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I. 
Executive Summary:
The Media Company, under the supervision of Loyola University New Orleans College of Music, is located in New Orleans, Louisiana at 6363 St. Charles Avenue.  It is a start-up company, whose idea came into existence in 2007 via the Chair of the Music Industry Studies program, John Snyder.  Since the company operates under Loyola University, which is a non-profit, it is essentially bound by the rules of educational non-profits. However the business will be conducted as a corporation and will be operated on that basis. The only stipulation is that the profits will be used to pay the employee salaries and the rest will be entered back into the company for future use. 
The Media Company is a service business.  The services that the Media Company offers include producing or licensing music content for the purpose of marketing and distributing it.  We will create structures and easy-to-use methods to sell and market music in the various ways people listen to and access it:  live, Internet, mobile phone, retail stores, radio, advertising, movies and television, video games, DVDs, and websites.  

The target markets that the Media Company plans to serve is the mass media, dependent on the psychographics of the type of individuals that each record the company released appeals to. 

The Media Company is a relatively small corporation; it is run by student workers whose job it is to produce or license music content for the purpose of marketing and distributing it.  The only full-time employees the Media Company will employ include: an e-board made up of students who will oversee the management and scheduling of the company’s work as well as staff member, George Howard, consultants from, advisory councils which are located around the country, peer mentors, MBA and law student oversight, as well as a business consultant, paid for by the state of Louisiana. 

II. 
The Media Company:
The Media Company’s mission is: to provide artists and musicians with production, marketing, and distribution services to help them create sustainable careers while creating sustainable revenue streams for our company and providing our customers with a quality and positive experience.

The Media Company’s Values
· We believe that music consumers are eager to support the art of the musicians they admire and relate to; who share their “values”.  

· We believe in the idea of creating communities of interest, defined by values and mutuality, changing and evolving as artists innovate.  

· We believe that these “communities of interest” can create a self-sustaining economic model, allowing artists to reach consumers directly and to engage them on a personal level.

· We believe that the production and distribution of an artist’s work is paramount to assuring that the artist will be able to create a flow of music and art that listeners will want to support.  

· We believe in the preeminence of the artist and the creative enterprise and from this, our inspiration and profit comes.  Profit is the byproduct of what we do, not the point of it.

· We believe in the power of music and art to affect people’s lives in a positive and profound way, if not change the world.  

· Our guiding principles as purveyors of music and art are humility for the opportunity to affect people’s lives in a positive way, reverence for the potential of what we are bringing to people, and innovation for our approach to the challenges and opportunities we are given.

· We believe that we are service providers to artists, and we act on the belief that it is the artist’s work that creates entertainment and media companies, of which we are one.  

· We conduct ourselves as members of a group and as members of a community in an ethical manner.  Our business dealings and relationships with customers and artists will be defined in ethical terms first.  Our reputation for honesty, transparency, and ethical conduct is mission central to our existence.

The Media Company’s Goals
· Name the organization, create a logo and branding of the company, and create company business cards.

· Create a clear organizational structure to deal with every aspect of our mission, that is, who is responsible for what to produce, market, and distribute our “products”?

· Create a structure for selecting what product and artists to “take on” with the idea of taking on whatever we like.  Our hearts have to be in it. 

· Seek out bands, labels, and other content owners for licensing and distribution deals. 

· Create a website that will provide an efficient and productive portal for our customers and our artists to interact and sell products.
· Develop the details of the operating structure.
· Provide artists and content owners with publishing and music licensing services offered by our sister publishing company.

· Create a marketing plan that is Internet-centric and dependent on social networking, using all Internet resources available.  Develop innovative approaches.

· Create a sales plan to include every revenue stream, every use for music, and every distribution channel, in the real world and in the virtual world.

· Create a sustainable, profitable company with a catalog of 1000 songs by the end of the fall semester 2008.  

· Double our growth by the end of the spring semester 2009.

· Solidify all HR, legal, marketing, distribution, plans.
· Create and integrate the national “honorary advisory council” of industry professionals. 

· Develop a culture of oversight and accountability.

· Adjust, amend, or change this strategic plan and to adopt it by popular vote as the guiding document of the enterprise.

· Create Action Plans for all goals.

· Develop the legal documents and agreements to obtain the rights we seek to exploit.

· Create a mechanism for measuring our progress and success.

· Write a code of ethics for our relationship to our artists, our customers, our co-workers, and our broader community.

· We want to apply the theoretical knowledge gained from the classroom environment to the actual experience of “doing it” and to perfect our understanding of the process through focused and informed experience.

III. 
The Media Company’s Services:
The services that the Media Company offers include producing and/or licensing music content for the purpose of marketing and distributing it.  We are innovators in the areas of producing, packaging, marketing, design, and manufacturing.  We are dedicated to the new methods and the fullest applications of technology to monetize the intellectual property created by artists.  We use every available distribution platform and all social networking sites for marketing purposes.   

We are, in the old fashioned sense, a “record company”.  But we are more than that:  we will create structures and easy to use methods to sell and market music in the various ways people listen to and access it:  live, Internet, mobile phone, retail stores, radio, advertising, movies and television, video games, DVDs, and websites.  

We have sister companies available to us who we can hire for specific marketing, production, or distribution purposes, not unlike the relationships that currently exist in the entertainment businesses.  For example, we may want to hire a PR firm for a particular artist we feel strongly about.

These services are provided by hired students under the supervision of staff member George Howard, music and entertainment industry professionals, as well as industry organizations.

The Media Company plans to differentiate itself from other marketing companies by offering professional level services at a greatly reduced price in the local New Orleans area. The Media Company will be able to provide discounts to its clientele due to the fact that students, with proper professional oversight, run the media company. Although this lack of experience will allow for cheaper rates to be charged, the Media Company will still turn out professional level work to clientele nationwide. 

The suppliers of the Media Company are music and the arts communities, the individuals that make them up, as well as the entertainment industry in the local New Orleans area as well as nationwide. The Media Company will have guaranteed suppliers due to the large demand for well-educated, hardworking individuals in the music industry, as well as new and talented artists.
IV. 
Marketing Analysis Summary:

Market Size
The Media Company intends to serve the musicians who will produce music for company, as well as local and nationwide music consumers. The potential market depends on the music produced. However, depending on the music produced, crossovers from different genres will occur. The market follows the products; therefore we will need to be adept to reaching all market segments of people that consume music:
· Jazz

· Classical

· Rock

· Rap

· Funk

· Liturgical

· Country

This market consists of diverse segments including:

· Business-to-business: the Media Company working with musicians to produce works
· Business-to-consumer: the Media Company distributing the works of the musicians nationwide via various distribution channels

Industry
As industry professionals are becoming more in-tune with the technological advancements of today, they are beginning to realize the potential they have to produce and distribute their music and products through new distribution channels. The Media Company will be run using a new model that releases music and goods through the most effective and efficient distribution and marketing methods, primarily via the internet.
Consumer Analysis
While the Media Company understands we cannot cater to everyone’s specific needs, we will be targeting a market of musicians and music consumers that are interested in hearing established, as well as up-and-coming bands. Due to the fact that the Media Company will be distributing our music and products via the internet, we will be able to distribute our products and services worldwide.
Differentiator
What sets the Media Company apart from other competing media companies is our specific focus on using a new model to distribute and create music. Most of our competitors are student-run record companies across the nation. However, we do directly compete with these companies because we will be changing the way music is marketed and sold. The Media Company plans to explore all new models, primarily through use of the internet, to do so. We will not run our company according to failing distribution channels, but will use the most effective and efficient ways to distribute and market our products and services. 
The Media Company will sell our products online and in person at performances. We will also be seeking retail distribution outlets, although not our primary focus, in order to distribute and sell music we produce. Creating tangible product to cover the 15-20% retail market will occur after the company has already generated substantial income; this money will be used to create the tangible products we will sell.
Furthermore, the Media Company will also be able to offer our services at a price below the marketing industry averages. The Media Company is a student-run enterprise dedicated to marketing itself and the fifteen other student-run companies within Loyola University’s College of Music, while providing services on a professional level. The differentiator for the Media Company is its pricing and distribution and marketing channels. The pricing is below market value but the services are of a professional level under the supervision of industry professionals.

Potential Market
When calculating our potential market, the Media Company chose to focus on two separate music markets: those that create music for our company, and those interested in purchasing it. Although we realize there may be some overlap between these two markets, our focus on reaching them through new marketing and distribution channels is our main focus. 
The Chair of the Music Industry Studies department in the College of Music, John Snyder, saw this as an opportunity to start a student-run business, giving students real-life experience as entrepreneurs. He hopes that most, and ideally all, of the students that become involved eventually as well as own their own business in the future.

SWOT Analysis
I have identified other student-run record companies as the Media Company’s main competitors. These include, but are not limited to:
· NYU

· Chicago College

· Belmont

· University of Miami

· MTSU

· Memphis State

· Drexel

· Southern Mississippi

· Appalachian

· California State University

· University of Georgia

The Media Company’s primary competition is non-existent due to the fact that these student-run record companies are run using the old model which work on failing distribution channels.
Media Company SWOT:

Strengths: innovative approach and ready availability of talented artists; bringing new music to the attention of music lovers
Weaknesses: internet noise and determining how to break out of the group and reach/connect to our particular the group and the individuals that represent your market
Opportunities: to teach students to be innovative in their approach to selling intellectual property that is already free on the internet; this is an opportunity for artists to get their music heard by more people and try to stimulate their careers
Threats: inconsistent management, lack of focused student participation, lack of a clear goal and a clear plan for achieving
Advertising Plan
The marketing strategy for the Media Company is first and foremost making the enterprise known by the local, as well as nationwide, music community. We will market the Media Company in the local community by way of direct marketing via the telephone and internet advertising, PSAs, college and university newspapers, college and university radio stations, as well as nationwide through brochures, and a dedicated website. The marketing plan will also depend on word-of-mouth advertising, repeat clientele, and referrals by previous clients to new institutions. 

The price for advertising will be a minimal cost to the Media Company:

Free Advertising
· Direct internet marketing

· Telephone marketing

· PSA

· College and University newspapers

· College and University radio stations

· Dedicated website (website IP address granted by Loyola University)

Paid Advertising
· Brochures: at custompostcards.com, the Media Company will be able to produce 5000 brochures for $359. We will make 10 of these orders per year and more depending on demand. 
Marketing Plan
Due to the fact that the Media Company is a service provider, we plan on generating sales leads through the use of our multifaceted advertising channels: direct internet marketing, telephone marketing, PSAs, college and university newspapers, college and university radio stations, a dedicated website (website IP address granted by Loyola University), and brochures. We will also rely on word-of-mouth marketing, repeat clientele, and client referrals. Furthermore, we hope that our presence at a multitude of different types of educational, artistic, cultural institutions and music and entertainment events will warrant the attention of potential clientele so we can gain more exposure this way.
V. 
Human Resources:
Loyola University will own 100% of the Media Company but will not receive any salary for doing such. The profits made by the company’s efforts will be used to pay the employees (70% of income) and the remaining profits (30% of income) will be used to fund the growing business as necessary, increasing the quality of available products. Due to the fact that the Media Company will not need any outside money to start the company, there are no other investors involved in the Media Company.

Key Management of the Media Company
The faculty/staff advisor to this EU is George Howard.  The Louisiana Small Business Development Center will assign a local business person as a consultant to this EU.  Members of our Advisory Councils who are in the live sound industries will act as an Advisory sub-committee for this EU, making themselves available for questions, internship, and placement opportunities.

The student governance and HR structure will be determined by the character of the services to be rendered, what processes are involved, what equipment will be required, etc.  The services of this particular EU imply the following responsibilities:  manager, equipment manager, booking & logistics, financial/business affairs, and marketing.  All functions need to be listed, described in detail, and delegated to group/company members.

Members of the student entertainment and sports law club at the College of Law have agreed to act as legal counsel for the company.  We hope to involve an MBA student from either Tulane or Loyola as a peer mentor/consultant to the company.

These students will be trained on the job, as well as through their courses provided at Loyola University. The functions to be staffed include: 

· Producing and/or licensing music content for the purpose of marketing and distributing it
· Financial accounting and billing

· Payroll

Professional Advisors
The Media Company will use Loyola University’s accountant and attorney if it becomes necessary. The Media Company will not be required to pay for these services due to the fact that they are covered in the financial obligations of Loyola University to the student-run company.

VI. The Media Company Facility:

Location

The Media Company will be located on the fourth floor of the College of Music on Loyola University’s campus, which is located at 6363 St. Charles Avenue, New Orleans, Louisiana, 70118. This location is perfect for the company because the College of Music houses all of the Music Industry Study student-run companies that the Media Company will be working for. 

Zoning, Utilities, and Building Purchasing/Leasing
The Media Company does not require any zoning permits to conduct their services. In addition, all of the utilities related to their work will be paid by Loyola University who already pays for all of the needs of the building. Due to the fact that the company is housed on university property, the Media Company does not need to worry about purchasing or leasing the building. 

Disclaimer: Parking, Leasing/Purchasing, Inventory, and Overhead
Due to the fact that the Media Company will be working out of Loyola University’s College of Music, we are not responsible for paying for:

· Parking spaces, of which enough are provided

· Inventory

· Overhead, due to the fact that Loyola University is not responsible for paying for rent, utilities, telephone, maintenance, insurance, etc.

Monthly Fixed Costs
The expenses that the Media Company will experience on a monthly basis are as follows:

· Student Staff Salaries

VII. Financial Plan:

There are several aspects of a financial plan that must be considered by the Media Company. Management must establish a budget and a thorough plan to take into account the goods and services the Media Company produces, markets, and sells. It is important to create this plan in order to consider and dictate future spending and savings for the firm. This plan will consist of the three primary financial statements: the balance sheet, income statement, and cash flow statement.
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