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‘In music performance and notation, legato indicates that musical notes are played or sung smoothly and connected. ‘
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Abstract

The music industry has had to evolve in the technological era. With streaming now, the dominant method of consuming music, instant; low-cost alternatives to traditional practices are in high demand. This Business plan transforms the way that independent musicians, labels and music related companies can connect, build new working relationships, and ultimately maximise their profits. The Oligopolistic nature of the market means that there are countless other companies and musicians who are trying to achieve similar results to ‘The Big Three’. Especially in a time of financial difficulty due to Covid-19 implications, where businesses are moving online and are becoming increasingly reliant on alternative communication methods. With the proper application of the provided services, this proposed business idea can be the remedy for the issue’s independents currently face in the market. 
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1. [bookmark: _Toc49510494]Terminology
	
‘360’ contracts – A type of record deal that enables the label to profit from all the artist/bands activities (Recorded Music, Merchandise, TV appearances, etc.)
BHAG – ‘Big, Hairy, Audacious Goals’ (An ambitious goal set by a firm)
CTR – Click through rate
DAW – Digital Audio Workstation, software used to create music on a computer or laptop
SEO – Search engine optimisation 
SERP – Search engine results page
SMART – (In terms of company goals); Specific, Measurable, Attainable, Realistic, Time Bound
‘The Big Three’ – The three major record labels who dominate the industry (Warner, Sony and Universal)
UX – User Experience (A design process where teams create meaningful and relevant experiences for the user) 















2. [bookmark: _Toc49510495]Background
[bookmark: _Toc49510496]2.1 Independent Music Industry
[image: ]Signing to a major record label is a dream for many, and rightly so. However, at this particular point in time where being yourself and celebrating individuals is encouraged, selling out can pose serious threats to your career and image (Bridson et al., 2017). ‘Selling out’, can be characterised as losing the creative control of your career. This term is often used when artists sign a contract to a major label. These contracts have been embroiled in controversy for many years, with extremely high-profile names being entangled in legal disputes with their labels, such as; Prince, Michael Jackson, Jonny Cash and Dr. Dre. (CBSnews.com, 2020). This being said, it is important to recognise the important structural role that ‘The Big Three’ play in the ecosystem of the music industry, offering investment and expertise to new artists to assist them in becoming established (Marshall, 2013). The most pressing issue, however, seems to be that of royalties, and the share that labels take from net profit. Most artists will make a good amount of money streaming, but when signed to a major label, you are often getting very little back from what you earn (Wang, 2018). Major labels also often retain control of the artistic direction of your music, ensuring that your album/single release will prioritise profit, rather than artistic integrity. The Major labels’ take is often 80/20 over the artist, independent distributers have swapped those figures which has significant appeal.
This has enabled a surge in independent artists, wanting the opportunity to have full creative control over their own careers. Chance the Rapper won a Grammy for an album which released no physical copies while independent, and Frank Ocean saw profits surge after his break with Def Jam records (Figure 1) (Robehmed, 2016). Over recent years the independent market has seen a large surge in profits and income, largely thanks to the various portable DAWs and technology that enables anyone to create distribution-ready tracks. As the market grew a massive 35% from 2017-2018 (Daniels, 2019), now making up 32.5% of the overall recorded music market, the door has been opened for all types of independent musicians, both amateur and professional, to take full creative control of their career. With the Influx of independent artists, more relevant services are required to assist these musicians in their projects. This business idea will address the various challenges and privileges that independent musicians experience, along with the remedy to those issues, and further the benefits that are currently enjoyed by the freedom of being an independent company/musician. Figure 1. Simplified representation of Frank Ocean’s profit cut with and without his label










3. [bookmark: _Toc49510497]Business Plan
3.1 [bookmark: _Toc49510498] Introduction
Many new products fail because they enter their market too late, or without sufficient price/performance advantage (Mattson, 1985).  Marketing the product directly to an especially particular and saturated market is also time consuming and costly. To address these common issues, a thorough and comprehensive business strategy has been created to explore a suitable and effective pricing strategy. In this Chapter, the business plan and all relevant sectors will be explained in detail, providing clear information into what the idea is, how it will be set up, how it will run, and how it can grow. Providing explanations for these decisions and reflecting on them is key to understanding the successes and identifying the areas with room for improvement. These essential processes contribute to producing a sustainable, profitable company.  Reflecting builds confidence in the ability to achieve goals, which ultimately translates into higher rates of learning (Di Stefano et al., 2014). And a higher rate of learning will ensure that Legato is equipped with the most useful and up-to-date information it needs to stay competitive in the market (Shulman, 2020). The service is all about connecting with the audience and target market; the independent music industry. London will be the trial area as it is an independent music hub of the world, and possess strong internet, broadband and communication systems. Opportunities to expand will explored in further detail later in the plan.
3.2 [bookmark: _Toc49510499] Legato
Legato, in music terminology, describes notes that are connected or smoothly played without pause. This musical translation perfectly encapsulates the mission statement of the business. 
‘Legato aims to cater to today’s on-demand societal shift, providing an organised, detailed and easy-to-use online platform while achieving both local & global professional instant connectivity for independent labels, companies and artists.’
Legato is an online platform-based software that enables independent artists and companies in the music industry to create their own profiles, browse other’s profiles, and directly contact those pages. Premium users enjoy access to the platform’s primary functions, allowing users to create unique profiles with extensive customisation options, search an advanced integrated filter engine, and build a professional network of likeminded independents; mutually assisting in building and accelerating one another’s career.  Premium-Pro (highest tier) users can opt for increased privacy, choosing to hide certain personal features, whilst also not losing the value for other users. The higher levels of the music industry have a very close-knit community and are responsible for significant strategy decisions and financial deals on a frequent basis. Therefore, Legato takes security very seriously and recognises the importance of privacy and discretion. To generate faith and trust in Legato as a safe platform where you can conduct important professional work, Acunetix will be hired to identify, fix and maintain any vulnerabilities that may occur. This security option is widely considered one of the best website security providers, and works with the likes of Adobe, Dell, Samsung and many more. Whilst the initial expense is high, (4,000-6,000 depending on chosen plan on a multi-year contract) the security can be used as a selling point and also should dispel any fears of independent companies about joining the site. 
The user experience (UX) on the site is one of the main selling points of the company, therefore significant investment will be allocated to this area. After some research on suitable UX design firms, Toptal provides all the vital services that Legato requires and features ‘the Top 3% of freelance UI UX designers’ (Toptal.com, 2020). The colour scheme and layout will be customisable by each user, which can be implemented by request from select UX designers. The site design is to look modern, contemporary and minimal, a creative and professional style. The investment into this will be significant, as this is a main selling point of the business. 
Being a new start-up online platform in the current global situation poses additional considerations for Legato. As Covid-19 transforms the business landscape, companies have been forced into accelerating online plans, taking up new networking tools, and getting employees to work from home (Dodd, 2020). The current pandemic also pushes companies who have previously operated through word-of-mouth and local reputation, to look for alternative methods to sustain their business profits, ultimately looking online. Currently there is a lack of online databases/websites where they can simply advertise their services to a target market that suits their needs. Legato offers the tools for these companies and artists to grow and organise their daily activities in an easy-to-use, structured format. Artists will also be reacting negatively to Covid-19 implications as live venues close, and studios have limited access. Meeting other musicians at small venues and gigs is now near impossible, therefore they will need a new platform to connect with companies and musicians alike for collaborations, networking and communication. 
3.2.1 [bookmark: _Toc49510500]Profiles 
Each profile is fully customisable with colours, styles, backgrounds, fonts, custom photos, banners and trophies. Some of these features are hidden behind a paywall, which will be explored in further detail later in this chapter. Legato will focus on developing features that can be personalised, as these features can improve the value proposition to users (Telang and Mukhopadhyay, 2005). Profiles can be split into two main categories; Artist, and Company. Company profiles will feature their user rating (1-5 Stars) clearly, to ensure that the services you may want to hire, or buy are up to standard with your expectations. Uber utilises the consumer rating function and whilst it provides more accurate and trustworthy results (in Uber’s case; riders), it is not without criticism. This method risks personalising consumers too much and opens up the opportunity of unfair practice, or discrimination. To combat this, mutual rating can be appealed and neither party can see each other’s review until they have written their own (to curb reactionary reviewing), as Legato recognises the importance of honest and constructive reviews. Achievements can also be displayed on all profile pages in the form of banners and trophies. These attract more traffic to your page, and also bring in a further layer of consumer trust. The Achievements are for milestones that are reached, for example; Anniversary medals (copper-bronze-silver-gold-platinum), Fantastic Reviews (Average review 4.5/5 or over), Great Communicator (quickly replies to in-mail). A good reference example is Airbnb’s ‘Superhost’ badge for hosts with exemplary ratings and reviews. These can be classed as ‘mini-incentives’, as they reward loyal and recurring customers with a more attractive profile, which in turn attracts further customers. These ‘mini-incentives’ have seen much success in many large companies such as Reddit, Uber, and Facebook’s ‘Top Fan’ features, and further bolster consumer satisfaction and engagement. Inter-profile chat is also free and unlimited but requires you to be directly connected in your network to another user. Connections in your network must be mutually accepted before said feature is available. 
3.2.2 [bookmark: _Toc49510501]Integrated Search and Filter Engine
One of the primary value offerings is the integrated, in-depth search engine. This easy-to-use function allows the user to search and filter companies or musicians by categories, ensuring pinpoint accuracy when locating the bespoke facilities/services for your projects. The search engine can filter by the parameters listed below;
GENRE – (Pop, Hip-Hop, Classical, Techno, etc.)
FEATURED – (Opportunity to get front page features for a fee)
PRICE - (£, ££, £££, ££££) Prices can be seen in more detail on individual profiles or by direct mailing
LOCATION mi/km - (Nearest me, or Nearest chosen destination)
RATING – (1 to 5 Stars)
OCCUPATION – (Singer, Producer, Video, Visual, Legal, Editing, Venue, etc...)
It is vital to stress the importance of this feature as a value driver, as it provides a thorough search of a contact & information database. As an online portal, the quality of the search results is a strong predictor of user choices. The search function is a key river of traffic to the portals. And if the user is dissatisfied with the portal results, then the probability that they will use the portal again diminishes (Telang and Mukhopadhyay, 2005). The search engine therefore displays various results depending on your premium subscription package, providing the most detailed and valuable information only to premium users, and extended data analytics for Pro users. Free users will still have the high quality and quantity of the database to browse, but the advanced filter and sort features are redacted. The specific name of the companies is also hidden from free users, to prevent them from contacting outside of the platform, but will also make users want to convert to premium to reveal this valuable information. 
3.2.3 [bookmark: _Toc49510502]Direct Mail
The ability to directly message prospective professional companies and musicians is a core function of Legato. Therefore, the process must be made as accessible and simple as possible, whilst also maintaining the ‘Demand through inconvenience’ (Runge, Wagner and Claussen, 2016) profit maximisation ethos. Direct Mail should not be confused with regular network chat, which is free and unlimited to those profiles that have mutually connected with, much like LinkedIn’s highly successful messaging strategy. Direct Mail allows you to contact users outside of your network, creating those essential connections that could become recurring professional relationships. The access and amount of available direct mails per user will depend on the chosen subscription plan. This information can be seen in Figure 4.
3.2.4 [bookmark: _Toc49510503]Data and Analytics 
There has been a rapid increase of popularity in business intelligence (BI) systems which support business data & analytics (Chen, Chiang and Storey, 2012; Pape, 2016; Akter, 2016), and the Music Industry thrives or fails in accordance to how technology is applied (Russ, Kuilboer and Ashrafi, 2014). Therefore Legato’s user Data and Analytics gives further insight into certain aspects of the website, detailed reports on another user’s profile, ability to see click-through-rates (CTR) on shared posts (which can be sorted into further detail, such as location and occupation), and access to other essential marketing information. Access to this function will be exclusive as it ultimately improves customer segmentation, acquisition, and retention. These improvements in-turn are positively attributed to reduced customer acquisition costs, increased revenues, and increased customer lifetime value. (Williams and Williams, 2007). The Premium - Pro tier also has access to customer relationship management (CRM) integrations and data reports. Handling personal data does not come without consideration to legal policies, which differ globally. Under the UK’s Data Protection Act, the handling of data must be; Fair and Lawful, Specific for its purpose, be adequate and only for what is needed, accurate and up to date, not kept longer than needed, take into account people’s rights, kept safe and secure, and not be transferred outside the European Economic Area (VinciWorks, 2017). To ensure this data is only available in the appropriate channels and is not subject to exploitation or hacking, Acunetix provides ongoing maintenance and monitoring which will alert to any detected vulnerabilities and fix them. Select amounts of data will also be sold to third party companies but depends on the privacy options that the user chooses (see 4.3.2).













4. [bookmark: _Toc49510504]Business Strategy
‘A strategy is a plan for the actions taken to attain one or more organisational goals.’ (Morris, 2005). Firms today face intense competition both domestically and internationally, especially those that operate solely as an online platform. As a general new business strategy, firms must, achieve cost reduction, quality improvement and increased productivity (Elgazzar et al., 2012). Due to Legato being an online social platform, there are other various considerations that need to be taken into account when deciding the suitable business strategy; 1. Develop the strategy to fit with the long and short-term objectives, 2. Critically analyse the attributes of the business’s target market, and 3. Focus on the social platform sites which have the greatest impact on consumers (Abuhashesh, 2014). Online social media platform gives brands the ability to make better predictions about consumer behaviour, design more appealing offers, and better target their customers (Le et al., 2018). Legato provides its participating users direct access to their consumers and gives them vital information to aide in attaining business goals. Pro data & analytics grants access to CTRs, point of origin traffic, overall traffic, new sessions (new or recurring user engagement), usage reports and further engagement indicators. This data will give any company the competitive advantage and insights to tailor their posts or communication to produce the most accurate results possible.
Making use of today’s technology capabilities is an essential part of the business strategy. In order to be successful using the freemium model, developers have often turned to utilising customer data and analytics to fully understand consumer behaviour, and in-turn leveraging that information to make profitable product choices (Ross, 2018). This data greatly influences the content and targeting of marketing strategies, and also provides an additional income stream by allowing limited access to analytics reports for top tier paying subscribers. The use of online research journal databases is also an essential part of Legato’s strategy. Subscribing to these databases ensures that the business is aware of the latest technological, behavioural and business theoretical practices to retain competitive advantage in the market. 
To support the proposed business plan, extensive research has been undertaken to justify decision making and chosen strategies. Mixed Method research suits the nature of this business plan as the combination of quantitative and qualitative approaches provide a more complete understanding of the research problem, than either approach alone (Creswell, 2014). In a period of time where face-to-face interviews are near impossible, qualitative research has been conducted in the form of email/video call interviews with open ended answers. Quantitative research is seen in the form of a survey, producing mostly a sample group of numbered results, that are analysed and incorporated to aid the validity of the business plan. 
4.1 [bookmark: _Toc49510505] Company Aims & Objectives
As with most companies, the general long-term financial objective of Legato is maximising profits and brand equity. To break this down into how this can be achieved, the company’s aims and objectives can be sorted into various Long-term and Short-term objectives. These objectives can be realised by identifying the root of poor performance in terms of specific activities and formulating short-term strategies for improving the performance of these activities (Elgazzar, Tipi, Hubbard and Leach, 2012; Grant, 2005). The SMART model is effective for deciding on company aims & objectives. First outlined by George T. Doran in 1981, this model describes ‘the five essential criteria that the statement of every meaningful and effective objective should fulfil’; (Ogbeiwi, 2017; Doran, 1981) Specific, Measurable, Attainable, Realistic, Time Bound. 
4.1.1 [bookmark: _Toc49510506]Short-Term
1. Secure the first Independent Musicians and Firms as early as possible using incentives
2. Review and Revise Targeted Google Ads regularly once rolled out
3. Regular Software Updates and Maintenance Once site is up-and-running to ensure optimisation and effectiveness
4. Collect initial feedback from users for improvements or updates after first few months
5. Analyse first set of monthly data to identify consumer engagement with specific functions of the site
4.1.2 [bookmark: _Toc49510507]Long-Term
Collins and Porras, (1996 p.72), explained an alternative effective method of proposing long term goals, using the BHAG (Big, Hairy, Audacious Goals) approach to aid long-term vision. Role-Model BHAGs suit up-and-coming firms, Legato in particular. Setting these goals increase company interest and engagement, it also can further chances of securing funding options. Using the BHAG strategy for Legato will be effective in capturing the ambition of the developing independent music industry, Legato therefore simply identifies its primary long-term goal as;
LinkedIn for the Independent Music Industry
Other long-term company goals on the other hand, adhere to the SMART framework as previously described. These are;
1. Stick to core company values to retain loyal consumers
2. Explore Avenues for growth and application into other markets
3. Achieve optimal conversion rate in first year to maximise profits
4. Prioritise consumer needs, providing regular updates and value injections
5. Using the latest research, implement and review innovative strategies to ensure long-term sustainability and profits

4.2 [bookmark: _Toc49510508]Pricing Strategy - Freemium
[image: ]Freemium pricing strategy (Free + Premium), is an effective model that has seen much success in the digital market in recent years, with many larger companies adopting the model and producing impressive financial results (Gu, Kannan and Ma, 2018; Waelbroeck, 2013; Lee, Kumar and Gupta, 2017; Runge, Wagner and Claussen, 2016). This is a hybrid pricing strategy that combines both free and premium access to a service or product. To unlock full privileges or access, there is a premium ‘fee’ charged, usually on a monthly (and sometimes yearly) basis. Digital firms have widely adopted this strategy due to its ability to attract a large number of users at a low cost (Lee, Kumar and Gupta, 2017). Digital products can often be characterised by the initial high cost to produce, and low marginal cost to reproduce/copy (Arrow, 1962). Waelbroeck (2013) reinforces freemium’s suitability for these types of digital services/products, showing that freemium is optimal when the cost of copying is low. Freemium also allows the company to be more flexible when considering pricing, as the charges can be altered with ease depending on users’ willingness to pay (Hamari, Hanner, and Koivisto, 2020).Figure 2: Freemium framework, Bmtoolbox.net

After some initial research into Freemium pricing, an important question was explored by various authors and sources, ‘how much value should a free version provide relative to the premium version of the product that consumers pay for?’ (Lambrecht et al., 2014; Lee, Kumar and Gupta, 2017; Runge, Wagner and Claussen, 2016). There is no one right answer, as each freemium model will need to be bespoke for that particular companies’ goals and processes. However, a common conclusion of this query is that increasing restrictions on the free service will improve the conversion rate from free to premium, as well as viral activity, but will also reduce usage, ‘Demand through inconvenience’ (Runge, Wagner and Claussen, 2016; Waelbroeck, 2013; Hamari, Hanner and Koivisto, 2020).  Achieving a high conversion rate is ideal as a large share of the overall revenue derives from a small portion of the user base (Voigt and Hinz, 2016). This being said, it is vital not to overlook the importance of the free user base, as advertising revenue is dependent on large numbers of free users. Finding an equilibrium between sufficient value propositions to retain the customer, and an acceptable amount of restrictions or inconveniences to be able convert them to premium users (Hamari, Hanner, and Koivisto, 2020), is the answer to creating a well-balanced freemium model. This then becomes an issue of pursing dual goals; expanding the user base with free, useful services, and maintaining a premium service with incentives to upgrade to ultimately make a profit (Loten, 2012). 
[image: ]Considering the recommendations and considerations in the literature, Legato will restrict various features for free users, maximising the conversion rate from free to premium. The services that will be behind the premium paywall include; use of the filter and sort options on the database search engine, and Profile customisation including ratings, badges, banners, trophies, themes, etc., (Profile photo and bio still available to free users). Free users will still be able to view premium users’ profile customisation, but won’t be able to specifically identify the user, as this discourages people contacting them outside of the platform. Another way that Legato will combat this, is having a company discount. For example, if you book a recording session through the site, the company gives a 5% ‘Legato Discount’, companies benefit from increased visibility, and musicians benefit with cheaper prices (which also justifies the premium free in their head!). Figure 3: Reference to similar style/layout
Mockplus.com

Also, a service that will be exclusively for premium members is the direct in-mail. This strategy will work much like LinkedIn’s in-mail policy, which restricts users to a certain amount of direct mails a month, depending on what type of subscription package you have activated. Restricting the free services while being able to view premium users’ premium content, will increase free users’ inconvenience, thus translating to higher conversion rates. Creating your own profile with a photo and bio, plus being able to browse the database (without filters or identification) retains the engagement of the free users.
[bookmark: _Toc49510509]4.2.1 Premium Subscription Tiers
As Legato operates in a similar market and model to LinkedIn, it is useful to observe and learn from the success of their pricing plans. LinkedIn currently offers four separate tiers of premium subscriptions, from $29.99 to $59.99 per month for job seekers, $79.99 per month for sales professionals, and $119.95 per month for recruiters (Florentine and Kapko, 2019). Each of these tiers affects quantity of monthly in-mails, company information, advanced filter access and recruiting tools. As Legato is a new specialist start-up, subscription packages will be kept simple and accessible, to build the user base at its maximum potential. Therefore, the pricing points will differ from LinkedIn, ensuring however that the price point is not too low, which can greatly decrease perceived company value and revenue. Increasing the number of subscription packages and prices of said packages available will be subject to review over time, depending on company growth, and will be talked about in more detail later in the Growth section of this business plan. 
[image: ]£19.99
£149.99
Figure 4: Table with subscription tiers and their supporting functions, prices and direct mails
£49.99



4.3 [bookmark: _Toc49510510]Revenue 
Web start-ups frequently opt for a freemium revenue model as revenue solely from advertisements may not be sufficient or sustainable (Lee, Kumar and Gupta, 2017). Legato aims to maximise the quantity and quality of each revenue stream without sacrificing consumer satisfaction, as social value has an impact on retention and monetisation in freemium service (Hamari, Hanner and Koivisto, 2020). To achieve this, innovative methods of reviewed targeted ads and marketing techniques will be constantly reviewed to identify engagement and areas which could be more cost effective.
However optimally designing a company’s revenue stream is complex. Lambrecht et al., (2014) explains that a firm that charges for access to a service must determine optimal prices, including the choice of selling vs. renting or charging subscriptions vs. micropayments. This article also highlights how moving from an advertising-based model, to a paid-content model (microtransactions) will reduce viewership and advertising revenues. Many of the top grossing firms with freemium-pricing model such as Dropbox and Skype, use an advertising-free scheme, in favour of microtransactions. Whilst this is important to consider, more relevant freemium model firms such as Spotify and LinkedIn have continued with advertising purely on free user’s accounts. 
4.3.1 [bookmark: _Toc49510511]Subscription Fees
Revenue gained from Subscription fees is vital, as Freemium pricing models often experience that up to 85% of generated revenue derives from 1% of users. This provides a need to identify potential heavy spenders early on and to cater to them as best as possible (Voigt and Hinz, 2016). This means that their requests, suggestions or issues will be promptly addressed, to ensure that the revenue they generate continues. As this service does not yet provide additional microtransactions, the heavy spenders will be the users who opt for the premium subscription plans, especially those with the ‘Premium – Pro’ accounts. Subscription fees for Legato’s various premium tiers are as follows;
Premium – Artist = £19.99/Month 
Premium – Business = £49.99/Month 
Premium – Pro = £149.99/Month 
Pricing plans will be subject to constant review depending customer feedback and performance indicators. The Artist plan reflects the homegrown nature of the independent artist, as Legato wants to reinforce the idea of the consumers’ needs coming first. These plans provide a clear indicator of value for money over Legato’s competitors (see Figure 5). A more detailed look at the pricing plans along with the features the include can be seen in Figure 4, and the budget sheet can be seen in Figure 12.
4.3.2 [bookmark: _Toc49510512]Advertising 
Firms that focus on online advertising revenues face significant challenges, notably; measuring the effectiveness of advertising, understanding the effects of said advertising on consumer behaviour, and optimally targeting customers (Lambrecht et al., 2014). To remedy these considerations, research into Legato’s target market provides valuable information and suggestions as to which products or companies Legato’s likely users will want to see. Advertisements will only be implemented on free users’ accounts, and will supply steady a steady income stream, provided the number of free user accounts grows and maintains itself. Ads will take the form of banners, integrated onto various pages of the site. Pop-up ads will also be implemented at launch; however, they will be under review as they are commonly viewed as obtrusive, and in nature may increase perceptions of manipulation (Taşkıran and Yılmaz, 2015). As Legato is exclusively designed for the independent music industry, companies who wish to advertise on the platform will almost certainly be music related ones. This bypasses the need to address a common issue of deciding the nature or content of the adverts displayed, they will still however need to fit with the company ethos and aid brand equity. Targeted ads aid this process and will be explored in further detail later in this business plan.
Using detailed and improved targeted ads raises the profits of all firms (Johnson, 2013). Therefore, Legato will encourage firms to use targeted ads, using the data that Legato collects on-site. Also, as user trust in Legato builds, demand to advertise on the site will increase as users reportedly ‘might even be more likely to click and buy’ (Matsakis, 2018). While Targeted Ads are very effective; privacy concerns must be considered as this method can potentially decrease brand perception and loyalty (Kox, Straathof and Zwart, 2017; Johnson, 2013). The most effective way of minimising this risk is to offer a choice to consumers, on how much information can be collected on them (Kox, Straathof and Zwart, 2017). This in-turn will affect how much data can be used by Legato, and top tier paying users who have access to the analytical data. Therefore, useful marketing data and relevant user data which benefits the quality of the adverts and provides added value to the top tier subscription plan, will not be able to be withheld. Withholding too much data will decrease the demand for the ‘premium-pro’ subscription, which in-turn will lead to a fall in profits. To combat a potential decrease in revenue due to the effectiveness of targeted company ads (caused my necessary privacy considerations), the data that is available to be collected from users will be able to be sold to prospective companies wishing to advertise on the site. This adds an additional revenue stream and value creation for firms wishing to advertise on Legato, whilst also protecting user’s most sensitive data. 
4.3.3 [bookmark: _Toc49510513]Sponsors/Features
Another income stream is the opportunity for artists/companies to advertise their services or requests on the home page, search results and explore page. These paid features guarantee a user increased visibility, and greatly heightens the chances of other users engaging with the feature. Features and Sponsors will be displayed differently depending on the account you have. Premium members encounter less sponsored posts, in-turn increasing the perceived quality of the featured post as premium paying customers may be a target market for some firms. Free members have a larger amount of featured posts, reducing the quality, but also increasing the exposure. Providing both these variants, gives the company/artist who buys the feature more flexibility when deciding on which method will have the best interaction, and suit the company’s strategy. A good example of the effective use of sponsors and features is in Google’s search engine results page (SERP), something that will be utilised by Legato’s marketing strategy and will be explained in the next chapter. 
Another revenue consideration is commission. This will be requested in the future at a rate of 0.5% per initial transaction between the two parties. Whilst this brings in further revenue, it also provides the opportunity to offer incentives for further engagement by waiving the fee for new users.
4.4 [bookmark: _Toc49510514]Competition
An effective marketing strategy requires a company to study their competitors’ strategies, strengths, weaknesses and objectives, as well as their target market (Kotler et al., 2009). Intense business competition among business corporations can lead to forms that harm the market itself, consumers and the state (Simbolon, 2019).  This has been observed in the music industry in many cases. Most notably with Sony, Vivendi-Universal, Warner Music and EMI in the early 2000s, who colluded to keep download prices high, while preventing consumers from burning purchased songs to CD (Michaels, 2011). Whilst these practices are not the industry norm, they go to show the determination of the oligopolistic market to drive and retain maximum profit with little regard to business ethics or smaller independent firms. This is a primary driver for the emergence of many independent companies and artists, which has also seen an increase in online start-ups to cater for the rise in independents. 
To ensure that there are no unexpected surprises or entry issues when launching an online platform, extensive research must be done to assess and identify the market competitors, and observe their failures and successes, to maximise the likelihood of a successful and sustainable market entry. Four main competitors/reference cases were identified during this research;
	[bookmark: _Hlk48736963]Company
	Website
	Positives/Similarities
	Negatives/Differences
	Pricing per month

	
LinkedIn
	Linkedin.com
	1) Professional Job Site
2) Networking Based
3) Freemium Pricing Model
	1) Low engagement from music industry
2) High Premium Prices
	Free - $0
Career – $29.99
Business - $59.99
Sales - $79.99
Hiring - $119.95

	
The Dots
	The-dots.com
	1) Creative Industry Focus
2) Freemium Pricing Model
3) Functionality 
4) Secured Large Firms as Users
	1) Not Music Focused
2) High Subscription Fees
3) Unattractive UX
	Recruiter -£75
Number of Job post packs (single payment);
1 - £195
3 - £525
5 - £775

	
Konekt/Clayza
	Konekt.me/Clayza.com
	1) Creative Industry Focus
2) Emphasis on collaboration

	1) Primarily about Displaying work
2) Rebranding, still in development 
	N/A

	

Jammcard
	Jammcard.com
	1) Network solely for Music 
2) Emphasis on collaboration
3) Variety of Music related companies use the site
	1) Company dabbles in many areas, no clear focus
2) Emphasis on Live related jobs
	3% Processing fee on each transaction 

	Music Jobs
	UK.Music-Jobs.com
	1) Music Focused
2) Create profiles with job/project offers
	1) Sole focus is on jobs
2) Limited profile customisation
3) Unattractive layout
	Free - £0
Premium - £12



Figure 5: Table of Competitors and Relevant Information

This table assess the four competitors based on primary functions and general company overlook. Studying the similarities and differences of competitors helps us to determine Legato’s USP, the most fundamental part of a successful business strategy and marketing plan (Stuckey, 2012). Considering the functions of the competitors, Legato incorporates the positives/successes, and remedies the Negatives/Failures by providing an interactive, engaging platform that lets you control your involvement in the many different areas’ musicians take part in today. Legato’s USP is; A professional music-dedicated online network with attractive UX and competitive pricing plans.







5. [bookmark: _Toc49510515]Marketing 
The primary factor contributed to an organisation’s success is marketing (Thabit and Raewf, 2018; Kotler et al., 2009). Marketing essentially provides the main communication channel between a company, the consumer, target market and general public. How the marketing is conducted will have a profound effect on brand equity, brand awareness and consumer behaviour. These essential parts of marketing are often driven by the nature of the company’s marketing mix. Legato’s Marketing plan therefore provides a detailed strategy, and reasoning behind the choice of marketing mix and marketing channels. To ensure that the system works and that there is sufficient demand for the service, Legato will be marketed in London due to the many companies and musicians that operate there. As Legato expands, demand for the service in other areas will be monitored and reviewed should it be required. Over the past few decades, research has significantly increased the understanding of the role of marketing in assisting firms to create and sustain the competitive advantage (Morgan, 2007). Consumer behaviour and brand equity especially both play large roles in the overall success and profitability of the company, therefore extensive research has been done on those two subjects to discover the suitable marketing mix that will yield positive results. Social Marketing is also an important consideration when marketing Legato as social relationships, networks and behaviour greatly impact the nature of the business. Social Marketing provides six benchmarks for an effective marketing strategy; 
Behaviour Change, Consumer Research, Segmentation and Targeting, Exchange, Competition, and Marketing mix. (Luca and Suggs, 2010). 
5.1 [bookmark: _Toc49510516]Target Market
Companies often adopt targeted marketing to compete more effectively in their market. Effective target marketing requires that marketers:
· Identify and profile specific groups of consumers who have differing needs and preferences (market segmentation)
· Select one or more market segments to enter (market targeting)
· For each segment, establish the distinct benefits of the company’s offerings (market positioning)  
(Kotler et al., 2009)
	Independent Artist
	Legato Benefits

	Producer
Singer
Songwriter
Musician
Etc…
	· Access to multitude of companies to assist in any area of musical career
· Opportunities to collaborate 
· Display work
· Apply to a variety of projects
· Discover the perfect artists/companies that suit your artistic image, ethos and ambitions
· Take control of as much of your career as you wish
· Gives the ability to play to your strengths 


Legato operates in a specialist market, independent musicians and music companies. Therefore, the primary target market can be identified, and basic marketing methods can be carried out with ease. However, to increase the effectiveness and accuracy of marketing campaigns, the target market can be split up into further segments and subsegments:


	Independent Music Companies
	Legato Benefits

	Studio 
Equipment 
Marketing 
Legal Advice
Video Production
Editing
Booking Agents
Managers
Publishers
Distributors
Etc…
	· Opportunity to create recurring business relationships
· Access to database of talent
· Ability to be a feature or sponsor
· Use the rating and review feature to gain competitive advantage
· Easily discover collaborations that suit your brand strategy and ethos
· Gives the company full control of how they wish their company to be displayed



Figure 6: Table identifying target market and relevant company benefits

5.2 [bookmark: _Toc49510517] Marketing Mix
Brands must develop a comprehensive marketing mix, as it is the most important strategy of marketing in the modern era (Thabit and Raewf, 2018). Kotler et al., (2009) provides useful advice concerning which marketing mix elements to use. A firm must understand relationships, networks and interactions which are fundamental before implementing the marketing mix. This is even more important to Legato as it operates on these grounds. Understanding these will not come instantly however, therefore the marketing mix that is originally implement must be flexible enough to tailor to new societal or policy changes that may impact standard marketing practice (Kotler et al., 2009). The marketing channels that suit Legato as a company include Google ads, search engine optimisation (SEO), Radio, magazines and websites. Due to the rapid progress in technology these days, the methods Legato uses are (and will become more) simple, easy to implement, low cost and editable. The use of pre-existing music industry contact databases (such as the sync report) will also be useful in reaching the target companies directly. Sponsorships and partnerships are big business in the music industry, and Legato will use services such as FameBit to connect to suitable influencers who can effectively relay the message Legato wants to broadcast to the target market.
5.3 [bookmark: _Toc49510518] 4Ps
The traditional and most essential method used in the marketing mix is the 4Ps, based on McCarthy (1960), which clarify marketing planning into practice (Thabit and Raewf, 2018). Kent (1986) goes further, describing the 4Ps as ‘the holy quadruple…of the marketing faith…written in tablets of stone’ (p.146). There are however those who criticise the effectiveness of this strategy, explaining that the simplification of having 4Ps excludes the ‘beauty, creativity and importance of marketing’ (Fakeideas, 2008). Many explain how they believe that the 4Ps strategy is outdated and ineffective in today’s climate (Gordon, 2012; Grönroos,1997; Tapp and Spotswood, 2013). Others offer alternatives, such as Luca and Suggs (2010), who identify a social marketing mix strategy including 6Ps; Product, Price, Place, Promotion, Policy and Partnerships. However, the majority of data provided in this study gives evidence for only product, place, promotion, and partnerships (p.125). Ultimately, the traditional 4P marketing mix is gathered to identify the needs of the target consumers, and it differs from one organisation to the next, relying on its resources and marketing purposes (Thabit and Raewf, 2018). The most effective application of this framework comes from fitting the 4Ps to suit your business, not fitting your business into the 4Ps. The 4P framework for Legato is as follows;
Product/Service
Legato is a professional networking online platform, that caters to independent musicians and related independent companies including, but not limited to, labels, studios, legal advice, art & design, managers and PR firms. The service grants exclusive access to a variety of career progressing features such as an advanced integrated search and filter engine, direct mail, opportunities to collaborate/hire and display your work. Access is given through registration and allows you to set up a personalised profile page to organise all aspects of your professional life. Legato’s UK users are protected under the Data Protection Act 2018, complimenting the General Data Protection Regulation (GDPR). The product is the main element of any Marketing Mix (Singh, 2012).
Price
Legato is a Freemium service, allowing anybody to register and create an account. Access the core features is unlocked through paying for one of the three subscription tiers; Premium – Artist (£19.99/month), Premium – Business (£49.99/month), or Premium – Pro (£149.99/month). Premium subscriptions are paid monthly, or annually (for a slight discount) depending on what plan is suitable. Sponsorships and featured users can also be bought by companies or artists who wish to promote their services or requests for maximum exposure. These are purchased through legato directly, and gives the user a choice of where, when and what they wish to display.  
Place 
Legato operates as an online platform, therefore initially this is the sole distribution location. Being online gives Legato the flexibility of identifying the hotspot locations where the highest engagement is. To test the demand for Legato, target ads will be aimed at suitable consumers in London, due to its prevalent independent scene and plentiful creative companies. And as Legato expands, deciding the location to setup base will be very important. In the UK, other cities such as Manchester, Bristol, Liverpool and Glasgow all boast successful and vibrant independent scenes. Ensuring that each office location is in close proximity to the independent music scenes will increase brand equity and customer retention. It also aides the marketing mix in the sense of local radio, and further opportunities to create more creative, grassroots local marketing strategies to increase local brand awareness.
Promotion
Promotion is also one of the strongest elements in the marketing mix (Thabit & Raewf, 2018). The success of Legato largely depends on the appropriate application of promotional material. Legato utilises various promotion avenues that suit the company’s aims & objectives. Primary promotion material will be in the form of adverts. As legato is in a specialist industry, adverts will be targeted with suitable content, and will be directed to platforms with the highest chance of reaching maximum exposure. The main targeted promotion avenues include targeted Google Ads, Music Magazines/articles, and Radio. 

5.4 [bookmark: _Toc49510519] Consumer Behaviour
The consumer is the primary element around which the central business activity revolves (Remesovschi, 2018).  It is therefore essential to gain as much knowledge of consumer behaviour as possible. This is because successful marketing decisions require extensive information about consumer behaviour (Hawkins and Mothersbaugh, 1997). Initially, consumers identify their needs, then proceed to select the avenue to satisfy their needs considering budget and commodities (Khadka and Maharjan, 2017). Legato offers value in these areas and intends to constantly assess consumer behaviour using a flexible, adaptable approach. 
[image: ]Consumer’s react differently to the same marketing mix. Some may be significantly influenced, others may not. Therefore, Legato uses the identification of consumer characteristics approach to understand the key factors affecting consumer behaviour. Ramya and Mohamed (2016), offer a list of these factors and include; Psychological, Social, Cultural, Economic and Personal.Figure 7: Five factors of consumer behaviour (Ramya and Mohamed, 2016)


Cultural
The independent music industry enjoys a diverse mix of ethnicities and cultures. With Latin America’s music industry seeing the largest regional growth, Asia becoming a world player, and the Middle East and North Africa commanding attention (Moore, 2020), the global cultural aspects are becoming increasingly important to the industry. With new music constantly being born out of various subcultures, it is vital to understand the cultural differences that need consideration. Respect and trust are what Legato hopes to build with its consumers, by providing an online platform free from prejudice or discrimination in any form. Legato is committed to delivering equal opportunity for all and celebrates diversity within the multicultural music business, especially in a time of political and social unrest.  Understanding these differences and celebrating them is an effective way to build brand awareness and equity.  
Social
‘Successful social and commercial activity need to be built around an understanding of the citizen and consumer and a desire to engage and delight them’ (French, 2013).  The music industry is very much people orientated. Creating networks and building long lasting relationships is a core requirement to succeed in the industry, especially in the independent market, where musicians and companies rely on each other to correctly fill out a function assisting in their careers. The smartest thing that indie musicians can do, is gain the support of influential people in the industry (Ribas, 2012). Legato provides the ability for these users to create and maintain those essential relationships, regardless of social status or current stage of career progression. 
Personal
Independent musicians and Independent companies are a mix of all ages, incomes, personalities and lifestyles. Big Independent artists have very different incomes and lifestyles (and most likely personalities!) to those of small event space owners in rural England. The diversity of the consumers means that personalisation is a big factor in customer satisfaction. For example, a hip-hop artist would probably want a different layout to say a country or classical artist. Therefore, Legato provides extensive customisation tools which give the user the ability to make their page personal. Telang and Mukhopadhyay (2005) found that customer loyalty becomes much stronger when the user starts using personalised features, explaining that ‘This is a very important finding given the low barriers to entry in this industry and low economic costs of switching’ (p.63). Users of Legato have a shared group identity (in the form of being independent musicians and companies), where people can feel that their individual contribution is important (Frederiks, Stenner and Hobman, 2015).
Psychological
Consumer behaviour studies the customer perception, social science and psychology behind the decision-making process. Understanding why consumers are motivated to make the choices they do gives you the competitive advantage over other companies that simply react to decision making. The motivation for users signing up to Legato is to progress their own career and stay on top of everything in an organised simple online portal. A growing literature has documented that a large variety of consumption behaviours are significantly influenced by factors outside of people’s conscious awareness (Chartrand and Fitzsimons, 2011). This usually takes shape in the form of external exposure, either through adverts, catchphrases, or other mental triggers that are not obvious to the consumer. It is worth noting that nonconscious consumer psychology and conscious customer perception, are closely linked and will vary from person-to-person. Customer perception is also often affected by adverts, and by reviews, public relations, social media, personal experiences and other channels (LaMarco, 2018). Legato aims to create effective adverts that create a conscious and unconscious trigger that causes a sense of familiarity and comfort.




[bookmark: _GoBack][image: ]
Economical Figure 8: Data displaying independent artist’s average annual music income, MIDiA / Amuse Artist Survey 2019

Traditional economic theories of decision-making are rarely seen in consumer behaviour. People often think they are making the smart, efficient choice; however, this is rarely the case (Frederiks, Stenner and Hobman, 2015). Therefore, understanding the economic decisions behind what drives the consumer is a complex issue. Relating to income, the independent music industry hosts a wide range of annual incomes. However, 74% of independent artists earn less than $10,000 dollars per year (Figure 8, MIDiA, 2019). Companies are constantly trying to explore new, innovative ways to get independent musicians the money they deserve from their work. Especially younger musicians, who are not familiar with the concept of managers to aid their career – but they have seen YouTubers or Influencers making millions off distributing their own product (Daniels, 2019). Therefore, there is an increasing number of musicians who are consciously making economic decisions to attempt to retain the profit they make and have access to advice and assistance where they can be in full creative control of the process. Legato is the answer for all of these artists/companies, as it recognises the importance and influence of economic stability and growth to consumer behaviour, and also creates a bridge between the artist and company.
5.5 [bookmark: _Toc49510520] Brand Equity
‘Pure website brands’ are brands that predominately offer online information, resources, experience or communication services. These brand’s major goal is to attract more visitors, extend their visiting time, increase click-through rates, click on embedded adverts, and induce visitors to purchase paid resources (Jin, 2009). To achieve this, brand managers must capture the interest of their consumers, and engage them in the online experience to attain business goals and enhanced profitability (Le et al., 2018). 
Website brand equity comprises of various key components, including; brand awareness, perceived quality, brand association, brand satisfaction and brand loyalty (Quan et al., 2019). Marketing, particualry advertising and market presence, provides significant impact on the components of brand equity (Stahl et al., 2012). Consumer participation is an important factor when looking to address these key components of brand equity, as Legato is a host site requiring the user to do most of the work themselves. Customer participation is essential to the customer-provider relationship to engage consumers in the co-creation of value (Chan, Yim and Lam, 2010). It is also important to engage the consumers in the marketing activities, which in turn encourages positive interactions between visitors and the website (Jin, 2009). These factors greatly contribute to brand awareness, and ultimately translates to brand equity and sustainability. Legato relies heavily on these areas, as the site is run on the reliance of positive brand perception and full transparency.
5.6 [bookmark: _Toc49510521] Targeted Ads
An effective way to build the brand awareness needed to sustain perception, participation, loyalty and equity, is through the use of paid and personalised ads. Advertising is a crucial element of customer acquisition as well as retention (Stahl et al., 2012). Targeted ads also relieve pressure off of the firms themselves. Research into your target market’s behaviour can now be replaced with automatic insights into your target market’s online behaviour (Reczek, Summers and Smith, 2016). These ads are relevant to each individual consumer, which also increases a consumer’s sense of brand engagement and participation. It has also been widely reported that behaviourally target advertising is very effective in increasing sales (Matsakis, 2018). 
[image: ][image: ][image: ]The classic methods of organic social media advertising will be utilised; creating company pages with regular updates and information about Legato. Whilst paid targeted ads are an effective marketing method, combinations of paid ad strategies and other various content strategies (Timing of ad release, style of ad, content of ad, duration of ad) are highly recommended and will be put to use (Huang and Depari, 2019). Acquisition through internet channels (such as these type of ads) lead to higher retention rates than acquisitions through direct mail or direct-response channels (Datta, Foubert and Van Heerde, 2015). And successful investment into customer acquisition (in this case; targeted ads), is capable of saving on future costs thus improving profitability (Livne, Simpson and Talmor, 2011). However, Stahl et al., (2012) explains that advertising increases differentiation, and differentiation negatively affects acquisition and retention. Therefore, Legato will heavily investment into ads initially, and will monitor their performance in the first year reducing the investment. An increase in the quantity and content will depend on the calculated return on investment (ROI) and engagement.Figure 9: Legato sponsored ad example, ad keywords and ad target location (from top to bottom)

As for the specific categories that Legato will target when using the Google paid ad service, there are various keywords and demographics that will be essential to reaching the target market. The most important keywords need to include relevant companies, to target artists and companies alike (see Figure 9). 
The geographical demographic is most important, as the scheme will initially be trialled in London.  Legato is aiming to acquire both companies and artists equally, therefore the ads will need to be constantly reviewed to analyse the results, and be adjusted if necessary, to fit the situation at the time.
5.7 [bookmark: _Toc49510522] SEO
[image: ]Search engine optimisation (SEO) is the umbrella term for the various strategies of ensuring your website achieves maximum visibility on SERPs (Ratcliff, 2016). Consumers face two types of internet search results when using a search engine; Sponsored and Organic links (Berman and Katona, 2013). Each of these links are sorted by relevance to the search in descending order, and Sponsored links are allocated to various companies who bid the highest. Being as high up the SERP as possible is vital as 75% of search engine users never scroll past the first page (Ahern, 2020). Whilst SEO provides various benefits, the real value comes in increased site traffic, and a successful SEO strategy is also a cost-effective method of driving traffic to a new website (Malaga, 2007; Luh, Yang and Huang, 2016). Figure 10: SEO strategy, iShack.com

Organic links tend to have greater goodwill than sponsored links, generating increased consumer loyalty and equity. Consumers are also more likely to find what they are searching for in organic links, meaning they are less likely to click a Sponsored link (Berman and Katona, 2013). Considering the valuable research, Legato will utilise, and review paid sponsored links in the first 0-6 months depending on the success of the project. This is due to the well documented results it produces for increased traffic to new websites. Once traffic is sustaining, sponsored ads will be greatly reduced and organic links will command full optimisation attention, in-turn building brand equity and perceived value. SEO is particularly important as competition in this niche market is still scarce, therefore Legato aims to implement these methods to ensure early dominance in the SERP. This will also benefit in the future as Google reportedly prefers older sites and wants to be sure that a site is going to be around for a while before it gets added to its index (Malaga, 2007). To reinforce the importance, Google holds 90.1% of search engine total market share (Ahern, 2020). An effective method for implementing a successful SEO project is explained by McCormick (2020), who provides a clear ‘7-Step Content Development Process’. The steps Legato will take include; 
· Gather Information (Target Market, competitors, site performance, site goals)
· Blog Topic Analysis (Solution-centric keyword research, competitor topic analysis, Ahrefs content explore search)
· Strategize (Test topic searches per month, identify keyword difficulty score, explore search volumes and competitors of keywords)
· Write (Long/informative content, entice reader with content to satisfy search intent)
· Optimize & Publish (Craft title tags/meta descriptions, sponsored searches, consider related keyword/word count/readability)
· Promote (Social media, email, radio)
· Review & Repeat (Monthly performance reviews, continue if successful, adjust if improvements needed)
(McCormick, 2020)
To be cost effective, this process will be undertaken internally. It also pays to be self-sufficient in this area as SEO requires constant updating, therefore learning how to implement an effective SEO strategy will also save costs in the long term. 
5.8 [bookmark: _Toc49510523] Customer Acquisition & Retention
[image: ]To acquire new customers to the service, certain incentives will be offered, most notably in the form of a first month free trial to all new users. These trials are popular with consumers, but present challenges for firms offering them. The primary challenge is to retain customers who have been acquired with the free trial. However, a well-designed free trial can increase site traffic and customers, which may justify following lower retention efforts (Datta, Foubert and Heerde, 2015). Offering free trials may affect company profits initially, but this strategy provides additional benefits as there is strong evidence that customer acquisition cost is a likely firm value driver (Livne, Simpson and Talmor, 2011). Figure 11: Data displaying the most significant retail revenue drivers, Kulbyte, 2020

Customer retention describes the vital factor to producing a profitable, sustainable business. It is a measure of the extent to which consumers revisit a site or application after their initial use (Ross, 2018). Without strong user retention there is little chance of customers buying premium products or services (Hamari et al., 2020). Additionally, increasing customer retention rates by 5% increases profits by 25% to 95% (Reichheld and Schefter, 2000). To produce and sustain high retention and acquisition rates, a firm must build knowledge (brand awareness), through increased market presence (Stahl et al., 2012). 
Ross (2018) provides useful advice and information on how the freemium model differs when measuring and predicting retention in business. Retention is an extremely important metric used by developers using the freemium model, and the strongest measure to predict monetisation is timed retention. This is the time that a user engages with a site or application and is the best starting point when using retention to understand freemium consumers. Usage and retention are vital measurements as there is a documented positive relation between customer retention and usage, as well as usage and future profits. This ultimately enhances market values (Livne, Simpson and Talmor, 2011). 
Therefore, to effectively implement this measure Legato will constantly review and analyse the available data on timed retention. This will only be possible once users start to join and interact with the site but having the effective theoretical framework ready to go makes Legato prepared for quickly implementing retention maximisation strategies. Retention is especially significant to Legato, as the business model relies on a robust, plentiful database of companies and musicians. The idea of a free trial with the next two months discounted was created for the sole purpose of customer retention and acquisition, using this method will let people experience the value for a fraction of the normal asking rate. Another strategy is to waive the commission fee for a certain amount of time, as it provides further incentive for consumers considering the service. Commission will then be set very low at 0.5%, and many offers to waive this fee will be available in a targeted approach. 
5.9 [bookmark: _Toc49510524] Growth
Business growth explains the process of a firm’s expansion in size, location and profits. Growth is often essential for businesses, as an expanding company will usually translate into increased sales and strengthening of the position in the market (Act.com). Having said this, only 49% of small businesses have a clearly laid out plan for future business growth, ultimately leading to missed opportunities and issues with scaling (Debeljak, 2020). Churchill and Lewis (1983) provide a clear timeline and decision-making process behind the five stages of a company’s growth process, which include;
Stage 1. Existence 
· Acquiring customers, delivering the service
Stage 2. Survival 
· Proven workable business entity, sufficient service deliverance to customers 
Stage 3. Success
· Decision making stage: exploit the company’s accomplishments and expand, or keep the company stable and profitable
Stage 4. Take-off
· Aiming to grow rapidly and finance the growth, implement effective delegation
Stage 5. Resource maturity 
· Control rapid financial gains, retain advantages of small business status; flexibility and entrepreneurial spirit 

These 5 stages ensure that sufficient research and effective precautions be taken into consideration before a growth strategy is implemented. Growth is incredibly important to Legato as a future business, being aware of the fact that entrepreneurial businesses are susceptible to failure, with only 40% surviving for 10 years (Levy and Powell, 2005). Various factors contribute to a successful growth strategy including effective organisational planning, innovative behaviour, and the small-business owner or manager (Ekinci, Gordon-Wilson and Slade, 2020). 
Finance is also a significant factor when looking to implement growth strategies. Increased access to sufficient finance, particularly external investment funding, has a larger positive effect in the growth of firms. Especially in more developed financial systems with a better rule of law (Aterido, Hallward-Driemeier and Pagés, 2011). 
Legato as a concept provides many different potential avenues of growth, both internal (Development) and external (Expansion).
Internal growth opportunities include;
· Subscription packages
As Legato retains a constant, sustainable revenue stream, opportunities to increase the number and price of subscription packages could be implemented. Constantly reviewing the demand of consumers could bring up additional services that premium members want, and also services that certain consumers may not need. Therefore, subscription packages can become more bespoke to each consumer, offering them only what they need. The use of on-site trackers will also provide valuable insights into the usage of certain features. Another useful method for identifying the demand for adapted subscription packages, is the use of feedback from advertisers and users alike. Forms, emails or surveys can be utilised to gather this essential information. The initial pricing point of the subscription tiers reflects Legato’s emphasis on driving traffic to the site. As the service becomes more popular and demand increases, there is room to increase prices so long as additional benefits are offered to consumers who are already paying a premium fee.
· Increase of value through available resources
As prices could rise, perceived value also must increase to ensure that brand equity isn’t negatively affected. Therefore, access to additional resources and information can be offered in the form of online courses (mastering & mixing, live recording, business management), increased customisation options (follow technological advances to implement newest animation/design technology for contemporary feel), and reduce number of targeted ads (to boost brand equity and perceived quality). Other smaller changes can also be implemented such as boosting the number of direct mails, free advertising opportunities, etc. Also, Legato aims to continuously update and add features to the site (LinkedIn operates a similar strategy) to reinforce consumer loyalty, and to reiterate that the consumer comes first. Software development is also another area of significant investment, and one that aims to grow year-on-year, bringing further value drivers to the premium consumers.

The external avenues for sustainable growth include;
· Location
As Legato will initially be launched in London, expansion opportunities into other cities, countries and continents would be the next logical steps. Detailed research and analysis must be undertaken before a strategy be implemented for expanding into different territories, especially in respects to local government policies, societal differences and exchange rates. This also goes for the purchasing and expanding of office spaces. Once the platform takes off, extra staff must be hired to ensure the efficient maintenance and communication of the company live up to a certain standard. The music market is becoming more global due to the wide access of streaming platforms, therefore Legato is a concept that would be theoretically sustainable and profitable in all markets with an Independent music industry. Increased global access to music has also increased the number of international collaborations, this is something that Legato can easily facilitate and provide the organised communication methods needed to find and secure these collaborations. 
· Industry expansion 
As Covid-19 has transformed the world, businesses from all industries have been forced to increase their online presence to secure new consumers and adapt to the minimal face-to-face operations that currently occur. Therefore, these businesses will need to store more information, and communicate more online. A Legato-style format could potentially be implemented into various other industries, such as trade, retail, film and tv, fashion, and many others. This strategy is an ambitious one, and also one that is likely to take place in the future, once the Legato music platform has proved to be a profitable and effective platform. This would also require significant extra research and business strategy as industry practices and demand vary greatly. As mentioned in section 4.2 Pricing Plan - Freemium, 5% ‘Legato Discounts’ are given to musicians who book/hire companies through the site. This could be expanded to, as an example, hotels or B&Bs who are close to gig venues for artists to stay at. This could be extended to multiple industries and areas.

6. [bookmark: _Toc49510525]Finance
[image: ]The budget sheet provided represents an 8-year forecast of profits and losses in the London seeding, with the first year broken up into quarters. This is because the first year is the most important to monitor investment and effectiveness, and certain investments fluctuate in accordance to the marketing strategy (Targeted ads and other Marketing strategies). The London market provides a good idea of how the platform would operate in a high turnover environment. London offers plenty of venues and music related companies, as well as vast numbers of musicians and independent musicians. Therefore, if this seeding study is successful, the framework can then be applied to other independent hubs such as Brighton, Bristol, Manchester etc.., and then nationally. Where the potential consumer base will be in the 100s of thousands for each consumer type.Figure 12: 8 Year budget forecast


To ensure high customer acquisition in the first month, free trials will be available to select consumers who interact with the marketing features through certain links. This is clearly reflected in Q1. This first quarter also represents the various discount deals for the next 2 months after the free trial, this varies depending on what plan you wish to subscribe to (50% for pro plan users, 35% for premium business, and 20% for premium artist). The budget sheet also includes the vital website maintenance and security fees which rise with time. This is because, as more traffic and engagement occur on the site, different methods to cope with the numbers will need to be introduced and constantly monitored. This also goes for administration and branding fees, which both are closely linked to the overall growth of the company. 
As consumers build, more effort is then needed to keep the branding up to date and sufficient with its various applications, and administration fees deal with extra personnel and various extras, which are in constant development. GDPR costs are part of a subscription package that many companies utilise, provided by security and law specialists. £8,000 a year packages on average gives the consumers of the subscribing company a choice of which data they allow the site to collect, view and share to 3rd party firms, as well as regular site checks to ensure GDPR compliance and any other legal issues that may be occurred. This also reflects in the data sales forecast, where income is relatively low and only grows in small increments as many consumers may wish to keep their privacy when on the site.







7. [bookmark: _Toc49510526]Primary Research
7.1 [bookmark: _Toc49510527] Purpose
The word research is defined by the Oxford dictionary as ‘The systematic investigation into and study of materials and sources in order to establish facts and reach new conclusions’ (Oxford Dictionary, 2010). The purpose of this primary research is to back-up the business strategy and why it would work in practicality. Gathering data from your target market prior to implementing a business plan is essential, as it delivers valuable insights into the current consumer behaviour, market outlook and competitors. It is also a vital source of information when collecting feedback, gaging customer perception, and perceived value. 
7.2 [bookmark: _Toc49510528] Aims and Objectives
The primary focus of this data collection is to gain valuable information on both the musicians and companies outlook regarding their operations, needs and opinions. The objective of this survey and questionnaire is to find out whether Legato as an idea, would be a successful entity in the independent music industry. But it is also effective at providing new ideas, and analysing responses that maybe were not expected but useful in an overall outlook. Primarily, the undertaken research is supplementary in nature, aimed at providing clear evidence that there is a gap in the market for Legato to operate and grow into.
7.3 [bookmark: _Toc49510529] Methodology
Successful research is mainly reliant on the proper selection of the research methodology that is to be applied, in order to achieve the aims and objectives using available resources (Ragab and Arisha, 2017).Research is often built on either quantitative or qualitative analysis, depending on the context. In the business world however, studies can benefit from multiple research methodologies (Lo, Rey-Martí and Botella-Carrubi, 2020). For this study, a mix of these two popular research methods will be utilised. Using a mix of qualitative and quantitative analysis can offer opportunities to achieve a better understanding and insight into a particular subject (Krivokapic-Skoko and O’neill, 2011). All participants bar one (which is clearly identified later in this section) live or work in the London area. 
This allows a more focused and targeted research approach. For this particular data collection, a quantitative survey was sent out to a group of independent musicians, and interview-style qualitative questionnaires were sent to a select group of music related organisations via email. All parties were given the option to remain anonymous. The split allows a higher number of independent musicians to participate, and also speeds up the process of collecting the data. As the target companies are a valuable factor to the success of Legato, the questions sent allowed them to provide further insight into important factors. 
7.4 [bookmark: _Toc49510530] Quantitative Findings 
The distributed survey was sent out to independent musicians of all standards in the London area and comprised of seven questions to identify demographics and consumer behaviour. Fortunately, each survey was fully completed, and I received a total of 43 responses. 
The respondent’s basic demographic segmentation is useful to understand consumer behaviour when segmenting the target market. 
Figure 14: Gender of respondents 
Figure 13: Age of respondents 




With 86% of respondents answering Always or Usually, this reinforces the importance of collaborations in the music industry, especially that of independent artists who rely on others to help progress their career. Only 2% said they never collaborate, which supports the idea that collaboration is essential to independent artists. Figure 16: Ease of Collaboration  
Figure 15: Collaboration Rate 

This question produced interesting results with the largest response share being ‘Neither Difficult nor Easy’. This highlights the uncertainty in the independent industry when discovering suitable companies to collaborate with. Also, a higher percentage of respondents found it tricky and not easy, further supporting Legato’s aim of simplifying the company search process.Figure 17: Recurring Relationships

With 95% of respondents saying they do indeed have recurring professional relationships, this shows the importance of sufficient communication between the parties, and also a level of trust. Legato provides the ideal platform for these recurring relationships to begin and grow sustainably, with confidence that they are a reliable and proven organisation.




Figure 18: Contact Subscriptions


The responses to this question were surprising, as only 7% of respondents said they use contact subscription services. When prompted to say which services they use, MusicWeek was mentioned twice, and SyncReport once. This either shows a lack of awareness, or a lack of engagement with these services from artists. Legato aims to make its services accessible for both companies and artists alike, increasing the possible traffic and conversion rates.




This question was an attempt to gage possible interest in a service such as Legato. Fortunately, there was a very positive response to this, with 92% saying they would pay for such a service. This is especially encouraging as this means roughly the same amount of people who don’t use a contact subscription service, would be prepared to. Figure 19: Willingness to pay for service

The results of this quantitative research are very encouraging and provide supplementary evidence for why the concept and strategy of Legato will succeed in the market.




7.5 [bookmark: _Toc49510531] Qualitative Findings 
A questionnaire encouraging open-ended answers was sent out to multiple independent music organisations, but the rate of response was disappointingly low, possibly due to coronavirus implications. However, useful information was provided by both Denis Simms, Coordination Manager at Worldwide Independent Network (WIN), and Tamara Witt, Artist Manager at Tileyard Music. As WIN and Tileyard are different industry bodies, it was necessary to tweak the questions to suit and increase the relevance to each organisation. 
Denis Simms – WIN
Denis explained how global connectivity is on the rise and being driven by new revenue streams (streaming). But he also highlights the essential nature of the local market, saying that the ‘majority of artist’s local market is key as it will usually comprise of the lion’s share (usually 60-85%) of fans and revenue’. This is encouraging and supports Legato’s strategy of planting ‘seedings’ in Independent Hubs (starting in London), to initially grow locally then expand once local hubs are succeeding and brand awareness is high. 
When asked about the process of discovering relevant independent companies, Denis described how the primary issues are cost and long-term reliability, and also that it ‘can be hard for newer artists to navigate the space and know who is legitimate and what rates/deals are fair.’ Going into further detail about the necessity of this process, Denis then goes on to say that ‘Building the infrastructure around artists is crucial – all of these roles (relevant companies) are SO important these days for most artists.’ The information provided here creates clear indication as to where Legato can remedy the issues presented by this process for independent musicians. 
On the query about the creditability of expanding geographically, and the issues Independent’s may face internationally, Denis described many problems in foreign independent markets. 
‘A lot of international markets today are where the UK was in 2010-2012 In terms of the development of a streaming ecosystem and how well attuned the industry is to the market’
‘Knowledge gap in terms of digital skills’
‘Difficult for less developed markets with a lack of business skills’
Denis also mentioned that ‘Access to global platforms is great, but few are truly global or relevant for each act.’ 
Each of these valuable observations provides clear supporting factors for Legato’s business model on an international stage. Digital and Business Skills can easily be shared online, providing valuable information to those who will greatly benefit from its access. This supports Legato’s growth strategy and the aim to facilitate relevant educational courses and lessons. Legato also does aim in the future to be a truly global platform, and also segregates companies and artists using its advanced search and filter engine to ensure that the results are accurately relevant for each act.

Tamara Witt – Tileyard Music
In the course of the interview, Tamara mentioned that Tileyard Music, and other known companies, use industry contact databases such as Music Week yearly directory or The Sync Report. But also explained how these only provide contact information and no more. This is where Legato excels above these databases, as it provides valuable information on reliability, location, operations, pricing options and much more, as well as direct communication.
When asked about the methods of acquiring new talent, Tileyard Music utilises ‘Word-of-mouth, introductions or recommendations via mutual contact, attending music panels (I.E the Mobos Unsung).’ Word-of-mouth and attending music panels are both at risk of becoming difficult due to Covid-19 restrictions and implications. Therefore, Legato provides a risk-free platform to instantaneously network and discover acts using a limitless database of talent.
Most Independent companies will provide some services in-house and outsource others. This is the case for Tileyard Music who provide ‘Management, Publishing, Studios, Marketing, Branding and Opportunities’ in-house, however outsource services such as ‘PR, Radio, Live, Content Production and Styling.’ When discovering these services, Tileyard Music again uses, ‘Word-of-mouth, introductions or recommendations via mutual contact, or freelancers.’ Whilst Legato would speed the discovery process up, this also highlights the importance of Legato for smaller independent companies, or new start-ups, as they mostly will not have access to the useful contacts available to larger firms. Also, Tileyard Music has recurring work with other independent companies through ‘trial-and-error’ and sticks with those ‘companies/individuals who have proven themselves on past projects.’ This reinforces the need for a database with reviews and ratings, to ensure that company/individual will produce quality work in good time, thus cutting out the inconvenience of trial-and-error.

8. [bookmark: _Toc49510532]Reflective Summary
[image: ]Gibbs’ reflective cycle is a commonly used model of reflection that focuses on six steps; Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan (Gibbs, 1988). This method will be implemented to assess what has been learnt, what decisions have been made and why, what has been done successfully and unsuccessfully, and what could be done again or better in the future. For this reflective summary, I shall address these points in order of the business plan, describing my thought process throughout the research and writing period.Figure 20: Gibbs’ reflective cycle, Adapted from Gibbs (1988), by Mindtools.com

8.1 [bookmark: _Toc49510533]Starting the plan
Before starting, I realised that the Covid-19 pandemic would put serious strain on certain areas. For example, conducting face-to-face interviews was near impossible, many companies had closed (especially in the music industry) and my mentor had been furloughed so communication was limited. This encouraged me to find alternative was to conduct the research and strategy to creating this plan.
 Legato as an idea is something I had developed at university while studying a BA in Business Management and Marketing. I have always had a passion for music and business, therefore writing this plan was something I took confidence in; however, I knew the task would be a big one. I feel very fortunate to be part of the Tileyard community, as it has assisted with gaining relevant knowledge and contacts within the industry and has proved useful in completing this plan. In all honesty, I am historically not very good with collaborative work or asking advice when completing an assessment. However, throughout this process I have learnt the importance of seeking advice and getting as many people on board as possible, as this provides fresh perspectives and valuable insights into your plan that you may not have considered. If I was to start this whole process again, I would get people involved in the idea from the word go, instead of waiting until it became relevant to what I was researching at the time. 
8.2 [bookmark: _Toc49510534] Background Section
The first section I wrote was the Background section. I did this as I wanted to set a theme for the essay and highlight the main focus of the idea. At the time I felt that this was an effective strategy, however it focuses too much on the theory and not enough practicality. In retrospect, I would have written this later on to ensure that it is all completely relevant and ties into the plan suitably. I also made the mistake of initially making the section too long and have therefore spent time trimming and cutting parts of the section to allow more room for other essential parts of the plan. This has taught me the importance of keeping to the point, and only including relevant and supporting features.
8.3 [bookmark: _Toc49510535] Business Plan
As the business plan and strategy is the most vital part of this assessment, I decided early on that most of my available time would be allocated to ensuring I had a robust set of actions and reasons for those actions. I felt confident going into this section as I personally enjoy going into detail about how the business would work in theory and practicality. I feel that this section would have been a lot more challenging had I not used reference cases, such as LinkedIn. The fine line between inspiration and simply lifting an idea was a constant consideration for me, and I often tried to highlight the key differences between Legato and its main competitors. 
In terms of the layout, I wanted to describe the functions and workings of Legato so that the reader understands where main value drivers are. Going into this section, I had not yet settled on what the price of subscriptions were yet, which delayed writing up the Direct Mail and Data and Analytics sections. At the time I felt that I could easily add these points later on in the writing process, however once you get into the flow, it is easy to start and get distracted by other sections. I therefore should have decided on all of the details about the subscription plans (premium functions and in-mail allowance), prior to writing these sections in order to improve the workflow and ensure relevance early on. Overall, I was happy with how I wrote and researched this section; however, I could have provided more visual aids in this section. I initially wanted to create a draft version of the profiles and search engine, but due to time (and lack of skill) constraints this was unfortunately not possible. In future I would ensure that I leave enough time to add useful extra components and learn how to create quick impressions using software such as photoshop.
8.4 [bookmark: _Toc49510536] Business Strategy
As the business strategy is the core process of how the business can feasibly run, I wanted to ensure that I provided sufficient information on the key components; pricing strategy, revenue and operations. I felt comfortable choosing freemium as I have experience using it, and I also believe that every industry (more-or-less) is moving towards subscription-based services and models. Fortunately, there is plenty of research on the freemium model, and I enjoyed reading articles while looking for little details that would give Legato the competitive advantage. 
In this section I also introduced the pricing plans, features and direct mails for each subscription tier. As all of this information changed whilst writing the plan, I had to write a template and come back to it once I had set an official pricing point for each. This made me slightly worried because as I was going along because I noticed how much of what I was writing was dependent on these details. Therefore, I stopped writing at the end of this chapter, and decided on what each of these figures would be. At first I was disheartened as I thought I would have to change my plan and edit lots of content already written, however after some useful advice and help from my father, I was able to decide on pricing and functions without too much hassle. I was therefore able to incorporate these into the business plan as I was going on past this chapter. After this, I felt comfortable with knowing the figures and functions, however I wish I had done this earlier to be more efficient and avoid any unnecessary stress.
8.5 [bookmark: _Toc49510537] Marketing 
Marketing is a significant part of my business plan. Fortunately, over the year at Tileyard, we have had access to interesting and useful information from lecturers, masterclasses and recommended reading. Most notably, a lecture detailing the processes of targeted adverts gave me vital insight into how I would run an ad campaign for legato. I felt that my application of targeted ads was good in the sense of Google Ads, however there are many other avenues to use in terms of advertising. Whilst I feel that Google Ads is the primary focus of Legato’s marketing campaign, I would improve on detailing various other methods that can be utilised and yield similar results. Such as direct advertising or interactive advertising.
8.6 [bookmark: _Toc49510538] Finance
The completed budget sheet is a conservative forecast in my opinion, I find that it is very easy to produce an optimistic one, however as I did not gather all of the primary research that I had originally intended to, I didn’t feel confident in an overly optimistic forecast. This being said, the budget sheet only displays the London forecast, and a significant amount of extra time would be needed to complete a plausible national forecast. I would be keen to complete this in this future if it should be required.
8.7 [bookmark: _Toc49510539]Primary Research 
I made the decision to split two different types of primary research for the artists and companies. A survey from SurveyMonkey.com as quantitative research for the artists, and an interview-style set of questions sent to various companies. I did this because I felt that the inner workings of how companies connect with artists and b2b, warrants an open-ended answer to be able to fully explain the process, but also so they could provide any additional comments, suggestions or other useful information. Artists on the other hand are easy to understand in terms of type, frequency and ease of collaborations, and needs a decent number of quantitative results to be an effective supporting element. I have experience using SurveyMonkey, and their display of the results is easy to understand and automatically uses a pie chart to display results, which is useful when analysing and discussing them.

As mentioned in the primary research chapter, I was disappointed by the amount of responses from the companies. However, I was pleased with the survey response rate. If I had maybe sent out the company questions earlier, I could have received a better response rate. This being said, Covid-19 has caused a number of issues for companies (especially in the music industry), and I fully understand that there are more important matters to deal with at this point in time. Next time this would be a priority, as it is an important part of the research.
8.8 [bookmark: _Toc49510540]Summary 
Overall, I was pleased with how this business plan turned out. I spent a lot of time and effort on it and I believe that if this was a real opportunity, I would be in a good position to understand the process and requirements of managing the company sustainably. Whilst I was generally very pleased with the vast majority of this plan, there were some points which can be improved upon for next time. Most notably, deciding on the figures as early as possible to ensure a smooth and time efficient approach to writing the plan. And also, to get in contact with primary research subjects early on to increase the chances of responses and also the quantity of responses (primarily qualitative research).
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9.1 [bookmark: _Toc49510542]Figure 1 
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9.5 [bookmark: _Toc49510546]Figure 5


	Independent Artist
	Company Benefits

	Producer
Singer
Songwriter
Musician
Etc…
	· Access to multitude of companies to assist in any area of musical career
· Opportunities to collaborate 
· Display work
· Apply to a variety of projects
· Discover the perfect artists/companies that suit your artistic image, ethos and ambitions
· Take control of as much of your career as you wish
· Gives the ability to play to your strengths 





	Independent Music Companies
	Company Benefits

	Studio 
Equipment 
Marketing 
Legal Advice
Video Production
Editing
Booking Agents
Managers
Publishers
Distributors
Etc…
	· Opportunity to create recurring business relationships
· Access to database of talent
· Ability to be a feature or sponsor
· Use the rating and review feature to gain competitive advantage
· Easily discover collaborations that suit your brand strategy and ethos
· Gives the company full control of how they wish their company to be displayed
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Age

Age	
Under 18	18-24	25-44	45+	4	17	16	6	
Gender

Gender	
Male	Female	Prefer not to say	23	19	1	

How easy do you find the process of discovering suitable professional collaborations?	
Very Easy	Easy	Neither Difficult or Easy	Difficult	Very Difficult	I don't collaborate	3	9	17	11	2	1	

How often do you collaborate in a professional capacity?	
Always	Usually	Sometimes	Rarely	Never	19	18	2	3	1	

Do you have recurring professional relationships with other musicians/companies who provide a particular service?	
Yes, Many	Yes, Some	Yes, Not Many	No	12	19	10	2	
Do you use any subscription services for industry contacts or otherwise? If so please explain which one(s).

Do you use any subscription services for industry contacts or otherwise? If so please explain which one(s).	[CATEGORY NAME]
[PERCENTAGE]

[CATEGORY NAME]
[PERCENTAGE]

Yes	No	3	40	

Would you be prepared to pay for access to a network of relevant industry professionals open to contact?	
Yes	No	36	3.2	
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    Subscription Plan  Price per  Month  Functions  Direct  Mail  (p/month)  

  Free      £0  Access to Basic Functions    -   Profile Creation (Photo  &  Bio customisation)   -   Basic database search capabilities ( No filters or  Sorting)   -   In - site chat with network connections    0  

  Premium  –   Artist  £9.99  All Free functions, with added;   -   Access to further profile customisation (Banners,  Ratings, Background themes/styles, etc.)   -   Advanced Filter and sort ing   database search  results    -   Artist’s profile can be reviewed based on previous  work   -   Display projects, songs/albums and requests on  profile   p age     15  

  Premium  –   Business  £14.99  All Free functions, with added;   -   Access to further profile customisation (Banners,  Ratings, Backgro und themes/styles, etc.)   -   Advanced Filter and sorting database search results   -   User’s company can be reviewed based on  previous  work   -   Display projects, work and requests on  profile   page   -   Limited a ccess  to  data & analytics   features ( Job  post reach/engagement)   -   5   project posts per month    15  

  Premium  -   Pro  £24.99  All Free and Premium features, with additional;   -   Full   pr iority   access to v aluable  Data & Analytics  with  reports   delivered daily to your inbox     -   Exclusive profile customisation options   -   +1 5   project posts   per month   -   Earl y access to future feature updates   -   Can take part in trials of new functions     35  
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Most Significant Retail Revenue Drivers

Customer retention _ 52%
Customer acquistion — 45%
Product innovations _ 30%
New merchandising strategies _ 25%
Pricing and promotional strategies _ 24%
New sales channels _ 19%
Technological advancements _ 16%
Entering new markets - 1%
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Price per Functions Direct
Subscription Plan Month Mail
(p/month)
Access to Basic Functions
Free - Profile Creation (Photo & Bio customisation) 0
£0 - Basic database search capabilities (No filters or
Sorting)
- In-site chat with network connections
£9.99 All Free functions, with added;
Premium - Artist - Access to further profile customisation (Banners, 15
Ratings, Background themes/styles, etc.)
- Advanced Filter and sorting database search results
- Artist's profile can be reviewed based on previous
work
- Display projects, songs/albums and requests on
profile page
£14.99 All Free functions, with added;
Premium - - Access to further profile customisation (Banners, 15
Business Ratings, Background themes/styles, etc.)
- Advanced Filter and sorting database search results
- User’s company can be reviewed based on previous
work
- Display projects, work and requests on profile page
- Limited access to data & analytics features (Job
post reach/engagement)
- 5 project posts per month
£24.99 All Free and Premium features, with additional;
Premium - Pro - Full priority access to valuable Data & Analytics 35

with reports delivered daily to your inbox
- Exclusive profile customisation options
- 415 project posts per month
- Early access to future feature updates
- Can take part in trials of new functions
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  Company  Website  Positives/Similarities  Negatives/Differences  Status  

  LinkedIn  Linkedin.com  1)   Professional Job  Site   2)   Networking Based   3)   Freemium Pricing  Model  1)   Low engagement  from music industry   2)   High Premium  Prices  Active  

  The Dots  The - dots.com  1)   Creative Industry  Focus   2)   Freemium Pricing  Model   3)   Functionality    4)   Secured Large  Firms as Users  1)   Not Music Focused   2)   High Subscription  Fees   3)   Unattractive UX  Active  

  Konekt/Clayza  Konekt.me/Clayza.com  1)   Creative Industry  Focus   2)   Emphasis on  collaboration    1)   Primarily about  Displaying work   2)   Rebranding, still in  development   Inactive  

    Jammcard  Jammcard.com  1)   Network solely for  Music    2)   Emphasis on  collaboration   3)   Variety of Music  related companies  use the site  1)   Company dabbles in  many  areas, no clear  focus   2)   Emphasis on Live  related jobs  Active  

Music Jobs  UK.Music - Jobs.com  1)   Music Focused   2)   Create profiles with  job offers  1)   Sole focus is on jobs   2)   Limited profile  customisation   3)   Unattractive layout  Active  
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