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1. Market Research
The business concept is based around me becoming a session musician that also offers composition and arrangement services, so therefore I will generally be operating within the live music industry. The size of the market is quite large and filled with many competitors, but also many customers. There are a number of functions available, including birthdays, weddings and parties, as well as corporate events, studio work and local gigs; there are many scenarios in which a session musician can thrive.

The market of a session musician carries a unique trait in that the prices set are dictated by one and other as opposed to a specific set of industry guidelines. As all session musicians will provide competitive prices, it is important to be realistic and remember to set hourly or fixed rates relating to your own experience, but also without undercutting or towering over others’ rates. The value of the market can fluctuate depending on the amount of work available as well as the number of active session musicians at the time. An approximate salary of a full-time session musician in the UK can range from £17K-£21K a year, with the expected cost of learning a set, instrument maintenance, travelling and performing to come to a sum of roughly £150 per gig. As a whole the music industry contributes £4.5 billion to the UK economy. Registering with the Musician’s Union could also help with understanding the legal and financial side to the market.
Networking is an essential part of being a session musician, as having contact with various agents, artists, venues and other musicians in general will allow word on the quality of your service to be spread around, as well as the option of asking these contacts for any gigs they have available or to pass on a recommendation of you. As well as this, being up to date with technology will allow for ease of communication through the internet and social media, as well as being able to operate and navigate DAWs such as Logic for both studio and composition work.

Customer Research
The customer base will be UK wide, with willingness to travel for work being a necessity. The customers within my target market would range from bands or artists in need of accompaniment on guitar or bass for an event/function, anyone holding a function that would like a solo guitar player as well as anyone in need of a guitarist/bassist for studio work. I can also extend this target market by offering both composition and arranging services, including the creation of backing tracks for others.

1.1 - Consumer Group 1:

· The first group of consumers that would be available to me would be those in need of a live performer as part of a band/ensemble. If a band was scheduled to play an event and needed a guitar or bass player, then I would be able to fill that position no matter what the style, also at short notice as I am able to pick things up fairly quickly.

1.2 - Consumer Group 2:

· The second group of consumers would consist of those who require a guitar or bass player for studio work. Any band or artist that require a guitar player or bassist for a studio recording would be a possible consumer group, as I would be able to play in any style that would be required.

1.3 - Consumer Group 3:

· The third group of consumers would be people planning a function who would come directly to me either as a solo performer or to request my services as part of an ensemble. This could be either people organizing the event themselves, or through agencies such as MusicHQ who put bands together to cater for events and functions.

1.4 – Consumer Group 4:

· The final group of consumers would be those in need of an original composition or arrangement of a piece. This could vary from independent film makers, TV and radio stations, as well as other individuals working with media.


2. Product/Service Description

My services as a session musician will cover a wider range of situations than some competitors as I can provide both guitar and bass performances/studio recordings, as well as compositions and arrangements. My prices would be stated as hourly for studio work with discounted offers for multiple sessions, as well as fixed rates for live performances with bands at functions, but these could then be negotiable depending on the distance of the event form me. In terms of promotion I will also make use of my own website so I could be contacted directly, as well as using multiple social media platforms to both promote myself and create other points of contact that will be very easy to access. The services that are offered by this business cover the needs of live performance, studio work, last-minute cover, composition and arrangement, a very versatile set of scenarios that can be covered by one person. 
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The strengths of my business are what make up the core of being a session musician, as they are factors that can be built upon to create a better brand. These strengths would work in tandem with the opportunities that are available through this business. By being a confident and competent musician, the foundations are set for me to create and promote a session profile specifying my location in South Wales, filling the gap that currently exists in the market for that venture.

The weaknesses present with the business are all points that can be overcome through personal development as they are internal issues. As time with the business passes for example, the low social media presence and competitors having a better reputation are both obstacles that can be overcome by improving the way I interact with others through social media. By creating a business page and promoting it, as well as providing contact details and links to a website and making the experience feel very personal and relatable, it raises the social media profile and becomes familiar with any who see the sponsored posts. The present threats are also able to be dealt with, even if I am pushed out of my comfort zone at short notice, I am confident in my ability to learn and familiarise myself with new material in a short space of time, and to be able to play it to a high standard which would remove this threat should it occur.


3. Advertising & Promotion

One method of promoting a brand is to make use of native advertising. Native advertising is a method of marketing that efficiently plugs sponsored content and services into the daily lives of consumers, making it feel very natural and as if it belongs within a consumers general daily experience. This can be placed anywhere that is considered local, personal or refers to a specific place that many people are aware of in their daily lives. It makes the intended audience feel as though they are in need of the product as opposed to it simply filling a need that they have created.

Another form of advertising is to use social media marketing. Social media marketing is a form of advertising that specialises in creating and displaying text, images, video and promotions/offers and other content to build a broad online presence through social media branding. This includes making use of ads and pages on Facebook, Instagram, Twitter and YouTube. Facebook will be the primary location for a marketing campaign, as I will use a promotional video to demonstrate the ability of my playing and a short example of repertoire, and this can be boosted as a sponsored video to reach my intended target audience throughout the UK.

By networking with other musicians, agents, venue owners and consumers, I will build up a contact list that I will be able to keep in touch with to pass on information about other events taking place, as well as receiving information. I will then ask them to pass on a referral if they receive word about available work that would be suitable to me and my style. By doing the same in return and promoting others’ work as well as the events I was a part of, I will create a tight-knit network of reliable contacts to receive work from.

4. Competitor Strategy

Competitors in the market carry quite a broad description, as they can be any age from around 18 years old and up, as well as any gender. They can also be based anywhere else in the UK as long as they are willing to travel; a necessity for session musicians. They will also generally hold a similar market share as they will be setting their own rates and most of the time session musicians will charge approximately the same rates, adjusting them for certain areas, for example heightening the price in a city such as London. Most people would be likely to be self-employed, unless they are part of an agency such as MusicHQ, wherein they will have work found for them for a commission and they just worry about preparing for and performing at the event. 

Competitors will mostly be found online as well as in person, especially on sites such as Last-Minute Musicians, a site where you can create a session profile and consumers can search for you through that site as opposed to having to find you on their own. Though the most direct competitors would be found within the UK, for bigger events in cities such as London, there is always the chance that well-regarded bands from outside the UK could be hired to play those events as well.












4.1 Porter’s Five Forces Analysis
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There are always going to be a large number of competitors as a session musician, with countless other equally or more skilled and able musicians who could be after the same event or session that you are. There will always be a threat of new entry as well, with there being approximately 50000 active full-time musicians in the UK, as well as it being fairly inexpensive to begin setting your own brand up as a session musician. The biggest threats would most likely appear in the form of agencies or websites that host session profiles of a multitude of other session musicians as well. However, I could also add my own profile to one of these websites and simply link my own website as an extension to that profile, which would put me at less of an advantage considering a lot of the players registered with sites such as Last-Minute Musicians don’t have their own websites and often leave out a lot of information regarding booking them for events.

To combat this however, I would offer distinct versatility in the genres I can play and how quickly I can adapt to a new set, as many session musicians specify that they only play in one or two styles. As well as this an addition would be my willingness to travel to anywhere in the UK with a negotiable travel fee after a certain distance, with it being free up to that point. Also, in terms of studio sessions, I would offer a discount over multiple sessions. For example, if it was an album recording and it took a few days to track all guitar parts, I would offer a discount on my hourly rate for using my services throughout the whole process.


4.2  Pricing Strategy

The pricing of the services offered would be a fixed fee for live performances and composition or arrangement commissions, and an hourly rate for studio sessions. For live performances with a band, the general fee charged would amount to roughly £150.00, for the cost of learning a set, instrument maintenance, travel and the actual performance. However, this could eb altered when playing in areas with a higher standard of living cost such as London where the pay is likely to be much higher. But the fee would always be negotiated beforehand and would remain at that fixed price. The same principle would apply to composition commissions, with a fixed fee being negotiated prior to the work beginning, being dependent on the expected timeframe, style of composition, and what its intended purpose is.

In terms of studio sessions, the price would alter depending on the size of the band/artist that are requesting/looking for the service. For example, a fairly unknown local band in need of a session would be charged a lower hourly rate than an artist that is quite well-established and may have more funding towards the creation of their music. It is also important to remember to set rates as a session musician that both reflect the quality of your work and your experience in the industry, but also that you aren’t underselling yourself and don’t massively undercut other musicians who charge similar rates to each other.


Selling Methods
[bookmark: _GoBack]The actual sales from the business would take place either in person or online in the form of an invoice. The sale would come directly to me (unless through work with an agent), and I would make use of a PayPal card reader to accept payments, as PayPal is a secure and trusted form of payment for both parties. The payment can then be carried out upon completion of the event/session or at the start of a commission, with the option of an online invoice sent through PayPal online at an agreed upon later date if the payment for the event takes a few days to clear. With commissions for compositions/arrangements, there could also be the option of paying a certain amount at the start of the process, and the rest upon completion. All enquiries would also be made either online or through a phone call, with the option of meeting in person to discuss further details if deemed necessary.

5. Critical Tasks

	ACTIVITY
	TIMESCALE/DEADLINE

	ASSIGNED TO

	BUDGET


	Facebook advertising campaign – sponsored video.
	Last for two months from the start of the year.
	Designed by David Cooper Films, posted by me.
	£100.00 spread over two months.

	Website
	Live by end of first month.

	Designed by myself through GoDaddy.com
	£140.00, per year.

	Purchase PayPal card reader.


	By the start of the first month of business.
	Myself.
	£54.00

	Post collection of photos/live videos on website.


	By the time the website is launched – end of first month.
	Liam Dorey - Photographer and I.
	£30.00
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