Olague, Chan, Gaskin

JOUR450

E. Hinckley

4/15/09

Digital Concert Hall 

Background: 
Deutsche Bank, in partnership with the Berlin Philharmonic, is launching a Digital Concert Hall. The Berlin Philharmonic is one of the premiere orchestras in the world, which attracts many classical music lovers. The Berlin Philharmonic is known worldwide as an outstanding orchestra with a 127-year history of outstanding musicians. Deutsche Bank is a financial backer of the digital concert hall, but otherwise is not affiliated with music. To launch the concert hall in America, the Berlin Philharmonic will be playing dates in the United States in November in major metropolitan areas. The bank and orchestra will both be vying for media attention during this tour for both the music tour and the digital concert hall. Their typical audiences will likely be least interested in the Digital version of the concert, so this plan will need to address other targets. 

Business Goals: (quantify)
A. To be the premiere digital concert website.

B. To attain sign-ups of the service.

C. To gain interested artists and partners.

Statement of Problem/Opportunities:

Problems: No youth attraction; limited appeal of berlin phil.; limited knowledge of such a service, non-english dominated, no relevant coverage at all, limited knowledge of dutsche bank. 

Opportunities: appeal to audiophiles, music loves, tech lovers, concert lovers. A new way to enjoy concerts, not only once, but many times. Have concert “showings” or mini-concerts! A way to get to concerts that are very limited (high-profile acts, sold-out shows). People are open to new ways of receiving music. 1st time trying this. Best orchestra in the world, they have great results internationally. Low cost. PPV pattern, like fights, when you can have a mini-party thing.  Economy (low pricing). Music moving to digital age, music videos ipod, watching concerts on ipod. Far-flung areas. 

IV. RESEARCH  

A. Existing live concert streaming services

B. iTunes

C. Audiophile networks

D. Concert festivals

E. Technology (how groundbreaking is it/vs how much can we push it)

F. And competition in digital music space.

G. Youtube’s Digital Orchestra.

H. Rival events

I. Ticketmaster

Objectives: (quantify)

Measurable (as often as possible) interim steps to be achieved on route to the Goal; include only things that PR itself can achieve. 

100,000 – signups

200% 

Key Audiences:
General – males and females, family audiences, anyone who has ever been to a concert willing to go a concert or watch a concert.

Music - 

Tech - 

Younger – 18-24

Key Messages:

Strategies & Tactics:

Promotion of concert festivals like Coachella, or limited private showings. Also, record concert and offer free archived version for concert-atendees. A way for out-of-large market people to get to this content. 

General audiences – how to get to concerts in comfort (upplay the inconveniences, high ticket fees –avoid ticketmaster!) 

Technology audiences as a way to store another part of digital experience

Sell to audiophiles as a true concert experience, opposed to recordings

Younger audiences – gag of online being all-ages show

Getting dutsche into the story:


- pitching how banks provide some of the best acoustics


- 

Evaluation:

A. Pre and post research    

B. Sales      

C. Awareness  

D. Message content  

E. Gross readership (clips) 

F. Achievement of measurable objectives
