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Marketing Strategy 
Introduction
For this assignment my designated position was the role of Marketing coordinator. 
Marketing is about selling and the generation of gratified customers and achieving this goal began, by fundamentally, trying out new ideas and new methods to achieve the best results.
In any business you need results, based on three key factors, service, price and quality. Successful people are doing things differently, but it is getting harder to achieve this and enticing a potential customer in today’s competitive market. 
[bookmark: _Hlk513292068]Our initial findings through Porters 5 Forces Analysis proved very interesting, as we discovered there was a major gap in the market in the locality, as our competition was not present in the area. The gap in the market would allow us to set prices as we deemed applicable, we would need to ensure that the rates would be very reasonably priced,  as the service is open to the acts who can independently contact us, and deals offered in place for recording artists, so we could also offer our service at a lower rate for block bookings on a number of recordings. Growing our business would be the primary factor dictating our prices according to our business position in the market.

The first task was to invent the branding and image of our company which was important to our group. This image was designed by myself and included a microphone to represent the number one informing the potential customer that our company is the number one choice, instantly recognisable and reiterating the company to be number one in south wales for audio visuals closely followed up by our key words ‘The Sound of the Future ‘.  It was essential to start, by making us aware to the public of our existence, by designing the face of the company Audio Visual One …AV1. A logo which looks powerful, to build the brand awareness, by presenting the company’s professional image, supporting the value of our product and so reassuring our customers, that we can make their life easier, by giving an altogether better service and making them choose our product over our competitors.

AV1 Company Logo
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Our target demographic is young local bands and solo artists among the ages of 18 – 35 and our promotional mix would be to adapt and learn from the customer at every stage of the buying process. Firstly, to promote our service, we would attain a social media heavy presence through many websites, Facebook, Twitter, Instagram, Linkedin and possibly an iPhone app. It would be beneficial for us to advertise on these sites to draw customers in, as it is the most popular way of getting business and networking, with many different venues who hold a social media presence, so a strong professional interactive website would be introduced. Our website will be set up with numerous links to it shared on our social media pages, on the site it will give the customers and outline of what our company offers. Pricing will be available on the website as well as different ways to get in contact with us. 
Networking at organised events, has its advantages by engaging with local businesses to promote the business. Using networking sites, also enable you to work alongside other businesses, coincidentally offering online search engine optimisation will automatically link to our site, when looking for audio recording facilities, making our company look more important, with something better to offer than the competitors in the area. The internet and a business are essentially interwoven, and it is your straight channel of communication with your potential customers. 
Traditional advertising will also be important, with flyers and noticeable, attention, attracting posters in local pubs and bars, community halls etc. Using the AIDA framework, most of all is that the model used is the AIDA model that is presented by Elmo Lewis in about 1906. (Shahrodi, 2012).Reaching the customer quickly and effectively and gain instant attention, brings in the need for radio advertising, which connects with the potential relative customer immediately. Product placement is beneficial, together with sponsorship of radio shows. This path taken is since radio station advertising need not be expensive, with quick fire short entertaining, ten to twenty second adverts being sold at reasonable cost and the best to raise public awareness. Grabbing the listeners attention by being bold and daring in radio advertising is crucial on air and radio show sponsorship is also a great way of getting your product across, with the bonus of giving you the chance to showcase your product to the public through on air interviews and building relationships, face to face by contact at outside broadcasts at major local events such as retail stores, supermarkets, live music gigs etc and raising the company’s level of awareness with the bonus of added feedback from the customer. With all these methods of promotion it will be easy for people to find us and see how our services work. Innovative ideas focus, and consistency are our primary tactics.
Promotions may encourage consumers to send for a brochure, visit a dealer or consume a sample. The ultimate aim is always sales, but this is true of marketing generally. (Baker, 2003)
Alternatively working for a good cause and with a charity is a possible option by putting your interests back in to the community and supporting each other can be a major selling point.
All these ideas were taken into consideration as possible marketing tools. 

Conclusion
Each position in this assignment, was evaluated through each other’s skill set and by exploiting our individual strengths, as in the art of radio promotion, have proved key throughout this business plan and it has given us the strength, to overcome and neutralise our weaknesses.
Know what you’re good at and not so good at, so you can play to your strengths and fix your weaknesses. (Spalton, 2010)
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