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Introduction
This dissertation will consist of an inquiry into the most effective approaches on how to promote and market for a function band and what would be the most effective source to promote to achieve a final outcome of driving traffic and bookings through the band’s media accounts and sites. Being in a function band, a personal opinion of the most effective method research for this inquiry will include: what is needed to promote and market a function band; why it is important to promote and market the function band; if or why there is a need for promotional media, i.e. videos and websites; what is necessary to create such videos and websites; what would make these successful including promotion techniques; primary data from Dean O’Keefe, one of the two developers from ‘The Decades, Limited’ agency and finally, modern and effective approaches which will drive traffic to the band’s promotional media.

Promotion and Marketing is severely important when it comes to promoting any type of business, yet it needs to be thoroughly analysed to benefit from and receive the best outcomes.  Marketing and Promotion go hand in hand with each other as Marketing a band will involve differing aspects, which includes manufacturing (creation), promotion and the key selling product to the client.

Ajeet Mishra (2015), a Senior Account Manager once said, well planned and structured marketing and promotional strategies assure long-term success, further enticed consumers and ensure an advantage in profit for businesses. 

Promotion is considered the medium in which a band use to set out their message boldly and directly to the audience. Mishra (2015), also suggests that various media platforms should be used to promote a business including; Television, the internet, radio and even social media and can help you in the sense of; enlarging attention to a business and its product, sustaining relevant information, accumulating customer traffic and building profits.

Brad Lazurus (2015) states that in today’s market, it is an imperative to have a cover band promotional video as it is needed to compete and to keep up with other bands within the same industry and market. Lazurus (2015) also suggests that in today’s society there is a need for even more than just a good promotional video and that there is a need for a video that will really sell the band. “Ideally, they want to watch your video and feel that they can make a decision about whether to book you by the end of the video” (Lazarus, 2015)

The objective of a function band’s promotional video is to improve and promote the band in a way that will further their career path by attracting acknowledgement, securing bookings and to give potential clients an opportunity to view the band’s full capabilities, who they are and the main focus of the band, i.e. theme. Without the promotional video the potential clients cannot gage a sneak peak of the band in order to create a first impression, likely to cause uncertainty in not knowing what to expect from the band.

A Psychology Professor, James Uleman (2008), believes that judgements and impressions are formed at all times, yet you’re not given a second chance to make first impressions and this first impression that is created could affect any future job opportunities, work collaborations or other important/relevant matters to the individual.

Chapter 1: Why would a promotional video be best to promote for a band?

With a promotional video, a band can portray itself through many formats, collaborating both music with video to heighten the opportunity to get clients interested and to feel somewhat involved and in control of what they will be receiving at the final outcome. This is why it is overly important to use a promotional video for the promotion and marketing of a function band.

Whilst promoting a function band’s music may seem simpler and less time consuming by just placing the music on a free online music streaming site such as Sound Cloud and advertising the music alone, O’Keefe (2017), believes that involving great quality in performance and through a visual aspect is a fundamental key to creating interest and finally a successful booking.

When asking O’Keefe (2017), what his beliefs were about combining music and video for promotion instead of streaming music on sites solely, O’Keefe suggests that streaming music alone would be better suited towards a solo artist as there’s less to see and more to feel within a solo artist. O’Keefe also suggests that listening to music is one positive, but to see the music performed yourself gives a feel for a band and can sell and drive traffic to the function band’s site.

Lazarus’ ‘7 Critical Factors’

 Lazarus (2015), states that there are seven critical factors that a promotional video should consider in order to achieve success. These seven factors are: A Narrative; Personality portrayal; 30 second attention; 5 song repertoires; 3-minute video length; Client Benefits and FAQ Answers.

Arch Woodside, Suresh Sood and Kenneth Miller (2008) collaborated together in a research project called ‘Psychology in Marketing’ and came up with a theory that storytelling is universal through life.
In stories, information is stored, indeed and retrieved and stories can move things into perspective. They also stated that people can relate themselves to stories as they are heard throughout your life ever from birth and this is why they hold such an important through promotion and marketing. (Woodside, Sood and Miller, 2008).

Stories entice people, the thought of a narrative may deem itself somewhat not linkable to a promotional video, however, it can be done in the simplest of ways. Whether it be showing the set list of songs in an order based along the decades they were created in or even by portraying a presence i.e. proving the band are there for the purpose of the client’s best interests, (entertainment) and that they can put on the best possible performance for the event. Another way of portraying a story can be by using simple effects and captions which will also capture and retain a client’s eye throughout.

Through an interview with Dean O’Keefe (2017), the creator of The Decades Entertainment Agency and comparing to Brad Lazurus’ (2015) words, found that one purpose of a promotional video is to show potential clients what is available to them and what they will get if they were to book. Findings also sought that an imperative would be to enable a sense of belief within a potential client showing an ability to cater to their needs and that the band are diverse and can adapt to all occasions i.e. a relaxed and chilled feel for a gala dinner or a first dance and a set full of crowd pleasers for a night full of dancing. A promotional video could be shot within a function event for more of a sense of realism, even linking connected footage from similar occasions to shows consistency and then adding effects for specific words through the video. ‘iPop’ the function band followed the stages above in order to finalise their promotional video. See fig 2. These effects subconsciously answer FAQ’s that clients may have, which Lazurus (2015) believes is a must. 

O’Keefe (2017) finds that by removing any barriers or doubt from the client through the promotional video, can push the client towards booking the band. Barriers could be losing customer attention due to a video exceeding attention span lengths. Lazarus (2015), expresses his thoughts on a 30 second client clincher and a 5-song repertoire ‘sealing the deal’ on function videos and content and video marketing expert Shawn Forno agrees. Forno (2017) believes that all video lengths are tailored towards specific genre’s but find a general decline in interest can be seen from 2 minutes 30 of a generic video onwards. Forno (2017) also agrees with Lazarus (2015), 30 second clincher and finds if you could see almost 33% of customers lost if not sold within the first 30 seconds, the remainder potentially watch out of curiosity. Clients may be more focused towards booking the band if this research is followed as this also builds more of a connection between client and band. 
“If you are catering to the individuals needs they will automatically be bought into the band”. (O’Keefe, 2017)

Without the information gained above, A band could not possibly promote and market themselves to their fullest potential.

Analysis

It is vital to research before you create a promotional video as it is more than easy with today’s technology to create a basic promotional video but it will not always generate the interest or gain consumers attention without vital steps. It is quite simple to identify a well research promotional video as opposed to a basic promotional video.

An example of a basic promotional video would be Jukebox Groove’s. See fig 1. First impressions seem well, Lazurus (2015) suggests a realistic approach is best to sell your band, the video suggests it is recorded Live in a hall environment for client’s best audio outcome. The band are well rehearsed musically and are well-dressed, involving visual edits (quick cuts) to keep the audience engaged. Contrasting to this, there is no stage presence shown from band members and no charisma as the band present a stiff presence on times. Although quick cuts and effects have been used, at certain stages the recorded imagery lacks in professionalism. Within the first 30 seconds the camera fails to focus at 28 seconds, 1 minute and 28 seconds into the performance the camera begins to shake and also struggles to focus on a close-up of the guitarist. Both O’Keefe (2017) and Lazarus (2015) made clear that within 30 seconds of a promotional video the clients should know whether they wish to book, showing professionalism, charisma and show capabilities and differences through repertoire. On this occasion, personal opinion leads to believe that there are many minor flaws that hinder Jukebox Groove’s opportunity at driving traffic to the band.

     As mentioned previously, ‘iPop’ The function band were used as an example of a band who follow Lazarus (2105) 7 Critical Factors within their promotional video. The first effect to meet the eye is ‘iPop’ written across the screen which then rolls through to some live footage from a high corporate function at ‘The Old Billingate’. This promotes the band’s professionalism, capabilities and also gives a sense of realism. The band show they are there to perform with full visual evidence of the band dancing and giving their all but are met with a narrator who, like Lazarus (2015) and O’Keefe (2017) mentioned, attempts to remove doubt. The narrator endorses the band starting with what type of offerings they can give, i.e. ‘a 4 to 12-piece band adding anything from percussion to dancers’ and where this can be done. Continuing to promote their hard work and highlighting key words/terms such as: ‘Charisma’, ‘Oozing star quality’ and ‘World class musicians’ to then honouring to back up such term’s by mentioning previous work at ‘100 top events worldwide’ including; Maserati; Mercedes; Hilton and Mitsubishi cars for example. The video comes to a conclusion with rolling titles of how to get in contact to book via email or their website, whilst these are reiterated by the narrator and ends with ‘Book the best’. iPop’s video falls within Lazarus (2015) guidelines and finishes before 3 minutes to keep customers enticed and continues further traffic to the band by attaching ‘Autoplay’ on YouTube to promote further content on the band and live footage. See fig 2.

     An example of another successful promotional video with a twist resulting in bookings through following the aspects above and through marketing is RYG. RYG hit the first aspect instantly with a narrative which connotes they are there to perform and they are serious about it. Visuals are then introduced to the video whereas the start is in black and white and as soon as the band step foot on the staged floor, colour enters. The narrative follows through alongside the bands potential where they instantly put on a show. The performance from the band, the variety of song choice and thirty second repertoire, from Lazarus’ (2015) statement are all hit, however, the video length fails to finish at Lazarus (2015) three-minute mark at approximately five minutes and twenty seconds. It could be said that the reasoning for this is that the band conclude by introducing each member of the band, finishing with an assuring manor and all shouting “We’ll see you soon!” which shows confidence in what they do and has a potential to remove a client’s barrier as stated by O’Keefe (2017). See fig 3.

Although both videos conduct several differences, both have many examples which follow the findings through this chapter’s research.  Both follow Lazarus (2015) methodology, show professionalism and both have links to social media and YouTube for further findings and bookable options. After conducting another interview with O’Keefe (2017), he revealed that in the first year of their creation, RYG performed 80 events throughout the UK and 50% of these were solely down to the promotional video itself. Usually, O’Keefe expects a band in their first year to do approximately 50 performances, which RYG exceeded by 60%. Further results of the band were created and heightened by promotion and marketing, which O’Keefe also directs himself, not only for his agency, but also his band and the function bands he manages. See fig 4.

Chapter 2: Promoting and Marketing Techniques
O’Keefe (2017) proceeded with how his preference for marketing and promoting the bands within his agency is via the social media account, Facebook.
In December 2015, A statement was made by the Telegraph that focused on the number of visits social media sites received overall. McGoogan (2016) revealed that Facebook Reigned at first place with 18.65 trillion visits, YouTube surprisingly took second place reaching 15,7 trillion visits and Google sat at third place with 14.9 trillion views. 
Viral Marketing
Using social media sites like Facebook for marketing would be seen as Viral Marketing. Stonedahl, Rand and Wilenksky (2010) state that viral marketing, otherwise known as word of mouth marketing, is focused on the idea that product analysis is more powerful than what would be seen as traditional advertising (billboards, commercials on television, a 30-sec radio spot), focusing on users passing on the marketing message from site to site for example, to potentially create growth in the message’s effect and visibility. 
A foundational element of viral marketing is “providing tools to make it easier to share information” (Word of Mouth 101: An Introduction to The Word of Mouth Marketing. (2005).  In order to market the band, the 4P’s need to be considered. This involves the product, the cost of the product, its placements and how to then promote the product. This has also often been described in a simpler format, including 3 steps; the messenger, the message and the environment (The band or promoter, the video and its position online). All steps must be adeptly presented to gain a successful outcome.  (Thackeray et al., 2008). 
But Viral Marketing has seen many different approaches through its time and has had many methods in which are arguably not as modern as today’s approach on Social Media. Hotmail, is a key example of the begging of an era involving viral marketing. Hotmail, introduced the first ever free emailing service financed by DPJ, Draper Fisher Jurvetson which involved an idea of including an ‘advertising message’ at the end of each sent email. Each email entailed details of how the recipient of the message could get themselves receive a free email and spiralled into success. Within 18 months of the service going live, Hotmail received 12 million users. (Meenakshisundaram et al, 2014)
 However, in 2018, Hotmail, now known as Outlook, are still tagging advertisements at the bottom of each outgoing, each email marks a tagline saying ‘– sent from Outlook’ with a link to their website. see fig.6
A social media marketing survey took place in 2017, in which 5,700 marketers participated which allows access into revealing statistics which any promoter or marketer would benefit from. The first factor stated is that visuals have become an essential when it comes to marketing. An impressive 85% of marketers use visuals in their marketing, with a further 61% of marketers agreed that video usage is effective. 62% agreed that Facebook was their most important platform and 93% of marketers regularly use and rely on Facebook ads. (Stelzner, 2017)

A number of tactics involved in internet marketing can include pop ups, under links, paid searches, sponsorships and banner advertising, as such.  (Belch & Belch, 2011) 

O’Keefe (2017), stated in his interview that he mainly focuses on Facebook using both paid advertisements and sponsored posts. However, he also advised it is important to know the difference of both advertisements and sponsored posts in order to rise to a band to its fullest potential. O’Keefe (2017) sees a Facebook advertisement as the campaign of the band and then further uses sponsored posts which boost the campaign. See fig 5.

As mentioned previously, two main reasons for promotion and marketing for a function band are for increased exposure and increased traffic. The results concluded that 88% of users found their product was further exposed and 78% found their traffic increased using social media. (Stelzner, 2017)

Although there are many benefits stated through these found statistics, it did not come to a conclusion there, Spellmann & Associates (2013) believe that Viral Marketing is viewed as attractive to Social Media marketers especially. This is because it is a cost-effective method whilst also less time consuming compared to other marketing strategies, involves a mass mainstream media exposure and involves speedy growth, as opposed to target marketing, for example. Statistics have shown that 64% of marketers use social media to promote their businesses for 6-10 hours a week and still receive a successful increase in both traffic and sales. (Stelzner, 2017)

An entrepreneur, internet personality and C.E.O of an influence marketing company, who focuses on Strategic Marketing is Steven Bartlett. Bartlett has inspired O’Keefe’s (2017) views on promotion and marketing and Bartlett’s online following through his YouTube videos is another inspiration which led O’Keefe to promote videos via YouTube.

Self-replication is key, according to Eric Spellmann (2013). An example of this would be posting a promotional video on Facebook, which allows the video to be spread by other Facebook users, starting with simple friends and followers of the account that the video is posted onto friends of friends. (this is another example of word-of-mouth). It has been found that videos shared by family and friends are the most viewed on Facebook. (Smith, 2017). On an unfortunate level, there is no guarantee as to whether the video will be distributed further as not everyone may find an attraction to the video or the promoters may not use Viral Marketing effectively.

A prime example of an experiment within Viral Marketing through a function band using a promotional video is, Port Talbot locals, Fonz and the Poet. On 21st March 2016, Fonz and the Poet uploaded their promotional video via YouTube link to their band’s Facebook page. Today the Facebook post has been shared 293 times and further drove traffic to their video which has resulted in 10,648 views which still has potential to grow for as long as the video is on the internet. (Fonz and the Poet, 2018; Facebook.com, 2016)

Liisa Hainla (2017) conducted research which states that visual content is now 40 times more likely to be shared and spread through social media than any other types of content. Most recent statistics show that there were over 4.4 million videos and links uploaded through Facebook which generated over 199 billion views. (Hainla, 2017). Hainla is so confident in her works that she believes by the end of 2017, video content will represent 74% of all internet traffic.

 “The top 10 music videos collectively have more than 66 million subscribers, and people spent over 37,000 years’ worth of time playing them in 2015.” (Official YouTube Blog, 2015). With over 82% of users using YouTube for Music services alone, YouTube is now the most used site for music services. (Ifpi.org, 2016) and now, in 2017, 3.25 billion hours are spent each month solely on watching videos on YouTube. (Digital Marketing Education, 2017) 

The statistics found and shown above prove that there is an expanding desire and use for videos online, which makes sense to use the promotional video together with social media sites like Facebook and YouTube in order to increase the likelihood of driving traffic to a band’s linked internet accounts.

Target Marketing

After such extensive findings into Viral Marketing which proves successful, curiosity arose regarding potential other forms of marketing which could benefit or work alongside Viral Marketing for a function band. 

Target Marketing is one of many strategies that came to mind. Target Marketing is when a market is broken into sections and then marketing towards each section based on their difference in order to cater to a wider spectrum. This can be the key towards a small business’s success. (Gupta, 2017) Gupta (2017) believes that target marketing makes the 4P’s (Promotion, Price, Placement and Products) easier to follow and a more cost-effective approach.

Depending on a band’s main theme and focus will determine a specific message to each specific target group. Research proposes that guideline demographic groupings must appreciate influences of age, culture, background, nationality and gender in order to build their strategy accordingly. (Sussmann and Rashcovsky 1997).  Although, Field, (1999) believes that to be able to create more accurate segments and results, there is a critical need for the ability to know the precise target audience, which relates more to a function band setting than generic demographics.
If a function band were to tailor segments towards their target markets, i.e. Private Functions, an option for categories for these would be; Entertainment managers; Music service providers; Wedding agents; Corporate work companies; Event planners and even previous clients tailoring each message to each category. By aiming forwards onto the correct clientele for a function band, target marketing would be seen as being used correctly as it makes circulation of marketing and promoting a function band and their video effortless. (Ward, 2016)
Target Marketing can be beneficial to a function bands through Music Services and Agents, like Dean O’Keefe and Music HQ, for example, as this is beneficial on both sides (Services/Agents and Bands). The reasoning behind this is that the band are providing a beneficial service which is profitable to Live Music Service Providers (Music HQ), Agents and also to the band themselves. By Music HQ or O’Keefe emailing their target audiences a personalised, simple and catchy summary of the band adding valued comments from previous service users and then attaching links to their social media, websites, and even video on YouTube would increase the chances of increasing bookings and driving traffic. Despite the fact that the band could solely do this themselves and still achieve an outcome, their potential for more bookings and traffic is heightened as the band are being advertised farther by agents/companies which their repeat clients provide faith in, and also backing themselves up with proof and client opinions.
Official statistics placed on hubspot.com state that the more text and images that the recipient receives the less likely they are to click through to the link that is sought to be opened. By personalising an email to the recipient, for example; using the individual’s first name, there is a higher chance of them opening the email as opposed to the typical generic email, 17.6% more to be exact. Although 83% of businesses use a minimum of basic segmentation to email customers, only 42% of marketers actually use/follow target marketing, yet the 42% of users found 58% of their revenue has come from their targeted emails.  (The Ultimate List of Marketing Statistics 2017, 2017)

Courvoisier (2017) states that using email is 40 times more successful at obtaining new clients for business than Facebook or Twitter. Yet email subscribers are 3 times more likely to distribute the target content through social media than other post visitors from any other sources. (Templeman, 2017).

Conclusion

My initial inquiry was set out to find the most effective and modern approaches on how to market and promote a function band and what would be the best and effective source to promote to achieve an outcome which drove traffic to the band’s internet accounts and further, gained profit from bookings for services.  

After thorough research into all methodology, findings indeed followed the inquiry starting with the fact there is a definite need and want for promotional media within the market of function bands. Findings saw combining both music and video together gave a sense of a ‘try before you buy’ option, showing the band’s capabilities and following Lazarus’ methodology on critical factors, increased bookings and video viewings as shown through O’Keefe’s findings.

With the internet and social media ever growing, especially for business marketing, portrayed endless amounts of opportunities for function bands regardless of their status of popularity. Using self-marketing strategies, or through combining this with music services and agents with a trusted reputation and expansion of clients throughout the UK.

Through internet services and social media, Viral and Target marketing led to the most effective approaches when it came to relating towards a modern-day function band. Although both strategies have been used for decades, they have consistently progressed and updated through the years to now have modern approaches that can seek higher results through the internet and social media sites that wouldn’t necessarily have been seen before.

Primary data from Dean O’Keefe helped confidently back up secondary research findings to ensure that correct approaches are in place and through modern days, both strategies found do work to promote function band’s and with both forms of marketing bringing diverse results in different ways, using these in today’s society by working together will ensure that a maximum spectrum of clientele is being covered for all demographics and specific categories, enabling further traffic driven to the function band’s sites and videos which increased further business and bookings as the final outcome.
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Appendices
Fig 1.
https://www.youtube.com/watch?v=TsD8YMRAYhk

Fig 2.
https://www.youtube.com/watch?v=fJm57MhzhOc

Fig 3.
https://www.youtube.com/watch?v=3qBC7MBaqs8

Fig. 4.
Full interview with The Decades LTD. 

What does your agency work consist of?

Currently I work with 2 other people under ‘The Decades Limited’ agency. We manufacture bands and provide everything they need such as, equipment, promotional videos and then the gigs. All this work is pretty tough going; Each band signs an 18-month contract with us and then we do everything in our power to come up with the goods and drive the band to success. If the band prove to be a good hit with the function band market and our clients, we will look to extending their contract and continuing to further their career.

What do you think clients look for when coming to you to book a band?

80% of our market is weddings, with the rest being high corporate functions. We’ve found that the when it comes to weddings the bride has a significant role in choosing the band. (From my experience) the first 30 seconds of a promotional video is when she will know if she wants to book or not, so, the video must be created to the highest standard with no exceptions. 


What qualities attract you to a function band?

When considering function bands there are many essential qualities we look for. We look for charisma, professionalism, musical ability and stage presence. These four qualities alone are basic traits that every potential client ideally looks for. These qualities are needed as you are fulfilling a job role, just like any other person in an everyday job and therefore, should fulfil your job role to its best potential whether it being an office job or entertainment.


When creating a promo video what do you think is essential to portray and why?

It’s important to show you can cater for 80% of the audience’s music taste such as young people and the elderly. When making the promo video a great deal of thought goes into the video as having a video with great quality performance and visuals is fundamentally the key of creating interest in the band and ending with a successful booking.

Do you think promo videos are beneficial to driving traffic towards your bands and why?

There is a lot of competition when it comes to function bands so you need to figure out ways to stand out. Another important thing worth considering is, after performing over 60 weddings last year we concluded that clients look towards every little detail of their ‘big event’ as such, as they wish to give their audience the best time of their lives. Because of this, I have noticed this is where most of the pressure comes from as they are booking a band and relying on them to create a great evening. As this is quite nerve racking for the clients, we as agencies and function bands need to think in their shoes to target their needs for you to then drive traffic towards the band and their site.

Fig. 5.
Recent interview with The Decades LTD regarding Promotion and Marketing
     What platforms of advertisement or strategies do you use to promote and market your function bands?

I mainly focus on Facebook for advertising our agency and bands using paid advertisements and sponsored posts. It is important to know the difference when using these as ‘paid advertisements’ are what I would call the campaign and ‘sponsored posts’ are when you boost the original posts itself. Facebook has a considerable range of tools that you can use to target your market things like Pages, community pages and groups all work well when creating your page and targeting your specific market. Also, I used Steven Bartlett’s YouTube videos for marketing inspiration and has so far led to the results we achieve today.


     Can you name a band or project in which you promote and market and statistics/results from the previous year on their progress?

RYG, were our first ever project which we have recently resigned as a full-time band on our books. RYG have been performing for a little over a year and to get them where we wanted them which was ideally 45-50 gigs in their first year we had to consider a great range within the whole product: Style, USP, and as industry standard a promotional video showing these and their performance abilities. Through successful marketing and promotion RYG played 80 performances last year and 50% of these were sold by the promotional video alone.

       Do you prefer to combine both music and video in a promotional video as opposed to streaming the music alone on a music streaming site?

As in a band you are not solo, I find it better to promote both music and video together in a promotional video as opposed to music alone via sound cloud for example. My reasoning for this is I believe listening to music is one thing but to see the music being played for yourself is another, the clients will really get a feel for the band and its belief by combining music and video. With Solo artists, I believe it’s easier to feel their music and less important to view it.


Fig 6.
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     Outlook’s current approach on viral marketing 2018.
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