Thesis Proporsal

The idea is to make a business plan for the creation of a creative performance company. A company where artists or labels can come to with an original song (or a song to which they have the rights to use, or at least permission from the author) and create a music video or performance. The company would provide service packages such as music video creation + choreographer and dancer(s) + final shoot and edit; complete choreographed performance creation + dancers for an event/ concert/ festival/ tour. So the company essentially provides the creation of a creative performance for both live and recorded music.
These services are formalised with a project-based (non-exclusive) contract, no exclusive long-term contracts. The company will have multiple dance studios, a few film studios and offices where meetings will be held with clients to discuss the project. The dance studios will be used for auditions (if the client has special requirements for the video/ performance and wishes to pick and choose the dancers personally) and rehearsals for the choreography and/ or live performance routine. When the dance studios are not in use or booked, they will be rented out to the public, offering their studios to external choreographers and sports teachers who need a studio to give class in. These dance studios will be equipped with mirrors, colour changing lights, a sound system, barre bars, air conditioning and exercise mats. The film studios will be used to film the actual music videos for the clients and will be equipped with a sound system, colour changing lights, a green screen, a few backdrops, different coloured and shaped walls and different film studios will have different small sets such as a bedroom or classroom. If a client requires any items or background for the music video that the company does not already have, they will be rented from a third party. Just like the dance studios, the film studios are also open to book by external parties when not in use by the company. Sound and light technicians could be hired externally since they would probably not be needed on a daily basis. A database of dancers will be built up over time, classifying them into different styles of dance, such as contemporary, commercial, afro or classical. These dancers will work as freelancers, and the company will offer the dancers different projects based on their profile and the client´s requirements. Many dancers tend to also work in different creative fields, often modelling or acting for different projects, which is something that clients might be interested in as well for their own projects. The dancers will be featured on the company´s website, along with some relevant information such as experience, their credits, styles and skills; this will help clients get a better idea of who they might be hiring and working with.
The company will only work with artists or record labels, so all projects will be strictly music related. The main focus is on choreographed work, but if the client requires actors or models for some of the scenes, this could be arranged as well in a different service package. The offices will be used by the company´s team consisting of mainly project managers, a few main choreographers and creative managers, videographers and film editors. The company will also have a café which will be open to the public, not only during the day for coffee and lunch but also on the weekends for themed dance and open mic nights, generating another income stream. 
The company will have a website (and possibly an app to book appointments and hire studios) will all of their information on live and recorded packages, the firm´s history and mission, contact information, and links to all social media platforms. The company will be active on social media platforms such as Instagram and Facebook, promoting their work, sharing stories about clients, showing snippets of music videos or performances they have created (with permission of the client), sharing links to projects they have created and more.
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