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[bookmark: _Toc1]1. Introduction

[bookmark: _Toc2]1.1 Rationale
The researcher has an interest in the music industry, how advertising affects consumers of music and the process of completing a marketing degree has given the opportunity to research topics related to this. Based on research into the chosen area it is apparent that there is not enough study into this area considering the music industry is one of the largest industries in the world, bringing in almost sixteen billion dollars in sales every year (International Federation of the Phonographic Industry, 2017). Marketing is becoming increasingly important every year with more and more music being released on a yearly basis. This is due to the introduction of more streaming platforms where everyone can listen to more music on a more regular basis. At the end of 2016, there were 112 million paid music subscribers worldwide, according to the IFPI. When users of ad-supported streaming services are factored in, that number rises to 212 million, with total streaming revenues climbing 60 percent year-on-year to just over $3.9 billion. Streaming now makes up the majority (59 percent) of digital revenues, while digital (downloads and streaming) accounts for more than half of all record sales in 25 markets (Smirke, 2017).
[bookmark: _Toc3]1.2 Background
 There does not exist a great deal of literature relating to the role of marketing in the music industry, especially scant are scientifically relevant data relating to this interesting area. Research by (Gamble and Gilmore, 2012) has explored the relevance of co-creational marketing in the music industry and states that “consumer marketing for the music industry has indeed entered a new era, one in which consumer control and involvement will drive future marketing campaigns.” This work outlines the fact that consumers aren’t only to be marketed at but also involved in the process in order to help the marketers push the artist’s projects. It has been said that in 1939, Alex Steinweiss, a designer at Columbia Records had the “crazy” idea of exchanging standardised labels on vinyl records for original artistic works (Tycun, 2013).  That would be recognised as the first important step of marketing in the music industry (Skoro, 2013). The music industry has changed multiple time due to technology too, which then poses new challenges to the professionals responsible for example; the many changes of the medium, from Vinyl to Cassette tape to CD to digital downloads to finally streaming. Every new iteration of the music format has forced professionals try bring the music consumers over to said format. Not only does advertising have a big role in music but music has a big role in advertising “Music is kind of the unsung hero of advertising,” says Daniel Jackson, CEO of London-based Cord Worldwide, a music licensing firm specialising in music in branding, and co-author of Hit Brands: How Music Builds Value for the World’s Smartest Brands. “It’s in the background and it’s kind of an afterthought, but when you get it right, it creates a halo of engagement that delivers way more than the budget for it should say.” Songs help marketers connect with their customers on an emotional level, which can lead to purchase, and different types of music can elicit different audience responses, according to “I Second That Emotion: The Emotive Power of Music in Advertising,” a study published by New York-based Nielsen Holdings N.V. in July 2015 (Birkner, 2015) (Jackson, Jankovich and Sheinkop, 2014).

[bookmark: _Toc4]1.3 Aims & Objectives
The aim of this study is to explore the effectiveness of marketing used in the music industry. To achieve this aim the objectives are; to review existing literature on marketing in the music industry using data that has already been collected by professionals and government agencies. This will be done to help understand what current professionals believe about the subject. Another objective is to gather and analyse consumers opinions on the effectiveness of marketing techniques used in music. 

[bookmark: _Toc5]2. Research design
[bookmark: _Toc6]2.1 Methodology
Research has been defined by (Collins & Hussey, 2009, p.3) as “A process of enquiry and investigation, it is systematic, methodical and ethical and can help solve practical problems and increase knowledge.” in order to collect valuable and accurate research which can achieve the outlined aims and objectives, a suitable research method must be adopted” (King et al. 1995).
(Saunders et al, 2009) developed the ‘research onion’ which is a model that revealed the areas that must be considered when conducting research. For the model to work an aspect of each area must be chosen to create route. The onion is made up of Philosophical stances, Approaches, Strategies Choices, Time Horizons and Techniques and procedures. Figure 1 shows the research onion and [image: ]all of the choices available.

[bookmark: _Toc7]2.2 Philosophy
Each of the possible choices at the philosophies level require careful thought as they provide structure, guidance and possible limitations to following decisions and ultimately the way a researcher can collect and analyse data to create valid findings (University of Derby, 2017). Regarding how quality in interpretivist entrepreneurship research can be established and assessed, a critical issue to be borne in mind is the aim of such research. As Cope (2005) reminds us, ontologically no assumptions are made about what is and is not real—descriptions of phenomena begin with people’s experiences of them (leitch, Hill and Harrison, 2009).
[bookmark: _Toc8]


2.3 Research approaches
This study will use an inductive approach. This approach has been chosen because this study will be collecting data, and then analysing the data to develop a theory (Fereday, J. and Muir-Cochrane, E., 2006). 
[bookmark: _Toc9]2.4 Research method and strategy
The most widely used research strategy are surveys. There are multiple benefits of using surveys, such as being relatively easy to administer, cost-effective (although cost depends on survey mode), the ability to be administered remotely via online, mobile devices, mail, email, kiosk, or telephone and, with survey software, advanced statistical techniques can be utilised to analyse survey data to determine validity, reliability, and statistical significance, including the ability to analyse multiple variables. Surveys do have drawbacks. These include the fact that respondents may not feel encouraged to provide accurate, honest answers, respondents may not feel comfortable providing answers that present themselves in a unfavourable manner and survey question answer options could lead to unclear data, because certain answer options may be interpreted differently by respondents. For example, the answer option “somewhat agree” may represent different things to different subjects, and have its own meaning to each individual respondent.  ‘Yes’ or ‘no’ answer options can also be problematic. Respondents may answer “no” if the option “only once” is not available (DeFranzo, 2012).

Another reason that this study will be using surveys is because the question requires quantitative data to gain the information that is needed. Neil, (2006) states “A quantitative researcher knows clearly in advance what he/she is looking for, and in aspects of the study are carefully designed before data are collected. Tools such as questionnaires, surveys, or equipment are used to collect numerical data.” This data will allow research into the perceptions of the general public about the music industry and whether marketing music works.
[bookmark: _Toc10]2.5 Sample
The sample for this study will be a convenience sample also known as an opportunity sample. Convenience sampling involves selecting haphazardly those cases that are easiest to obtain for your sample, such as the person interviewed at random in a shopping centre for a television programme or the book about entrepreneurship you find at the airport. The sample selection process is continued until your required sample size has been reached. Although this technique of sampling is used widely, it is prone to bias and influences that are beyond one’s control, as the cases appear in the sample only because of the ease of obtaining them (Saunders, M.N., 2011). 
[bookmark: _Toc11]
2.6 Data collection
This study will use surveys created in Google forms and surveymonkey.com.  The main type of surveys that this study will be using are questionnaires. Questionnaires will give the researcher a large amount of data to use, and hopefully answer whether marketing used in the music industry is effective or not. If the need arises interviews will also be conducted to give more detailed answers on the subject. The data collected will be confidential and no names will be used in the final report.
[bookmark: _Toc12]2.7 Data analysis
“Data analysis is a method in which data is collected and organised so that one can derive helpful information from it. In other words, the main purpose of data analysis is to look at what the data is trying to tell us. For example, what does the data show or do? What does the data not show or do?” (Whiting, 2015). The findings from the data that has been collected will be shown in spreadsheets and figures; this will show the main findings from the data and present them in a manner which is clear and effective.
[bookmark: _Toc13]2.8 Limitations and Ethical considerations
[bookmark: _Toc14]2.8.1 Time management
There are two different ways to gather research in a time period.  The first is a cross-sectional time horizon.  The defining feature of a cross-sectional study is that it can compare different population groups at a single point in time. Think of it in terms of taking a snapshot. Findings are drawn from whatever fits into the frame (Institute for work and health, 2015). The second method is a longitudinal time horizon.  A longitudinal study is an observational research method in which data is gathered for the same subjects repeatedly over a period of time. Longitudinal research projects can extend over years or even decades (Rouse, 2013). This study will be using a cross-sectional time horizon due to the constraints of the dissertation.
[bookmark: _Toc15]2.8.2 Ethical considerations
The participants of this study will be over the age of 18. The topic will be of an exploratory nature only, to make sure not to cause any ethical concerns. This research is extremely unlikely to cause any psychological harm.
[bookmark: _Toc16]

2.9 Reliability and validity
Reliability refers to the extent to which your data collection techniques or analysis procedures will yield consistent findings. It can be assessed by posing the following three questions; will the measures yield the same results on other occasions? Will similar observations be reached by other observers? Is there transparency in how sense was made from the raw data? (Easterby-Smith et al. 2008:109). It is critical that the results from the study are both reliable and valid; this can be ensured by making the study consistent for all participants. This will limit the amount of variables that could occur.

[bookmark: _Toc17]3 Resources and planning

[bookmark: _Toc18]3.1 Resources
To conduct the study there are resources that are needed, such as a computer able to process Word documents in order to produce the dissertation, surveys and a connection to the internet in order to carry out the research. The study will also need Microsoft Excel or the equivalent to enter data and then analyse the said data.
[bookmark: _Toc19][image: ]3.2 Gantt chart
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