>SWOT ANALYSIS <

Appendix E:

D> Strengths: > Opportunities:

Plastic Glass have a loyal, dedicated fanbase throughout
the North East (NE) region of England.

In recent years, the band have seen free support from a
whole range of influential tastemakers and press outlets
throughout the NE, including blogs, magazines and radio
stations.

They've built a rapport with some of the North East’s
most popular music venues & management teams.

They have a broad target demographic, who can be
reached via a multitude of social media platforms.

Since 2015, Plastic glass has attracted 14.1k listeners on
Spotify, with 93.6k streams.

Throughout May 2021, London is listed as the top city for
audience engagement on the band’s Spotify, with 59
listeners. This is positive when considering attracting
local fans to their London show.

64% of Plastic Glass’ Spotify listeners are male,
reinstating the potential impact of the Men’s Health
Charity Gig.

Appendix B’s survey reveals that 51.43% of the
respondents are willing to travel to London to see them
live.

Survey results suggest that many Plastic Glass fans are
willing to spend money on merchandise.

Their audience consists of avid gig-goers.

They’re talented, virtuosic musicians with the
determination to succeed.

> Weaknesses:

The majority of survey respondents reside in the North
East, their brand and presence need to be expanded
further throughout the UK.

The campaign is running off a low budget as the band are
below the mainstream radar with a limited income.

The band don’t have a certified tour manager, so are
reliant upon themselves and their peers.

SEO needs to be implemented across the band’s digital
assets to enhance findability in search engines.
Searching ‘Plastic Glass’ results in a large selection of
tupperware/recycling websites.

Having such a broad target demographic means that
social media and press and promotional content needs to
remain consistent across all platforms to reach their
varied fanbase effectively and efficiently

Working with a low budget instigates creative marketing
techniques, thinking outside of the box whilst utilising free
press and promotional outlets.

The ‘Men’s Health Charity Gig’ reinforces the band’s
ethos and values, allowing them to identify and connect
with their audience.

Having a decent following on Spotify provides the perfect
foundation for the release campaign and the opportunity
to increase their streaming rates.

Supporting The Pale White at their London gig gives the
band a chance to perform in front of new, potential fans
and expand their fanbase.

The forthcoming EP release warrants altered, fresh
iconography and artwork, creating the chance for unique
merch production.

Festival appearances give Plastic Glass a chance to
showcase their tunes to new crowds who have never
listened to them before.

Appendix B’s survey suggests a distinct lack of fans
under the age of 18. Launching a TikTok profile could be
an effective method of reaching fans who fall into this
category.

Plastic Glass’ fanbase consists largely of Generation Z
and Millenials, who value experiences, such as live
events, over possessions.

Both Gen Z and Millenial fans are more likely to purchase
merchandise off the back of an experience, therefore
they will be given the opportunity to do so.

> Threats:

Not having enough income to support the campaign
costs, such as travel, accommodation and merchandise
production.

The tour and merchandise sales are reliant upon their
working-class audience’s financial status and whether
they can afford to partake in events.

The Pale White gig sells minimal tickets, leading to
financial loss a less opportunity to interact with
London-based audiences.

Social media is an over-saturated realm, it's becoming
increasingly difficult to stand out and be different.

Many similar indie rock bands are emerging from the
North East and the UK as a whole, so again, Plastic
Glass must strive to separate themselves from the
masses and provide a unique, immersive experience that
can’t be found anywhere else.



