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INTRODUCTION

This paper seeks to showcase the ideation, formation and planning of a one day event at
Tileyard Studios. The group working on this project included; Thando Zulu, Florian Bel and Karl
Gordon, all of whom are MA Music Business students at the time of writing.
This portfolio details the meetings the group had to formulate strategies and make decisions to
execute the brief both from a creative and a financial standpoint. I believe the below shows the
need for outdoor events and online options to engage with events within an industry that is
emerging from the effects of the Covid 19 Pandemic. 2020 is a year in which the music industry
suffered the impacts of the Covid 19 pandemic, where UK national lockdowns shifted the
landscape of the music industry namely by hindering the live shows, tours and festivals. (Jones
R, 2020) As restrictions in the UK ease throughout 2021, live events are being planned and
tickets are being sold. The below outlines our plan for an event in the autumn of 2021 in the UK.

VISION AND CONCEPT

The Black TYE event is a cross-media cultural event that will be held at Tileyard London.
The mediums of expression include sound, visuals, for an in-person event with an online
offering.
The purpose of BlackTYE is to highlight the need for increased ethic diversity within the music
business. At present there are multiple statistics that point to the fact that Black music
professionals are unrepresented at all levels of the industry especially within education and at
executive level positions. Ethnic minorities often face problems with representation, this event is
focussed on the story of Black ethnic minorities in the UK.
The UK Music 2020 Diversity report found that only 7.8% of the music industry workforce
identifies as Black which is not proportionate to the amount of Black artists within the UK music
scene.
With consistency and awareness we can be part of the change that is needed. Change often
begins with education, so what better place to host this event than Tileyard Education - a place
that educates the next generation of the music industry. The BlackTYE event.

What
A day of inspiration, music industry networking and ‘edutainment’ for a 200
person capacity street festival and conference with live music and talks from key
Black figures from within the music industry. A wide selection of street food and drink
from around the world available from vendors on-site.

When
Saturday, October, 2nd 2021, as Black History Month UK.
Black history month is an opportunity to honour the lives and contributions of black people in
multiple industries.
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Why
1. To increase visibility and enhance the image of Black Creators and
industry professionals in the sector, and to amplify the success of Black
professionals.
2. To explore and celebrate the influence of black music on the music
industry.
3. To help diversify the music industry, particularly in executive positions.
4. To promote Tileyard as a fully inclusive company/community.

Where
Tileyard London, Tileyard Rd, Kings Cross, London N7 9AH

Who
Target audience of this event is students and young professionals already working in or aspiring
to work within the music industry. Recent graduates from music-industry-leaning courses and
young emerging artists are also part of the target demographic.
Age range: 18-35 years
Gender: All
Interests: Music Business, diversity, equality.

EVENT PLAN

The Team
Karl Gordon - Creative Director
Thando Zulu - Event Manager
Florian Bel - Marketing Director

Live Music
The artists that we intend to book are known to the team either directly or with 1 degree of
separation and therefore are very realistic options for this event.
Ram1 - Male Reggae Artist UK based.
Joy Mumford - Female singer songwriter based in London
Jerub - Male singer songwriter from Nottingham.
Natalie Lindi - Acoustic Soul-singer
BEKA - Pop/Alt Pop emerging artist based in London
Laura Mvula - Known and respected figure in mainstream Pop/ Jazz in the UK and US.
Akala - UK hip hop artist, author and activist for equality.

Keynote Speakers
The BlackTYE event is intended to inform and educate as well as entertain. The aforementioned
artists are part of the entertainment happening throughout the day and the following speakers
are to be invited for the more educational and informative aspect of the vision.
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We chose successful black music business professionals who have earnt the respect of the
industry by merit. These guests include Ben Wynter, Jackie Davidson, Kwame Kwaten, Darcus
Beese, Cookie Pryce and Michelle Escoffery.
Karl our creative director has worked closely with the majority of these speakers over the years
and would be the one to make the initial ask for the event.

Food And Drink
The event will have two offerings for Food. The first being food trucks offering Food of
afro-carribean origin. The second will be a sit-down meal offered to guests on a specific ticket
that includes a VIP meal.
The Gallery and Vinyl Cafe will provide the bar for the event which will stock both alcoholic and
non-alcoholic beverages.

Information on the Food truck vendors can be found below:
Jerk and Juice
“This London based setup offers a secret homemade jerk sauce which
gives their jerk dishes a distinctive flavour that customers love. Serving up
a fusion of the Caribbean and British street food around London” (Jerk &
Juice food truck - Truck Stop Today, 2021).

Ile Afrik
“The idea of Ile Afrik came from a genuine love of West African food,
events and the intricacies of amazing catering but most especially
promoting African food in a wrap or a bun” (About Us | Ile Afrik, 2019).

Production Requirements
The artists that we would be aiming to book for this event would all be able to run their sets with
a 2-3 piece band and with the capacity at 200 in-person we plan to keep the production costs to
a minimum.
An example of what will be needed for BEKA from an email between Florian, Thando and
Daniel (BEKA’s musical director) can be seen below;
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The production manager/sound engineer on the day would then be provided with the following
details.
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MARKETING STRATEGY

The aim for the marketing of this event is twofold, firstly we would like as many people within the
target demographic to be in attendance either online or in-person. The online version of the
event will be available for a fee in the days following the event to increase the timeframe in
which income can be generated.
The second aim in marketing this event is to highlight the need for events that illustrate the
experience of black music industry professionals and by doing so we raise awareness.

Our marketing plan is largely focussed on digital marketing tools such as social media and
online blogs and trade press. The events promotion will mainly take place on social media as
our target audience is very active and digital savvy. The main platforms to explore will be
Instagram, Twitter and the registration to the event will be via Eventbrite. Creatives for all social
media platforms have been created and can be found in the master folder. Therefore, the social
media strategy would include announcements of the different speakers, short videos of them
introducing the panel or topic they will be treating during the event (which will have to be agreed
upon contractually). Those will also be promoted as boosted posts and Facebook ads, targeted
specifically towards a lookalike audience of individuals with a history of attending those events
or who have actively been part of similar movements and collectives.

Rather than being confrontational in our approach we seek to create an environment of safety in
which honest conversations can be had without fear of shaming or discrimination. Though this
event focuses on the experience of Black people within the music business the target audience
is not limited to a specific ethnic group.

The event is an edutainment event in that the audience will both be entertained and educated
throughout the day. The theme BlackTYE also denotes the dress code as well as the focus of
the content. We hope that as people dress up in suits and ball dresses the atmosphere will be
sophisticated and celebratory.

In summary, the marketing strategy will be to:
- Identify our target audience using Facebook lookalike audiences and researching similar

events
- Heavily feature our speakers and artists as their reach is realistically much more

important than ours
- Leverage the connections Tileyard can offer
- Organise high quality pre-events in order to create social currency and build trust
- Nurture our leads via frequent interactions on social media and establish ourselves as an

authority on the topics of equality, diversity and opportunity
- Advertise the different price points to the two target audiences as well as the online

option to a third group - more international
- Accentuate the legacy side of the event: podcast, videos of the panels and potential for

further events.
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Budget Summary

Tickets
The event will be ticketed and tickets will be available to the general public with the marketing
campaign targeting the specific demographics aforementioned. The tickets will be sold in 3 tiers
that will provide access to the event in the following ways. The cheapest option will allow for
limited access to the event; either the afternoon slot or the evening slot. The general admission
will give access to the entire day including all the entertainment available at the event. The third
ticket type ‘the Golden Ticket’ will include VIP access to a meal with the speakers and artists in
between the afternoon and evening entertainment. The costs for the general admission and
half-day access will have a student concession option that will hopefully attract our target
demographic. The Golden Ticket will not have any concessions as to not cheapen the VIP
experience.  We hope to sell 200 tickets in total for the in person events and another 50 for the
online live experience. The breakdown of ticket sales would be; 20 x Golden Tickets at £100 per
ticket = £2000 and 180 tickets that will include some afternoon/evening only sales allowing us to
keep to the capacity limitations of the inside venue. With limited access tickets at £10,
concessions at £5 and full day tickets at £15 we would expect to make approximately £1500 in
sales for limited access and general admission tickets. Including the revenue from the online
sale we have calculated that we should expect £4000 of income from ticket sales.

Food
For the day there will be two options for food. The first is available to every in-person ticket
holder to purchase hot food from a food truck that we will invite to the event. The deal with the
providers will be to exchange definite sales of food for them, in exchange for being present at
our event and providing food and drink to the crew and staff of the event for no extra charge.

The second food option is only available to ‘Golden Ticket’ holders who have the option to buy
from the food trucks in the afternoon should they wish. The main intensive for the Golden Ticket
holders is the VIP meal with the speakers and artists of note. This meal will be charged to us at
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£50 per head for 20 people = £1000. This includes two courses with wine on the tables. The VIP
meal will happen in the Vinyl Cafe during the break between the afternoon and evening shows.

Speakers/Artists
The speaker and artists will be the highest expense for this event. As this event has a clear aim
to raise awareness and highlight the excellence of people of colour within the music industry we
are seeking to find artists and speakers that embody these values. As Karl Gordon has strong
individual relationships with many of the speakers and Thando Zulu manages some of the
artists we believe that the line up is both desirable and realistic. We have budgeted £7000 for
speakers and artists combined.

Production & Marketing
Usually the production costs and marketing costs would take a large portion of the budget for an
event with 2 two stages and an online offering. However Florian Bel owns a
production/marketing company and has agreed to supply the event with gear at cost price and
to gift the event with a comprehensive marketing campaign to achieve maximum impact. This
has made the aim of this event incredibly achievable.

Staffing
Two adequately cater for the needs of the event we will need a minimum of 2 security personnel
though we will opt for 3 or 4 depending on the availability of expected income.
We will also need bar staff throughout the day of which we have allocated 2 people.
The budget for staffing is set at £1500 for the event.
The production and catering staff’s time is included in the budget lines for production and food
respectively.

Merch
Merch is an area that we expect to make a profit on the sales. We will front the upfront cost
required to get the stock and expect to sell out on the day of the event. Merch will also become
a form of marketing and advertising for future events that BlackTYE put on in due course.

Miscellaneous
As events are often unpredictable, we have a contingency pot of £1000 should an issue arise
that requires additional budget.

Funding Pots
Various grants and schemes are also available to help fund events that focus on minority groups
with the music industry. Examples of funding bodies include; Help Musicians UK, PRS for Music
Foundation, Art Council Creative Industry Finance, Music Export Growth Scheme and more
grants can be found using a simple internet search. For this event the PRS foundation Powerup
programme is the first point of call. This programme is designed to power up black music
creators and industry professionals, and tackle anti-black racism in the UK music industry.
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The co-founder is Ben Wynter who is also a speaker at the event and a good friend of Karl
Gordon’s. To make this event viable we will look for a funding contribution of £8000.

REFLECTIVE ESSAY

Planning and organising this event has been an enjoyable experience for me. The concept and
vision of the event is something that is close to my heart and part of my lived experience as a
young black music professional.
Working with Karl and Florian has worked well in that both of them are highly capable in their
fields. Karl Gordon has a wealth of knowledge and expertise in the music industry and his
address book is full of high profile names that made the premise of this event feasible.
Florian Bel has recently launched a multi-discipled creative agency called JMNI. JMNI has been
a key part of various online live streamed music events and conferences in the last year and
therefore his wealth of experience in marketing and online events made for a well executed
event marketing plan.

This project has highlighted the necessity of teamwork. Through this process I believe that we
have created an event that not only seeks to meet the formal assessment criteria but is the
blueprint of a much needed event considering the present issues the music industry face in
regards to equality and diversity.  As a team I believe that we brought together our core
competencies to create a well thought through event. The team chemistry and shared vision
made for an enjoyable working environment of trust and communication. This is a huge
testament to both Karl and Florian’s character which I have experienced to be hard working and
diligent.

The main challenge of this project was working with Natasja who seemed very enthusiastic
during the more conceptual stages of the planning but quickly became unavailable and
uncommunicative. This made the allocation of roles difficult and an on-going task and added
stress to the group dynamic. This issue was unable to be resolved at the time of writing and in
reality I believe that Natajsa would have to have been asked to leave the core team had this
event been executed.

In terms of the event itself, during a pandemic year in the UK it felt like a risk to organise an
event in the knowledge that there could be another national lockdown that means the event
would have to be either cancelled or postponed. For events like BlackTYE where the theme is
intrinsically linked to the date of the event this would be a huge inconvenience and would result
in a full year postponement.

Should this event ever go ahead I believe the impact of the day will outlast the end of
the event. The aim of this event still remains a cause very close to my heart; an
increase in equality and diversity within the music industry. Regardless of the real
world outcome of the plans above, this cause will continue through the lives and
actions of the organisers; Karl Gordon, Florian Bel and myself - Thando Zulu.
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