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1. Introduction 

This report contains a comprehensive marketing plan for the debut album and solo 

headline tour for Mike Williams. The report begins by explaining the principles of 

marketing and analyses the alternative models that can be used within the 

entertainment industry. Furthermore, the report then explains how marketing teams can 

use the analytics data provided from online platforms to create their marketing strategy. 

The campaign plan and timeline shows how the marketing principles can be used to 

break a semi-established recording artist into the mainstream media. 

 

2. Fundamental Marketing Principles and Strategies 

 

2.1. The Marketing Mix & Permissions vs Interruption Marketing 

 

Having a solid marketing framework to build from is essential for any marketing 

campaign. It’s crucial to set a solid foundation before one starts to market their product 

or service as doing so increases the chances of success and reduces the waste of time, 

resources and budget (Singh, 2018). There are a few different marketing frameworks 

that one can apply to market their product, this report and campaign will implement the 

use of the 7Ps Marketing Mix. 

 

The 7P Marketing Mix was created by Booms and Bitner (1981) and is an extension of 

the original 4P Marketing Mix created by McCarthy (1960). The 7Ps are as follows; 

● Product is the item or service you are providing. It must be fit for purpose, 

attempt to solve a problem, have a unique selling point and appeal to the target 

market.  

● Price includes the cost, profit level, competitor pricing, discounts and price 

flexibility. Price plays a large role in how people perceive the product. 

● Place: The product must be available where the target audience can easily find it. 



● Promotion is the process of creating awareness for the product or brand. It 

enables the possibility to relay brand values and create customer loyalty. 

● People: The people employed at the company are vital to the success of the 

product as they may be brand ambassadors. 

● Process is the experience that customers go through when purchasing the 

product. This involves customer service, delivery time, website user experience 

and after-sales service.  

● Physical Evidence should reinforce the values with the product itself. This 

includes packaging, receipts and information, marketing mail and the purchasing 

environment. 

 

Whilst the 7P Marketing Mix is a very effective model for focussing on the consumer, it 

can sometimes be seen as a difficult model to use for entertainment marketing as it 

incorporates a lot of traditional marketing fundamentals. The main differences between 

traditional marketing and entertainment/content marketing is that content marketing 

takes a permissive approach. This involves making content that people enjoy to 

view/listen to, making it being perceived as valuable which gets people devoted to it. 

From there, it is possible to drive people to make a purchase (Hsu, 2020). When 

planning an entertainment marketing campaign, it may be advantageous to review the 

4C marketing model which was created by Lieberman and Esgate (2002). The 4Cs are 

Content, Conduit, Consumption and Convergence.  

 

As mentioned in the paragraph above, content marketing takes a permissive approach. 

Permission based marketing is where you have the permission or privilege to distribute 

anticipated, personalised and relevant advertisements to customers. This is the 

complete opposite to Interruption Marketing, which purposely interrupts a viewer’s 

attention to get anyone and everyone to notice your product (Hawkins, 2014). One 

benefit of interruption marketing, however, is it gives you quick results when you want to 

increase your sales quantity. However, interruption marketing has the tendency to 



cause annoyance and doesn’t allow you to reach a specific target audience efficiently, 

which would be a serious problem for music campaigns as music marketing is all about 

the specific target audience. 

 

Ultimately, all marketing fundamentals focus on one goal; to drive profitable customer 

action. This is done by placing the product in the marketplace, making people aware of 

the brand and driving them to purchase. 

 

2.2 The Use of Analytics Platforms and Data in Music Marketing 

 

Even though music may not always be a physical object in today’s industry, it’s 

important to remember it is still a product. Just like any product, it is essential to know 

how and why consumers are buying it as well as their demographics and 

psychographics so you can use the information to your advantage to form a successful 

marketing strategy (Holton, 2019). For example, if the data shows that 80% of your 

listener base are young females in America who listen to your music mainly via 

streaming platforms, you are then able to tailor your branding and marketing to 

personally appeal to them, resulting in a far more successful return on investment. Most 

streaming platforms now have their own separate analytics platform where artists and 

labels can gain insight to their listener base, such as Spotify For Artists and Apple Music 

For Artists (Apple Music For Artists 2020; Spotify For Artists 2020). 

 

A second use of data within music marketing can come from analysing chart data 

(Holton, 2019). In the initial stages of drafting what the music should sound like (the 

product), the marketing team may wish to analyse which styles and sounds of music are 

performing well in the charts and then discuss with the A&R team and artist to create 

music in a similar style. Doing this may increase the success of the marketing campaign 

as the product is relevant within the current industry setting. However, this may not 

always be a good strategy as one of the main fundamentals of marketing is to be the 



first to do something different. This is especially true in music as it can help to make an 

artist stand out from the crowd, so an artist may find more success in actually doing 

something different from the sound of the charts (Dahud, 2016). 

 

3. Marketing Strategy 

 

3.1 Artist Introduction and SWOT Analysis 

 

Young DJ & Producer, Mike Williams, is set release his highly sought after debut album 

Finding The Moment in March 2021. After having released 28 singles since 2015, 

totalling over 400 million streams on Spotify alone, his team have now made the 

executive decision that it is time for Mike to release his debut album and headline 

European and UK tour. Mike is very active across social media and has a combined 

following across all platforms of over 700,000 followers.  

 

A SWOT analysis is a traditional marketing tool that focuses on identifying strengths, 

weaknesses, opportunities and threats. Roberts (2013) states that a SWOT analysis is 

the best way to get an understanding of an artist’s current position in a market and what 

the next steps should be. It also helps determine the marketing plan and timeline for the 

next few months.  

 

Strengths 

● Good aesthetic value/highly marketable 
● Successful past releases 
● Fans have asked for an album 
● Catalog receives good editorial playlist support 
● Established european fanbase 

 
Weaknesses 

● Music genre is quite niche 
● Artist is still “underground” and not mainstream 

 



Opportunities 

● High in-demand for bookings 
● One of “hottest” upcoming EDM acts 
● European charts are heavily dominated by dance music 

 

Threats 

● Competition 
● Fans want “cool” but charts want “commercial” 
● Balancing heavy touring schedule with making the album 

 

The SWOT analysis presents more positives than negatives for releasing and promoting 

a dance music album in the current market place, which is especially helped by Mike 

Williams’ branding and overall appeal to the target audience. However, Mike is still a 

relatively unestablished artist outside of house music and it will still be a challenge to 

break him into the mainstream.  

 

3.2 Market Analysis 

 

Market analysis is the process of collecting data to decide whether the product will be 

needed or wanted by the customer. It’s important to conduct market analysis to gain 

insights on changes in the economy, competitors, market trends, demographics and 

traits of the customer (Businesswire, 2018). 



 

Figure 1: Global Recorded Music Industry Revenues 2001-2018 (IFPI, 2019) 

 

At the time of writing this report, figures had not yet been released for 2019. The market 

research for global revenues within recorded music for 2018 shows a global revenue 

growth of +9.7% which marks growth for the 4th consecutive year. Streaming revenue 

increased by 36% to make up 46% of the global total revenue. Paid streaming 

increased by 32% with physical sales down by -10.2% and digital downloads down by 

-21.2% (IFPI, 2019). 

 

Dance music fell in 2018 in the USA and UK, however, it saw growth in Germany by 

0.7% and is still the third most popular genre around the world with a 32% share of the 

market (IMS, 2019). 

 

It is also worth reviewing the IFPI Music Listening Report as this can give valuable 

insight on how music is being consumed in different territories, enabling one to tailor 

their marketing strategy to each country. As found by IFPI (2019), the average time 

spent listening to radio per person each week was highest in European countries. The 



Netherlands rated highest at 10.5hrs, Poland at 9hrs and Germany at 8.3hrs. The 

average worldwide was 5.4hrs. 

 

The results of the market research show a change in how people are consuming music 

which should positively affect the album campaign as Mike’s catalog is already digital 

and he has a large presence on streaming platforms. However, Mike’s competition will 

also benefit from the change in the market so unfortunately this will not make much 

difference to the campaign. However, as radio listening times are much higher in central 

Europe, we will focus heavily on radio plugging especially in Germany. The idea is to 

get the track to chart on the Germany Airplay Charts, which should then influence the 

surrounding countries. In a primary research interview with Allan Eshuijs, who’s song 

“Crazy” by Lost Frequencies reach number 1 on the German Airplay Charts in 2018, 

stated that “Once you have Germany, you get the smaller countries such as Belgium, 

Switzerland, Austria and the Netherlands” (Cloud9 Music 2018; Eshuijs 2020). 

 

3.3 Target Market and Audience Profile 

 

The artist’s team members would usually be able to view statistics and analytics of the 

artist’s audience profile from social media and distribution insights, Soundchart and 

Chartmetric. However, as this data is exclusive to Mike Williams’ team, for this report 

some of the data was sourced from the Nielsen EDM listener demographic report which 

will have similar results (Nielsen, 2014).  



Figure 2: Mike Williams’ audience profile  

 

The data shows that the majority of Mike Williams’ target audience are New Millennials 

and the older ages of Generation Z. A major characteristic of this audience is they value 

experience over possession, one reason for this is because they want to share their 

experiences across social media (Bacon, 2015). This should benefit the campaign as it 

gives the team the opportunity to incorporate an experience into marketing the album, 

which should then lead them to make purchases or stream the product. If the audience 

shares the experience across social media, this should then increase the organic reach 

of the album which will result in more people getting involved. However, the team will 

need to be conscious of the fact that the experience alone is not guaranteed to convert 

into sales. Therefore, discounts and bundles will be offered in order to incentivise the 

audience to spend more on possession.  

 



It can also be beneficial to understand who is not your target audience, as this ensures 

you will only be marketing the product to the correct audience. The obvious audience 

that the team needs to avoid are older generations and fans of different genres. 

However, more specifically, it is vital that the campaign avoids similar demographics 

who like underground/cool music and artists, as marketing to an audience that likes 

mainstream and commercial dance/pop music will be more welcoming of Mike Williams 

and interact more with his music and social media. From a sales perspective, this is 

also the audience that will be most monetizable.  

 

3.4 Competition 

 

Figure 3: Mike Williams associated competition (Spotify, 2020) 

 

Figure 3 shows the artists who are most commonly associated with Mike Williams on 

Spotify and are often on the same live show lineup as Mike, these will be seen as the 

competition. In addition to this, research should also be conducted to find any other 

artists that sound similar, look similar or convey a similar ethos. From here it is possible 

to run a competitor analysis and make sure that Mike Williams’ branding and marketing 

is different and stands out from them. However, figure 3 only shows Mike’s direct 



competition from artists who are at a similar level to him. If the team is going to attempt 

to break Mike Williams into the mainstream, there will also need to be an analysis of the 

mainstream dance artists.  

 

3.5 Artist Positioning 

 

Mike Williams’ position and narrative is of a fun and young guy, who’s life-long dream of 

becoming a DJ and Producer came true. There is an element of relatively “clean” 

cheek/humour to his personality, giving the impression of being the “bad” kid in school, 

but everyone knows he’s really a good guy. The most important aspect of his 

positioning is that this is an authentic reflection of Mike’s personality. Mike’s brand is 

already perceived as being “cool” by most, so this album will attempt to bring Mike into a 

more mainstream light. It’s good to start cool and move mainstream as often people 

don’t want to associate with something that is mainstream and it is much harder to 

move the other way around. When planning how to position an artist, the 8 S’s should 

be considered; Singing, Songs, Style, Star Quality, Story, Statistics, Squad and Spend 

(Ferrone, 2020). 

 

4. Marketing Plan and Timeline 

The main goal of the campaign is to do something unique in order to market the album 

and position Mike Williams in front of a much larger audience than he has already. By 

doing so, the end goal is to gain global attention to Mike and break him into the 

mainstream media. 

 

The campaign will be split into 4 different phases, the general schedule of each phase 

can be seen in figure 4. 



Figure 4: Campaign timeline schedule 

 

Phase 1: 

 

Social Media 

Creating anticipation is often an important part of marketing as it builds excitement 

around the release of a product, an example of this would be how technology 

companies tease their new products before formally announcing them at an event 

(Stratabeat, 2018). Therefore, the main objective of the social media content is to build 

hype and tease around the release, but also to reach fans on a personal level. The 

team will make sure that trackable links are used when posting on social media so that 

it is possible to gain insights of those who click the link. 

 



JC Social Media (2013) stated there are 3 main types of social media posts, categorised 

as ‘Interaction’, ‘Value Adding’ and ‘Self-promotion’. For Mike’s content strategy, the 

categories will be used in the following way: 

 

● Interaction:​ Personal content to connect with fans ​(On tour, in the studio, at  

home/daily life, live streams and Q&As, selfies) 

● Value Adding:​ Higher quality content, more interesting & eye catching 

(Professional photos, “documentary” style videos) 

● Self-promotion:​ Announcements related to music and tour ​(Album 

announcement, tour flyers, media/interviews, “thanks” posts to earned media 

outlets) 

Figure 5: Cook’s Social Media Content Matrix (JC Social Media, 2013). 

 

 

As social media posts have a global reach, uploads will be scheduled for the best times 

in each time-zone in order to have a successful interaction rate. The research of Arens 

(2020) shows the best times to upload to each platform are as follows: 

 

- Facebook: Weekdays 5pm CST (no posts on weekends) 

- Instagram: Weekdays 9am CST (no posts on weekends) 



- Twitter: Weekdays 9am & 8pm CST 

- YouTube: Sunday 6pm CST 

 

Throughout the campaign certain social media posts will act as impact points. The idea 

of an impact point is to bring attention back to the campaign, once it starts to drop off. 

This then enables the album campaign to be pushed through in stages, essentially 

increasing its lifespan. 

 

Impact Points: 

1. Announcement & release of 1st single & video 
2. Announcement & release of 2nd single & video 
3. Announcement & release of 3rd single & video 
4. Album announcement & hashtag/gifs 
5. Finding The Moment map announcement & competition 
6. Album release party 
7. Album release 
8. Tour dates announced (bio changes) 
9. Remixes & merch released 
10.Tour footage 
11.BTS documentary of album creation 

 
Phase 2: 
 
Distribution and DSP Promotion 
 

Absolute Label Services will be overseeing the physical distribution for the album. An 

initial 2,500 physical deluxe albums will be made and will be sold exclusively on the 

Mike Williams webstore and at shows. If the singles and album reach high chart 

positions, further physical albums will be made and serviced to record shops in the 

country where the album has charted. 

 

The Orchard will distribute the album to all global digital stores. The Mike Williams label 

team has in-house relationships with curators at all DSPs, especially Austin Kramer at 

Spotify. When pitching the album to the editorial teams, the pitch will include the 



Release Date, URI, UPC and a private streaming link to the song to make it easier and 

hassle free for the curator to listen. The pitch will also mention career highlights from 

Mike Williams, any past support that Spotify has given him and a description of the 

sound of the new album. Alongside the initial pitch, the team will also offer Spotify 

exclusive content such as an acoustic album as well as invitations to the album release 

party and other future events. The idea behind this is to make the curator feel like they 

are valued and are a part of Mike’s journey, hopefully resulting in more support from 

them in the future.  

 

The songs will also be submitted via the Spotify For Artists portal well in advance of the 

release date to allow time for them to be ingested into the Mike Williams Release Radar 

and Discover Weekly algorithmic playlists. Originally, the team were going to pitch to 

independent playlist curators but decided against it due to already having good 

relationships with the editorial teams and Mike’s already successful position on 

streaming platforms 

 

Phase 3: 

 

Social Influeners 

Influencers and tastemakers are early adopters of certain trends and have a substantial 

following of people. They play a large role in today's music industry and without them 

songs may have a limited reach (Grin, 2019). Influencers with at least 50,000 followers 

on Instagram or TikTok, who have a similar audience profile will be targeted. The larger 

influencers will be offered exclusivity of the tracks first and the Fear Of Missing Out 

tactic will be used to incentivise them to want to support Mike. 

 

Radio 

A radio plugger will be hired who has great relationships with large national and 

international radio stations. The plugger is also running a campaign for a bigger artist on 



the label at the same time and so will try to leverage the bigger the artist with Mike 

Williams. As mentioned previously, the majority of the radio promotion will be allocated 

to German radio stations as the German Airplay Charts can have cross-border 

influence. The main targeted stations include Radio 538, Slam FM, Q Music, Capital 

FM, BBC Radio 1, Sunshine Live, DASDING, and SWR3 Radio.  

 

Print Media 

Only a small amount of time and money will be allocated to print media as most of the 

target audience do not read magazines and instead use social media (Twenge, cited in 

Sliwa, 2018). As a large proportion of Mike’s fanbase are Dutch, only Netherlands 

based print media companies will be targeted as international placements are unlikely, 

other than music specific companies. The targeted magazines will have a teen/young 

significant influence such as CosmoGirl and GirlZ. The music specific magazines will be  

DJ Mag, Billboard, MixMag and Future Music. 

 

TV 

The level of TV appearances will be reflective of how successful the songs perform in 

the charts. Initially, only Netherlands TV show appearances can be expected as this is 

where Mike is popular. Mike will be pitched to RTL Late Night,  De Wereld Draait Door 

and Jensen! 

 

Album Announcement and Finding The Moment Experience 

Mike will announce the album 1 month prior to release day via Instagram Live. The 

Finding The Moment competition will be revealed 2 weeks before in order to build even 

more hype. For the FTM competition, a license will be bought for Google Streetview 

Maps which will be integrated onto Mike’s website, Mike will be placed in an unknown 

location on the map, which will be outside the album party venue. Fans must locate 

Mike on the map and submit his coordinates on his website. 300 correct entrants will 

win tickets to Mike’s album release party. 



Figure 6: FTM Street Maps Concept 

 

Phase 4: 

 

The Album will be released worldwide and the release party will take place. After two 

weeks, the second wave of influencer pitching will begin and results from the single 

campaigns will be evident. From here it is possible to plan where and how to promote 

the album next. Tour dates will be announced and ticket links will be added to Mike’s 

social media, making it easier for people to navigate to the ticket site which should 

result in more sales conversions. Mike will do a joint show with another headline act in 

cities where he is not as popular. Not only will this create a better experience for 

attendees, it also allows Mike to gain new fans from the other act. Phase 1 of the tour 

will see 2 dates in Amsterdam and 1 date in Hamburg, Berlin, Frankfurt, Zurich, Vienna, 

Milan, Madrid, Paris, London, Newcastle and Glasgow. 

 

After 1 month, the remix package will be released consisting of 3 remixes per single, 

catering to each popular genre of EDM to help boost radio and club play. Most of the 



remixes will be from large artists in an attempt to get as much attention as possible. The 

tour will begin, afterwards the team will assess the success of the album/tour and 

decide if further promotion in other territories is necessary. A behind the scenes 

documentary will be released, documenting the album creation process in an attempt to 

bring one last impact point back to the album. Short clips will be posted to socials but 

the full versions will only be on YouTube to try and drive traffic to Mike’s account. 

 

Key Personnel 

The team involved with any marketing campaign are crucial to its success. The moral of 

the team is to have good communication and to under-promise and over-deliver. The 

full team roles are listed below. 

 

5. Budget 

The total marketing budget for the album and tour is £200,000. A large budget for radio 

and online promotion is needed as these are the places where most people will discover 

the tracks and should then convert into streams, which will be the largest source of 

revenue. Whilst spending almost 25% of the budget on licensing Google Maps may 

seem foolish, it is necessary as marketing an album this way has never been done 

before, so it should gain the attention of multiple press outlets around the world. The 

revenue from Sync Licensing cannot be put into units/price per unit as licenses are 

calculated on an individual basis (Google Maps Platform, 2020). 



Figure 7: Marketing Budget 

 

6. Marketing Assets  

Accompanying this report are some of the essential assets needed for a marketing 

campaign (Appendix A, B, C, D, E and F). Appendix F shows a template for a 

mid-campaign marketing report obtained from the RCA Records marketing department. 

This template is filled out once the initial results have come back from the campaign and 



sent out as a press release when pitching for further promotion. The PR of a campaign 

can only be as good as the narrative of the artist, therefore all of the assets were 

directed to be unique and interesting as these are what are seen first, before anybody 

listens to the music (Ferrone, 2020).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



7. Appendices  

 Appendix A: Press Photo Style 1 (Mike Williams, 2020) 

Appendix B: Press Photo Style B (Mike Williams, 2020) 



Appendix C: Finding The Moment concept album artwork 

 

Appendix D: Logo (Mike Williams, 2020)  



Appendix E: Example EPK created with Mike Williams biography (Mike Williams, 2020)  



  



Appendix F: Mid-campaign marketing report template (RCA Records, 2020) 



8. References 

 

Apple Music For Artists, 2020. ​Apple Music For Artists​. [online] Artists.apple.com. 

Available at: <https://artists.apple.com/> [Accessed 11 April 2020]. 

 

Arens, E., 2020. ​The Best Times To Post On Social Media In 2020​. [online] Sprout 

Social. Available at: 

<https://sproutsocial.com/insights/best-times-to-post-on-social-media/> [Accessed 5 

April 2020]. 

 

Bacon, J., 2015. ​Millennials Look For Experiences Over Possessions – Marketing 

Week​. [online] Marketing Week. Available at: 

<https://www.marketingweek.com/millennials-look-for-experiences-over-possessions/> 

[Accessed 4 April 2020]. 

Booms, B. and Bitner, M. (1981). ​​Marketing Strategies and Organization Structures For 

Service Firms,​​ in Donnelly, J., H., and George, W., R., (eds). Marketing of Services. 

Chicago: American Marketing Association.  

Businesswire, 2018. ​Importance Of Market Analysis In Improving Business Growth - 

Infiniti Research​. [online] Businesswire.com. Available at: 

<https://www.businesswire.com/news/home/20180801005423/en/Importance-Market-A

nalysis-Improving-Business-Growth--> [Accessed 12 April 2020]. 

Cloud9 Music, 2018. ​Lost Frequencies Hits #1 German Airplay Charts - Cloud 9 Music​. 

[online] Cloud 9 Music. Available at: 

<http://www.cloud9music.nl/news/2018/lost-frequencies-hits-1-german-airplay-charts/> 

[Accessed 12 April 2020]. 

Dahud, H., 2016. ​Stand Out From The Crowd: How To Build A Unique Artist Identity - 

DJ Techtools​. [online] DJ TechTools. Available at: 



<https://djtechtools.com/2016/05/23/finding-unique-artist-identity/> [Accessed 11 April 

2020]. 

Eshuijs, A., 2020. ​How German Airplay Can Have Cross-Border Influence​. 

Facebook.com. 2020. ​Mike Williams​. [online] Available at: 

<https://www.facebook.com/mikewilliamsofficial/?__tn__=%2Cd%2CP-R&eid=ARD2qW

rMAsVlP91Vqqj56gV99bWDjsHe1uGccrygPaFFSNTDTzdU1bzal7aoORgYkAr8ak2M-J

sE7U3n> [Accessed 14 April 2020]. 

Ferrone, T., 2020. Branding, Target Audience And Using The Former To Deliver The 

Latter. 

Ferrone, T., 2020. The Marketing Plan. 

Google Maps Platform, 2020. ​Google Maps Pricing​. [online] Geo.me. Available at: 

<https://www.geo.me/google-maps-licence/?gclid=Cj0KCQjwm9D0BRCMARIsAIfvfIYzE

kq6ThCmtYbLdmSe-4NA5wT_MQfnvsI1IAI2_HMdhY-niR2NSJsaAhOAEALw_wcB> 

[Accessed 13 April 2020]. 

Grin, 2019. ​Everything You Need To Know About Influencer Marketing In The Music 

Industry - GRIN - Influencer Marketing Software.​ [online] GRIN - Influencer Marketing 

Software. Available at: 

<https://grin.co/blog/everything-you-need-to-know-about-influencer-marketing-in-the-mu

sic-industry/> [Accessed 13 April 2020]. 

Hawkins, E., 2014. ​Interruption Marketing Vs Permission Marketing: A Deeper Look Into 

Both Marketing Types | Call Tracking And Analytics​. [online] CallRail. Available at: 

<https://www.callrail.com/blog/interruption-marketing-permission-marketing/> [Accessed 

11 April 2020]. 

Holton, B., 2019. ​6 Analytics Tools: How To Change Future Of Music Marketing - 

Hypebot​. [online] Hypebot. Available at: 



<https://www.hypebot.com/hypebot/2019/03/6-analytics-tools-how-to-change-future-of-

music-marketing.html> [Accessed 11 April 2020]. 

Hsu, J., 2020. ​Content Marketing Vs. Traditional Advertising: What's The Difference? - 

Content Marketing Agency | Content Marketing Services By Copypress​. [online] Content 

Marketing Agency | Content Marketing Services by CopyPress. Available at: 

<https://www.copypress.com/blog/content-marketing-vs-traditional-advertising/> 

[Accessed 11 April 2020]. 

IFPI, 2019. ​IFPI Global Music Report 2019​. [online] IFPI. Available at: 

<https://www.ifpi.org/news/IFPI-GLOBAL-MUSIC-REPORT-2019> [Accessed 4 April 

2020]. 

 

IFPI, 2019. ​Music Listening 2019​. [online] IFPI. Available at: 

<https://www.ifpi.org/downloads/Music-Listening-2019.pdf> [Accessed 4 April 2020]. 

 

IMS, 2019. ​IMS Business Report 2019​. [online] Internationalmusicsummit.com. 

Available at: 

<https://www.internationalmusicsummit.com/wp-content/uploads/2019/05/IMS-Business

-Report-2019-vFinal.pdf> [Accessed 4 April 2020]. 

 

JC Social Media, 2013. ​Social Media Content | JC Social Media - Social Media Agency​. 

[online] Jcsocialmedia.com. Available at: 

<https://www.jcsocialmedia.com/social-media-content-matrix/> [Accessed 5 April 2020]. 

 

Kanner, Q., 2019. ​Paid Media Vs. Earned Media Vs. Shared Media Vs. Owned Media​. 

[online] Newbreedmarketing.com. Available at: 

<https://www.newbreedmarketing.com/blog/paid-media-vs.-earned-media-vs.-shared-m

edia-vs.-owned-media> [Accessed 5 April 2020]. 



Lieberman, A. and Esgate, P. (2002). ​​The Entertainment Marketing Revolution: Bringing 

the Moguls, the Media, and the Magic to the World. Google Books​​ [Online] Available: 

https://books.google.co.uk/books?id=0ROXOZCJa1kC&dq=entertainment+marketing&lr

=&s ource=gbs_navlinks_s. Last accessed 11th April 2020 

McCarthy, J (1960). ​​Basic Marketing: A Managerial Approach​​. New York: R.D. Irwin. p. 

4.  

 

Music-Map, 2020. ​Music Like Mike Williams - Similar Bands And Artists​. [online] 

Music-map.com. Available at: <https://www.music-map.com/mike+williams> [Accessed 

4 April 2020]. 

 

Nielsen, 2014. ​Who Is The Electronic Music Listener​. [online] Nielsen. Available at: 

<https://www.nielsen.com/us/en/insights/article/2014/who-is-the-electronic-music-listene

r/> [Accessed 4 April 2020]. 

RCA Records, 2020. ​RCA Records Marketing Report Template​. London, UK. 

Roberts, D., 2013. ​Make Better Marketing Plans With A SWOT Analysis - MTT - Music 

Think Tank​. [online] Musicthinktank.com. Available at: 

<http://www.musicthinktank.com/blog/make-better-marketing-plans-with-a-swot-analysis

.html> [Accessed 12 April 2020]. 

Singh, R., 2018. ​What Are The 7Ps Of Marketing​. [online] Medium. Available at: 

<https://medium.com/the-startup-growth/what-are-the-7ps-of-marketing-ad2572f7eb16> 

[Accessed 11 April 2020].  

 

Sliwa, J., 2018. ​Teens Today Spend More Time On Digital Media, Less Time Reading​. 

[online] https://www.apa.org. Available at: 



<https://www.apa.org/news/press/releases/2018/08/teenagers-read-book> [Accessed 5 

April 2020]. 

 

Spotify, 2020. ​Mike Williams​. [online] Spotify. Available at: 

<https://open.spotify.com/artist/3IpvVrP3VLhruTmnququq7?si=-W9HamlmSWqOQc-fdL

rnVA> [Accessed 4 April 2020]. 

Spotify For Artists, 2020. ​Spotify For Artists​. [online] Artists.spotify.com. Available at: 

<https://artists.spotify.com/> [Accessed 11 April 2020]. 

Stratabeat, 2018. Strengthen Your Marketing Through The Art Of Anticipation | 

Stratatbeat. [online] Stratabeat. Available at: 

<https://stratabeat.com/strengthen-your-marketing-through-anticipation/> [Accessed 13 

April 2020]. 


