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Assignment Two Speaker Notes
Slide One:
NLBeCool a Self-Employed DJ Social Marketing Campaign
Slide Two:
Kotler and Lee developed framework for organisations to influence public behaviour for the good (Burrows, 2009). Examples of these are the COVID-19 Campaign 2020; messages provided insight to the importance of hygiene, the risk of infection and social distancing as well as slogans to drive attention like the NHS catch it, bin it, kill it. #savethearts is a current global movement 2020 pushed by the entertainment industry due to the lack of funds/help from the government which has resulted in major closures of venues. 
The aim for this campaign is to increase NLBeCool’s fan base and listeners. The need (purpose) is down to the implications of the COVID-19 pandemic on the music live industry. As festivals/gigs are banned the objectives are to increase show plays by 15% on MixCloud 1 year after campaign along with an increase of 500 plus followers on Facebook and Mixcloud. NLBeCool will use the #savethearts movement in the campaign.
Slide Three:
To understand NLBeCool’s business a SWOT analysis must be performed to establish the company's strengths, weaknesses, opportunities and threats. 
In this case strengths aspire to be a strong talent and passion for DJing. A decade worth of experience in the entertainment industry. Knowledge in event organisation. Varied connections in Pembrokeshire, Carmarthenshire, Bolton and Glastonbury. A high level of knowledge regarding new technologies and having a driving licence eases travel. 
On the other side weaknesses are exposed as lots of competition due to the nature of business. DJ's pre pandemic were highly sort for, for weddings, clubs, events, parties, discos therefore a large volume of DJs are self-employed. Post pandemic DJ's are out of opportunities to work and have moved to other channels to portray it, mainly social media. Having outdated equipment, this could lead to potential delays in shows or appearances. And having no customer loyalty initiatives, trying to develop an idea to cover this, needs deeper analysis. 
Opportunities for this DJ are building an audience from further afield. Job offers from potential promoters/labels, a boost of page activity and a broadened audience. 
Threats to the organisation are NLBeCool’s other responsibilities which consist of a full time University course and a part time Morrison’s delivery driver job. And the current regulations enforced by the government, lack of help which has hit the industry hard and caused absolute fury within the community from a cyber campaign established by Chancellor Rishi Sunak (2020) encouraging those within the industry to retrain. Funnily this campaign started before the pandemic to encourage those in the entertainment industry into a different technological job opportunities. As time has changed this campaign does not work anymore and is causing more pain than good therefore the government decided to retract it (Duffield, 2020, Guardian, 2020).
Slide Four:
The Macro Environment of NLBeCool’s business consist of demographic forces, these are an increasing population, at first could boost interest but could also create more competition from new aspiring DJs. A changing age structure could hinder NLBeCool’s popularity, but new tailored/targeted shows could overcome this. The economic implications are minimal due to the type of service, and ecological forces can be light pollution from equipment or the consumption of electricity. Would it be worth looking into possibilities of green energy in the future? Technological forces relate to how the population has moved onto wireless communication techniques like instant messaging. The main political forces are the knock-on effects from nationwide lockdowns, Facebook company policy and copyright infringement from using audio files. And Socio cultural forces depend on values, preferences and behaviour.
Slide Five:
The Micro Environment consists of companies finance NLBe’s is provided by the owner. Purchasing is acquiring audio files by repeatable dealers. Research and development are all about keeping up with new music releases and trends. The Manufacturing department relates to maintaining and updating equipment to record shows. The team evolves round a single individual as NLBeCool is self-employed. Suppliers which are important to the company are audio purchasing platforms like Juno, Beatport, Bandcamp, SoundCloud, Amazon music, iTunes, without these NLBeCool wouldn’t be able to create sets/shows. Also purchasing equipment from high quality organisations like Pioneer, Kam, Allen and Heath, and Behringer are central to the corporation's further development, to maintain content. Main competitors in this industry are other DJs. Marketing intermediaries are SoundCloud, MixCloud, Facebook, live streams and promoters. Publics these are groups that can help or hinder NLBeCool’s operation they are government actions, finance, media, local and internal forces. Customers satisfaction is essential to building up consumer/brand loyalty. 
Slide Six:
The marketing mix, Jeremy McCarthy (1964) developed this theory around four areas: price, product, promotion and place. 1970 Booms and Bitner (1981) added three more P’s, people, processes and physical evidence. The marketing mix for NLBeCool is that the product is a service with reliability being high due to twenty-four seven access and live streams. The quality relies on lossless audio files this being WAV or MP4 over MP3. People involved would be the owner and possible third parties hired for advertisement, like buying an ad on Facebook. Processes used are live streams on Facebook and pre-recorded MixCloud shows. The physical evidence a consumer is obtaining is a digital file that can be streamed online or downloaded to their device. Places NLBeCool could perform are homes, clubs, bars, festivals, social media platforms like Facebook, Twitter, Instagram. Social Media platforms are now even more crucial to the running of NLBeCool’s business because of the global pandemic, and so are streaming platforms. A physical purchase could be a CD with a pre-recorded set. The price rather than numerical contains itself as a message to broaden the audience's musical taste and diminish harsh criticism of the EDM industry. The promotion section involves Facebook paid ads, evangelism, radios, events and posters. Physical items a consumer could purchase as promotion are t-shirts, keyrings, stickers and lanyards with NLBeCools Logo printed upon. Productivity and quality are ensuring mixes/sets/shows are not too similar in taste to avoid repetitiveness and possible lost in consumer interest (Akroush, 2011, Andrews, 2018, Suchen, 2017).
Slide Seven:
Segmentation is about segmenting consumers into four specific areas these are: geographic, demographic, behavioural and psychographic. For NLBeCool geographic consumers are built on national, urban and rural areas, online, clubs, bars, events, festivals. Demographic factors are consumers age in this case all ages are applicable, as all people enjoy music. Peoples gender, DJing is a male-orientated business but can be done and enjoyed by all genders. All occupations can listen to music and relevant socio-economic groups are DJs, artists, producers, listeners, singers and students. Behavioural aspects are consumers who enjoy dancing, partying, and like to mix themselves. Customers that just want to listen or experience something different. Psychographic relates itself to lifestyle, class and attitudes. NLBeCool’s consumers would be party goers, drinkers, students and the middle class.
Slide Eight:
Targeting, this is when the most beneficial avenues from the segmentation process are chosen. In this case demographic and geographical are best suited as behavioural and psychographic are not useful because of the Corona Virus pandemic. These choices could always change in the future and the plan would need to be altered.
Positioning is a tool that helps to identify possible customer hotspots for NLBeCool in DJing. The graph show's hosts and their positioning pre pandemic. This has now changed with festivals, weddings, clubs, pubs and house parties being off limits the only viable options are social media platforms and live streams. This could change when government laws are uplifted.
Slide Nine:
A framework called message mapping is a way for a company to create relevant message to the audience. NLBeCool’s central goal is to re-establish music expression in human culture. NLBeCool is achieving this message by online shows, and live streams on Facebook, MixCloud, SoundCloud. Interacting with followers to establish a meaningful relationship, as well as showing support for events and festivals portraying the same message, this could be by sharing/commenting about the event. Love Saves the Day is a festival based in Bristol with the community spirit of love, kindness and closeness. 
Slide Ten:
After completing the message map, it gave NLBeCool ideas to create a mission statement. This is to enhance musical experience and taste for all ages by providing varied high-quality sounding shows on a free basis. Supporting Friedrich Nietzsche's famous quote “without music, life would be a mistake.” The values of NLBeCool’s company are growth and learning. NLBeCool believes every opportunity is a new door for character development and improving knowledge. Lasting relationships are very important as every follower is a new friend and building up that trust helps create a community everyone wants to be a part of. 
NLBeCool’s Corporate Social Responsibility lies with full credit being issued for all artists mentioned/used. Ensuring correct permission is granted for the use of play whilst live streaming. And generally supporting those with mental health issues through the art of music. Supporting the freedom of expression.
Slide Eleven: 
Action, next NLBeCool develops tactics to help achieve the objectives set. The main tactic is digital marketing through social media. As mentioned in the macro environment the technological change within business has led to more consumers using wireless communication techniques therefore social media especially with the current pandemic is the best avenue for advertisement. This involves posting thirty-minute shows on MixCloud and following the listeners that tune in. Sharing Mixcloud shows on Facebook, creating posts, posting current and relevant articles, joining relevant groups and posting within them. Encouraging friends to invite friends to follow/like NLBeCool’s page, only posting at certain times during the day to hit maximum traffic. Live streams on Friday and Saturday nights along with regular use of hashtags. #savethearts supports the industry as well as driving attention from an alternative channel. Hastaging NLBeCool on each post also create a theme and encourages consumer usage. Other hashtags can be used to draw attention like #music, #djing, #genre. Email marketing is another viable channel a consumer could get an automized notification when new shows/events are released. Customers could subscribe to a weekly email of songs NLBeCool has liked/purchased or used and where to purchase them. Another subscription of a monthly e-newsletter could be created that gives the listener an insight into NLBeCool’s life this starts a relationship and gives the consumer a more personal connection to the company. These can easily be advertised through posts on a social media platform. Instant messaging is another avenue NLBeCool will use, once a consumer has followed the page for NLBeCool an automated welcome message will go straight to their Facebook messenger, it makes the consumer feel like they are involved/wanted. When a fan shares NLBeCool content, NLBeCool will show gratitude on their page with a personal message. In the graph WhatsApp is the most popular instant messaging service. Unfortunately, WhatsApp is not highly recommended for advertisement purposes due to the interaction being on a one-to-one conversation with the use of one's mobile number, therefore Facebook messenger is the top option, as it is used by the masses and new accounts are created each day.
Slide Twelve:
For this section a timeline must be created but NLBeCool has adapted this concept to suit their company's needs. Rather than a timeline a cycle has been developed which can be repeated to carry on the campaign for a year. In week one Monday is allocated to plan sets. This will be selecting song choices or themes and purchasing them. Tuesday will be to create and record the content. Wednesday is time for interaction by posting in relevant groups and developing the automated message service through Facebook. Thursday the content will be uploaded to MixCloud and/or SoundCloud which will then notify followers through email. Friday will be dedicated to sharing the content on Facebook and live streaming eleven till midnight, Saturday NLBeCool will stream eleven till midnight again. Sunday will be allocated to posting and sharing current and relevant news/articles. After four weeks of the cycle an e-newsletter in the style of a magazine will be sent to followers through email.
Slide Thirteen: 
Stakeholder analysis helps NLBeCool define important parties that move the company onwards. The internal stakeholder is NLBeCool. External stakeholders are suppliers Juno, Bandcamp and Beatport. The customer which are listeners and followers. Creditors are artists, producers, singers and promoters. Distributors are platforms like Facebook, Instagram, Twitter and Snapchat. The society it evolves around is the entertainment industry. The government with copyright infringement laws. Shareholders are not applicable in this case. Future generations will have access to all shows and the environment for NLBeCool is currently online.
Slide Fourteen:
To measure up and keep track of progress with the campaign weekly checks will commence of MixCloud/Facebook followers and MixCloud listeners. This data is recorded and sorted safely to be analysed and compared in the future. 
To stay current a review of the campaign will be made after six months or after COVID-19 government restrictions change.
Conclusion:
Throughout the plan other channels of marketing can be found this shows that it can be updated or adapted to suit new needs. After one year of the campaign NLBeCool will be able to see whether this strategy has improved business or delivered a message.
Slide Fifteen and sixteen:
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