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1. Involvement in group portfolio and its creation 
The team for the group portfolio was formed by Ross Wilson, Daniel Hopkins and me, Stephanie Stroker. Initially, Franziska Uecker was also part of the team, and the first plan was to use one of her songs that she had released in the past and make a remix from that particular song. Before we could work any further on the project, Franziska switched to another group due to some last minute changes within the class. 
Although the project seemed to be very interesting and a good hands-on experience to learn how to work on the promotion of an artist´s single, the initial instructions were not too clear, there was a lot of contradicting information. To give an example, we thought that we could use a student from the songwriting course to write and record a song for us, and then use a student from the production course to create a remix for us (leaving us business students to focus solely on other elements such as the marketing and budget plan). After talking with our group and several teachers, we got some clearer guidelines to begin with our project.
Our team member Ross came with some ideas for the song and sent us several different tracks from different artists. The artist that stood out the most was JustVic, and we were quickly debating over which song to choose, which ended up being “Take my hand” (a song that he had not released yet). JustVic is an upcoming artist that Ross has been managing for a little while now, so this portfolio project also has the potential to benefit the artist in real life. After a few brainstorming sessions, the team starting sending some rough ideas on what to do, pointing out the areas in which they could be more useful, given their academic background and experience within the music industry. Since Ross was managing the artist already, he was able to send us some information that they had been collecting to show to the press, and added even more information by sending me and Dan conversations he had had with a marketer whom had been giving him advice on how to manage JustVic´s online presence and social media platforms.
Our other team member Daniel starting working on ideas for the music video for the new single, and did some research on what similar artists had been doing online to promote their material. I personally started to investigate everything that had ever been posted online by JustVic to try and figure out what type of artist he was and what image he was portraying to the public. Along with this I listened to several songs of our artist to come up with some themes and moods for the artwork and music video. What was clear from the beginning was that JustVic had a serious story to tell, he wanted to share what he had been through with the world, making others aware of topics such as depression, addiction and mental health in general. This message was spread through his music in a motivating way, showing that he had been struggling but that there had been a way out as well, creating a feeling of hope and encouraging others to push through and always focus on the positive side of things.
One of the things that I noticed while doing research was that he was using many different social media channels, but they were not consistent at all. For example, he used his Twitter account the most, which he kept very informal, giving away a more relatable feeling, but his YouTube channel was under a different name (VSimmons) and had not been updated in a very long time. His Facebook page looked professional but he was not posting consistently and his Instagram profile did not have many followers and had only very few posts. These were all points that could be improved, since these channels should be used to Vic´s advantage, capturing more and more engaging followers.
Before our Christmas break, we had three meetings as a team, one on the 21st of November, and two in the month of December, on the 5th and the 19th. All of these meetings took place in Vinyl Café at Tileyard and usually lasted for thirty minutes. The first meeting started at 4PM and ended at 4:30PM and had the purpose of discussing the assignment and the direction we would be going into. During this meeting we agreed that we would meet on a weekly basis to determine the tasks and track our progress, and Ross agreed to send me and Dan some songs, so that we could pick one as the single for the next meeting. The meeting on the 5th of December started at 1:15PM and finished at 1:45PM, with the purpose of agreeing on which song we would be using for the project, what role each member was going to take on and discussing some general marketing, social media and background story planning. This was the meeting after which Ross sent over information about the artist, Dan started writing about music video ideas and the target market and I started analysing Vic´s online activity to create a marketing plan draft to discuss during the next meeting. During our last face-to-face meeting on the 19th of December from 3:40PM-4:10PM, we discussed the details of who was going to be working on which parts. Since Dan had already started on ideas for the music video he took on that task, and being a DJ himself, he offered to work on that as well. Ross offered to work on the artwork and the budget plan, since he is the one with the most experience within the music industry and had a better understanding of how much money goes into the different processes of creating a single and promoting it. Due to my background in business and marketing I offered to create the whole marketing and social media plan, and although I did not have experience in creating electronic press kits, I thought I would take on that task and try to be as creative as possible with it. Ross had to send the stems of the song to Dan, so that Dan could start working on the remix for “Take my hand”. We agreed that we would send over what we had been working on around the 27th or 28th of December, just to see the progress that we were making and to provide any necessary feedback. It still was not clear how we had to upload the portfolio exactly, we did not know if everyone had to write its own marketing plan and budget and make different artwork or if we would all be using the exact same assets we had created and simply upload it individually. This is why Dan sent out an e-mail asking about this, since our other classmates also did not know what to do exactly. Unfortunately, and probably due to miscommunication, we never received an answer from our teachers, so we simply assumed whatever seemed most logical at that moment.
We did not have any more official meetings once our Christmas break started, but we kept in contact during that whole period via a Whatsapp group, checking up on each other and giving feedback when needed. Working together was not always the easiest since everyone worked on the project at different times, so I reminded the guys about the portfolio and the deadline on a weekly basis, asking them to send over their parts as soon as they had them, so that everyone could have a look and agree on what we were working on, so that there was enough time to change anything last minute if needed. There were some technical difficulties with the song which made it impossible for Ross to send over the stems of the song to Dan (he eventually managed to get the remix done, but it was very last minute). I tried using the websites that TYE had recommended for the creation of the EPK, but I did not like the layout of the platforms, and found it quite hard to use with the limited information that I had. I chose to use Adobe Spark, which was more user-friendly, and I was able to add all of the important elements to the page, with functioning links to the artist´s music. 
For the marketing plan I decided to start off with a quick SWOT analysis of JustVic (strengths, weaknesses, opportunities and threats), the establishment of short and long-term goals and an analysis of the 4 P´s of marketing (product, place, promotion and price). With this information and the target market in mind, I started writing the rest of the plan, from the strategy  of the song release to marketing Vic as an artist. 
I had to wait until the day of the deadline to upload the portfolio, since the other members of the team still needed to make some slight adjustments to their parts of the projects. I uploaded the marketing plan, the EPK, the artwork of the single and the remix, the music video along with its explanation and the song (but not the remix, because that still had to be shared with everyone at the time that I wanted to upload my folder with the different assets).

2. Reflection on digital technologies and their role in music promotion
Over the years it has become easier for an artist to release original music without the help of major labels, being able to do mostly everything by themselves by using the Internet. This can be done through YouTube, SoundCloud and by posting music on their social media channels, just to name a few examples. Thanks to the easy access to online recording software and the rise of the DIY artists, artists do not have to rely solely on major record labels anymore to produce their own music. Whereas it was completely normal to buy physical copies of music in the form of vinyl and CD´s in the past, since the popularity of the Internet, people have slowly switched to buying online copies and simply paying for each downloaded song or album. This created a loophole for hackers to create illegal downloading websites where people could share and download files for free. This again created the necessity to develop a new music-listening system, which ended up being online music streaming platforms, such as Spotify and Deezer, where people simply have to pay a monthly subscription and get access to an unlimited database of songs. We went from an ownership-based to an access-based music industry; people do not necessarily want a physical copy of a song anymore, as long they have a device connected to the Internet from which they can access the song from, they are more than satisfied. (Bockstedt et al., 2005; DangNguyen et al., 2012)
Due to the many possibilities of the Internet, artists are able to share and promote their music online, adding any additional content they want to share on their social media channels. And although it is easier for them to connect with their followers, they need to be careful about how and what they post online, for example, Facebook is usually kept more professional and is mostly used to post news about their music, concerts, tours and merchandise. It would be inappropriate to use that platform to suddenly start talking about their political opinions, for example. Instagram is a great platform at this moment in time, it is where most teenagers and (young) adults are active, and more and more companies have started creating Instagram profiles to be more visible in the online world. Instagram is a great way for an artist to engage more with their followers and show a more personal side without forgetting that the channel is mainly for promoting their music and them as an artist, but in a less noticeable way. The thing with social media is that it can work for you or against you, if you do not put in the effort or if you draw an inconsistent image of yourself as an artist, people will probably start losing interest; but if you keep a consistent image and you post relevant information and material on a regular basis it will work in your favour. Artists do not necessarily need an intermediary anymore to distribute their music, if they have a bit of a following on their channels and if they are consistent with what they post, they can maintain a follower´s interest. According to Bockstedt et al. (2005), free downloads increase future ticket sales for concerts, and since people do not usually buy physical copies of music anymore, they tend to be more willing to spend that money on an experience such as a concert, where they feel more of a connection with the artist and get to enjoy the socialising part of attending such an event. 
As DangNguyen et al. (2012) stated, YouTube is a very important tool nowadays to discover and listen to music everywhere in the world, hence why we thought it was extremely relevant for JustVic to either create a new channel or update his current channel once he releases more music, uploading at least a video with only audio, and preferably a full-length music video for the single(s). The first places people usually visit to look up a particular song or to find new music are YouTube and Spotify. JustVic has an empty artist profile on Spotify under a different name than his current one, hence why we recommend to update that profile once he releases new music, including the link to his Spotify on all of his social media channels and encouraging his followers to share it with their friends. 
If we touch on the topic of current music consumption, “86% of consumers are listening to music through on-demand streaming” (IFPI, 2018, p. 5) and “47% of time spent listening to on-demand music isn on YouTube” (IFPI, 2018, p. 13). This clearly demonstrates the importance of online platforms such as YouTube and Spotify for an artist. Along those same lines consumers are using social media to collect more information about an artist and his or her music before purchasing a copy or a concert ticket. The information that artists share on their social media accounts is also seen as more reliable and relatable than if an external company or even their label posted the same information. Since JustVic has a solid story to tell, he needs to use that power to engage with his listeners, he is singing from his own experience and touching on the topic of mental health, which is a very important topic for many different people which can probably relate to his message in one way or another. (Mangold and Faulds, 2009)
Going back to the creating process of this portfolio, we made use of many different digital technologies to make this project happen, we relied on Whatsapp and e-mail for constant communication, we used Google Drive to upload the different assets into one folder, we used WeTransfer to send over larger files to the team. I personally obtained a big amount of information from scrolling through Vic´s Instagram, Facebook, website, SoundCloud and other platforms, and I used the Adobe Spark graphic design application to create the electronic press kit. I also made use of some analytical tools to get a good base for the marketing plan such as the marketing 4 P´s (identifying product, place, price and promotion) and a SWOT analysis. With this SWOT analysis I briefly commented on Vic´s strengths, weaknesses, opportunities and threats as an artist. (Helms and Nixon, 2010)
In conclusion, although we struggled to understand the initially contradicting information about how to work on the portfolio, we managed to collect quite a bit of information and create a complete portfolio for JustVic with all of the necessary assets. I found it a bit challenging not to be in control of the whole project, having to let other people do different parts since they now had a big influence on the end result and therefore also my grade. On the other hand, it was really productive to work in a team setting because we could feed off each other´s ideas and brainstorm together, and all benefit from our different strengths (as mentioned before, Ross was the one who introduced the artist, Dan already had experience deejaying, and I had a solid background in business and marketing). It was a good experience to step a bit away from the purely theoretical part and get to work on a more hands-on project.
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