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[bookmark: _Toc67410593]Introduction 
This report focuses on Maddu, a singer from the United Kingdom that requires an excellent entertainment marketing strategy to promote himself. Maddu has a great history as he is from a family that is well talented, comprising of musicians. He is a young pop artist who needs to market his upcoming EP.  For his marketing to be considered well-executed, it needs to ensure that it generates brand awareness and benefits from interest through income. Therefore, to market Maddu, it needs to revolve around partnerships between a given marketer and producers, event organisers, different brands that might need to market themselves as well and private organisations. Lastly, the project provides a plan that will help market Maddu’s promotional tour across the country and Europe and various media outlets.  
[bookmark: _Toc67410594]Types of Entertainment Marketing Strategies
There are various types of entertainment marketing that an individual and a company can use. For example, product placement marketing, celebrity endorsements, and online entertainment marketing (Komatsoulis, 2019). Therefore, the best type of entertainment marketing that I will employ for Maddu to promote him is online entertainment marketing, which will help expose him to different websites and the online world, hence helping him attract online or social media platforms. The types of entertainment marketing can be further explained as follows: 
[bookmark: _Toc67410595]Online Entertainment Marketing 
Living in a digital world, online entertainment marketing is the best strategy an individual could ever think of. The main reason is that marketing online gives an artist a chance to communicate freely with anyone on social media and convince them to purchase their music (Abimbola et al., 2010). Importantly, for online entertainment marketing to be fully functional and benefit an individual, websites and social media platforms need to be more interactive. They will easily enable people to communicate freely and observe some of the additional value information present (Nathan et al., 2017). Through this, an individual can easily find what they are looking for and get suggestions too. Others will easily provide more information, especially on an upcoming artist that they love and appreciate. 
Some of the leading platforms which can be used for online promotion are Submit Hub and playlist curators such as Omar and Spotify. Submit Hub especially gives Maddu the chance to find the right influencers and help him get his music heard. Some of the influencers can bring over 100 thousand views as long as they accept to share Maddu’s music and the number of influencers he can contact is unlimited (within the specific budget allocated for promotion).
Creating a website is still a very powerful tool Maddu can use for his exposure. With excellent picture quality and an attractive design, a website can give Maddu control over his marketing assets. There is no longer the need to rely only on services like Facebook or Instagram, where the content is automatically presented in a certain way, and slight changes can be made to tailor it depending on the artist’s needs (Roger, 2018). However, Facebook and Instagram still play a vital role in promoting the music due to their high number of daily active users, with Instagram over 1 billion users and Facebook 2.8 billion users.
Lastly, to market Maddu, we will use a local radio station that is better known for promoting upcoming artists after submitting their requests. For example, Glastonbury FM 107.1, which can easily be accessed through theunsignedguide.com (ISM, 2021).   
[bookmark: _Toc67410596]Advise Maddu to Create Compelling Non-Musical Content 
 	In the competitive music industry that can be seen today, it is essential to consider other options when you are an artist than just focusing on music alone. Placing much emphasis on non-musical content to listeners will help an artist make a lasting impact that ultimately results in the emergence of new fans who will learn about the artist’s music on their media of choice (McGuire, 2018). For a start, I will advise Maddu to start by defining his artistic identity, which will include stating the main reason he makes music, what his music entails or means, and how he began. Ideally, this information will help Maddu clearly understand what he will say or state in all his blogs and visual narratives to avoid giving unnecessary information that will easily result in miscommunication with different fans. Being an upcoming artist, he needs to avoid hatred as much as possible because early critics in a musical career can easily discourage one from pushing on, making them quit. 
	Additionally, I will also encourage Maddu to consider working with a local visual artist as he will greatly benefit from it, not only when he is starting up but also in the future. A visual artist is significant to a musician as they help represent their work in terms of videography, photography, merchandise and flyers (Kribs, 2017). Importantly, when the musician gets a visual artist, they can easily market themselves, for example, what many upcoming rappers all over the world do (Zipporah and Mberia, 2014). They usually take many pictures of themselves at different locations, attracting many young listeners as they love celebrities that live a fancy lifestyle (Freire et al., 2018). Moreover, artists can also take short videos of themselves doing interviews on local channels and meeting some celebrities at different localities.     
Applications such as TikTok can be a great place to interreact with fans by sharing opinions about certain subjects which impact the society, creating funny content, duets or reactions to certain videos. All these can really increase the number of followers if it is done in a constant manner (Barnett, 2018). Beside TikTok, Instagram is the second-best option for interacting with potential fans.
[bookmark: _Toc67410597]Marketing Strategies
[bookmark: _Toc67410598]Maddu’s Profile 
[bookmark: _Toc67410599]About the Artist
Singer-songwriter Maddu’s music infuses a mix of UK pop music and traditional Romanian music to produce a new sound that most people have not heard of. The music is unique and is expected to uplift and inspire listeners. His upcoming EP is the start of his musical career to bring people together, promote the importance of friendships and the need of kindness in the world.
[bookmark: _Toc67410600]Background
 	Born and raised in Romania, Maddu came from a family that is well known for its prowess in music, as his father was his greatest inspiration. From a very young age, he started competing in music contests singing Romanian folk music. Growing up, he would join the family band whenever they were performing and eventually became part of it. Later on, he started to develop an interest in international music, especially soul, jazz and pop music. At the age of 22, Maddu decided to move to the UK to complete his bachelor’s in music performance and pursue his musical dream, which will result in his first EP release. Because he was so attached to Romanian music, he decided to try something new, something that is not widespread yet, and that was the crossing of two very different genres. He started mixing some of the Romanian instruments such as cimbalom and trumpet with the sound of the electric guitar and drums set from the UK’s music culture, creating a completely new musical genre. His love, passion and commitment to music won over any challenge he had to face and he constantly worked toward his goals.
[bookmark: _Toc67410601]Music Video
The importance of a music video can’t be stressed enough. It helps the artist expose himself and his story to the public which should potentially help reach more viewers. Maddu will be advised to get in touch with a videographer who is familiar with both the Romanian and the British culture to help better express his story.
Artwork
Artwork is equally important as the music video. The imagery is an opportunity to make the first impression. A bold statement can be made if the artwork is as unique as it can be. For this work Maddu will have to employ a designer from Romania, someone who can blend the 2 cultures and create a very impressive imagery.
[bookmark: _Toc67410602]Shows 
Maddu is an upcoming artist, and he was part of several shows before moving to the UK. Significantly, he is planning on doing a European and UK tour to promote his music.
There are four types of marketing strategies that an individual can use when they need to market themselves or different entertainment activities, and they might include cause marketing, relationship marketing, scarcity marketing, and undercover marketing, which can be explained as below: 
[bookmark: _Toc67410603]Cause Marketing
 In cause marketing, a company or individual marketing, a given product must link themselves with their products and their services to a social issue (Furlow, 2011). Due to cause marketing, consumers, specifically women, and teens prefer paying for products and services with some social benefits.
[bookmark: _Toc67410604]Relationship Marketing
Being among the best marketing strategies, relationship marketing tries to help individuals or organisations maintain their customers by ensuring that they are satisfied to enhance a good relationship between both parties and promote loyalty (Christopher et al., 2013). 
[bookmark: _Toc67410605]Scarcity Marketing
Through scarcity marketing, companies and individuals can create a perception of shortage that targets customers to purchase different products because they will not be available in the future (Chen et al., 2020). 
[bookmark: _Toc67410606]Undercover Marketing
Just like its name suggests, undercover marketing is a strategy that involves organisations and individuals marketing their products without a customer’s knowledge (Stenberg and Pracic, 2005).
Therefore, the following are some of the best marketing procedures that I will use to promote Maddu’s work: 
[bookmark: _Toc67410607]Identify Fans
The first procedure that I will take is to identify Maddu’s fans and their current location, which will help to get the best out of every promotional effort that we will make. Furthermore, when an artist knows the area of their fans or audience and their age, it can quickly help them build a suitable marketing strategy that will reach all of them (Lipsman et al., 2012). Being an upcoming artist from Romania and has relocated to the UK, Maddu performs his songs by combining pop and traditional Romanian music, making him acquire fans from these two countries. 
To identify fans, we will have to consider the following: to encourage Maddu to be clear on who he actually is. Through this, Maddu will have to build on what he is, making it easy for people to identify him. For example, he can be part of the Black Lives Matter movement, which can help him attract people from all races, especially people of colour, who may decide to listen to his music. In this case, something needs to be created such that it becomes the first thing that comes to mind whenever anyone thinks of Maddu. Secondly, to help Maddu identify fans, it is vital to analyse other brands or celebrities that have built their brands to find out what they are doing. Finding several artists in the position that an artist wishes to be in the future and making a case study on them to find out more about their progress to that position and how they sustain themselves can be vital in gaining more fans (Mastrogiacomo, 2019). Importantly, we will have to pay attention to everything that our mentor artists do, for instance, Adele, and take notes, then make their strategies from the start to where they are now as our own and also try to correct some that we find are hard to achieve or might lead to some loses. 
Thirdly, the last procedure to identify fans is to seek out future fans. To achieve this, we can start by performing at local events, including wedding ceremonies and parties at schools and colleges, which will be a significant way for Maddu to get in front of new faces and build his confidence. 
[image: ]
Figure 1: Identifying fans for an upcoming artist (Nguyen, 2019).
Moreover, we can help Maddu identify his fans by using social media platforms and other online platforms. Specifically, I will prefer to use Facebook and Instagram to have the highest number of people compared to other social media platforms like Twitter and Snapchat. For Facebook, we can focus on joining different groups and commenting on various artists’ posts, encouraging people to start Maddu’s platform, looking at his stories and thoughts. For Instagram, we will have to look for artists that have the same sound and size as Maddu so as we can see who their fans are, then try to find out if these fans like Maddu’s music and finally follow them or like and comment on their posts. Commenting here necessarily means finding common ground for interaction but avoid marketing ourselves on these comments. 
Audience: Listeners of pop, jazz, soul and traditional Romanian music.
Location: The UK (starting with London) and Romania (Iasi, Botosani, Suceava, Bucharest). 
Demographic: Aged from 16 to 45 including any race gender or marital status.
[bookmark: _Toc67410608]Avoid Ignoring the Existing Fans 
Despite being an upcoming artist, there are a few fans that Maddu has attracted. These might include friends from school and other schoolmates, family and people from his locality. This implies that engagement of the audience in an important aspect to ensure an artist sustains a meaningful career irrespective of the number of fans an individual gain (Tapp, 2004). The following is a representation of how an upcoming artist can be affected when they ignore their fans. 
[image: ]
Figure 2: Effects of ignoring fans on music consumption (Vijaikumar et al., 2020).
[bookmark: _Toc67410609]Focus More on Social Media Marketing Strategies 
Consequently, living in the developed world, where many people prefer using social media to communicate with reduced face-to-face communication, it is important to consider using various media platforms when marketing yourself to help reach a broader audience (Tuten, 2020). Therefore, it will be important to help Maddu promote his work on social media. For instance, Instagram, through the use of the promote page button it will help reach a larger audience, but one has to pay a given amount depending on how long they wish to advertise.  
[bookmark: _Toc67410610]Send Music to Blogs, Playlists or Local Press Outlets
Before reaching out to various media outlets, including blogs, playlists and local press, it is essential to ensure that we have everything in place so as to enhance a robust first impression (Anon, 2019). For an artist to provide an excellent first impression to any media outlets, they need to consider the following aspects: ensuring that their social media platforms and press are friendly, understand their story, and have an image that shows their sound (Rogers, 2020).
[image: ]
Figure 3: A representation of some of the best media outlets for sharing music (Stewart, 2019).
Due to high competition from different upcoming artists who also need to be promoted, it is important to advise Maddu to include every little detail on his social media handles so that people can reach out easily. For instance; adding his contact information including an email address, biography, a link for every music that is released especially new ones, a link to other social media platforms, publicity photos and videos that are of high resolution, and cover artwork for any new music; precisely one for his upcoming EP. Secondly, a forthcoming artist needs to have an image that will convey their sound, and this can simply be highlighted through a publicity photo or cover art for any new music, be it an EP, album or a single song as it attracts fans (Chen et al., 2015). To invest well, I will advise Maddu to hire a professional photographer from our town as they are well experienced and have a better fanbase as compared to Maddu. Lastly, it is always crucial for an artist to understand who they target and how to identify if the contact is correct. It helps an individual reach out to many bloggers, increasing their coverage chances (Golden, 2019).
[image: ]	A SWOT analysis of Maddu in table 1 showed that he has higher chances of achieving in the music industry if everything is well considered. However, he needs to capitalise on every opportunity and strength to minimise his weaknesses and threats to living a sustainable life as a musician. 









Table 1: SWOT analysis for Maddu.
[bookmark: _Toc67410611]Marketing Principles
The fundamental element that an individual needs to understand when marketing is that they need to create vibrant and interactive communities where customers make products and service an essential part of their lives (Philip, 2017). Also, a marketer needs to use the advancing technologies to the maximum to increase customer engagement. The following 7 P’s can be used as Maddu’s marketing principles: product, price, promotion, place, people, process, and physical evidence. The principles can be explained as below:
1. Product. At the first step, every decision that is made must include the service’s purpose, which means that Maddu needs to think deeply about his fans, who are the customers. Significantly, fans need to understand what the artist is offering and why their music is better than that of other musicians (Schmitt, 2011).
2. Price. Before arranging the pricing for various elements, we need to consider Maddu’s current position among other musicians. The second P will be easy to price every aspect depending on its quality (Khorsheed and Abdulla, 2020). For example, the new songs that will be released should be priced depending on how good we believe it is. However, a standard price of 0,79 instead of 0,99 for the digital sale can bring new customers.
3. Promotion. The promotion will generally involve the marketing of all our products to customers, which can be informed of advertisements or sponsorships if we get any. Significantly, it is critical to ensure that products or music is well advertised to acquire new fans (Pistol and Bucea-Manea, 2017). 
4. Place. Before considering a place, an individual needs to ensure that fans or customers can reach them easily (Ivy, 2008). Furthermore, the music that Maddu produces, needs always to be available to every fan at the right time, which means that we will ensure that every new music is posted on all media platforms. 
5. People. Generally, people do not necessarily mean individuals that an artist sells or advertises to but includes the staff, people involved in sales, customer service teams, and everyone that is usually involved in the marketing process (Dash, 2012). Moreover, it will help Maddu ensure that he has relationships that customers perceive through focusing on people. 
6. Process. Usually, the process refers to delivering music, product or services to customers (Rafiq and Ahmed, 1995). Understanding the process will easily help us determine the activities and tasks that need to be done, thereby enhancing a smooth marketing procedure. 
7. Physical evidence. Lastly, it is important to ensure that people have a sense that confirms they have purchased a commodity or service, even if it is just a receipt (Khan, 2014). To ensure that people validate their purchase, I will encourage Maddu to consider giving receipts to people that purchase his music from retail shops.   
[bookmark: _Toc67410612]Marketing Budget 
In many organisations and companies, setting up a marketing budget is always challenging; the same applies when an individual tries to carry out the procedure. Consequently, businesses and artists fail to establish a given budget until they are stable enough or when they believe they are large enough (Keehler, 2020). Due to this, the budget that could be used to advertise or market an individual starts to compete with the expenditure forcing one to justify all money they spend. For an individual to establish a great budget that is based on the data produced, the following ways need to be observed:
[bookmark: _Toc67410613]Cost of Advertising
A marketer needs to understand how much it will cost to advertise a product or their services so that they can acquire new customers. By understanding this, one will easily know how many customers they will expect based on the amount spent on marketing. Ideally, the strategy to employ here is using an average cost per click (CPC) on Google search ads to approximate marketing cost (Fischer et al., 2011). 
[bookmark: _Toc67410614]Revenue Spent Per Customer
Alternatively, this is one of the strategies one can employ when marketing their products. It helps an individual or organisation look at the amount spent as it focuses on return from the investment and customer satisfaction (Kumar and Pauwels, 2020). In the music industry, a musician’s fan is the customer as they purchase most of the products, including songs.
To market himself well and ensure that he gets a significant number of fans, Maddu has to use a budget that corresponds to his available resources. The following budget can be used: 
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From table 2, the budget is split into smaller sections to enable Maddu to understand easily how his money is spent. Through splitting, every detail is well analysed, giving an individual a chance to identify which category needs to have a higher budget and vice versa. Additionally, after everything is done into completion, the expected revenue we expect to get is a total of £5800 from the tickets sold from all tours made across Europe. Moreover, through the ads made and videos posted on social media platforms, we expect to receive £9000 for the first million of views on YouTube and £4000 from Spotify, showing Maddu’s progress in the music industry.
[bookmark: _Toc67410615]Marketing Timeline 
Significantly, a marketing timeline usually lets an individual view chronology of the advertisement plan in a given period of time by considering the objectives and strategies used. In this case, I will use a Gantt chart or a calendar to organise his marketing plan. 
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As shown on table 3, Maddu’s music will be posted on 9/7/2021 and 10/7/2021 to analyse how fans react to the new music produced. The first two songs will be posted on the first day than the last three on the following day to achieve this. Significantly, all songs will be posted on YouTube, Vimeo and Glastonbury FM 107.1, while video highlights will be posted on Instagram, Facebook, Snapchat and Twitch. Posting video highlights will efficiently help to market Maddu’s music. After the release, we will work on a promotional tour which will mainly focus on marketing new music. 
The distribution of digital music will take place via DistroKid. For a flat fee of £35 a year, Maddu can instantly release his music on all the listening platforms. Some of these platforms are Spotify, Apple Music, YouTube and Deezer. Due to not being part of a label, he will not have to share the profits made from streams. This can represent another income stream that can generate a significant amount.
[bookmark: _Toc67410616]Marketing Project Plan
 For every marketing strategy to be successful, it is significant for an individual to consider having a report that outlines every stage made for the future, which might be in weeks or months (Cohen, 2005). Notably, the plan needs to consider an overview of the marketing procedure, goals, and competitors, a clear description of the present marketing position, a chronology of how tasks will be completed, key performance indicators to be tracked, and a clear description of the target population and their needs. 
[image: ]
Figure 4: Marketing plan for an upcoming musician (Ariel Publicity and Cyber PR, 2019).
For better results, the following marketing plan is used;
[bookmark: _Toc67410617]Executive Summary
Generally, growth and development in a business are usually determined by momentum (McGuire, 2020). We will navigate some of the most significant developments during the next six months and identify unique solutions and competition to make progress. This marketing plan focuses mainly on Maddu’s success and aims to achieve it by the end of 2021. 
Goals

Figure 5: Maddu’s set goals and how to achieve them.
[bookmark: _Toc67410618]Target User Persona 
The target user persona is necessary when marketing because it helps individuals determine the most visitors they will get and the exemplary visitors (Wang, 2014). To get the right fans, I will work with my team to research online and analyse every detail that we get. 
[bookmark: _Toc67410619]Accurate Competitor Research
The competitor research section helps marketers identify their potential competitors, their performance and how they can perform in a better way to match them or do better (Gur and Greckhamer, 2019). To do a better competitor research on some of the upcoming musicians that might be better than Maddu, I will simply start by looking at their strengths and weaknesses then capitalise on them. 
[bookmark: _Toc67410620]Key Baselines
For any business, it is usually hard to plan for the future when people do not know the position at which the business stands at that moment (Westwood, 2013). Setting the baseline will allow us to track the progress and analyse every detail that is worked on.
[bookmark: _Toc67410621]Marketing Plan for the Tour
· Identify the location where the tour will happen. This can be done by analysing different locations that have the highest population of Pop music supporters.
· Group the given locations from the least accessible to the ones that can be easily accessed to determine how we will conduct the tour. 
· Advertise the locations on all social media platforms. Before advertising, we will ensure that each tour’s date and time are well highlighted to notify our fans.
[bookmark: _Toc67410622]Marketing Asset
The most common marketing assets used are emails, videos, brochures, blog articles, images, and website content. To ensure music is well marketed, I will encourage Maddu to send his upcoming EP and single songs to various blog sites where his fans can easily get information on every song released. Website content can be used to ensure Maddu’s European live promotional tour is well executed. This can be done through advertising the tour on various websites and ads.
[bookmark: _Toc67410623]Conclusion
Significantly, Maddu can efficiently market himself through online entertainment marketing as he will mainly focus on social media platforms which are usually affordable when an individual needs to market themselves. He can also use celebrity endorsement, but only after his upcoming EP becomes a hit or comprises a one-hit song to help attract more fans. Being responsible for his marketing, I will ensure the best strategies are followed, such as identifying fans, encouraging Maddu to avoid ignoring his existing fans, and Maddu sending his music to various blogs and local press. Through a budget of £9000, Maddu expects to accumulate a total of £18800 that comes from tickets sales and money received from music video views.  


[bookmark: _Toc67410624]References 
Abimbola, T. et al., 2010. Who endorses whom? Meanings transfer in celebrity endorsement. Journal of Product & Brand Management [Online]. Available from: https://www.emerald.com/insight/content/doi/10.1108/10610421011085767/full/html [Accessed March 3, 2021]. 
Anon, 2019. 5 steps to get your first 1000 fans | music promotion [Online]. Available from: https://www.youtube.com/watch?v=GxrDF4OZq70 [Accessed March 6, 2021]. 
Ariel Publicity and Cyber PR, 2021. Musician’s guide to marketing plans: Planning your music release - Pt. 2. Cyber PR Music [Online]. Available from: https://www.cyberprmusic.com/music-release-the-musicians-guide-to-marketing-plans-part-2/ [Accessed March 8, 2021]. 
Chen, H. et al., 2015. IT-Enabled Broadcasting in Social Media: An Empirical Study of Artists’ Activities and Music Sales. Information Systems Research [Online]. Available from: https://pubsonline.informs.org/doi/10.1287/isre.2015.0582 [Accessed March 6, 2021]. 
Chen, T.Y., Yeh, T.L. & Wang, Y.J., 2020. The drivers of desirability in scarcity marketing. Asia Pacific Journal of Marketing and Logistics [Online]. Available from: https://www.emerald.com/insight/content/doi/10.1108/APJML-03-2020-0187/full/html [Accessed March 2, 2021]. 
Christopher, M. et al., 2013. Relationship marketing: strategy and implementation. 1st edn, Amsterdam: Elsevier Butterworth Heinemann.
Cohen, W.A., 2005. The marketing plan 5th edn, Hoboken, NJ: Wiley. 
Dash, G., 2012. An empirical study on the importance of ‘People’ (OF 7P’s) in life insurance marketing mix. International Journal of Marketing, Financial Services & Management Research Vol.1 No. 5 May, ISSN 2277 3622. 
Fischer, M. et al., 2011. Practice prize winner-dynamic marketing budget allocation across countries, products, and marketing activities. Marketing Science [Online]. Available from: https://pubsonline.informs.org/doi/abs/10.1287/mksc.1100.0627 [Accessed March 2, 2021]. 
Freire, O. et al., 2018. The effectiveness of celebrity endorsement in aspiring new celebrities: Examining the effects of brand, congruence, charisma and overexposure. RAUSP Management Journal [Online]. Available from: https://www.emerald.com/insight/content/doi/10.1108/RAUSP-04-2018-011/full/html [Accessed March 8, 2021]. 
Furlow, N.E., 2011. Find us on Facebook: How cause marketing has embraced social media [Online]. na-businesspress.com. Available from: http://na-businesspress.homestead.com/JMDC/FurlowWeb5-6.pdf [Accessed March 2, 2021]. 
Golden, A., 2019. Jazz news: Music business is being re-defined by generation Z. All About Jazz News [Online]. Available from: https://news.allaboutjazz.com/music-business-is-being-re-defined-by-generation-z?width=800 [Accessed March 6, 2021]. 
Gur, FA & Greckhamer, T., 2019. Know thy enemy: A review and agenda for research on competitor identification. SAGE Journals [Online]. Available from: https://journals.sagepub.com/doi/10.1177/0149206317744250 [Accessed March 9, 2021]. 
ISM, 2021. The UK’s professional body for musicians and subject association for music. ISM [Online]. Available from: https://www.ism.org/results?q=Funding%2Bfor [Accessed March 8, 2021]. 
Ivy, J., 2008. A new higher education marketing mix: the 7Ps for MBA marketing. International Journal of Educational Management [Online]. Available from: https://www.emerald.com/insight/content/doi/10.1108/09513540810875635/full/html [Accessed March 9, 2021]. 
Keehler, J., 2020. Council Post: Three ways to determine your digital marketing budget. Forbes [Online]. Available from: https://www.forbes.com/sites/forbesagencycouncil/2020/09/11/three-ways-to-determine-your-digital-marketing-budget/ [Accessed March 2, 2021]. 
Khan, M.T., 2014. The concept of ‘marketing mix’ and its elements. Bartleby [Online]. Available from: https://www.bartleby.com/essay/The-Concept-of-Marketing-Mix-and-its-PK6EVS8K86VA [Accessed March 9, 2021]. 
Khorsheed, R.K. & Abdulla, D.F., 2020. The role of services marketing mix 7p’s on achieving competitive advantages (The Case of Paitaxt Technical Institute in Kurdistan Region of Iraq. TEST Engineering & Management [Online]. Available from: http://www.testmagzine.biz/index.php/testmagzine/article/view/9967 [Accessed March 9, 2021]. 
Komatsoulis, J., 2019. Entertainment marketing. learnaboutus.com [Online].Available from: https://learnaboutus.com/entertainment-marketing.html [Accessed March 2, 2021]. 
Kribs, K., 2017. The Artist-as-Intermediary: Musician labour in the digitally networked era. eTopia [Online]. Available from: https://etopia.journals.yorku.ca/index.php/etopia/article/view/36768 [Accessed March 3, 2021]. 
Kumar, N. & Pauwels, K., 2020. Don’t cut your marketing budget in a recession. Harvard Business Review [Online]. Available from: https://hbr.org/2020/08/dont-cut-your-marketing-budget-in-a-recession [Accessed March 2, 2021]. 
Lipsman, A. et al., 2012. The Power of “Like”: How brands reach (and influence) fans through social media marketing. The Journal of Advertising Research [Online]. Available from: http://www.journalofadvertisingresearch.com/content/52/1/40 [Accessed March 3, 2021]. 
Mastrogiacomo, A., 2019. 3 Ways to identify your target fanbase. Hypebot [Online]. Available from: https://www.hypebot.com/hypebot/2019/09/3-ways-to-identify-your-target-fanbase-1.html [Accessed March 6, 2021]. 
McGuire, P., 2018. 7 top marketing strategies for musicians. Bandzoogle Blog [Online]. Available from: https://bandzoogle.com/blog/7-top-marketing-strategies-for-musicians [Accessed March 3, 2021]. 
McGuire, S., 2020. What is a marketing plan, and how to make one? Venngage [Online]. Available from: https://venngage.com/blog/marketing-plan/ [Accessed March 9, 2021]. 
Nathan, R.J., Chiun, D.C.F. & Suki, N.M., 2017. An online marketing strategies assessment for companies in airlines and entertainment industries in Malaysia. IGI Global [Online]. Available from: https://www.igi-global.com/chapter/an-online-marketing-strategies-assessment-for-companies-in-airlines-and-entertainment-industries-in-malaysia/160451 [Accessed March 3, 2021]. 
Nguyen, D., 2020. 4 steps to find your target audience or niche as a musician to grow a fanbase. D4 Music Marketing [Online]. Available from: https://d4musicmarketing.com/find-target-audience-niche/ [Accessed March 6, 2021]. 
Philip, K., 2017. Principles of marketing. Open Textbook Library [Online]. Available from: https://open.umn.edu/opentextbooks/textbooks/50 [Accessed March 2, 2021]. 
Pistol, L. & Bucea-Manea, R.Ţ., 2017. The „7Ps” & “1G” that rule in the digital world the marketing mix. Sciendo [Online] Available from: https://content.sciendo.com/view/journals/picbe/11/1/article-p759.xml?language=en [Accessed March 9, 2021]. 
Rafiq, M. & Ahmed, P.K., 1995. Using the 7Ps as a generic marketing mix: an exploratory survey of UK and European marketing academics. Marketing Intelligence & Planning [Online]. Available from: https://www.emerald.com/insight/content/doi/10.1108/02634509510097793/full/html [Accessed March 9, 2021]. 
Rogers, J., 2019. How to pitch your music to blogs and Spotify playlist curators. The United States [Online]. Available from: https://www.tunecore.com/guides/pitching-your-music-101 [Accessed March 6, 2021]. 
Schmitt, M., 2011. Case Study: Local music marketing in the digital age. Theseus.fi [Online].Available from: https://www.theseus.fi/bitstream/handle/10024/26874/Schmitt_Melanie.pdf?sequence=1 [Accessed March 8, 2021]. 
Stenberg, K. & Pracic, S., 2005. Undercover marketing: The method which lies beneath. divaportal.org [Online]. Available from: https://www.diva-portal.org/smash/get/diva2:4716/FULLTEXT01.pdf [Accessed March 2, 2021]. 
Stewart, J., 2019. Top 10 of the best music streaming platforms to upload your independent music. NiaSounds [Online]. Available from: http://niasounds.com/blog/2019/4/18/top-10-of-the-best-music-streaming-platforms-to-upload-your-music [Accessed March 8, 2021]. 
Tapp, A., 2004. The loyalty of football fans - We’ll support you evermore? Journal of Database Marketing & Customer Strategy Management [Online]. Available from: https://link.springer.com/article/10.1057/palgrave.dbm.3240221 [Accessed March 3, 2021]. 
Tuten, T.L., 2020. Social media marketing 4th edn, London: SAGE Publications.
Vijaikumar, M., Shevade, S. & Murty, M.N., 2020. SoRecGAT: Leveraging graph attention mechanism for top-N social recommendation link. Springer [Online]. Available from: https://link.springer.com/chapter/10.1007/978-3-030-46150-8_26 [Accessed March 8, 2021]. 
Wang, X., 2014. Personas in the user interface design. cpsc.ucalgary.ca [Online]. Available from: http://pages.cpsc.ucalgary.ca/~saul/wiki/uploads/CPSC681/topic-wan-personas.pdf [Accessed March 9, 2021]. 
Westwood, J., 2013. How to write a marketing plan: define your strategy, plan effectively and reach your marketing goals 4th edn, London: Kogan Page Limited.
Zipporah, MM & Mberia, H.K., 2014. The effects of celebrity endorsement in advertisements. International Journal of Academic Research in Economics and Management Sciences [Online]. Available from: https://www.academia.edu/28693803/The_Effects_OF_Celebrity_Endorsement_in_Advertisements [Accessed March 3, 2021].

Barnett, D. (2018, 12). 3 Principles Of Engaging Fans on TikTok. Retrieved from influencerintelligence : https://www.influencerintelligence.com/blog/4Z/3-principles-of-engaging-fans-on-tik-tok
Roger, T. (2018, 10 20). THE IMPORTANCE OF HAVING A WEBSITE AS AN ARTIST. Retrieved from footstepsmarketing: https://www.footstepsmarketing.com/the-importance-of-having-a-website-as-an-artist/#:~:text=One%20of%20the%20most%20beneficial,control%20over%20their%20marketing%20assets.&text=It%20is%20also%20important%20that,your%20art%20do%20the%20selling!





 

6 months


Get 1000 new Facebook and Instagram followers


Get 1 million views for every song posted on YouTube


How to Achieve


Pay for Facebook and Instagram promotions


Advertise every new released songs on all platforms and media outlets


Results


Increased number of fans


Sustainable development
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Strengths

‘Weaknesses

Better management and good marketing

capabilities
Good use of information

Paid online advertisements, for example, on

Instagram

Low capital

Low-quality production

New music style which may appeal or not to the

public

Opportunities

Threats

Cultural movement and new technology

New customer segment

Many traditional and digital critical media outlets

support Pop music in Europe
Maddu has a new music genre

Availability of UK music funding resources
(British Council, 2021)

Provision of music opportunities from the British

Council (British Council, 2021)

Music piracy that happens on various online

platforms
Competition from continuing musicians

Meeting demands made by fans
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Maddu Marketing Budget

Title
Studio time
Engineer
Producer
Mixing
Mastering

Pre-production

Price

£1,500
£1,500
£2000

£80 per track (5 tracks)

Software £500
Drumheads £250
Picks £250
Sticks £100
Marketing

Video £800
Facebook ads £250
Instagram ads £450
Tour £1000
Total £9000

Table 2: Budget
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PROJECT PROJECT START DATE END DATE

NAME MANAGER

EP Release Name 2-Apr 10-Jul

TASKS RESPONSIBLE START END DAYS
Set Kick-Off Name 412 6/3 62
Meeting

Agree on Maddu 6/3 773 30
Objectives

Detailed Regs. Name 6/7 6/12 5
Studio Regs. Name 6/6 6/14 8
Final Resource Name 6/11 6/15 4
Plan

Staffing Maddu 6/15 6/17 2
Technical Rggs.  Name 6/16 6/20 4
DB Development Name 6/21 6/23 2
API Development Name 6/22 6/26 4
UI Client Name 6/24 6/28 4
Equipment Name 6/24 mn 7
Testing

Dev. Complete Name 712 5 3
Studio Config. Maddu 7/4 "7 3
System Testing Producer Name 18 18 0
LAUNCH 79 7/10 1

Table 3: Gantt chart for Maddu’s project.
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