to connect with followers for personal
and promotional purposes. The use of social media can en-
hance what artists do offline though not all artists effective-
ly use the biggest of platforms. Today we see millions of
users on social media on platforms globally. As an artist, or
representative of an artist, the use or non-use of each plat-
form should be carefully considered. Understanding how
frequently an artist should create content for social media to
maintain a position of visibility is important.

Social media has been studied for years in the context of
communication. Researchers have looked at the uses and
gratifications model (Whiting and Williams 2013) from the
social media user perspective and other studies have fo-
cused on individual artists and social media use leading up
to releases (Morris 2014). Further research by Ronen Shay
and Morgan Van Der Horst (2019) studied the use of social
media use by brands.

This exploratory study is connected to the artist market-
ing, fan connection, and brand building in determining a
social posting calendar to deliver targeted messages to fans
via controlled social channels. How often should artists post
content to their social channels? Does a schedule hold true
across all platforms or should posting schedules be differ-
ent across different outlets? To answer these questions, we
must first look at what artists are posting now. In determin-
ing this, the artists deemed to be at the top of the business
ought to be the first artists studied. We could quantify the
top artists in a number of ways including by streams, album
sales, an artist’s concert gross, number of tickets sold, or
any number of other measures. Though there will likely be
some similarity across these measures, this study uses the
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artists that Billboard presented as the top artists from 2018
as measured by radio airplay, sales data, and streaming data
(Billboard 2019).

Social media is seen as an essential element in virtual-
ly every current artist promotional strategy and this study
focused on the frequency of posts across four major social
platforms. The research centered on developing a content
calendar for major artists by examining what the Top 50
artists post via their official channels. A consistent message
via these channels will keep artists, their work, and celebri-
ty status in front of an audience. The frequency of posts was
evaluated over the course of one calendar month, February
2019. This month of twenty-eight days allows for four equal
weeks of content to be posted. The Grammy Awards also
occur in February so we might anticipate a spike in social
activity surrounding this event among the biggest artists in
the music business.

The study looked at the top fifty artists of 2018 as de-
termined by Billboard. The selection of the Top 50 was to
allow for a potentially larger variety of social media posting
strategies among the top artists. Artists studied are indicated
by Billboard chart position in Table 1. The top artists are
largely male with only twelve female artists represented.
There were also only five duos or groups represented.

The data from each artist-owned or official social plat-
form were manually coded, and though this study primarily
looks at frequency, additional elements from each post were
captured for future analysis. Every tweet, Facebook post,
Instagram picture or video, and YouTube video for all fif-
ty artists was analyzed and coded. There were 4,503 total
pieces of social media content that satisfied the criteria to be
studied. This data set by platform for the month of February
2019 was composed of 2,857 tweets, 800 Instagram posts,
749 Facebook posts, and 97 YouTube videos.

The posts that were studied were designed to be the per-
manent posts for the artist and not content that expires after
a limited time. Instagram or Facebook stories expire after
a day and live streams may not be archived. As such, only
items posted to pages that were intended to last more than
24 hours were studied.

YouTube

In the month of February 2019 there were 97 videos up-
loaded to the official artist accounts. Counted in these 97
are audio streams and/or lyric videos presented on the art-
ist channels. The average number of uploads to YouTube
across the sample was 1.97 videos per month or about one
video every two weeks. If we drill down slightly deep-
er we see that 20 of the 50 artists, or 40%, did not post
anything to their official artist accounts within the month.
There were 14 accounts (28%) that only posted one time,
while 7 accounts (14%) posted twice per month. This latter
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Table 1. Top 50 Artists of 2018 as Ranked by Billboard.

1. Drake 26. Nicki Minaj
2. Post Malone 27. Demi Lovato
3. Ed Sheeran 28. 6ix9ine

4. Taylor Swift

29. Chris Stapleton

5.Cardi B

30. Shawn Mendes

6. XXXTentacion

31. Florida Georgia Line

7. Imagine Dragons 32. Lil Baby
8.BTS 33. Ella Mai
9 .Bruno Mars 34. Bebe Rexha
10. Camila Cabello 35. G-Eazy

11. Migos 36. Luke Bryan

12. Travis Scott 37. YoungBoy Never Broke Again
13. Eminem 38. Kenny Chesney
14. Ariana Grande 39. Bazzi

15. Kendrick Lamar 40. Thomas Rhett
16. Maroon 5 41.NF

17. Juice WRLD 42. Beyoncé

18. Khalid 43. Lil Wayne

19. Dua Lipa 44. Lil Pump

20. Halsey 45. Kane Brown
21. PInk 46. Jason Aldean
22.J. Cole 47. Kanye West

23. The Weeknd

48. Luke Combs

24, Justin Timberlake

49. Logic

25. Sam Smith

50. 21 Savage

figure represents the average for the sample. Four accounts
(8%) posted to YouTube 3 times for the month and there
were 5 accounts (10%) that posted at least 4 times within
the month. The heavy YouTube users for this sample includ-
ed BTS (9 videos) sharing some behind the scenes footage,
Ariana Grande (14 videos), and Lil Pump (12 videos) with
several audio tracks, and Florida Georgia Line (18 videos)
presented a series of videos where they took the viewers be-
hind the song. Maroon 5 posted four videos for the month,
3 of which centered on the road to their Super Bowl perfor-
mance.

Facebook

The Facebook activity of the top fifty artists was much
higher than that of YouTube. In total, artists and their teams
posted 749 times. Some of the posts did include multiple
images per post and for the purposes of the study this was
counted as one piece of content, thus one post. Of the art-
ists, there were 7 (or 14%) that did not post for the month.
Nearly half (20 artists, 40%) posted 4 or fewer times for
the month which is an average of one post per week or less.
There were heavy Facebook users in the group with Lil
Wayne posting 76 times for the month, often posting about
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other artists. Nikki Minaj and Dua Lipa were also heavy
Facebook users with over 50 posts per month. Across the
sample the artists posted 14.98 times per month or approxi-
mately one post every other day.

Instagram

On Instagram artists posted slightly more than they did
on Facebook and collectively posted 800 times across the
month. Posts were individual photos, individual videos, or
multiple images and videos in one update. The range of posts
per day for the entire group was as low as 10 on February 2
and was highest on February 11 when 49 posts took place
for the group the day after the Grammy Awards. Overall the
artists averaged about 4 posts per week or one post every
other day. The group of artists could be further segmented
into light users, medium, and heavy users of the platform.
There were 15 artists (30%) that posted fewer than once per
week. Over half of the artists (54%) posted between once
per week and once per day (4 to 28 posts per month) and
16% of the artists posted an average of more than once per
day on Instagram.

Twitter

Twitter is intended to be a platform for shorter messag-
es and exchanges. As such, the use of Twitter based on the
number of posts per artist was significantly higher than oth-
er platforms. In total the top fifty artists of 2018 tweeted
2,857 times for the month. This is an average of 2.04 tweets
per day per artist. Not all artists actively used Twitter and
slightly more than one-third (34%) of the artists posted few-
er than 10 tweets for the month. Almost half of the artists
(48%) were moderate Twitter users sending 10 to 100 tweets
per month and nine artists (18%) sent more than 101 tweets
per month. One artist account sent 537 tweets for the month.

Conclusion

In analyzing the heavy social media users studied here,
the female pop artists were the heaviest users of social me-
dia. Despite the fact that only 12 female artists were repre-
sented in the top 50 artists, they represented 8 of the top 10
artists as ranked by tweet volume and six of the top seven
artists by number of Instagram posts. Female artists had a
very dominant position with a high volume of content being
created and distributed across their social channels.

This exploratory study was designed to provide some
context when creating a social media content calendar. If
we were to take the top fifty artists and focus on their social
media use across the four major platforms we would see
content calendars that call for posting to YouTube once ev-
ery two weeks. We’d expect Facebook and Instagram posts
to occur about every other day and we’d see an average of
two tweets per day.
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Future Research

This study is only a starting point for future research in
social media. This study did not delve into every single op-
portunity these social platforms present to artists. As men-
tioned, this study focused on posts intended to be perma-
nent and did not study stories and live streams. Artists do
use these streams and stories that expire so future research
should include their use and would likely need to be com-
pleted in real time as opposed to a historical exploration of
content. Artist use of Snapchat would also provide an addi-
tional platform to examine. Additional research across in-
ternational social platforms will also provide more breadth
to the locations where artists distribute their social content.
As more artists from outside of North America become im-
pactful artists on the Billboard charts, additional social plat-
forms should be studied, especially those from Asia.

The top artists in music do not need to rely on social me-
dia as much as developing artists because of their visibility
headlining top tours and their mentions in press headlines.
This type of study for emerging artists would provide an
additional lens for artists that do not benefit from an already
established fan base. This study did not evaluate the effec-
tiveness of each post, only the frequency by which artists
are posting. This engagement is an important aspect to add
to future work because more content does not imply the
content is better at reaching fans.
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