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1. Market Research 

My business idea, Dan O’Brien Music Production, is a music production company specialising in recording, mixing, and mastering, as well as working with artists of all types to develop and improve their music to achieve the strongest end result.
 During 2018, the UK music industry contributed £4.5 billion to the UK economy. (UK music, 2019) Nearly half of this figure is from streaming platforms, such as Spotify, and Apple Music. In recent years, changes in technology have made it possible for bands of all levels to record and release music to all prominent platforms, without necessarily needing support of a record label. This means there is demand for studio recordings of a high enough quality for streaming sites and other outlets, but at a more affordable price, as the artists are often self-funding.

1.A Customer Research

My customer market will consist of any type of musician who needs tracks recorded to a standard high enough for Spotify, Apple Music, iTunes, etc as well as to print to CD, while still being an affordable price. This would include bands and solo artists, managers or labels working on behalf of an artist, and even larger ensembles such as choirs or orchestras.
 For the main services offered, recording, my customer market would be limited by geography, as the client would need to travel to me to record, or vice versa. However, for services such as mixing and mastering, the client would not need to be present, meaning people from all over the world would be able to use my services. 

Potential Customer 1: Band/Artist
This could include aspiring pop/rock bands, looking to record high quality tracks for release but without a massive budget, or solo artists in a similar situation. These potential customers could also request a live session recording, as opposed to a layered and perfected studio recording.

Potential Customer 2: Manager/Label
This customer could be a band manager or record label representative, working on behalf of an artist. In these situations, I could offer a discounted rate, as the client would quite possibly have several artists in need of recording time, so they could be priced as a “package deal”. I have previously spoken with a local management company about this possibility, High Tide Promotions & Management, and offered a discount to the local bands they manage. If successful, the larger amount of clients would cancel out the money lost from giving a significant discount.

Potential Customer 3: Larger Ensembles 
These customers could be the leader/conductor of a large ensemble, such as an orchestra or choir. The process would be slightly different here, as this would entail a live recording as opposed to a layered studio recording, and would mostly likely need to be on location as opposed to in the studio, since a larger ensemble will need more space, and also benefit from the acoustic of a large hall, church, concert hall etc.

2. Product Service/Description

My idea will begin with the production side only, hiring out halls or pre-existing studios to record artists. As more of a reputation is built, along with a longer list of recurring customers, I could then begin to construct a dedicated studio facility.
The benefit of my studio, which will encourage customers to come to me as opposed to local competitors, is that I will offer a high quality product at a much more reasonable price. Often, bands with lower budgets will end up settling on their recorded material, or record to a high standard but not do as many tracks as they want. My aim would be to allow the band to achieve the best result possible, without having to compromise on any of these aspects. When the business has developed and has a dedicated facility, there will be less outgoings per session/artist, meaning the overall cost to the artist would be very competitive. (This would work out a lot cheaper than dry hiring a studio every session, especially with regular work).
I will also ensure to demonstrate to the clients my passion and enthusiasm about the process, to reassure them that I want the results to be as good as possible like they do.








Weaknesses
1. Currently no dedicated location for recording, only mixing, mastering etc
1. Limited past work to show, can’t provide examples of all genres
1. One person operation means that budget is limited initially, so investments in equipment, software, space etc may be difficult until the business grows, compared to similar projects being run by several people


Opportunities
7. Continue to build portfolio of work and solidify reputation
8. Many local bands always looking for affordable recording solutions.
9. Obtain more clients using more varied and diverse portfolio of past work
10. Look into obtaining a dedicated studio space once the demand has grown enough










SWOT


Strengths
3. Works well with artists
4. Good quality end product
5. Versatile in all music genres
6. Positive testimonials from past clients
7. Good quality equipment available for a wide range of recording scenarios
8. Low overhead costs means pricing can be competitive


Threats
3. Many other producers are available with dedicated small-medium level studios
4. Recording prices can be very competitive as people often sell themselves short to obtain more work
5. More people are self-recording using home studios or portable equipment













After conducting a SWOT analysis, I have identified several strengths and weaknesses to my idea. I will use that fact that there are always many locals bands in need of recording to my advantage, and target this demographic for marketing, especially in the earlier stages of the business. As stated in the SWOT analysis, there are many other studios available locally, many with  dedicated space for recording. To combat this, at the first opportunity I will look to invest profits make from recording back into the business,  to find and build a dedicated space to record in.  





6. Advertising & Promotion

I will be using several marketing strategies to promote my business. The first, which in I believe in this industry to be the most significant, is word of mouth. 
To achieve this, I will attend local events such as shows, in order to network with potential customers in the form of local bands and musicians. In this situation I could also offer a discount, or a free first track as a sample.
I will also encourage my existing customers to share their experiences with other local musicians who may be interested in recording. 

My second marketing strategy would be social media. I will make pages on Facebook and Instagram for the business, and ensure they both have a highly professional image. Here I will regularly post highlights of recording sessions, as well as past work being released or used, on streaming services, with music videos, printed to CD etc. I will also sponsor a Facebook post, detailing my services, using a targeted advert. Using this, I can target my post at individuals interested in recording and music, in bands, or who are local to me.

Finally, I will develop a portfolio of myself as a producer. This will feature highlights of my work, with links to where the tracks have been released, as well as high quality audio. It will also feature quotes from the artists shown, discussing their experience with me. This portfolio will be used to send to potential customers to show them in more detail what they would be getting. 

7. Competitor Strategy


There are several smaller producers/studios around South Wales, achieving varying degrees of success. A producer I have noticed in particular is James Weaver. 

Weaver has a strong online presence and branding for his business, making it easier to obtain customers. However, his studio is located in his home, which may discourage some potential customers as there is no dedicated building for recording. He also does not have facilities for recording drums, and instead hires out halls for this purpose. 

Another local competitor would be Unit 13 music, Located in Tredegar. Unit 13 have achieved a reputation for producing heavier rock and metal music, and obtain many of their customers through word of mouth due to this. However, common complaints about their work are that the recordings are often extremely edited, which is not to everyone’s tastes. They are also reluctant to try new methods and techniques, with practically all guitar and bass tones obtained using a Kemper with their pre made profiles.

A third local competitor is Boneyard Studios in Swansea. Unlike some of the other local competitors, Boneyard have some more high profile past clients to namedrop, including Buffalo Summer and Dream State. They also use extremely high quality equipment. However, their online presence can be lacking, making it hard for potential customers to find them, and even harder to see everything they have to offer.

4.A Porters 5 Forces:
[image: ]
As stated previously, there are several threats present in the form of local competitors, and my solution to this is to offer the strongest service at a reasonable cost. I will also ensure to build a relationship with clients so they are more likely to come back.




4.B Pricing Strategy
Pricing for studio services would be as follows:

Recording: £150 per day, including mixing/mastering (Once the business has a dedicated facility, this price can be reduced as hiring a space to record in for every session would no longer be a factor)
Mixing only: £50
Mastering only: £50

These prices are designed to be competitive, while still being worth the time and effort put into each session.

Once a studio facility is obtained, I would offer other producers the option to dry hire the studio and all equipment for £80 per day.

I would also stock guitar strings and drum sticks, to ensure that the artist is not using sub-par equipment, and to make a small profit. Strings would be priced at approx. £7 per set, and drum sticks at £10 per set.
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8. Critical Tasks
	Facebook Advertising Campaign
	4 week campaign, ending 31st May.
	Designed by me.

Managed by Facebook
	£100 budget over 4 weeks, means a reach of up to 1500 targeted people per day.

	Develop Producer Portfolio
	Ongoing, but basic portfolio would be needed in time for business launch, and before Facebook campaign begins on May 3rd.
	Designed by me. 
Past clients would need to provide their quotes. 
	Online interactive document would not cost anything.

	Attend Local Shows To Network
	Ongoing, but would need big push during 4 week campaign.
	Will be done by myself.
	Entry to shows, average £5 per ticket, 3 shows per week: £60


	Work with Graphic designer and photographer to create content to use online.
	Would need to be complete in time for Facebook campaign to begin.
	Designs created by Mark Ray Graphic Design.

Photography by Liam Dorey Photography.
	Designs: £50
Photography Session: £30

Total: £80
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