
Preferred Channels

Preferred Content Types

Enjoys music
Spends a lot of time on social media
Striving to relieve stress
Pursuing goals or achievements in life
Struggling or stressed out

Market Saturation
Two - Way Communication

Age: 16 - 30
Common Job Titles: First Jobber, Student

Target Audience 
Key Demographics

Key Psychographics

Challenges

Instagram
Facebook
YouTube

Music/Entertainment
Encouraging and Positive

Problem Statement
Since artists only typically receive 15% royalty when part of a record deal, being successfully independent is a
benefit that artists dream to possess (AWAL, 2019). Due to the rise of activity on social media, 90% of social
media users take part in some form of music or artist related activity (Crupnick, 2018) which shows that there
is plenty of potential in releasing independent work and promoting it through utilizing online resources. 

As amateur content creators and communication students, we want to highlight the possibility of independently
producing a finished music video and analyze the impact that it can make using organic strategies that do not
depend on high budgets. 

Project Goal/Objectives

The objective of this project is to create a musical group called ‘Stonata’ on various online platforms such as
Facebook, Instagram, and Youtube and release a music video for the debut single "Low Season". 

Acting as a community, our collective aim is also to educate people along with our musical content by producing
a guidebook on how to make a music video from start to finish. For this project, we are aspiring to approach it
like a real music label and follow the necessary steps in order to create and promote a new “artist” with the
final product being a music video.

Planning

Execution

Evaluation

Competitive Analysis
Brand Identity Construction
Storyboard and Breakdown
Social Media Planning

Music Composition
Recording music
Filming Music Video
Editing music video
Social Media Posts

Insights
Views
Likes

Methodology
Regarding the methodology of the project, we want
to implement the procedures of a real music label. 

In the initial stage, the planning process was conducted in order to
create the brand identity as a way to distinguish our project from the
competitors, as well as making the project more recognizable in the
public eye. An analysis will also be conducted to identify the market
and competitors within the sector in order to pinpoint our strengths
and weaknesses, along with the opportunities and threats. For the
project to be more perceptible, a corporate identity will also be
produced to make the project distinctive and unique in our own way.
Furthermore, social media content planning will also be conducted to
oversee the type of promotional content that will be published,
together with when the content will be distributed according to the
audience and market. 
 

Once the initial stage of competitive analysis and the corporate identity
has been established, the project transitions to the execution stage. In
this stage, the project will begin to execute and release related
deliverables and media to generate traction and interest. After the initial
execution stage of releasing advertisements and trailers, the main
product (live session music video) will then follow along with any
merchandise to retain and spread awareness. 

Regarding the evaluation stage of our project, traffic indicators through
the backend of each respective platform will be utilized in order to
measure the effectiveness and overall reach of our product. The
indicators will then be used to pinpoint any room for improvement to
maximize and sustain the project. 
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#CD
2C19

#0D6
C60

#1FC
30F

#F98
DD8

#695
74D

#84F
5FF

#FDA
F26

#0B3
6D7

Paid Media
Mass media

Music Review Pages
Earned media

Publicity
Word-of-Mouth
Interest sharing

Channels

Mission
Objectives
Situation analysis

Market Research
Competitor Research
SWOTs
Key communication challenge

Selecting Target Markets
Segmentation
Targeting
Positioning

Marketing Strategies
Desired Results
Tactics and Plans

Budget
Operational Plan
Evaluation

Strategic Phase

Tactical Phase

Operation Phase

Typography

Spreading happiness
Growing
Travelling to find meaning

Concept

Logo

Name
Stonata

Taglines
A place to rest your heart and soul

Shrikhand

E N G L I S H

a b c d e f g h i j k l m n o p q r s t u v w x y z

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

Example: 

Strategic Planning Communication Process

Colour Palette

Nature
Love
School

Elements

Advertising
Facebook Ads
Instagram Ads
Youtube Ads

Personal Selling
Response Process

Low Involvement Hierarchy
Focus more on non-message elements than actual message
content
Feel Do Learn

Prototype new content to match the target audience according to
feedback

Direct Marketing
Social circle
Friends and colleagues

Public Relations
Community Relations
Media relations
Message Strategies

Message
Informational
Transformational

Encouraging and Music
Event

Nitade Summer Acoustic

Digital Marketing
Viral Marketing

Reels

   Integrating Marketing Communication

Stonata has successfully launched and established itself as a community for people to
enjoy music that will relieve stress and encourage them when times are hard,
debuting with a finished music video and visualizer for the lead single “Low Season”.
With our guidebook, we have also successfully created a medium of information
where amateur artists can approach making their own music video. 

Communication Strategy

Example of Products/Communications

Brand Identity
Theme
Learning from life

 

Sukhumvit set

ภาษาไทย

บาง: 
ก ข ฃ ค ฅ ฆ ง จ ฉ ช ซ ฌ ญ ฎ ฏ ฐ ฑ ฒ ณ ด ต ถ ท ธ น 
บ ป ผ ฝ พ ฟ ภ ม ย ร ล ว ศ ษ ส ห ฬ อ ฮ

หนา: 
ก ข ฃ ค ฅ ฆ ง จ ฉ ช ซ ฌ ญ ฎ ฏ ฐ ฑ ฒ ณ ด ต ถ ท ธ น บ ป 
ผ ฝ พ ฟ ภ ม ย ร ล ว ศ ษ ส ห ฬ อ ฮ

ตัวอย่าง:

Owned media
Facebook sites
Instagram sites
Youtube sites
Blogs
Spokesperson
Members in Stonata

Main Colours

Conclusion
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