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PORTFOLIO: DEMOFEST

A Day Long Cross Media Event organised by the Tileyard MA Business Group

Introduction

This portfolio outlines and assets created for the task of organising a one day cross

media cultural event at Tileyard Studios. Upon receiving the brief, the group immediately

interpreted the assignment as an opportunity to showcase the talent emerging out of Tileyard

Education (TYe) as well as to create an environment with networking and educational content

to further reflect upon the core principles of TYe.

Initial conversations commenced by splitting our targeted audience into three

categories (see table below) in order to understand how we may tailor the event’s theme and

structure to attract and retain as many people as possible. The group agreed that the nature of

the event, especially due to it being a brand ‘launch’ as opposed to a reputable established

namesake, would be to encourage free movement across the campus for  people to

spontaneously check out the live music coming from the two venues. This caused some

complications regarding ticketing which will be further discussed below. The final decision

made was that the tickets would be free to all with a donation option and suggested amount.

The name ‘DemoFest’ emerged during conversations in which many ideas already

existed online, which would cause intellectual property rights and marketing issues.

DemoFest is fitting in that it aestheticizes the ‘DIY’ aspect of the event. We are providing a

platform for independent musicians who do not yet have major budgets and professional

teams, a stage of their career which can be iconised by a ‘demo’. Furthermore, it takes the

image away from a ‘showcase’ which is common around communities like Tileyard, and

upcycles the setup to raise intrigue.
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A table defining our three audience categories’ characteristics in order to identify how to

target them through predicted behaviour based on similar events.
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The Tileyard Community

We sought to familiarise ourselves with the community residents as these all represent

either potential partners or attendees. This informed our decisions of target demographic and

also of collaborators. During initial brainstorming, we considered planning an event with

more scale that could take place across the entire campus by utilising outside spaces such as

Campfire and the parking areas. However, we decided keeping the event smaller would be

more feasible and likely to gain approval from TYe. Keeping the event to two venues, The

Gallery and Vinyl Café, kept our ‘festival’ style concept of allocating acts to different stages



Fanchon Dehillotte 2104905 5

running simultaneously with different atmospheric intentions, whilst remaining easier to

manage and budget.

Furthermore, we considered bringing outside performers in that may attract an

outside audience by using the contacts of team members with experience and connections in

the industry. However, we decided these contacts should be used as speakers to come and

share their industry knowledge to leave space for the musical line up to be entirely TY based.

An appropriate compromise between these two strategies, either attracting outsiders through

non-Tileyard names or remaining consistent in our Tileyard only approach, was to

incorporate into our musical lineup acts that are connected to Tileyard in various ways and

not only students of TYe. For example, we booked Tamareibi as our Gallery headline, who is

currently signed to Autonomy Music Group based at Tileyard and would therefore assist in

attracting professionals from those buildings. We also booked Giack Bazz to perform, who is

managed by Marta from the BusinessMA and hence representative of TYe talent in a different

way. We also planned to invite alumni to perform and bring in their audience, such as Georgia

Meek, and will likely revisit this closer to the date.

Regarding funding, it is important to outline that sponsorship is a value exchange. We

cannot rely on the fact that this is TYe based proposal to assume Tileyard’s immediate interest

in sponsoring the event and must provide clear incentive for every party we speak to. The

choices we make regarding pitching are strategic as we will utilise their reach and database to

assist in promoting our festival and must select based on their potential to do so to additional

demographics we may not have exposure to yet. In return, we must ask these members what

their current ambitions are and personalise the rights packages.

For example, a brand might agree to sponsor our event because of the exposure to our

audience which has a wide demographic ranging from younger students and community
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working professionals, leading to sales increase. Additionally, sponsors may be enticed to

work with us due to brand equity as our event has a clear overarching purpose; the

showcasing of young talent alongside networking and learning opportunities. This is

reinforced by the charity we are to partner with, Small Green Shoots. Working with us would

associate the sponsor’s brand to this charitability and provide them advertising through our

promotional media.

Sponsors are entities or  individuals who support an organisation in exchange for

marketing opportunities. Our targeted sponsors are Ostereo, who frequently run networking

events at Tileyard, Two Tribes, the brewery supplying the majority of Tileyard events, and

Vinyl Café.

Partners are groups that have a vested interest to share the responsibility of our event.

Our principal partner is TYe. Small Green Shoots as a charity are residents of Tileyard and

their ethos is fittingly in line with the message of our event. Small Green Shoots describe

themself as

“a youth-led charity offering an alternative to the conventional system for education, training

and entry into the jobs market.”

We researched their activity and saw they had previously run events with significant

turnout and social media coverage. We guaranteed the sharing of their logos and team

mission on all our marketing assets. We would relay their message and presence at Tileyard

throughout the day amidst the talks and performances. We would encourage attendees to

donate towards their cause.



Fanchon Dehillotte 2104905 7

Event Proposal and Elevator Pitch

This asset was created upon the initial DemoFest meetings to be proposed to key

people at Tileyard Education and acquire their suggestions and approval on running the

event. The aim was to introduce our concept and provisional organisation plans of the event

as well as how we would engage with the Tileyard Community, regarding partnerships,

sponsors but also encouraging networking and showcasing Tileyard talent.

The original proposal was then shortened to an elevator pitch style that would be used
to entice sponsors and potential collaborators by providing the key event details and also
personalised to who we were pitching to.
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Staffing

A table assigning each group member a role in the organisational process of the event

and then a role of contribution on the day of the event, keeping in mind some of the members

are to perform at the event as well.

Meeting Minutes

An example of meeting minutes kept up to date for every meeting. The group met after class

and encouraged anyone who was in person to attend and contribute a brief ‘check-in’ which



Fanchon Dehillotte 2104905
10

was then to be relayed on the group messaging for those who were unable to attend. The

purpose was to encourage casual, frequent briefing as opposed to formal sit downs so that

individuals’ processes could move rapidly and be constantly monitored by the managers.

Full Meeting Minutes Document:

https://docs.google.com/document/d/1Qcpg802Xqf9lRvV0P9CEZ0gJ3udkKUCJabDGBKbg

oQQ/edit?usp=sharing

https://docs.google.com/document/d/1Qcpg802Xqf9lRvV0P9CEZ0gJ3udkKUCJabDGBKbgoQQ/edit?usp=sharing
https://docs.google.com/document/d/1Qcpg802Xqf9lRvV0P9CEZ0gJ3udkKUCJabDGBKbgoQQ/edit?usp=sharing
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Site Map

A site map visualising the proximity of the two venues. The performances are

scheduled strategically so that there is constant music playing either at one or two venues. As

can be seen below, the venues are towards the exit of the wider Tileyard Campus which

should ensure some passing of professionals and tenants during and after their work day. Free

movement and spontaneous check-ins are to be encouraged by the ‘leaking’ of the

performances outside the venues and the physical poster promotion encouraging people to

attend.

Financing

Due to the partnership with Tileyard Education, we did not need to account for much

self funding and profit. Moreover, the group was willing to consider this ‘launch’ a
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nonprofit-making endeavour to set up the namesake for future practice. We have allocated a

minimum amount that will be donated to Small Green Shoots.

Group members were tasked with asset creation, further reducing the costs by using

DIY resources for marketing and promotion. We decided against spending on digital

advertising, for example instagram ads, preferring to channel efforts into physical advertising

around the Tileyard buildings and local social spots such as pubs.

The budget outlines estimated expenses to reflect how much we would be spending,

were this not a charity TYe event. For example, hiring The Gallery for one evening would

cost £1,500. We do not need to hire a floor team as students will be handling ticketing and

organisation on the day. The venues hired come with their own security and bar staff, The

Gallery also provides a sound engineer and a student from the Production MA will be sound

engineering in Vinyl for free.

What we will be spending on will be the printing of physical promotion such as the

Posters and QR code stickers, for which we have researched costs online of existing

manufacturing companies to be ordered from. This has also been done for lanyards that the

team can wear on the day. We are also willing to cover the travel costs for the artists that are

not students.
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Programming: Performer Submission Form
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Programming: Final Lineup and Schedule for Musical Portion

The below table was formulated according to the intended atmospheric difference

between the two events. We decided Vinyl would be smaller sets and faster turnover times so

that more acts would play with the last act finishing before the Gallery headline, to encourage

people to gravitate towards where music was still being played and fill the room out. The

Vinyl performers will be positioned at the back section where we assume people will

naturally be more inclined to watch as an invested audience. We imagine the front bar section

of vinyl where the performers will not be seen will naturally be for networking and
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socialising with the performers turning into background music. We allocated longer set times

in The Gallery to strengthen the ‘gig’ ambience and account for the longer changeover times

due, as there is more equipment involved. Regardless, we intend for short breaks so that

music is constantly playing between the two venues. Thus, the programme ends earlier than

our closing time to prevent having to rush acts or cut down their set times, were schedule to

run behind.
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Programming: Speakers
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Risk Assessment
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Licensing

According to the London Borough of Islington, DemoFest does not require  licensing

because both venues in which we are hosting are already licensed and therefore do not need a

Temporary Event Notice (TEN). We will not be spreading outside with gazebos or tents. If

the premises were not licensed, we would need the below criteria in order to apply for a TEN:

- £21 application fee

- Less than 168 hours / 7 days running time

- Less than 500 people at the event at all times, including staff

- Applicants must be over 18

Marketing Aims

Once we had established our target audience and decided to target predominantly ‘on

site’, we began planning a promotional campaign that would start early to create a ‘buzz’ and

peak on the week of the event in order to encourage spontaneous attendance. We plan to

create intrigue by providing limited information and ‘clues’ on social media to entice

curiosity and following. First posts will include the logos and aesthetic assets without dates or

lineup or the mention of what the event will be and we will progressively follow up with

more information and photos introducing our performers. As this is a launch, we do not have

videos and photos of past events to assist in stimulating ‘FOMO' and so will need to focus on

phrasing a sense of urgency in that his is a one time opportunity to see emerging artists in an

intimate setting before they ‘go big’.

A template was created on photoshop to ensure all digital and physical promotion

includes consistent imagery and crucially, our partners’ logos.
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Marketing: Physical Promotion

Engagement can be driven by targeting community ‘influencers’. These are people

with connections or influence in our targeted field, as well as people who are likely to invite

family and friends. We have targeted influencers in seeking the help of the heads of TYe and

will further promote to these people by basing the majority of our promotion on physical

advertising in Tileyard communal areas and surrounding venues that are audience is likely to

go; such as local cafés, restaurants, stores and on nearby streets. We will focus on high traffic

areas. This will appeal to consumer psychology theories suggesting two highly effective

methods of advertising are repetition and subconscious messaging. This means the message is

more likely to sink in to people when they are seeing it often, in the corner of their eye on the

wall, and being reminded of the event in many different forms ranging from stickers to

posters to social media.

We have designed stickers with QR codes and our logo to be placed around

aforementioned spots and then handed out on the event itself as merchandise memorabilia.

This will fulfil the purpose of a ‘souvenir ticket’, as our ticketing is online, and further

encourage people to donate to the cause. The QR code for the stickers on the night will lead

to a leaflet style document containing information on the event such as the performers and the

ethos as a more cost efficient and eco friendly option. A smaller amount of posters are to be

printed to be hung up in the areas we deem of highest traffic and engagement, such as Vinyl

Café and the main TYe building. These will be dynamic QR codes that change which link it

directs to and that give us data on who is scanning when. The QR code leading up to the

event will lead to our ticketing supplier.
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Poster Design

Sticker Design
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Marketing: Digital Promotion

We will rely on our partners and sponsors to relay our message across their social

media and email lists, notably Tileyard, Ostereo and Small Green Shoots.. Ours will be

instagram focused as this is where we predict our maximum audience can be reached. Our

‘professional and tenant’ audience will be more efficiently targeted on site through physical

promotion. We have created a facebook event and will reshareon linkedin on the team’s

personal profiles to reach our own networks of influence.

Regarding aesthetics, the photoshop template for social media posting ensures

consistent imagery. The  artists’ picture is to then be added in as a cut out to avoid clashing

visuals of all their press shots’ different colour schemes and levels of professionality. We

have allocated a team member to be responsible for social media on the day in the form of

instagram stories documenting every act, encouraging people to come with engaging hashtags

and captions and thanking  people for coming.

Instagram Account
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Facebook Event Page
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Example Social media Artist Promo Post

Reflection: Personal Participation

I was adamant on accepting a large portion of the responsibility for the event as I was

interested in gaining active experience and testing my competences. I volunteered to be the

event manager alongside two other members. We found that people ended up naturally

adopting roles that weren’t necessarily their initial assignment, which is how it came to be

that myself and Roisin were the two managers. The assets I created were the programming,

staffing table and submission forms. I found that my predominant contribution to the

assignment was general organisation and checking in with every member, therefore I assisted

in the creation and guidance of almost every asset and attended all meetings to ensure

everyone was on the same page and every detail aligned. I also found that the role of a
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manager in this situation had a lot to do with the diplomacy of working in a group, as I put

significant effort into keeping the stress levels down and resolving little conflicts that arose.

Reflection: Group Complications and Solutions

As aforementioned, one of the complications in planning DemoFest was ticketing.

Once we decided upon speakers and two venue concepts and target audience, we weren’t sure

how to balance the necessary tracking of attendance and financing, with the potential

restrictions to the intended free movement and younger attendees with less disposable

income. A suggestion for only ‘outside’ category audience members to pay was vetoed as due

to the event’s theme being community centric, there would likely be a smallest portion of

outsider turnout and it might appear slightly excluding to the few people who would have to

pay, whilst contributing little to the budget. We settled on free ticketing for everyone with a

voluntary donation option to Small Green Shoots. To facilitate ‘spontaneous’ turn out, the QR

codes will be placed around the venues and for people to quickly register at the door.

Regarding ticketing platforms, we discussed using Eventbrite for the registration and the

‘WeezAccess’ app to check people in on the day. We assigned a group member to outline

these choices in an asset that was to compare multiple platforms, however this did not get

completed to standard in time.

A second complication to resolve was the date confirmation. There were several ruled

out initial choices in order to maximise attendance, for example due to Songwriting Camps in

which the majority of students would be busy and national bank holidays that would mean

less professionals were on campus. This was mostly a case of communicating between our

team and the Tileyard representatives to come to a compromise.
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Finally, the group discussed a brief contingency plan were the venues unavailable or

were we unable to receive funding. We also discussed the scenario of having to cancel and

how we would inform people.

In conclusion, I look forward to putting on the event and am grateful for this

collaborative experience in which I actively learnt about live events management.
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