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ABSTRACT 
 

Master Thesis, International Marketing Strategy, 4FE02E, School of Business 
and Economics at Linnaeus University, Växjö, Spring 2010. 
 
Authors:  Charlotte Bengtsson and Karolina Janowska 
Supervisor & examiner:  Anders Pehrsson 
 
Title: Recipe for success. A study on marketing communication strategies for live 
performers within the entertainment industry and how to reach international success. 
 
Background: When it comes to the entertainment industry and the live performers 
these artists are in need of valuable communication strategies in order for them to 
reach the consumers they would like to reach and gain the success that they want. 
Although this is a known fact, it is difficult for the artists to know which marketing 
communication strategies to use and how to use them. 
 
Purpose and delimitations: The purpose is to identify international marketing 
communication strategies for live performers within the entertainment industry. The 
objective is to demonstrate how the strategies can be used to reach international 
success. The focus is to look at marketing communication strategies from an 
artist/company’s point of view and therefore feedback from the consumers will not be 
covered in this thesis. 
 
Theory: The theoretical framework consists of theories about communication, 
marketing communication and international marketing communication. The structure 
of the theoretical framework is based on the five parts of our analysis model: 
individuals, goals, target group, message and channel. 
 
Methodology: The research method used is qualitative and the research approach is 
deductive. The empirical information collected consists only of primary data, which 
has been collected through semi-structured interviews.  
 
Findings and conclusions: We have found two alternative strategies for development 
of international marketing communication for a live performer in the entertainment 
industry. In both of these strategies it is important to start with creating a valuable 
network in order to set up clear goals for the marketing communication. The 
difference between the two strategies is based on whether the live performer is adapted 
to the target group or if the target group is adapted to the live performer. 
 
Keywords: international marketing communication strategies, artist, live performer, 
entertainment industry, success 
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Chapter 1  Introduction 

1 INTRODUCTION 

In this first chapter the reader is introduced to the main subject of this thesis. Marketing 

communication is described along with the entertainment industry and live performers. The 

importance and complexity of this subject is presented and is followed by the research question, 

purpose, delimitations and outline of the thesis. 

1.1 Background 

Marketing communication can be described as actions developed in order to influence 

consumers’ perception of value of a certain product or service. The desirable effect is 

achieved by organizations’ systematic and strategic intent to convey a message to the 

consumers (Holm, 2002). Marketing communication is a strategic method applied for 

promotion of products or services. A product does not necessarily have to represent a 

physical product; it may also embody a name, a brand or even a person. In other 

words, a product or service represents any offering that is passed from the 

organizations on to the customers. In this relation, marketing communication is a set 

of strategically developed messages used by organizations for presentation of their 

offering to the customers. The transition channel by which the message is diffused is 

different types of media. The influence of media on society is important with highlight 

on individuals’ consumption pattern of the information that they are exposed to 

(Gripsrud, 2002). In order to design a valuable marketing communication there is a 

need for a group of individuals to come together in order to design goals upon which 

the marketing communication is to be developed (Lindfors, 2005). 

 

The entertainment industry includes any kind of activity that is consumed in the 

customers’ free time. This signals that organizations are not only competing for the 

money, but also the time that the customers are willing to and able to spend in order 

to enjoy their leisure time (Vogel, 2001). Many factors in today’s society suggest that 

the entertainment industry will play an increasing role in the development of society. 

Future researchers are talking about a shift from an information society towards a 

society based more on knowledge and experience (Almquist et al, 1999). The live 

performing events, such as theatre, circus, stand-up or magic acts, do in most cases not 

have the same financial resources for advertisement as other commercial 

entertainment organizations, such as record labels or moviemakers. For that reason 

this segment of the entertainment industry is restricted in usage of media and 

 1 
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frequency in it as a marketing communication tool. For live performing acts it is 

highly interesting and desirable to use the available resources to the fullest, not only 

financial but intellectual as well. In order to achieve success the marketing 

communication strategy must be developed in an effective as well as a cost efficient 

way (Lindfors, 2005). 

 

 
Figure 1 Example of live performers (theatre, circus, stand-up, magician) 

(Sources: Please see reference list) 

 

Today’s integrated media is a globalization process that constantly grows. Technology 

development like Internet and media products like television is a global network that 

affects the market and its customers. Forces driving the globalization are innovation, 

development of logistics, marketing, media and blending political and cultural barriers 

(Smith et al, 2000). Global companies like McDonald’s, Marlboro, Coca-Cola and Nike 

are a few of the global players that have a high level of standardization in the means of 

the product and communication mix (McAuley, 2001). The context of international 

communication strategies includes the target group, the message and the media 

(Thussu, 2009). 
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According to Gripsrud (2002) medias’ presence in peoples’ everyday life is engraved in 

such a way that sudden obsolesce would create chaos and individuals would not be able 

to function without it. Even if media to a certain extent is shaping society’s culture and 

functionality the great quantity of information is by consumers perceived as disturbing 

noise, which they try to avoid. The large quantity of messages to which consumers 

daily are exposed to, drive them to active ignorance and rejection. This means that 

organizations’ attempt to reach and influence the customers might more often fail than 

succeed (Holm, 2002, Wohlfeil & Whelan, 2006). 

 

The high number of information that consumers are exposed to, in combination with 

their immunity, might result in marketing communication failure. What can then be 

seen as a measure that will pay off? A difference between the academic and the creative 

marketing focus can be distinguished. On the one hand, strategies that are strictly 

based upon a theoretical approach in most cases involve numerous studies followed by 

high cost and long time. But they do not guarantee success and are often not enough 

to come through. Creativity on the other hand is a way to think “outside the box” and 

is considered as an essential asset in today’s market conditions. Creativity that 

develops from personal intuition, experience and gut feeling is necessary, but in the 

same time it must be converted into resources that are usable and ideas that are 

achievable (Fillis & Rentshler, 2002). The academic approach states that the design of 

communication depends on several factors that have to be taken into account when 

developing the marketing communication. The message and the form which the 

marketing communication is diffused, as well as the channel by which it is transmitted, 

are essential (Holm, 2002). The choice of what message should be sent out to the 

market will depend on what kind of signals the organization wants to send out as well 

as why it is sent and to whom. This choice is based upon the desirable image, 

intentions and targeted customer group (Lindfors, 2005). 

 

McAuley (2001) states that in order to successfully target and develop an international 

marketing communication strategy it has to be carefully planned as well as creative. 

The additional challenge with an international approach is that the communication 

either has to be adapted to the new markets or developed in a way that will suit 

customers in different countries. According to the author the most common problem 

with developing an international communication strategy is the aspects of cultural 

differences, brand names, language translations, colors, symbols and brand identity. 
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Developing a successful international campaign might be difficult because of the 

influences of any of those aspects. McAuley (2001) highlights that national marketing 

communication strategies can be applied, with minor modifications, also for the 

international market. The main reason for this argument is that the target customer 

groups, even across borders, have similar needs and wants. The advantages with 

cohesive international communication strategy are, among others, consistency of the 

brand image, cost effectiveness, high degree of control and opportunity for measure of 

effectiveness across borders. Smith et al (2000) explains that a product may be 

packaged and promoted in a uniform manner for the same customer segment across 

the borders. According to Smith et al (2000) the greatest challenge is to develop the 

communication mix in a uniform manner so not just the advertising, but also the sales 

promotion, direct mail and sponsoring have an international approach. 

 

Developing, creating, delivering and any other action involved in the product process 

have to be carefully planned in order to understand and satisfy customers’ needs and 

wants. Although in order to be successful it is important to consider all parts of the 

process and the marketing communication is the most visible part of it. If the offering 

is not presented on to the market, it will never be valued (McAuley, 2001). Products 

and services are purchased by customers in order to fill needs. These needs are of 

different nature and therefore the product or service will include different 

characteristics and will be communicated in different ways. McAuley (2001) 

differentiates between functional, symbolic and experimental needs. In order to 

develop a right marketing communication strategy the customers’ needs should be 

identified. Products that fill functional needs are practical and valued by its 

performance, while symbolic products have an emotional and/or status meaning to the 

customers. Products and services that provide experience in transaction fill the 

experimental needs. 

 

Holm (2002), Wohlfeil & Whelan (2006) and Gripsrud (2002) explain that marketing 

communication is a complex process that, in order to achieve desirable effects, must 

differ and be extraordinary to attract customers. In the case of the entertainment 

industry the message has to be developed and presented in a way that can convince 

customers not only to invest their money but also their leisure time. Lindfors (2005) 

stresses that artists should not develop the design and the content of the message by 

themselves, because those kinds of signals are normally too complicated to understand 
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and hold customers’ attention long enough. Signals that are sent out on to the market 

have to be developed in a strategic and creative way in order to create curiosity and 

expectance. Furthermore, the choice of media and timeline is crucial for success of the 

communication strategies. Appearance in any kind of media is expensive and therefore 

should be formed carefully. In the same time, the competitive offerings, as well as 

other aspects that interfere with customers’ interests for the offering, can disturb the 

desirable effects of the communication strategies. Therefore the time for a campaign 

should be considered strategically. 

 

Although the combination of marketing communication and the entertainment 

industry for live performers is an interesting field to research, few studies have been 

published. The detailed information about marketing of artists are often considered to 

be industry secrets and successful managers are very sensitive about giving out this 

kind of inside information about their strategies (Consultant A, 2010-05-05). Besides 

the sensitivity, other factors might lead to information scarcity, among those the 

process pattern. Creative and successful marketing might not involve an academic 

approach, but rather develop from personal intuition, experience or a hunch or a gut 

feeling (Fillis & Rentschler, 2006). 

 

When it comes to the entertainment industry and the live performers these artists are 

in need of good communication strategies in order for them to reach the consumers 

they would like to reach and gain the success that they want (Consultant A, 2010-05-

05). In order for this to happen a study of the market can be done to see what it looks 

like today and what can be changed and/or improved. 

 

1.2 Problem Discussion  

Kolb (2005) stresses that longer working hours, further distance to work, and a 

changing lifestyle results in less time available for leisure activities. In contrast Vogel 

(2001) underlines that people living in the western countries might have, due to 

working hour flexibility and higher interests for entertainment activities, more time 

and willingness to spend on leisure activities than before. Either way, both of these 

authors agree that the design of marketing communication strategies has to be 

creative and outstanding in order to be recognized in the jungle of media 

advertisement (Kolb 2005, Vogel 2001). Kolb (2005) highlights that the consumer 
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segments within the entertainment industry are mixed, which implies that consumers 

in today’s marketplace are open for different kinds of entertainment activities. The 

same customer might be involved in highly cultural events, and at the same time enjoy 

less interracially stimulating entertainment. This means that a smaller market within 

the entertainment industry might now, with the right communication strategies, 

attract more potential customers than before. On the same subject Byrnes (2009) and 

Vogel (2001) explains that consumers are carefully choosing how to spend their money 

and leisure time as well as what kind of entertainment they will spend this on. 

 

Communication strategies applied for marketing of international performers of 

different kind is an interesting topic because consumption is not only expected to 

satisfy basic needs, but customers are also first of all searching for emotional 

stimulation (Kolb, 2005). When it comes to the organizational conditions, the live 

performing acts have different given prerequisites than other segments of the 

entertainment industry. Live performing artists cannot benefit from the technical and 

IT development to the same extent as other entertainment segments, like for example 

music and film (Byrnes, 2009). For example the incremental cost for producing one 

more DVD is nearly equal to zero (Vogel, 2001). A live performance happening face 

the costs and limitations of for example seating capacity, schedules and product 

delivery costs and cannot be consumed in the same way as music or movie products 

(Byrnes 2009).  

 

How marketing communication looks like within the international entertainment 

industry depends strongly on the segment that one refers to. Large entertainment 

organizations spend a lot of money on advertisement of new movies, upcoming singers 

and so on. A lot of money is put into media in order to inform, promote and advertise 

the happening. Low-budget or other smaller performers can of course not afford the 

same media blitz. The choice of communication includes a diversity of channels used to 

communicate though with the customer. But large-scale advertisement does not 

necessarily mean success (Byrnes, 2009). The author also states that having a budget 

and the size of the budget are important factors when it comes to the marketing 

communication message. The author also points out that the actual design of the 

message is even more important. Even if large sums of money might be spent, the 

effect of it might be comparable to low scale campaigns. 
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Still, customers are daily exposed to approximately 3 000 commercial messages 

(Örnbo et al, 2005). Even though marketing communication is a part of marketing 

management, which is a significant supplement within the frame of society (Gripsrud, 

2002), consumers are constantly trying to avoid the influence of media (Holm 2002). 

Therefore developing the right message, and choosing the right channel to a 

reasonable cost is challenging. When looking at the potential customers for live 

performing acts in addition to this dilemma, a customer must be willing to pay money 

and spend time. In addition to this the customer also has to be willing to get where the 

performance is taking place, which is associated with an additional cost of money and 

time. 

 

Although we now have presented the adversities with the planning of international 

marketing communication strategies, there are a number of successful live performers 

in the entertainment industry today that successfully have reached the audience and 

gained fame. The question is how it is done. When doing research on this subject, a 

lack of published studies on the subject of international marketing communication for 

live performers in general has been noticed. According to Smith et al (2000) and 

Lindfors (2005) marketing communication is developed by individuals who set up clear 

goals. Dahlén & Lange (2003) states that when it comes to developing marketing 

communication strategies, first the target group should be determined, and then the 

message should be developed based on the target group. After that the choice of what 

channel to use should be made based upon the message and the target group. There is 

a need for more knowledge regarding this and with the intent to try to help and fill 

this gap we would like to do further research in this matter. Therefore the following 

researched question will be examined. 

 

 

1.3 Research question 

• Which marketing communication strategies can be used by live performers 

within the entertainment industry to reach international success? 

o What is the impact of individuals, the goals that they set up, the target 

group, the message and the channel choice in these market 

communication strategies? 
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1.4 Purpose and delimitations 

The purpose of this thesis is to identify international marketing communication 

strategies for live performers within the entertainment industry. The objective is to 

demonstrate how the strategies can be used to reach international success. This is 

done in the recommendations (chapter 7) where we present a possible strategy that can 

be used by a live performer. The recommendations are based on a fictive live performer 

that is a magician. We refer to this fictive magician as Magician X and further 

information about him is presented in Appendix I. The focus is to look at marketing 

communication strategies from an artist/company’s point of view and therefore 

feedback from the consumers will not be covered in this thesis. 

 

1.5 Outline of the thesis 

In the first chapter a background of the research areas are explained along with the 

problem discussion, the research question, the purpose and delimitations. Chapter two 

consists of the theoretical framework used in this thesis and in the next chapter the 

methodology is presented. In the following chapter the empirical information is 

analyzed. In chapter five a discussion of the analysis will be presented followed by the 

conclusions in chapter six, and in the last chapter relevant recommendations for a live 

performer will be given. 
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2 THEORETICAL FRAMEWORK 

In this chapter theories about communication, marketing communication and international 

marketing communication will be presented. The structure of the chapter is based upon the five 

parts of our analysis model; individuals, goals, target group, message and channel. The analysis 

model will be presented in the end of this chapter. 

2.1 Communication  

Communication can be associated with “a process in which some kind of information or 

message is exchanged between communicators.” (Janoschka, Web Advertising. New forms of 

communication on the Internet, 2004, p. 98). There are some general theories and models 

when it comes to how communication works between a sender and a receiver. These 

theories are not specifically developed for marketing, but are somewhat more generally 

about communication (Dahlén & Lange, 2003). According to Dahlqvist & Linde (2009) 

communication can be seen as a continuous process where someone has a goal or a 

need to deliver a message and that someone, the sender, sends the message through a 

channel to a receiver. Then the receiver interprets the message and reacts to it in some 

way. 

 

There are more factors that may affect the communication process. The message 

might not always be transferred smoothly from the sender to the receiver; sometimes 

there can be noise in the process, which disturbs the message (Dahlqvist & Linde, 

2009). The noise can be seen as an unplanned distortion and interference. For example 

when watching a commercial on TV and there is problem in the signal transmission. 

This problem will then interfere with the reception of the message, which is lessening 

the impact of the commercial (Belch & Belch, 2009).  

 

Even if the noise were added to the communication process model it can still be seen as 

too simple, since the communication process is a very complex process if it is studied 

in detail. Also the terms communication and to communicate are difficult to define, 

because they have to do with processes on different levels and there can be big 

differences between the different levels of communication (Dahlqvist & Linde, 2009). 

According to Dahlén & Lange (2003) the noise is hard to remove, but through 

marketing communication and a well presented message it is possible to avoid the 
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noise. The challenge within marketing communication is to create the content of the 

message. The marketer has to have control of several things, like how to best 

distinguish themselves from the competitors and how to create the content of the 

message for it to be as easy to understand as possible for the consumers.  

 

2.2 Marketing communication 

“Marketing communication is the process of effectively communicating product information or 

ideas to target audiences.” (Burnett & Moriarty, Introduction to Marketing Communications 

– an integrated approach, 1998, p. 3). 

 

Marketing communication can be described as actions developed in order to influence 

consumers’ perception of value of a certain product or service. The desirable effect is 

achieved by organizations’ systematic and strategic intent to convey a message to the 

consumers (Holm, 2002). Marketing communication is something the companies use 

to create a dialog with its customers. The goal is to communicate in a way that makes 

the customer wanting to buy the product either straight away or to establish the brand 

of a product, which makes the customer wanting to buy a it later on (Fill, 2002) which 

is referred to as external marketing communication (Smith et al, 2000). The field of 

marketing communication changes constantly because of all the new theories, new 

techniques and cultural changes that occur in society. But the constant goal is that the 

marketers through marketing communication want to make sure that their messages 

reach the target audiences (Blythe, 2006). 

 

2.2.1 Individuals 

The essential part of marketing communication is individuals. Internal communication 

refers to interaction between certain individuals within the organization in order to 

develop ideas, provide information for decision making and to keep focus on achieving 

the organization’s goals (Smith et al, 2000). Lindfors (2005) highlights that 

understanding and clarifying those goals is crucial for developing successful marketing 

communication. Individuals that provide different kinds of knowledge represent 

internal resources that work towards developing a strategy. Smith et al (2000) and 

Lindfors (2005) points out that marketing communication is dependent of interaction 

between individuals that coordinates in order to achieve certain aims.  
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2.2.2 Goals 

An organization develops marketing communication because it is striving to achieve 

goals that are set up. Within the theory of marketing communication there are key 

elements that needs to be considered by the organization; objective, strategy and 

measurement. The objective of marketing communication is the aim that an 

organization strives to achieve (Smith et al, 2000). Ottesen (2001) assumes that in 

most cases a business organization’s primary aim is to generate positive financial 

results. Smith et al (2000) explain aims as results that might engage all kinds of 

desirable effects like sales, share and awareness. The strategy describes how those 

goals are planned to be achieved, and measurement that is composed in order to 

determine if the objective has been achieved.  

 

Before designing the marketing communication plan clear goals need to be created. 

These goals should decide how the communication will work and what it is supposed 

to result in (Dahlén & Lange, 2003). According to Åberg (1999) the goal for many 

people in the entertainment industry is to become famous, wealthy and successful, and 

according to Schwartz (1987) success means to win admiration, leadership and that 

people in the same industry look up to you. Lindfors (2005) states that the definition of 

the goals should be made upon realistic statements and might involve both long- and 

short-term goals, measured quantitatively in numbers and money, or in qualitative 

aspects like awareness. Every one of those aspects is defined as an expectation of an 

outcome. 

 

In order to estimate the outcome of the marketing communication an organization can 

analyze planed effect and real outcome. Market analysis helps determine if the 

expected target group has been reached, and if the customers’ reflections on the 

perceived experience has been met. Other customers might give feedback on their own 

through a phone call, a letter and so on. Another way of measuring the outcome of 

marketing communication is looking at media channels, like newspapers and TV for 

example, to see to which extent media put attention to the happening. A direct and 

clear picture of the outcome is generated by the amount of earnings. The final analyze 

should be made internally where the organization investigates the process whole 

process, which mistakes have been done and why as well as what could have been done 

better (Lindfors, 2005). 
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Marketing communication deals with the following three questions: Who do we want to 

reach? What do we want to tell them? How are we going to say it? The answers to these 

questions identify the target group, develop the right message and communicate 

through the right channel. First the target group needs to be identified, and then the 

message needs to be developed in order to appeal to the target group. The channel 

which is being used to reach the target group has to be a channel where the target 

group actually is located and where they are able to receive the message. The channel 

also has to be modified to suit the message that is being sent out (Dahlén & Lange, 

2003).  

 

2.2.3 Target group 

Not all of the people can be pleased all of the times, and therefore the market needs to 

be segmented into groups in order for the marketing communications to target these 

groups about products of interest to them (Skinner & Stephens, 2003). The target 

group is the receiver of the message that the sender has sent out (Belch & Belch, 2009) 

and the target group has a significant potential to respond to the message (Burnett & 

Moriarty, 1998). When choosing the target group, three factors must be featured in 

the assessment; the targets groups’ receptivity of the communication, the potential 

behavior of the target group and the company’s relationship to the competitors 

(Dahlén & Lange, 2003). The concept of communication begins with the consumer and 

the message sent out needs to be adapted to the consumers’ needs, wants, interests, or 

problems (Parente, 2006).  

 

Not only one target group has to be selected for the marketing communication; it can 

also be interesting to reach out to several target groups at the same time. The target 

group that the focus is on is called the primary target group and this is the target 

group that the communication is adapted to. Then the other target groups are seen as 

secondary target groups and the hope is that the advertising effects in some way will 

reach them as well when they are exposed to it (Dahlén & Lange, 2003). 

 

According to a study made by Grønhaug & Røstvig (1978) the relation between the 

target group and the message is important and even small differences in the messages 

can cause reactions that are quite different. The marketer might not always have a 

correct perception of the target group though and the values of the consumers might 
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not always be the same as the values that the marketer has. It is important that the 

communication gets a sufficient picture of the different customers in order to make the 

right decisions when it comes to the target group.  

 

According to Parente (2006) a consumer analysis can be done in order to find out who 

the target group of a product is. This analysis can be structured based on the following 

five general questions: 

1. Who are the consumers? 

2. How do they use the product? 

3. What motivates them to buy? 

4. What do they look for in a product? 

5. How do they look at life? 

 

The easiest way when trying to predict what the future will look like is to look at the 

past. When trying to determine who the users are an important way is to find 

information on product usage. One way to do this is to examine what consumers think 

and feel about a product and how they use it. A structured questionnaire or an in-

depth interview is ways to find out what the consumers think or feel about a product 

(Parente, 2006). 

 

You can not reach everyone and if you base the communication on that you will only 

reach the current customers. In order to reach the audience there is a need for a 

strategy that priorities a certain target group. The choice of audience will to a high 

degree influence the choice of media. Because the existing/frequent customer is aware 

of the organization he will seek the information and therefore it is insufficient to 

develop the campaign based on them (Dahlén & Lange, 2003). 

 

2.2.4 Message 

The choice of what kind of message should be sent out to the market will depend on 

what kind of signals the organization wants to send out as well as why it is sent and to 

whom. This choice is based upon the desirable image, intentions and targeted 

customer group. For live performing acts it is highly interesting and desirable to use 

the available resources to the fullest, not only financial but intellectual as well. In 
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order to achieve success the marketing communication strategy must be developed in 

an effective as well as a cost efficient way (Lindfors, 2005). 

 

The target group will most likely ignore the message, not understand it, or feel that 

the message is not meaningful if it is not possible for them to easily interpret the 

message. The consumer lifestyle is quite busy nowadays and there are also a large 

number of messages that the consumers are exposed to every day. This may result in 

that the message may communicate well, but may be forgotten. That is why the 

message needs to be attached to a distinctive advertising property (Parente, 2006). 

 

A central part of marketing communication is branding. Through the brand the 

organization communicates with the customers, the customers have different 

associations to different brands, and that is how they can distinguish between the 

different options on the market. The marketing communication should be used in a 

way to create the best association possible for a brand. In that way the brand can be 

successful towards the competitors (Dahlén & Lange, 2003). According to Kotler et al 

(2001) the brand can be a name, a term, a logotype, a sign, a symbol or a combination 

of these, which has the goal to identify the product and differentiate it from its 

competition. Nilson (1999) mentions that it takes time to build a strong brand and one 

have to be patient in the process.  

 

In order to get a clear view of the own brand’s identity and plan for which kind of 

image the owner wishes to achieve among consumers there is, according to Lindfors 

(2005), a need for a communication platform. The platform is a tool for the 

organizations’ identity, to create expectations and set up goals both in the customers’ 

and the organizations view. The communication plan should be built on the 

communication platform, which can contain parts like for example the organizational 

idea, definition of competition, goals and strategies on how to achieve those (Lindfors, 

2005). 

 

2.2.5 Channel 

The communication travels from the sender to the receiver through a channel (Belch & 

Belch, 2009). The level of difficulty when it comes to choosing media channels has 

become higher lately, according to Melin (1999), because the number of media 
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channels has increased. By using several different media channels the probability to 

reach all people of the target group increases (Dahlén & Lange, 2003).  

 

The channels of communication can either be personal or nonpersonal. If there is 

direct interpersonal, face-to-face, contact with the target group the communication is 

personal. Personal communication can for example be a sales person who delivers a 

sales message to a buyer or potential customer in a store. Other personal channels can 

be friends, family members, neighbors and co-workers. These channels often represent 

word-of-mouth communication, which is a very powerful source for many consumers. 

Since customers often listen to what other people say about a brand, the marketers can 

try to target specific groups of customers who are influential and have a high 

propensity to meet new people and connect with friends. In this way the marketer can 

spread the word of a brand to a lot of people (Belch & Belch, 2009).  

 

If there is no interpersonal contact between the sender and the receiver when a 

message is carried out, the channel of communication is considered to be nonpersonal. 

Since the message is sent out to many individuals at the same time, the nonpersonal 

channels can be considered as mass communication. Nonpersonal channels of 

communication can either be print or broadcast. The print media consists of for 

example newspapers, magazines, direct mail and billboards (Belch & Belch, 2009). 

Newspapers are a communication channel that can be seen as active, since the reader 

has to be active in order to perceive the advertising in the newspaper. The reader 

decides how much time he or she wants s to spend on the content of the newspaper 

(Dahlén & Lange, 2003). The two main printed communication channels are, 

according to Fill (2002) newspapers and magazines. The broadcast media includes TV 

and radio (Belch & Belch, 2009).  

 

The more you know about the receiver of the message the more direct messages can be 

sent out. The message then can be specially designed and adapted for a certain limited 

target group, even a single person. These kinds of messages can be sent through 

medias that the receivers are known to use. In this way the message can be deeper and 

more complex (Dahlqvist & Linde, 2009).  

 

The impact of the media is the property that is used most frequently and the different 

medias are usually divided into two groups; the ones that have high impact and the 
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ones that have low impact. The medias with high impact need just a few repetitions, 

since the advertising is notes by the majority of the audience. The medias with low 

impact need a lot of repetitions, since it takes time for the audience to notice the 

advertising. Media with high impact can for example be newspapers and webpages on 

the Internet, and media with low impact can for example be TV and radio (Dahlén & 

Lange, 2003).  

 

Lindfors (2005) points out that the limited space in media, like in newspapers, creates a 

need for a network. A contact network is crucial for artists and their appearance in 

media, like for example knowing and having access to positive relationships with the 

right journalist, critics and writers. In the entertainment industry it is highly coveted 

to use the discrete type of marketing methods which are newspaper articles or other 

types of awareness that do not directly come from the organization itself. 

 

Using Internet as media channel is an important tool for marketing communication. A 

webpage may contain all kind of information that an artist wishes to pass on. The 

advantages of a webpage are that pictures, videos and other things can be presented. 

The information presented on a webpage should be up to date and the communication 

should be developed in a way that presented messages are coherent and send out the 

same image (Lindfors, 2005). An artist’s webpage should be registered to the search 

engines online in order to be easier to reach. It is also important to give the visitor of 

the webpage a good reason to stay and look around, since they can easily leave the 

webpage otherwise with only a mouse click (Lathrop, 2003). Almost every artist today 

has a webpage and there information about the artist as well as downloads, like 

pictures and tour schedules, can be found. Chat rooms and forums can also be placed 

on the webpage and there the fans of the artist can talk to each other and share 

information (Passman, 2003). The explosion of the use and the access to Internet gives 

the marketing communicators an opportunity to operate around the world, 24-hours a 

day, every day (Burnett & Moriarty, 1998). 

 

Internet has become an essential and established communication tool and works as a 

new mass medium nowadays. “In online communication, a message is digitally transferred 

via the Internet to a large audience.” (Janoschka, Web Advertising. New forms of 

communication on the Internet, 2004, p. 110). According to Grönroos (2007) it is 
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important to notice that even if Internet is frequently used as a communication and 

sales tool it is the customer or the potential customer that makes the first contact and 

not the organization. It is important to remember that it is easy for customers to 

switch between the websites and therefore it is important to be able to keep the 

customers’ interest. 

 

According to Carlsson (2009) it is common to use social medias as a channel for 

marketing communication today. Social medias can be seen as a social media platform 

where users create the content, participate in conversations, share information and 

links, and can keep in contact. Social medias include for example Facebook, YouTube, 

Twitter and blogs. Social networking sites are places where people can communicate 

with each other through messages or status updates. The users create profiles, 

establish contacts and explore each other's activities. Facebook is currently the largest 

social networking site with over 300 million users worldwide. YouTube is a site where 

users can upload their own videos, view other users' videos, leave comments and 

spread short movies for other to watch. Twitter is a web based service for social 

networking where the users can publish short texts consisting of no more than 140 

characters. A blog is a log on the Internet and the author of the blog can publish 

messages, usually presented in chronological order. Readers can often leave comments 

and subscribe to content. There are several different ways for a company to develop a 

strategy on how to use social medias and it does not really differ much from other 

strategic communications work. It is about setting goals and trying to find a way to 

get there (Carlsson, 2009). 

 

Public relations, usually known as PR, cover a wide range of promotional activities. It 

is about establishing relationships with various medias and let the brand be presented 

in the most positive way. This can be achieved in many different ways; anything from 

doing a press release to representation, invite people so that they can try the product 

or service, invite journalists and so on. PR can also include sponsorship. PR requires 

careful preparation and thoughtful implementation, as well as great knowledge of what 

can be considered as relevant to the audience (Nilson, 1999). 
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2.3 International marketing communication 

The context of international marketing communication strategies includes the target 

group, the message and the media (Thussu, 2009). When considering channel choice 

for an international approach the additional challenge is the consideration of the 

certain type of media in different cultures and countries, which is because of the fact 

that media channels have diverse symbolic meaning and are used by different 

customers groups in different countries (McAuley, 2001). The marketing 

communication strategies often need to be tailored in order to be able to reach specific 

countries and foreign market and the language of the country should be used in the 

communication (Burnett & Moriarty, 1998).  

 

According to Smith et al (2000) in order to target the same groups in different 

countries it requires a careful analysis and planning, leaving nothing to chance. The 

aim is to offer the same product or service across borders to the same groups. In order 

to benefit from a global approach an organization strives to advertising, packing, sales 

promotions etcetera are developed in a uniform manner. Successfully applied 

international communication strategy generates numerous of benefits but exactly the 

same communication strategy has worked in only a few cases. What needs to be done 

is a market analysis because of the fact that, according to Smith et al (2000), similar 

buying behavior is not necessarily a proof for standardized needs and reasons for 

buying, communication channel, decision making process and decision making units. 

In fact behind similar buying behavior there might be different motivations, lifestyles 

and attitudes. There are numerous of cultural differences that should be carefully 

studies and taken into consideration when planning to establish on a new market. 

Language, literacy, colors, gestures, culture, original national identity, media 

availability, lack of media, varying media characteristics and usage, legal restrictions 

and competition are examples of differences that might occur across borders. 

 

Consumers in different countries have certain perceptions and associations towards 

products and brands based on their country of origin (Kotler & Keller, 2009). The 

challenges with communication in international aspect, according to Holm (2002), are 

connected to rhetorical and other communicative mistakes. For example the language 

can create a problem since the different expressions and words can have different 

meaning in different countries and therefore a translation might result in failure. Also 
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the reading ability among the population might influence the usage and effectiveness 

of certain media channels. Another thing that can differ is body language and gestures 

as well as cultural differences which are influenced by religion, politics, norms, 

traditions, and lifestyle (Holm, 2002). 

 

The growth of international and global marketing efforts leads to a need to integrate 

marketing communication efforts. It might be difficult to deliver a consistent image 

and message when you have to deal with different countries, continents and the globe. 

The challenge with international marketing communication is questions regarding 

what to standardize and what to localize. The campaign strategy is often globalized 

when it comes to international advertising. The companies can use the same product 

positioning and target audience in all the different countries. But the individual ads can 

be produced locally in order for the language, setting physical appearance and culture 

to be different (Burnett & Moriarty, 1998). McAuley (2001) states that in order to 

successfully target and develop an international marketing communication strategy it 

has to be carefully planned as well as creative. The additional challenge with an 

international approach is that the communication either has to be adapted to the new 

markets and developed in a way that will suit customers in different countries. 

 

Kotler & Keller (2009) states that when launching across borders the marketing 

communication program can either be the same as in the home country or changed for 

each new local market abroad. When the program is changed it is referred to as 

communication adaptation. The strategy can be to use the same message with minor 

changes in for example the language or colors or to keep the overall global theme but 

implementation program will be adjusted to each local market. 

 

2.4 Analysis model 

 
Figure 2 Analysis model 

(Source: The authors of the thesis) 
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Assumption 1: 

The first step in developing the international marketing communication is for the 

individuals to come together in order to define goals.  

 

Assumption 2:  

The individuals set up clear definitions of goals; quantitative and/or qualitative. 

 

Assumption 3:  

After the individuals have come together and set up clear goals the right target group 

is chosen. 

 

Assumption 4:  

The choice of message is based on the target group. 

 

Assumption 5: 

The last step in developing the international marketing communication is the channel 

choice, which is based on the message and the target group. 
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3 METHODOLOGY 

In this chapter the research method of the thesis is presented along with the research approach. 

The methods for data collection are described and the quality of the research is discussed. 

3.1 Research methods 

There are two main types of research methods; qualitative and quantitative. Both of 

these methods try to create, process and analyze the information collected (Bryman & 

Bell, 2005). The goal of qualitative research is to clarify the nature of a phenomenon or 

properties, while the quantitative research focuses on identifying various quantities 

(Widerberg, 2002). When using qualitative method the goal is to develop a greater 

understanding of what is being examined; to better understand a given situation. 

Qualitative data is in most cases referred to as soft data and provides answers to the 

question “why” (Bryman & Bell, 2005). According to Patel & Davidsson (2003) there 

are several ways to conduct a qualitative study. Most of the times some sort of text is 

being used; for example a text which is generated from an interview or a processed 

version of a written text. When it comes to the quantitative research method, this 

method is mostly used when the data is expressed in numbers. The quantitative data is 

often referred to as hard data and provides answers to the question “how many”. Since 

the data is expressed in numbers it can be sorted, described and analyzed statistically 

(Bryman & Bell, 2005). According to Patel & Davidsson (2003) it is appropriate to 

conduct a quantitative research when the selection of material is large and the depth of 

the survey is small. In certain situations it can also work to combine different methods 

in a way to make them complement each other in order to obtain the best knowledge 

possible.  

 

The purpose with this thesis is to gain a deeper understanding rather than to collect a 

lot of numerical data, therefore a qualitative research method is being used. Our study 

consists of personal in-depth interviews with people within the entertainment industry 

in order for us to collect our empirical information. In order to gain an understanding 

of the subject and to create the theoretical framework we have used relevant 

information found in books and articles. All of this information has been put together 

to create a deeper understanding of the international marketing communication 

strategies that can be used for live performers within the entertainment industry.  

 21 
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3.2 Research approach 

According to Gummesson (2000) there are two general approaches when it comes to 

doing research; a deductive approach and an inductive approach. In deductive research 

hypothesis are formulated from existing theories and concepts, which then are tested 

and either verified or falsified. The goal is to test existing theories in practice. In 

inductive research the goal is to do the opposite; to generate new theories from 

empirical data, also known as real-world data. The figure below illustrates the two 

different research approaches. 

 

Figure 3 Deductive and inductive research 

(Source: Alvesson & Sköldberg, 2000) 

 

We have used a deductive approach in this thesis and the goal has been to create a 

deeper understanding of marketing communication and how it can be used in the 

entertainment industry for live performers to reach international success. We started 

to collect theoretical information through books and articles, and after developing the 

structure of the theoretical framework we could create the question guide for the 

interviews. Since we started with writing the theoretical framework, using existing 

theories about marketing communication strategies, this implies that we have used a 

deductive approach. After conducting the interviews to collect our empirical 

information we could start the analysis based on the analysis model we created. This 

model has the same structure as the outline of the theoretical framework.  

 

3.3 Data collection 

In order to do research empirical data has to be collected. The data can be either 

primary data or secondary data. Data that is being collected specifically for the current 

research can be seen as primary and can be collected through for example personal 

interviews and questionnaires. Secondary data is data which has already been collected 
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with another purpose than the current research itself. This kind of data can for 

example be written documents like books and articles, and non-written documents like 

video recordings (Saunders, 2003).  

 

We have only used primary data in this thesis. It has been collected through in-depth 

personal interviews with a five people who are well familiar with the entertainment 

industry. The primary data we have collected can therefore be seen as customized for 

this particular research. The data that has been used in the theoretical chapter has 

been collected though books and articles as well as from various sources online. We 

have found the books and articles in the library of Linnaeus University and its online 

databases such as Business Source Premier and Electronic Library Information 

Navigator (ELIN). Keywords used in the search for articles are for example marketing 

communication, strategy, international marketing communication, target group, channel choice, 

entertainment industry, live performers and communication strategies.  

 

3.4 Selection of the interviewees 

In the case of qualitative studies it is unessential to try to reach a representative 

sample to interview, since that would give a way too large sample and material to 

work with. The number of people interviewed in a qualitative study should be limited 

to a maximum of eight people (Trost, 2005).  

 

When selecting the people for the interviews in this thesis the choice was made in a 

way for us to be able to get up-to-date information from people who are well familiar 

with the business we are studying. We chose to interview five people who all are well 

familiar with the entertainment industry. We would like to have interviewed more 

than five people, but we soon realized that the material then would have been too large 

for us to handle. Instead we agreed with what Trost (2005) argues and decided to aim 

for fewer interviews, but a greater depth of knowledge.  

 

We decided to give the interviewees the opportunity to be anonymous, because of the 

fact that detailed information about marketing of artists and performers are often 

considered as industry secrets and people within this industry are often very sensitive 

about giving out this kind of inside information. Therefore the interviewees are 

referred to as The Magician, The Manager, Consultant A, Consultant B and The 
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Marketing Professional. In the table below the dates for the interviews are listed and 

below the table there is a short presentation about each interviewee. 

 

Interviewee Date for interview 

The Magician 2010-04-21 

The Manager 2010-05-03 

Consultant A 2010-05-03, 2010-05-18 

Consultant B 2010-05-10 

The Marketing Professional 2010-05-19 

Table 1 Interviewees in the thesis 
 

The Magician. He is a Swedish live performer who is currently working as a 

professional magician in Europe, Asia and the U.S. He has been a part of the 

entertainment industry for about 10 years.  

 

The Manager. He is a Swedish manager who has been a part of the entertainment 

industry as a manager for more than 20 years. He is currently working as the manager 

of a well-known Swedish live performer, working both in Sweden and internationally. 

 

Consultant A. He is a Swedish consultant working in the marketing and PR business 

within the entertainment industry. He has been a part of the industry for about 20 

years and has worked with various Swedish and international artists.  

 

Consultant B. He is a Swedish consultant who has been working with advertising and 

design for about 10 years. He is currently running his own design agency and has 

mostly been working with international artists.  

 

The Marketing Professional. PhD and senior lecturer in marketing, and the head of 

the marketing faculty at a university in Sweden. She has done a number of case studies 

over the years within the music industry. 

 

3.5 Methods for interviews 

The personal interviews were conducted at different locations in Växjö and Stockholm. 

We wanted to do the interviews face-to-face, instead of for example over the phone, 
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since it is easier when you meet someone to have a more relaxed and pleasant 

interview. To get an as accurate reproduction of the respondent's answers as possible, 

all the interviews were recorded and then transcribed. Kylen (2004) says that a 

recorder might inhibit the person who is interviewed, but that it is good to record the 

interview in order to be able to listen to it afterwards. We asked all of our interviewees 

if we could record the interview and no one had a problem with this. We believe that 

the fact that we recorded the interviews did not inhibit the interviewees at all. All of 

the interviews can be viewed in Appendix II-VI. The questions are market with a Q 

and the interviewee’s answers are marked with an A. In the beginning of each 

interview we started with a short introduction about the purpose of the interview and 

the research we are doing. All of the interviewees were also contacted through 

telephone and/or e-mail before the interview in order to discuss the purpose and also 

to decide an appropriate time and place for the interview. In the case of the interview 

with Consultant A we decided to do a complementary interview to ask a few additional 

questions. 

 

Bryman & Bell (2005) believes that when conducting qualitative research it is the 

participant who has the control, since it is the opinions of the participants, regarding 

the things they think are important, that controls the results. When doing the 

interviews we did not want to influence or direct our interviewees too much and 

therefore we did not just get the answers to the questions that we expected. Instead 

we tried to create an open dialogue, which resulted in them telling us about their 

thoughts and believes in a very personal and unreserved way. Since we did in-depth 

interviews we let our interviewees determine how they wanted to respond to our 

questions and we did not try to get them to stick to a certain pattern or answer in a 

certain way. 

 

When it comes to personal interviews as a method for collecting data there are 

different types, for example structured, semi-structured and non-structured. In 

structured interviews the interviewer asks the respondent the questions based on a 

pre-determined interview model. The purpose with this is that all the respondents are 

supposed to get the same kind of questions and the answers can then be put together 

in a similar and comparable way. Most of the time the questions in a structured 

interview are very specific and it gives the respondent a certain number of answering 

alternatives to choose from. When it comes to semi-structured interviews the 
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interviewer uses a pre-determined question schedule which is not as strict as in the 

case of structured interviews. The questions can be asked in different order and they 

are usually formulated in a more general way than in structured interviews. The 

interviewer has in the case of semi-structured interviews also the possibility of asking 

follow-up questions (Bryman & Bell, 2005). A semi-structured interview has a high 

degree of standardization, but a lower degree of structuring, which means that a 

certain number of questions are being asked in a certain order but the interviewees 

have the opportunity to express themselves rather freely (Hartman, 2006). In the case 

of non-structured interviews they are more informal and instead of a pre-determined 

schedule for the interview the interviewer only has a guide to follow. The interviewer 

has a list of different themes and general topics to use in the interview (Bryman & Bell, 

2005). 

 

There are also different types of questions the interviewer can use in an interview. It 

can either be open or closed questions and the difference can be big when it comes to 

the types of answers they may result in. In open questions the respondent can answer 

the question the way he or she wants and in closed questions the respondent can only 

answer the question by choosing one of the pre-determined choices of answers. To put 

together the answer from an open interview can be more time consuming than putting 

together the answers from an interview with closed questions. The advantage with the 

open questions is that the respondent in that case will not affect the respondent may 

therefore get unexpected answers to the questions (Bryman & Bell, 2005). 

 

The personal interviews we have conducted have been semi-structured and we have 

had question schedule prepared for each interview. The question schedule can be 

viewed in Appendix VII. The respondents have been given the chance to talk about the 

subject in a way that they have felt comfortable with and we have tried to talk as much 

as possible about the questions prepared in the question schedule and we also had the 

opportunity to ask follow-up questions during the interviews. Since we wanted the 

respondents to feel comfortable talking to us, we did not want to make the interview 

too strict and formal. Instead we wanted it to feel more like a conversation about 

subjects that we were interested in and that they had a lot of knowledge about. All of 

the questions in our interviews have been open questions. Since all of the interviews 

have been about one hour long the amount of information to out together have been 

quite large. We have tried to transcribe the interviews in as much detail as possible 
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and they can all be viewed in Appendix II-VI. The questions were originally asked in 

Swedish, but we have translated them, as well as the answers, into English since the 

rest of this thesis is written in English and the content need to be available for non-

Swedish speakers.  

 

3.6 Quality of the research 

According to Bryman & Bell (2007) two important criteria when it comes to the 

evaluation of the research are reliability and validity. Reliability has to do with the 

results of the study, whether they are repeatable or not, and if the measure is reliable 

in a way that we can have faith in its consistency. According to Patton (2001) the 

researcher has to be neutral in order to achieve credibility.  

 

We have tried to be as neutral as possible when it comes to our empirical material in 

order for us to compare the different interview responses with each other. According 

to Trost (2005) one of the biggest problems with qualitative research is the credibility. 

We hope and think that we have interpreted the answers of the interviews correctly 

and we tried not to ask leading questions when conduction the interviews. We are 

aware of the fact that it can be difficult to establish credibility when it comes to 

qualitative research, but in an intention to try to increase the credibility we have 

recorded the interviews, transcribed them and attached them as attachments to this 

thesis. 

 

Every qualitative study is unique and therefore the analysis of it will also be unique 

(Patton, 2001). Since the empirical information in this thesis is based entirely on the 

five interviews we have made, it might not be possible to repeat the research and get 

the exact same results. The results we have come up with are based on the current 

situation within the entertainment industry and the opinions of the interviewees, and if 

these factors change the results will most likely also change. 

 

According to Thurén (2007) validity means that what was intended to be investigated 

rally has been examined. Hartman (2005) states that the validity is based on how 

accurate an observation has been and how well it shows the world as it is. 
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We have tried to ask questions that are relevant to the purpose of our study in order 

for the thesis to give a true picture of the subject we have studied. When selecting the 

interviewees we wanted to make sure that they first of all wanted to be a part of our 

research and secondly that they all had the suitable knowledge and interest in the area. 

 

3.7 Summary of methodology 

 
Figure 4 Summary of methodology 

(Source: The authors of the thesis) 
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4 ANALYSIS 

In this chapter the empirical information is analyzed with the help of the theoretical framework 

presented in chapter two. The outline of this chapter is based on the analysis model, which 

consists of five parts: individuals, goals, target group, message and channel. In the end of the 

chapter the assumptions that we stated in the end of chapter two are tested. 

 

 
Figure 5 The analysis model 

(Source: The authors of the thesis) 

 

4.1 Individuals 

Smith et al (2000) and Lindfors (2005) state that the development of marketing 

communication starts with people. A certain person or a group of people are coming 

together in order to generate ideas upon which a goal is defined and the marketing 

communication is developed. According to Lindfors (2005) people are considered to be 

resources that are brought together and who work towards achieving a goal. In 

relation to this the Manager highlights that the most important characteristics of 

people are motivation and determination, and he explains that without this no one can 

develop or reach a goal. He also states that the artist is a core component of the 

communication, but clarifies that an artist himself is not capable of developing 

successful marketing communication. Because of that reason there has to be other 

individuals working behind the artist to make the business work.  

 

Smith et al (2000) explains the need for interaction between certain individuals within 

the organization in order to develop ideas, provide information for decision making 

and to keep focus on achieving the organization’s goals and here there is a connection 

between the theory and the empirical information. The Manager mentions that there 

is a need for a manager, an organizer, a sponsor, an investor and a public relations 

network which is important for the publicity. There is a need for a working network in 

order to develop successful marketing communication. The Magician also developed a 
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need for those individuals that the Manager mentions and he highlights that working 

with professionals is giving a great advantage when developing the marketing 

communication, setting up shows etcetera. The Magician sees strong benefits in 

cooperation with an organizer of the reason that he then will be provided with the 

network that the organizer holds. An organizer is providing an artist with creative 

directors, stage builders and so on. The Magician also explains the complications of 

working with marketing communication by himself, the lack of valuable resources as 

an established network is recognized and he says: “My greatest concern today is that I 

would like to do very many things, but I am on my own.”  

 

Consultant A, Consultant B and the Marketing Professional also agrees that the artist 

is the central part of the marketing communication. All of the interviewees recognized 

players that are important for the planning and developing the right marketing 

communication. As Smith et al (2000) and Lindfors (2005) refer to the needed of 

human resources as individuals and the interviewees refer to those individuals as the 

network. As an artist grows and becomes more successful the network also grows and 

becomes more valuable, according to the Manager, Consultant A, Consultant B, the 

Magician and the Marketing Professional. An artist can be represented by someone 

who might be referred to as manager or agent, the organizer as a production company 

or a record label, investors as sponsors, journalists as public relation people, but they 

hold similar responsibilities and they are all acknowledged as important by all of the 

interviewees. 

 

In order to create business the theory emphasizes the need for interaction between 

individuals. When analyzing the empirical data a need for establishing and developing 

a working network has been identified. The network for the entertainment industry 

consists of certain players where each player holds an important role, according to 

Consultant A, Consultant B, the Manager, the Magician and the Marketing 

Professional. A network consists not only of the most obvious players, but each player 

has their own sub-network which is of a certain value for the development of 

successful marketing communication. Consultant A explains that the network 

structure might differ to some extent depending on the type of artist. In the same 

context he points out that in a country like Sweden there is a lack of a clear market 
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structure for magicians because of the reason that the market for this kind of 

performer is rather limited. 

 

When considering the international level an artist might work through local agents 

that are responsible for booking different shows and happenings within the country as 

well as on a global level, according to the Magician. The Marketing Professional 

states that an agent has a central roll within an artist’s network. The Magician 

explains that working with an international organizer is of great advantage of the 

reason that the show will be brought abroad. Such an organizer will most likely have 

financial resources to invest a significant amount of money in the development of the 

marketing communication of the planned activities. The Manager, Consultant A and 

Consultant B agrees on that establishing a working network abroad is as important as 

it is in the country of origin. The Manager highlights the problem of establishing a 

valuable network abroad as well as an existing networks’ willingness to work and 

move abroad. Consultant A, Consultant B, the Manager and the Marketing 

Professional all explain that there is a clear need for a network connection in every 

new market that is entered. This means that when establishing an artist in a new 

country an insight into the market is made by the local network; it might be a record 

label that works locally, according to the Marketing Professional, a consulting agency, 

according to Consultant B, or simply the right people in the right time and place, 

according to Consultant A. To what extent a local network will be involved and an 

existing network will be used depend strictly on the strategy, goals, analysis and 

internal decisions, according to Consultant B. It also depends on the legal conditions, 

if an artist has a contract with a manager this person will be the one to manage the 

launching on a new market. In the same time an artist might have several agents 

around the world that books the artist for different happenings, according to the 

Magician. Consultant A, Consultant B, the Manager and the Marketing Professional 

say that the manager is the most stable player within the artist’s network.  

 

4.2 Goals 

Dahlén & Lange (2003), Smith et al (2000) and Lindfors (2005) argue that a successful 

marketing communication plan is based on determining and clarifying specific goals. 

Therefore defining those goals is a crucial point in the marketing communication, it 

will influence the design and the expected outcome. All the interviewees stand behind 
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this theory explaining that clear goals are crucial to start and will to a high extent 

influence the marketing communication. 

 

Consultant A claims that an artist will become successful once the objectives that are 

set by him or his network are achieved. Those objectives will to a high degree 

influence the strategy for the market communication, which will lead to a result that is 

desirable or not. There is a strong connection to the theory of Smith et al (2000), 

where they state that the key elements that needs to be considered by the organization 

is the objective, strategy and measurement. 

 

Smith et al (2000) explain that the goals might engage all kinds of desirable effects like 

sales, share and awareness. The strategy describes how the goals are planned to be 

achieved, and measurement that is composed in order to determine if the objective has 

been achieved or not. According to Consultant A there might be several objectives that 

an artist is striving to achieve, like for example gaining awareness in media, 

recognition by the public, create an income and the size of this income might vary. 

Consultant A also explains that within the entertainment industry everything is about 

money. Even if the goals might include other statements, in the end the successfulness 

of an artist will be determined by the amount of money that has been gained and/or is 

left to be earned. This supports the theory of Ottesen (2001), which claims that in 

most cases a business organization’s primary aim is to generate positive financial 

results.  

 

According to Lindfors (2005), Åberg (1999) and Schwartz (1987) the definition of the 

goals might be both qualitative and quantitative. Consultant B explains that for many 

artists the economic success might be more important, since the entertainment 

industry is build around the financial results. Positive financial results will also help 

the artist to move forward with his career, according to Consultant A and Consultant 

B. According to Consultant B an artist might also strive to achieve more personal 

goals, like for example communicating his own style and personality, but in the same 

time the entertainment industry is build around communicating trustworthiness, 

which in many cases is build around the artist. This implies that to communicate a 

certain style and integrity is the goal of an artist, but this goal might be produced by 

the marketing communication and is very seldom the artist’s own real style. It is 

something that is created, but it is an aim to consider from the very beginning. The 
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Marketing Professional highlights that a primary goal is that an artist can support 

himself on what he does, which is something that also can be related to the statements 

mentioned above. 

 

The theoretical framework gives an understanding of the importance of defining the 

goals (Dahlén & Lange, 2003, Smith et al, 2000, Lindfors, 2005) and those goals might 

be both quantitative and qualitative (Lindfors, 2005, Åberg 1999, Schwartz 1987). All 

of the interviewees exemplify the importance of setting up goals. An economic 

outcome is a priority in all cases and represents a quantitative goal and an expected 

result. Consultant B states that every outcome might be measured, but qualitative 

goals are exemplified as getting recognized as gaining awareness and fame, creating an 

image or communicating other more personified goals (Consultant A, Consultant B, 

the Manager, the Magician, the Marketing Professional). 

 

Smith et al (2000) highlight the need for doing a market analysis when entering a new 

international market. Consultant B explains that whether new goals will be set up 

when launching in a new country will depend on the knowledge of the new market. 

Consultant A states that some markets are more responsive to certain artists than 

others. If the goal is to reach a lot of people the knowledge of in which country a large 

number of public might be reached is crucial. Both Consultant A’s and Consultant B’s 

view is that when entering a new international market the goals will to some extent be 

modified depending on the conditions that each market has. The Marketing 

Professional states that an artist might have a global perspective from the very 

beginning and therefore the goals set up will be highly standardized. Consultant A, 

Consultant B and the Marketing Professional all say that the goals might be modified, 

but will not change completely. What is recognized is that within a certain country the 

volume of potential audience might differ and therefore the expected sales will be 

modified. 

 

According to Lindfors (2005) the goals can be measured in numbers, in money or in 

qualitative aspects. All of those aspects are defined as an expectation of an outcome. 

The Manager sees the importance of measuring the effects of the marketing 

communication with the help of digital software. Programs like Infopaq, Google 

Analytics and MMS are tools used in order to see the popularity of an artist and his 

website on the Internet and the popularity of television programs (MMS in Sweden). 
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The Manager uses tools like these in order to see the current state of the awareness of 

an artist, the number of sold tickets to a certain show etcetera. The strategy is that if 

the effects of the marketing communication do not synchronize with the desirable 

results then something has to be done, for example put more effort into local 

marketing communication. Consultant B expresses the great importance of realizing 

the potential effect of each marketing communication step and the measurement of the 

real outcome, both internally (sales) and externally (awareness). Consultant A, the 

Manager and the Magician state that in general a measurement of the outcome is an 

internal process, and a market analysis like this is almost never done. Consultant A, 

the Manager and the Magician’s view on the analytic measurement of the outcome is 

that it is something that happens naturally, like for example the number of sold tickets, 

CD’s etcetera. Those numbers will speak for themselves and neither Consultant A, the 

Manager or the Magician is involved in measuring the outcome in other ways.  

 

When it comes to the international level of measurement of the marketing 

communication, Consultant A and Consultant B highlights that some countries are 

better in doing this then others. When it comes to this the U.S., Japan and Taiwan 

they are known for having excellent knowledge of their market by analytic research 

before, during and after launching an artist. 

 

4.3 Target group 

Skinner & Stephens (2003) states that a segmentation of the customers has to be done 

in order to indentify their needs. According to Parente (2006) the concept of 

communication begins with the consumer and the message that is sent out needs to be 

adapted to the consumers’ needs, wants, interests, or problems. Consultant B agrees 

with these statements and highlights that an analysis have to be done in order to 

decide an appropriate target group. The marketing communication is developed in 

order to reach out to people, and therefore it has to be created in a way that suits the 

needs and captures the interests of the customers. Consultant B also states that the 

whole process begins with the target group and both the message and the channel is 

adapted to the target group. He also states that an artist will gain more advantages 

when a segmentation of the market is done. Even though the market for an artist, like 

for example a magician, might be homogeneous in the meaning of that he can reach 

out to several customer segments, segmentation should still be made and the focus 
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with the marketing communication should be defined in order to gain a loyal audience. 

The Magician points out that the target audience for magic is very wide; it can be 

anyone from children to retired people. He says: “Magic is something that everyone can 

enjoy and be entertained by when they enter the world of magic”.  

 

The Manager’s point of view on what the design of the marketing communication 

starts with is different and he says that an artist is a complicated person that has his 

own will and demands. Depending on the artist and what kind of genre or arts he is 

occupied with the target group is already predetermined, according to the Manager. 

He says: “It’s all about artist’s personality, their particular genre, which in turn will create an 

audience that will last a long time.” Consultant A agrees with this statement and he 

highlights that the target group is decided by the artist himself and it all depends on 

the artist and his performance; the target group is indirectly pre-chosen. In the same 

time Consultant A confirms Skinner & Stephens (2003) theory that the needs of the 

customer group are crucial for development of successful marketing communication. 

People involved must have great knowledge of the audience, if not the communication 

will not be able to reach them. The Marketing Professional sees this problem from 

another angle and explains that in order for the artist to choose the target group he 

has to have reached a certain level of celebrity; otherwise it is the audience who will 

choose the artist, not the other way around.  

 

All the interviewees, except the Manager, express the need for knowing the target 

group’s wants and needs in order to develop a successful marketing communication 

plan. This confirms the theory of Grønhaug & Røstvig (1978) who states that it is 

important that the communication gets a sufficient picture of the different customers 

in order to be able to make the right decisions when it comes to the target group. The 

Manager does take into account the issue of the audience’s perceptions, value, wants 

and needs, but his opinion underlines that the artist’s determination still is the 

priority.  

 

According to Dahlén & Lange (2003) the communication should be developed in a way 

so that it reaches the primary target audience, but this might also involve a secondary 

target group in order for higher effects to be generated. The Manager does not believe 

that reaching out to a secondary target audience will generate any desirable effects, 
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because those groups hold different needs and preferences. Even if marketing 

communication in some way might be adjusted to the secondary target group it will 

not give any or very little effect. Consultant A clarifies that reaching multiple 

audiences is much easer with physical products, because of the differentiation 

possibilities, while an artist having a certain style will constantly draw the same target 

group and is therefore not as easy to adapt. It is again, according to Consultant A, 

strongly depending on the specific genre that an artist represents where for example 

musicians are quite limited, while professional athletes for example can sell associative 

products to several different target groups. In contrast to those statements Consultant 

B considers reaching out to a secondary target group as an important phase of an 

artist’s career. He says: “To succeed big, you have to be able to reach more than one target 

group.” The decision of what kind of audience should be reached has to be made very 

early in the process so the artist and the communication can be adapted according to 

those goals. An artist can never reach a high level of recognition if he constantly does 

the same thing. The changes in the communication and performance of the artist 

might be risky, but it is something that has to done. Consultant B believes that the 

most successful artists are those who are formable and adaptive. Marketing 

communication that is designed to reach multiple target groups must be trustworthy, 

which means that an artist’s performance must have some kind of connection to the 

respective audience. An artist must be willing to change his ways in order to growth, 

according to Consultant B. 

 

According to Smith et al (2000) a careful analysis and planning needs to be done in 

order to target the same groups in different countries. Nothing can be left to chance. 

Consultant A agrees with this theory and states that when launching in a new country 

an analysis of the market should be done, because all business is local. He states that 

this is done through an already established network in the country which the artist is 

being launched in.  

 

Another issue regarding the international marketing communication is that buying 

behaviour is not necessarily a proof for standardized needs, according to Smith et al 

(2000). Behind similar buying behaviour there might be different customer segments. 

On this subject Consultant A believes that the target group abroad most likely will be 

the same as at home; “Teenagers in Europe and the teenagers in U.S. have quite similar 
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values.” According to Consultant A it is the actual volume of the target audience that is 

essential, which might vary depending on the country. Even though the target 

audience in most cases will be the same it is the size of it that is important. Across 

different countries certain customer segments will vary in size and therefore this 

creates different potential for the artist to succeed. Consultant B contradicts 

Consultant A’s view by stating that the needs of the audience are different in different 

countries and therefore the same artist has potential to reach different segments across 

countries. In the same time Consultant B supports Consultant A by saying that in 

most cases it is the marketing communication that is adapted to the target groups’ 

needs and that the target group stays the same. According to Smith et al (2000) in 

different countries there might be similar buying behaviour in the target group, but 

different motivations, lifestyles and attitudes. Consultant B expresses that people 

across the world, even within the same segment, might have different attitudes and 

lifestyle, and therefore the marketing communication will highlight different 

associations in different countries so it will suit the target group. This statement 

supports the theory of Smith et al (2000). 

 

The Marketing Professional, Consultant A and Consultant B underlines that the 

culture within a certain country is a very important factor for the artist to consider, 

because it is something that has a strong effect on the target audience’s needs, 

perception and interests. Smith et al (2000) states that there are numerous of cultural 

differences that should be carefully studies and taken into consideration when planning 

to establish on a new market. The three interviewees above agrees with this theory 

stating that each new market, whether it is international or not, is a local market and 

of that reason the segmentation on each new market is needed. The Magician 

recognizes that the same target audience around the world are responding to his 

performance differently. In some countries the audience is easier influenced by magic 

than others. So even if the target group is the same his performance gives different 

response depending on how magic is perceived across diverse cultures. 

 

4.4 Message 

According to Lindfors (2005) the choice of what message should be sent out is based 

upon the desirable image, intentions and targeted customer group of the organization. 

The structure of a message depends on several things and the essential part is that the 
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message can be interpreted by the target audience (Burnett & Moriarty, 1998). 

Consultant A clarifies that the marketing communication message will to a high 

degree depend on the artist and his perception of how it should be developed. Even 

when working on a tour the organizer will be supplied with material to be used as a 

message in the marketing communication. The Manager agrees that whatever the 

message is it should be built based on the artists’ personality, what he likes and 

approves of. The meaning behind developing the message based on what the artist 

likes is, according to the Manager, done because an artist is a human being that is very 

difficult to change or push towards things that he does not want or stand for. 

Consultant B has a similar opinion and he states that the marketing communication 

should be planned around the artist and that it is important for an artist to have 

integrity. It does not matter if it is a fake integrity, it will still sell. In the same time 

Consultant B highlights that the actual message will be based on the liking of the 

target group, which means that the communication message is developed in a way that 

the target audience likes and not necessarily what the artist. He says: “So how do we do 

it, we will style you in a certain way, it will be a group and some people highlight or tone down 

the various aspects so people will fall in love with them”. 

 

According to Nilson (1999) in order to develop a successful marketing communication 

message first the position of the brand needs to be defined, then the company should 

reinforce certain parts of the brand and then at last the message of the brand should be 

communicated to the target group of the brand. All the interviewees say that in order 

to develop a message there have to be core values that the message is designed to 

convey. Consultant B’s view on this is that the core values of an artist have to be 

considered very early in the development of the communication and that in most cases 

the core values of an artist are the same for all artists, but they might be 

communicated in different ways. The Manager and Consultant A also clarifies that 

having clear values is important for the communication of the reason that the values 

will be a foundation for developing the message. But again those core values will be 

based on the artist and how he wants to be perceived by the audience. Nilson (1999) 

explains that the position of the brand has to be defined. Consultant A and the 

Manager state that it is not measured if the core values of the brand are perceived by 

the audience in a desirable way. Consultant A clarifies this by saying that some 

countries are better than others on measuring the effects of the message sent, and it is 
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done by a market analysis. Consultant B also describes this in a similar way and adds 

that doing a market analysis is very important because everything is about planning a 

strategy and measuring the effects. 

 

According to Dahlén & Lange (2003) branding is a central part of marketing 

communication and the marketing communication should be used in a way to create 

the best association possible for a brand. All of the interviewees agree with this when 

saying that to look at the artist as a brand is extremely important. The Magician 

explains that he think there is a gate to build a brand, especially for magicians since 

they are not something that the organizer’s and producers are used to work with. It is 

therefore important for magicians to be a strong and successful brand in order for the 

organizer’s and producers to dare to take a risk and work with them. The Magician 

explains that there are some artists today that are very good at this; working with 

themselves as a brand. The Marketing Professional states that: “Most artists are not able 

to market themselves, until they establish a brand”. Consultant A clarifies that when 

working with external players, like organizers, it is highly important that they do not 

develop their own market communication message, but that they use the material that 

is developed by the artist and his manager. In this way the artist is assured that his 

brand is not communicated in a misleading way. Consultant B says that the brand and 

its core values that are to be communicated in many cases are built strictly upon the 

organizations’ strategy. He also says that today’s most successful artists, who remain 

successful, are in different ways formed after the target group’s needs. This means that 

the artist must be willing to adapt to the message that is developed based on the 

market’s requests. Consultant B also says: “Many have managed to convey integrity but if 

you think one step further so it is not really so. To sit there and say that you should do 

everything your way, in control of everything, what it looks like, who does what and so on, I do 

not think you succeed anywhere”. Even though Consultant A states that the brand and the 

core values of it is determined by the artist, he also exemplifies a type of an artist that 

is created by the entertainment industry. In this case it is mostly about young 

upcoming artist that have a whole organization behind them that guides the artist in 

trying to understand what the trend of today is, what kind of style and type of 

performance will sell at the moment etcetera.  
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Lindfors (2005) points out one of the parts of understating the core values of the own 

brand is the definition of the competition and the own organization against the 

competitors. Both the Manager and Consultant B consider analysis of the competition 

as an important issue. The Manager’s view is that in order to create an audience the 

artist has to perform better than the competitors and the communication should be 

build around this. It appears that competitors are a way to compare the current state 

as well as a way to improve an artist’s image. Consultant B agrees with this when he 

expresses that looking at competitors will help to determine what target group is used, 

what market at the moment offers and how to stick out from the crowd of artists. 

Consultant B highlights that consumers never before had such access and possibility 

for selection as they have now. In order to catch and maintain their interests an artist 

must offer something more than the competitors.  It is not necessarily means that the 

core values will be based upon the competition but the differentiation will. Also the 

Magician is comparing himself to the competition stating that he holds some qualities 

that the competition is lacking. At the moment when building his brand he considers 

some core values that are different from the competitors and by this hoping to create 

associations that will attract a large audience.  

 

The Market Professional has a quite different view on artists’ relationship with each 

other, stating that those artists are more as colleagues than competitors. The reason 

for this is that even if several artists are within the same genre, style and aiming at 

similar target group the audience is not choosing between the one or the other. If that 

is the case then the artist is not big enough and does not have loyal audience.  As an 

example the Marketing Professional mentions Britney Spears and Christina Aguilera 

saying that the audience does not choose one over the other, an individual already has 

a clear preference. According to the Marketing Professional, the only time artists see 

each other as competitors is when they are competing for the same job, or have not 

reached a high level of celebrity. Of course at each level the comparison will be made, 

even a very successful artist might look at other artist realizing that the other one 

earns more money and understands that he have to be better at some stage in order to 

achieve the same or better results. This means that the core values are not a result 

from competition analysis, but rather guidance for future performance.  

 

The consumer lifestyle is quite busy nowadays and there are also a large number of 

messages that the consumers are exposed to every day. The message might 
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communicate well, but may be forgotten. That is why the message needs to be 

attached to a distinctive advertising property (Parente, 2006). Consultant B says that 

when developing a message all possible outcomes have to be taken into the 

consideration. And as a message developer you have to have a great knowledge about 

your market, but in the end money is a very important factor. If the message is 

displayed everywhere the target group will notice it sooner or later. Consultant B 

says: “Money over voices the market”. In order to benefit from global approach an 

organization strives to advertising, packing, sales promotions etcetera are developed in 

a uniform manner (Smith et al, 2000). Consultant B states that when launching 

internationally there has to be knowledge about how the message is usually developed 

in that country and how the customers respond to different kind of messages. It is 

essential to have a local insight and a network that can adapt the message after each 

market’s certain conditions, according to Consultant A, Consultant B and the 

Marketing Professional. According to Kotler and Keller (2009) the marketing 

communication program can either be the same as in the home country or changed for 

each new local market abroad when launching across borders. Consultant B agrees 

with this and states that you for example have to adapt the CD-covers to make them 

work in different countries, because the market looks so different. The core values will 

stay the same though as well as the logo, but some other changes need to be done 

depending on the country. 

 

Kotler & Keller (2009) and Smith et al (2000) explain that consumers in different 

countries have certain perceptions and associations towards products and brands, 

which are based on their country of origin. Consultant B agrees with this when saying 

that the preconceived image of an artist can give quite different effects depending on 

where they come from. He gives the example that if we would get an artist from 

Ukraine, then people unfortunately have preconceived ideas about it. The reason for 

this could perhaps be that there has not been great, hot artists from there before that 

the audience likes. Therefore it can be said that it depends a bit on what has come 

before. Also Consultant A states that country of origin might have certain associations 

that could work for an artist as an advantage. Consultant B highlights that those 

associations might be so strong that the country of origin already from the beginning 

can create trustworthiness for the message. Some countries are strongly connected 

with certain cultural aspects. For example an artist that comes from the U.S., who is 
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wearing street clothes and who is singing rap music, will from the beginning create 

trustworthiness related to R’n’B compared with an artist with the same style and 

music who is coming from Asia. 

 

Consultant A, Consultant B, the Manager and the Marketing Professional agree on 

the importance of finding contacts, people in different countries, who can provide the 

right feedback in order for you to know what will work where. One example regarding 

adapting to different countries is, according to Consultant B, if an artist is Christian it 

can be either toned down or highlighted depending on the location. Consultant A also 

agrees with this when saying that adjustments have to be made in order for an artist to 

be able to be launched in different countries. The core product will be the same as well 

as the approach, but you have to adapt it in some may to make it work. Consultant A 

says: “For each new market one has to develop a local touch”. Also the Marketing 

Professional states that success in one market will not be transferred to other markets, 

but those factors will be a foundation for communication message in other markets 

with adaptation. She states: “What has been the key success factor in one market will most 

probably be communicated in other markets.” 

 

There are several cultural differences that should be carefully studied and taken into 

consideration when planning to establish on a new market, according to Smith et al 

(2000). According to Consultant B and the Marketing Professional most adaptations of 

the message is made because of the cultural differences whereby the needs and 

attitudes of the target group are changing. The challenge with international 

marketing communication has to do with questions regarding what to standardize and 

what to localize. The companies can use the same product positioning and target 

audience in all different countries, but the individual ads can be produced locally in 

order for the language, setting of the physical appearance and culture to be different, 

according to Burnett & Moriarty (1998). All the interviewees agree that the message 

has to fit the new country’s market and the extent of the adaptation will depend on 

each markets conditions and differences in attitudes and lifestyle. These statements 

support the theory of McAuley (2001) then he claims that the communication has to be 

carefully planned and that there is a challenge with an international approach to either 

to adapt to the new markets or develop communication in a way that will suit 

customers in different countries. 
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4.5 Channel 

According to Melin (1999) the level of difficulty when it comes to choosing media 

channels has become higher lately. This is due to the increasing number of media 

channels. All our respondents state that the number of media channels has increased 

lately, but they see the positive potential with this and according to them the difficulty 

is to create a strategy to use the different channels in the right way. The Manager 

states a clear difference between two ways in which the massage is diffuses, which is 

nationwide and local. Channels that are nationwide have potential to reach whole 

target groups across the country while local can reach target groups that is within 

certain geographic area. The local channels are used to diffuse the message in 

connection to a show, appearance or tour that will take place in a certain geographic 

area. This statement supports the theory of Dahlqvist & Linde (2009) about the choice 

of channel and that it should be based on the target group and medias that the 

receivers are known to use should be chosen when sending out the message. In this 

way the message can be deeper and more complex. Consultant A agrees with this 

statement and says that it is important to constantly communicate through channels 

that suit the target group, because to communicate through channels where the target 

audience does not exist is quite pointless. Consultant B mentions that it also depends 

on the location where the communication is taking place. In some large cities, like New 

York for example, people get bombarded with communications everywhere all the 

time, which might not be the case in a smaller city. Depending on the location the 

requirements are different to reach the same audience. 

 

The different medias are usually divided into two groups; the ones that have high 

impact and the ones that have low. TV belongs to the low impact channels (Dahlén & 

Lange, 2003). Even though the theory states that TV is one of the channels with low 

impact and it takes time for the audience to gain interest for it, the Manager states that 

TV as a channel is extremely important. This channel is one of the main 

communications channels of the reason that a program already has a specified target 

group and by appearing there the artist’s target group will be reached. The Manager 

and Consultant A sates that appearance in TV is of great advantage of the reason that 

it is a mass communication channel and will reach a large audience. Since TV is the 

channel with the greatest range it will also be recognized by different target groups. 

This supports the theory that if there is no interpersonal contact between the sender 
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and the receiver when a message is carried out, the channel of communication is 

considered to be nonpersonal. Since the message is sent out to many individuals at the 

same time, the nonpersonal channels can be considered as mass communication (Belch 

& Belch, 2009). Consultant A and the Manager claims that in order to create positive 

response the important thing is to choose the right TV program to appear on.  Even 

the Magician and the Marketing Professional consider the TV as, in most cases, 

superior communication channel. Consultant B expresses that people nowadays are 

much more selective and can easily switch between communication channels that is the 

problem that Melin (1999) brings up when talking about the difficulty of channel due 

to the increasing number of media channels. Consultant B explains that it is very 

important to take into the consideration the target group when choosing a channel, 

TV might be the right channel for certain artist and not so important for other. All 

respondents say that TV is an important channel because of the range it has, but the 

target groups’ habits will to high extend effect the value of TV as a communication 

channel.  

 

Using Internet as communication channel is an important tool for marketing 

communication. A webpage may contain all kinds of information that an artist wishes 

to pass on. The advantages of a webpage are that pictures, videos and other things can 

be presented. The information presented on a webpage should be up to date (Lindfors, 

2005). All our respondents claim that a well developed webpage is an important 

channel for the marketing communication. Consultant A, Consultant B and the 

Magician agree that there is a potential for combination of different parts like pictures, 

videos, blogs and social media which can create great value. All respondents say that it 

is crucial that the information is up to date. The Marketing Professional claims that 

there is a big potential for webpages as communication channel, but in most cases it is 

not developed in a way that will keep the target group’s interests. All respondents 

agree with Lathrop (2003), that it is important to give the visitor of the webpage a 

good reason to stay and look around, since they can easily leave the webpage 

otherwise with only a mouse click. 

 

According to Grönroos (2007) it is important to notice that even if Internet is 

frequently used as a communication and sales tool it is the consumer or the potential 

customer that makes the first contact and not the organization. It is important to 
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remember that it is easy for customers to switch between the websites and therefore it 

is important to be able to keep the customers’ interest. Consultant B explains that 

when designing the webpage the essential part is deciding what kind of relationship 

the artist should create with the audience. Certain genre, performance and so on are 

crating a platform for the webpage and what kind of interaction between the artist and 

the audience it should be. Some artists are in need of high interaction with the 

audience in order to keep their interest. The webpage is built upon the effects it should 

generate. Consultant A, Consultant B and the Marketing Professional see the 

interaction between the artist and the target group as a important issue but claim that 

the artist normally will not have time to build this interaction him self, and often this 

is made by somebody else, the essential part is build a trustworthy interaction. 

Janochka (2004) states that when using Internet as a communication channel the 

importance lies in creating a interaction. 

 

According to Carlsson (2009) it is common to use social medias as a channel for 

marketing communication today. Social medias can be seen as a social media platform 

where users create the content, participate in conversations, share information and 

links and can keep in contact. The social media that are mostly mentioned by the 

respondents are Facebook, Twitter, different blogs, Flickr and Youtube. According to 

Consultant A and Consultant B the social media is a very interesting channel for 

marketing communication. According to both of the consultants and the Marketing 

Professional there is a great potential in social media, but until now it is a quite 

unexplored field and organisations struggle to develop a successful communication 

thought social media. Consultant A and Consultant B claim that use of social media 

might be superior to TV if developed in a creative way. Consultant A sees the potential 

for a domino effect with social media in the means of Belch & Belch (2009) the way to 

spread the word of a brand to a lot of people. 

 

Usage of social media is all about about setting up goals and trying to find a way to 

get there (Carlsson, 2009). According to Consultant B the biggest potential with social 

media is the possibility for interaction between the artist and the target group. The 

social media should be implemented into artist’s webpage. He says: “The fact is that 

social media is based on its credibility, what is perceived as creditable”. Consultant A and 

Consultant B believe that social medias will become a more and more important 
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communication channel in the future and it is important for all organizations to try to 

develop the usage of it already now. 

 

Newspapers are a communication channel that can be seen as active, since the reader is 

active in perceiving the information in the newspaper (Dahlén & Lange, 2003). The 

two main printed communication channels are, according to Fill (2002) newspapers 

and magazines. Public relations cover a wide range of promotional activities. It is 

about establishing relationships with various medias and let the brand be presented in 

the most positive way. PR requires careful preparation and thoughtful implementation, 

as well as great knowledge of what can be considered as relevant to the audience 

(Nilson, 1999). The Manager considers both the artist’s appearance in various 

newspapers and PR activities as extremely important. Communication through this 

channel is always based on the target group because different target groups are 

interested in different news papers. PR activities are also based up on the target group. 

This supports Dahlén & Lange (2003) theory on that the news papers are high impact 

media of the reason that the reader selects the printed media after his own interest. 

 

According to Belch & Belch (2009) newspapers are a part of the print media and the 

good things about newspapers are the low costs, a large reach and that the consumer 

can decide when he or she wants to read the newspaper. The Manager also states that 

newspapers are a good way to reach out to several people. For example when tickets 

are released to a show, local public relations activities are run in the local newspapers 

in order to reach out to many people living in the close area where the show is taking 

place. According to Consultant A there are a lot of different channels when it comes to 

the print media. There are several different types of newspapers and therefore it is 

important to choose the right type of newspaper in order to reach the target group you 

want to reach. When it comes to public relations the Magician, Consultant A and 

Consultant B consider this channel as a way to implement stories in media, that by the 

target group are perceived as more trustworthy than for example ads in a newspaper.  

 

When considering channel choice for an international approach one of the challenges 

is the consideration of the certain type of media in different cultures and countries, 

which is because of the fact that media channels have diverse symbolic meaning and 

are used by different customers groups in different countries (McAuley 2001). All 

interviewees agree with this theory explaining that knowledge about target group’s 
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usage of a certain type of channel is crucial for choosing the right ones. Also the 

reading ability among the population might influence the effectiveness of certain media 

channels (Holm, 2002). According to Consultant A the usage of newspapers is strongly 

affected by reading ability among the population. 

 

Consultant A claims that people’s perception of communications channels varies 

depending on the country. When it comes to social media people in countries like 

Sweden and the U.S. are more likely to use social medias and consider it as 

trustworthy then people in France or China. Not only the target groups’ usage of 

social media is important to consider, but also the availability and infrastructure of the 

market communication channels. It is important to study the target group and their 

relationship to the communication channels when launching abroad. Consultant A 

means that even if the target group is the same the usage of channel might look 

completely different. This supports the theory of Smith et al (2000) regarding media 

availability, lack of media, varying media characteristics and usage are examples of 

differences that might occur across borders. Consultant B has the same view 

explaining that when choosing the channel in other countries the analysis of target 

group’s behaviour is essential. The easiest way to overcome this problem is to get a 

feedback and inputs from a network that is working locally. 

 

The Manager for example states that it is much easier to reach international success 

today because of the digital world, but at the same time it is complicated since it is 

based on people. You have to move people abroad, create a good network and make a 

plan for how they are all going to work together. The Marketing Professional states 

that the important thing is that the process is strategically planned, in order to keep 

the interest of the target group through the right channels. Smith et al (2000) mention 

that the language is one of the differences between people in different countries. The 

Magician, Consultant A and Consultant B sees that this is something that has to be 

considered when designing the webpage, in which languages it should be available. 
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4.6 Testing the assumptions 

In this part we will, based on the analysis, test the assumptions made in connection to 

the analysis model in chapter 2.4. After each assumption we present a figure, which is a 

visual presentation of the analysis made of the empirical information and the theory. 

 

Assumption 1: 

The first step in developing the international marketing communication is for the individuals to 

come together in order to define goals.  

 

Result: Based on the analysis the assumption is supported.  

 

 
Figure 6 The individuals involved in the marketing communication process 

(Source: The authors of the thesis) 

 

1. The essential players who are involved in establishing a valuable network within the 

entertainment industry. 

2. The connection between the artist and each individual player implies the type of 

relationship.  

• The Artist always holds a central role in the network.  
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• The Manager/Agent has the main responsibility for the management, 

promotion, providing offering, booking and providing with valuable contacts 

for well established network. 

• The Organizer/Production company/Record label is the arranger for events, 

shows, tours. Provides with creative directors, PR contacts, advertisement and 

so on. 

• The Journalists/Public Relations have the responsibility for the artist’s 

appearance in printed media. 

• The Investors/Sponsors provide financial resources. 

3. There is cooperation between players which each are having a specific role in the 

process of striving towards the same goal. Each player has their own sub-network that 

to a various extent will be connected to the process.  

 

On an international level the following will apply: 

1. When launching an artist internationally there is a great need for a well established 

network that has knowledge about the new market 

2. Some players will be added and/or replaced while a few will continue to be the same 

• The Artist will be the same. 

• The manager is, after the artist, the most stable player within the network. 

When an artist is established in one market the same manager will follow the 

development in the new market and will continue to have the same 

responsibilities. An artist might also from the very beginning work with 

several agents around the world, when launching in a new country there will 

be a new agent that has knowledge the local market. 

• The Organizer/Production Company might operate on both the local and the 

international level. Depending on the level and arrangement they might stay 

constant or be replaced by new organizers or production companies. The 

Record Label is, in most cases, working on an international level, and therefore 

they stay constant, but use their sub-networks that operate on the local level. 

• Players from the local market replace the Journalists and the PR people.  

• The Investors/Sponsors hold the same characteristics as the Organizers and 

Production Companies, which means that their involvement on the local 

market will depend on which level they work at. 
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Assumption 2:  

The individuals set up clear definitions of goals; quantitative and/or qualitative. 

 

Result: Based on the analysis the assumption is supported.  

 

 
Figure 7 The goals involved in the marketing communication process 

(Source: The authors of the thesis) 

 

The goals that are set up by the network can be specified as: 

1. Quantitative goals that are aimed at generating financial revenues. Players within 

the entertainment industry are strongly influenced by achieving a profit and 

quantitative goals are often set up as a condition for a cooperation to be continued. 

2. Qualitative goals are characterized as commercial success, fame, awareness and to 

communicate a certain style or personality. 

3. Goals are of both quantitative and qualitative characteristics. They are often 

strongly linked together, because a high level of fame will generate economical profits. 

4. Measurement of the goals is crucial and might be made by digital tools like Infopaq, 

Google Analytics and MMS (Sweden) for television programs and other procedures 

that an organization uses in order to measure the outcome of the marketing 

communication, the profits etcetera. 
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On an international level the following will apply: 

1. Quantitative goals will probably be the same as on a local level, but the volume is 

modified based on the market conditions. In some cases the network of an artist might 

prefer to enter a foreign market before entering the local market, because of the 

potential for economic profit might be much higher internationally. 

2. Qualitative goals are often modified because the people in different countries have 

various perceptions and preferences, which affect the potential of communication a 

certain style. 

3. As explained above (1 & 2), defining the goals for establishment in new countries is 

strongly depending on the market conditions. Usually both quantitative and 

qualitative goals and a combination of those will be modified when entering a new 

market. This is because the volume of the target group varies, as well as because of 

cultural differences and preferences. 

4. Measurement of the goals is crucial and might be made with the help of digital tools 

such as Infopaq and Google Analytics. 

 

Assumption 3:  

After the individuals have come together and set up clear goals the right target group is chosen. 

 

Result: Based on the analysis the assumption is both supported and contradicted.  

 

When a network has been established and goals have been defined we have recognized 

two different approaches for development of the marketing communication. The first 

one is based on the target group and the second one is based on the artist. In the case 

where the target group is in focus the artist and his performance, as well as the 

communication (the message), will be modified based on the target groups’ 

preferences. In the case where the artist is the base for the communication plan the 

target group is already pre-chosen and will be modified based on the artist’s genre. 
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The target group as focus 

 
Figure 8 The target group as focus for the marketing communication 

(Source: The authors of the thesis) 

 

1. The development of the communication might be mainly based on target groups’ 

needs, wants and interests; in this case the artist will be modified in order to fit 

audiences’ preferences. 

2. When segmentation is done both primary and secondary target groups will be 

chosen in order to reach higher volumes. 

 

When this approach is applied internationally, an analysis of the new market is crucial 

for the development. The international model looks very much the same as the one 

above and starts with a careful analysis of the target groups’ characteristics. It is also 

essential to state that the target group might look different form the target group in 

the current market. Even if the differences might be minor, they will strongly 

influence the message and channel choice. 
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The artist as focus 

 
Figure 9 The artist as focus for the marketing communication 

(Source: The authors of the thesis) 

 

1. The development of the communication might be mainly based on the artist’s 

personality, desirability, performance and genre. 

2. Characteristics mentioned above (1) will result in an already pre-chosen target 

group. This means that the target group is modified based on the artist. 

 

When taking this approach to an international level the first statement (1) is not 

changing. If the focus is the artist and his personality there is little room for 

modifications to be done. Some of the interviewees consider this a proper approach, 

others consider an artist who is not flexible to change as one with little potential to 

reach a high level of success. This also applies for the second statement (2), but even if 

the target group is already pre-chosen there is still a high need for an analysis of the 

characteristics of this segment in other countries. 

 

Assumption 4:  

The choice of message is based on the target group. 

 

Result: Based on the analysis the assumption is both supported and contradicted.  

 

In the following two figures we present the analysis of the message which is involved 

in an artist’s marketing communication process. In the first figure the target group is 

the focus and in the second figure the artist is the focus. 
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The target group as focus 

 
Figure 10 The message involved in the marketing communication process (the target group as 
focus) 

(Source: The authors of the thesis) 

 

1. Primary and secondary target groups’ characteristics will be taken into 

consideration and a message will be developed in order to meet both of the groups. 

2. The message is affected by the competition. The message is designed to 

communicate the artist in an outstanding and differentiating way. 

3. Potential effects of the message are considered, desirable effects are set up and 

measured both internally (sales, profits) and externally (image, market analysis). 

 

Because the target group is in focus, careful analysis will be done in order to develop a 

message in the new market. The external and internal measurement is done but it is 

noticed that some countries are better at doing external. 
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The artist as focus 

 
Figure 11 The message involved in the marketing communication process (the artist as focus) 

(Source: The authors of the thesis) 

 

1. The design of the message is influenced by both the artist and the target group. 

2. The message is affected by the competition. The message is designed to 

communicate the artist in an outstanding and differentiating way. 

3. The potential effects of the message are considered, desirable effects are set up and 

measured internally (sales, profits). 

 

The artist is in focus, when launching internationally some modifications of the 

message to fit the target group will be made, but the artist has higher influence on the 

message than the target group has.  
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Assumption 5: 

The last step in developing the marketing communication is the channel choice, which is based 

on the message and the target group. 

 

Result: Based on the analysis the assumption is supported. 

 

 
Figure 12 The channel choice involved in the marketing communication process 

(Source: The authors of the thesis) 

 

1. The choice of channel depends to a high extent on the target group. In order to 

choose right communication channels the target group’s perception and usage of 

different media channels has to be identified.  

2. Because of its range the TV is perceived as a superior communication channel. 

There is potential to reach out to a larger audience than just the primary target group. 

3. People are very selective when it comes to PR and printed media. Therefore this 

channel will be effective only when reaching out to the right target group. 

4. The webpage is an effective communication channel, but it has to be designed in a 

way that will capture and hold the target group’s interest. 
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5. The usage of social media is considered as of great value. The challenge in 

developing a valuable social media is the interaction between the artist and the target 

group. 

 

When launching internationally the choice of channel might be different depending on 

the country. It is important to work with a local network in order to gain knowledge 

of the target group’s perception of, access to and availability of different 

communication channels. Even if the usage of a webpage and social media might be of 

great value in one country the target group’s use of it in other countries might be 

different. It is most likely to use TV, PR, printed media, webpage and social media as 

communication channels when launching internationally, but adaptation of how those 

are used is to a high extent depending on the target group.  



Chapter 5  Discussion 

5 DISCUSSION 

In this chapter the results of the analysis is interpreted and discussed. This will be done in 

comparison with the material presented in the problem discussion and the theoretical 

framework. 

 

We recognize that when it comes to international marketing communication there is 

not a high level of standardization of the product (the artist and his performance). The 

artist is always the same, but by adapting the market communication for each market 

the product is presented differently. We have identified that all business is local when 

it comes to launching an artist in other markets than the one in the country of origin. 

This is because of the fact that in the end it is the audience that will interpret the 

market communication and it is upon their liking that they will pay money to see the 

show, take their time to go to see a show, buy a CD or interact with the artist in some 

other way. We can also state that within the entertainment industry everything is 

about money and what kind of profits an artist can generate. Within every country 

there are cultural differences that are affecting peoples’ attitudes, preferences, lifestyle, 

wants and needs. Those differences are to a high extent affecting the target group’s 

perception of the message and the channel which it is transmitted by. People in New 

York will for example be more responsive to promotion that associates with high 

status, celebrity and so on than in Sweden. For the same artist the promotion therefore 

has to be developed differently, because the Swedes do not consider those associations 

equally important as the people in New York. 

 

According to our findings we can state that the recipe for success is to see every new 

market as just that, a new market, which has to be analyzed. Then the marketing 

communication has to be adapted to each market’s certain conditions. We have 

acknowledged that experiences from existing markets will help to determine the 

development of the marketing communication internally (within the network), but in 

the same time an artist’s success in one market does not necessarily transform to 

another one. For example the same target group in France will not be affected by an 

artist’s celebrity level in Germany. 

 

When it comes to marketing communication we have seen that it is essential to have a 

planned strategy and that creativity, insight into the market conditions and other 
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resources will determine the outcome of the communication. Marketing 

communication is about setting up gaols and strategies to achieve the goals. When 

developing the marketing communication, every step including the desirable and 

possible effect should be considered and measured right away. Before digital media 

could be used the results could not be measured right away, then you had to wait 

before the effects could be seen and measured. 

 

In our analysis of the empirical findings and the theory we come to the conclusion that 

an artist is in need of other individuals to help out in order to develop the marketing 

communication. The first reason for this is that artists in most cases are unable to 

think in management terms. The second reason is that performing the tasks of 

marketing communication is holding the artist back from doing performances and 

being the artist that he wants to be. Within the entertainment industry the individuals 

that come together are referred to as a network. We claim that a valuable network is 

crucial in order to be able to create essential marketing communication strategies. A 

valuable network implies each player to contribute with essential resources like 

contacts, money and sub-networks. As we stated before, all business is local and 

therefore launching an artist in other countries brings the need for changing and 

adapting the network according to the new market’s conditions. In some cases players 

within the existing network work on an international level as well and of that reason 

the changes within the network might look different depending on the artist. It is 

obvious that contacts with the right public relations people and people involved in 

other print media is important and often connected to the local market and adapted to 

it. We have acknowledged that a certain player within an existing network might 

contribute with PR contacts on the new market through his sub-network. What is 

obvious is that for reaching international success the artist is dependent of a valuable 

network for each market he wants to reach success in. 

 

All players that are involved in the network have certain aims that they want to 

achieve through the cooperation. We believe that an investor might want to gain 

economical profit for his investment, the artist might want to achieve more qualitative 

goals like awareness, and the manager might want to achieve a good reputation. It is 

important that all these goals are clearly defined of the reason that each and every 

player might have different aims, and because those defined goals is the foundation for 

developing the marketing communication. This shows that in order to develop a 
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successful marketing communication the network must work together towards 

achieving the same goals. 

 

We see a tendency of a combination of qualitative and quantitative goals. When 

launching internationally we reason that the goals will be the same, but the level of 

those will be modified after the market’s conditions. For example a quantitative goal 

might be to generate sales, but the size of the target audience might be different in 

different countries, and therefore the potential number of sales will be different in 

different markets. 

 

Our theoretical framework is based upon the assumption that the marketing 

communication has to be developed based on the target group. We have recognized 

that there are two possible outcomes for the target group’s influence for development 

of the marketing communication. An artist might be creative and have his own style 

and level of integrity, which we believe results in a low level of formability. We also 

state that an artist, compared to a physical product, might not be willing to adapt to 

the market trends but instead wants to follow his own intuition. This means that the 

message, core values and so on are strongly influenced by the artist. In that case we 

presume that the artist together with the network will take an approach of modifying 

the target audience according to the artist, his genre and performance. The target 

group is already pre-chosen, independent of its size, needs and attitude. We believe 

that an artist that has a very low level of formability will not be able to reach out to 

multiple target groups. The artist might be that special when it comes to his style and 

appearance that only a niche market will pay attention to him, and therefore he will 

never be able to reach a high level of celebrity.  

 

It is not for us to decide if this approach is right or wrong, but it strictly depends on 

the goals that an artist is striving to achieve. The artist might be satisfied with being 

able to do his own thing, whatever audience the performance is attracting. In this case 

the marketing communication is strongly influenced by the artist himself, his attitude, 

integrity and style. This also brings us to the assumption that maybe this kind of 

artist, because of his constancy, has the potential to reach out to a very limited, but 

very loyal audience. But again, this is only our assumption and might not necessarily 

be the case in reality.  
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The second assumption is that a large target group for a niche artist might exist 

outside his current market. The influence of cultural differences and different attitudes 

and preferences across countries brings us to the conclusion that in order to reach out 

to an efficient target group the artist might have to search for a market that is right 

for him. This applies not only to the low level of formability artists, but to all artists in 

general. 

 

Because this approach (with the artist in focus) is strongly driven by the artist’s 

personal goals it will, again, depend on him as a person and how far he wants to go to 

achieve certain aims in terms of commercial success, income level etcetera. In addition 

to this we would like to mention that if the artist has set up low goals for himself in 

terms of sales, profits and so on, and if he is not willing to modify those or work for 

some kind of change, the players needed for a network will probably not be attracted 

to be a part of this kind of cooperation. 

 

We have seen that a network can choose to focus on the current market trends, and in 

this case the artist will be modified according to the target group’s wants and needs, 

preferences and attitudes. We see that with this approach the focus is on the target 

group, which is chosen at the very beginning. This results in the need for the artist, 

his genre and performance to be modified after the target group. We have recognized 

that when this approach is preferred there is most often both a primary and a 

secondary target group selected. The marketing communication is developed in a way 

so that it will reach out to both of those groups. We see that the problem here lies in 

designing the marketing communication so the level of differentiation stretches out to 

both of those groups, without missing the target audience in each group. We expect 

that when the network tends to focus on the current market trends then the artist 

must be willing to constantly adapt to the changing environment, both at the current 

market and the international market. The market trends as well as target group’s 

attitudes across different countries are shifting and therefore the artist must be willing 

to constantly adapt to those. The adaptation to constantly changing market trends is 

risky and might result in loosing both the primary and secondary target group. Even if 

the management of changing trends is challenging we got to know that an artist that 

is constantly adapting, changing and taking risks is most likely to gain a high level of 

celebrity and to stay in the show business for a long time. When it comes to this 

approach in general we state that every part of the marketing communication is based 
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upon the knowledge of the target group, its values, preferences, existence, wants, 

needs, attitude and lifestyle. 

 

Whatever approach the network has, the value lays in developing marketing 

communication strategies that the target group perceives as trustworthy. We 

recognize that when the artist is modified after the market trends this trustworthiness 

is strictly built upon strategies of how the artist should come across. In this context 

we would like to refer to the statement of one of our interviewees who claimed that the 

marketing communication is about building a naive perception within the target 

group. We recognize that when the artist is in focus, the choice of channel will be 

strongly influenced by the target group, but the message will be influenced by the 

artist. 

 

We have recognized the tendency for money over-voicing the market. Even if the 

content of the message is not very creative, the target group will recognize it sooner 

or later if it is exposed everywhere. The issue here is that a clear view of the target 

group’s needs, attitudes and perception in combination with a creative development of 

the message and choice of the right channel, will generate much better effects than just 

focusing on pushing out more and more messages on to the market. 

 

When designing the communication message we see a strong tendency of the target 

group as the main focus or the artist as the main focus. When launching 

internationally the message will be adapted for each new market, but depending on the 

chosen approach the needs of the target group will be taken into consideration to a 

different extent. We clarify this by saying that similar buying behaviour does not 

imply similar responsiveness to the same communication message. Therefore, before 

entering a new market, there is a need for knowledge about the target group. It is not 

the case that the core values of the artist are completely different, but they are 

packaged in various ways. One country might be more responsive to a more innocent 

approach, while another country is responsive to a more sophisticated approach. It is 

not about choosing one over the other, but the issue has to do with being able to tone 

down some core values in one market and highlight some in another market. We have 

recognized the need for planning this kind of steps in the early stages when creating 

the marketing communications strategies. 
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We would once more like to connect our discussion to the issue of the artist’s 

willingness to adapt to the market conditions. We have recognized that measurement 

of the messages’ effectiveness is applied to a higher extent in cases where an artist is 

modified after the target group. We would like to highlight the fact that the 

measurement is done in both strategies, but in the approach mentioned above the 

market analysis, in the means of target the group’s perception of the artist is used 

more frequently. The outcome of the message for an artist, with a low level of 

formability is mostly measured internally in terms of sold tickets, visitors to the 

webpage and so on. In addition to those statements we would like to add that to which 

extent measurement is made depends on the country. Some countries have great 

knowledge of the target group’s perception before, during and after the launch. This 

brings us to the conclusion that within some countries organizations has a better 

insight into what the trend is and what kind of artist has the best potential to gain 

success at the moment. 

 

With each approach there is a consideration of the competition. To know what the 

competitors offer is important in a way so that the communication of the own artist 

can catch the interests of the target group, and offer something unique. It is 

recognized that the communication message is sent out to the target group in 

connection to a launch, a show, a tour or any other happening. It is important that the 

message is connected to a certain happening, otherwise it will not be efficient.  

 

We have also gained an understanding of that an artist’s country of origin might help 

him to successfully enter a new market and therefore this might be applied in the 

marketing communication message. The choice of channel that should be chosen for 

the market communication depends strongly on the target group, the form of the 

message and the country. There is no point in communicating through channels where 

the target group does not exist. 

 

We come to the conclusion that even if the TV is perceived as a low impact channel an 

artist’s network is striving to show the artist on TV in different contexts. TV 

programs are perceived as high value channels of the reason that each program already 

has a pre-determined target group and what the artist needs is to appear on that show 

in order to reach that target group. It is also important to highlight that when 
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appearing on TV the artist has a potential to be recognized by more than just his main 

target audience. 

 

The channel that has more impact than TV is newspapers and PR activities, which are 

selected by the target group. PR has a much higher level of trustworthiness than 

advertisements in the newspapers. We have recognized that in most cases there is 

some kind of cooperation between the network and the PR people. So the trick is, 

when it comes to generating trustworthiness to the target group, to for example 

successfully implement a story in some printed media. There are numerous of 

magazines, newspapers and other printed media. We state that it is highly important 

to know which of those the target group selects. The effect of appearance in 

newspapers, ads and PR, are different across countries and always depends on the 

target group. Within some countries there might be a lower level of readability and/or 

some printed media might be perceived in a more positive or negative way by the 

target group. So once again, we believe that the choice of the channel depends on the 

target group. 

 

Reaching out to the customers is challenging. Not only because there are a huge 

numbers of massages sent to them on a daily basis, but also because of the new 

communication channels. Globalization of digital media gives customers access to a 

large amount of information and allows them to be much more selective in their 

choice. A customer may in a matter of seconds switch between videos on YouTube, 

pages on Facebook and brows through a huge number of artists’ webpages and blogs. 

Because of these reasons it is essential that the marketing communication that is sent 

out through the digital media is developed in a way that will catch and hold the target 

groups’ attention. We have recognized that the use of social media for marketing 

communication is of high interest, but it has up until now been a quite inexperienced 

field. Since the use of social media is growing there is an interest in developing market 

communication that will gain desirable outcomes through it. We can state that the 

webpage is of high importance for the artist as well. What we have seen is that the 

desirable effects of social media and the webpages are to create an interaction between 

the artist and the customer. Other media channels like TV and newspapers are 

considered as passive. Great potential has been recognized for the ability of creating 

interaction through the digital media. In this context we would like to clarify that 

peoples’ use of the Internet differs across countries. The use of it might be restricted 
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by people’s negativity towards technology, country’s infrastructure and legal 

restrictions. For example the French people have a slightly negative attitude towards 

the usage of social media, and in China the government restricts the usage of Internet 

to a high extent and webpages like Facebook are banned. On the contrary, in Sweden 

people are very much open to the usage of new technology and have adapted the usage 

of Internet and social media to a high degree. So it very much depends on the country 

if an artist should use social medias and Internet in the marketing communication.  
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6 CONCLUSIONS 

In this chapter the research questions are answered based on the analysis and the discussion 

made in the previous chapters. 

 

• Which marketing communication strategies can be used by live performers 

within the entertainment industry to reach international success? 

o What is the impact of individuals, the goals that they set up, the target 

group, the message and the channel choice in these market 

communication strategies? 

 

International marketing communication involves the planning of a strategy that is 

tailored for each market’s conditions. In order to reach international success it is 

crucial to understand that all business is local. The conditions that each market gives 

will determine how the marketing communication is developed. In order to develop 

successful marketing communication the live performer needs to have a valuable 

network that has an insight into the local market. The goals have to be clear and 

defined for each market.  

 

After a network is established and goals are defined the approach for design of the 

marketing communication is divided in two ways; either the marketing communication 

is based upon the modification of the live performer after the preferences of the chosen 

target group, or marketing communication is based upon modification of the target 

group after the live performer’s style, genre and integrity. 

 

If the marketing communication is based upon the modification of the live 

performer after the preferences of the chosen target group: 

 

The design of the marketing communication has to be based upon the target group’s 

preferences. It is important to at the very beginning choose the right target group, or 

multiple target groups. The next step is to design the message and choose the channel 

that stretches out to all target groups, without missing the people in each group. This 

kind of marketing communication is based upon high market knowledge. Within the 

entertainment industry success is measured in money and how much profit a live 
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performer can generate doing his own show. The conclusion is that in order to become 

a successful international live performer the artist has to be willing to adapt his 

performance, style and values to the current market trends. Those trends imply that 

the change is an active process and therefore the live performer and the market 

communication not only have to be adapted to the changing market trends, but also to 

the trends that are preferred by the target group across countries. If the country of 

origin is generating positive associations in the new market, or if it is strongly 

connected to the live performers style or genre, the associations to the country of 

origin are valuable for the market communication.  

 

The measurement of the market communication has to be up to date and in order to 

gain success the outcome, either positive or less desirable, should not come as a 

surprise. That is because the communication plan consists of numerous steps that are 

designed in order to reach the goals. A successful marketing communication plan takes 

into consideration all possible outcomes and therefore not many things can come as a 

surprise. Because of the different market conditions, the target group might exist in 

one market but not in others. This has to be taken into consideration. Whatever values 

that are communicated, inspired by the target group or the artist, they have to be 

transmitted in a way that is considered as trustworthy by the target group.  

 

The measurement of the marketing communication is done internally in the means of 

the number of sold tickets and profits, and externally in the means of target groups’ 

perception of the live performer. Within the entertainment industry everything is 

about money. The measurement is done internally in order to gain the understanding 

for economical profit and externally to analyze if the message have been understand 

correctly and if there is a need for change of the communication so it will suit the 

target group better.  

 

The main aim of this approach is to create a live performer that, in the eyes of the 

target group, generates pre-chosen values, image, style and genre. Also, the 

competitors are important because the artist must be presented, in comparison to the 

competition, in a unique way. The choice of channel is mainly based upon the target 

group. There is no point in communication through a channel there the target group is 

not existing.  
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Marketing communication based upon modification of the target group after the 

live performer’s style, genre and integrity. 

 

When this approach is chosen the marketing communication is designed in order to 

reach an audience that is attracted to the live performer’s style, genre and integrity. 

This means that the target group is not chosen strategically. The live performers that 

fit into this group are those who have low level of formability and therefore attract 

multiply target groups. Even if this kind of live performer has limited potential to 

reach out to large audiences the strategy lies in determining in which country the 

target group exists. People across countries have different preferences and therefore 

this kind of live performer might gain bigger success in certain areas and be 

recognized only on the niche level in others.  

 

Even in this case the message and the choice of channel is developed based on the 

target group, but the difference from the previous approach is that the certain core 

values and content of the message in this case is based upon the live performer’s liking. 

If the country of the origin is generating positive associations in the new market, or if 

it is strongly connected to the live performers style or genre, the associations to the 

country of origin are of value for the marketing communication. The entertainment 

business is all about money, and if the market for this kind of performer is not to be 

found or if it is not big enough to generate a desirable profit, the players within the 

network will not be interested in the corporation. So the challenge is to either a search 

for a market where the target group is big enough to generate economical profit, or 

the live performer must be willing to adapt to certain preferences that the target group 

holds. Also, the competitors are important because the artist must be presented, in 

comparison to the competition, in a unique way. 
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7 RECOMMENDATIONS 

In this chapter we present the recommendations we have created based on the analysis, 

discussion and conclusions in the previous chapters. First we present the two alternative 

strategies and then we present the recommended strategy which is intended to be used by a 

magician, who we refer to as Magician X. 

7.1 Alternative strategies 

We have found two alternative strategies for development of international marketing 

communication for a live performer within the entertainment industry. In both of 

these strategies it is important to start with creating a valuable network in order to set 

clear goals for the marketing communication. The difference between the two 

strategies is based on whether the live performer is adapted to the target group or if 

the target group is adapted to the live performer. A presentation of the advantages and 

disadvantages with each strategy is presented in the following two tables. 

 

When the marketing communication is based upon the adaptation of the live 

performer, according to the preferences of the chosen target group, the advantages and 

disadvantages can look like the following: 

Advantages  Disadvantages 
Possibility to reach out to multiple target 
groups 

Need for great knowledge about the market 
(cost & time consuming) 

Quantitative goals may attract a valuable 
network 

Mostly focusing on achievement of 
quantitative goals 

Possibility to reach a higher level of success Risk of losing the consistency of the values 
and losing the target group due to the 
constant need for adaptation of the artist 

Possibility to adapt values after the market 
conditions and trends 

Constant need of new market analysis due to 
the consistent adaptation  

Measurement of marketing communication is 
done both internally and externally 

 

Opportunity to tone down or highlight 
certain values of the artist 

 

Table 2 The live performer is adapted to the target group 

(Source: The authors of the thesis) 

 

When the marketing communication is based upon modification of the target group, 

according to the live performer’s style, genre and integrity, the advantages and 

disadvantages can look like the following: 
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Advantages  Disadvantages 
Constant values lead to a strong brand Target group is limited due to the niche 

market 
Room for the artist to be creative and express 
his own style 

Only internal measurement of the marketing 
communication 

Possibility of a loyal audience due to the niche 
market 

Difficult to attract network when focusing on 
qualitative goals 

 Low level of adaptation (formability)  
 Low opportunity to tone down or highlight 

certain values of the artist 
Table 3 The target group is adapted to the live performer  

(Source: The authors of the thesis) 

 

7.2 Recommended strategy for Magician X 

A brief presentation of Magician X can be viewed in Appendix I. Even though this 

magician in many ways already can be seen as a well-known magician he experiences 

some problems with reaching out to the public audience, especially internationally. Up 

until now he has been most successful in performing at events within the business-to-

business market both in Sweden and abroad. Therefore he would like to take it a step 

further now and with the help of new marketing communication strategies and new 

ideas he wants to reach an international public audience and be successful in that 

segment of the market as well. His wish is to enter the American market with the 

focus on the public audience there. 

 

Because of the pre-existing conditions of Magician X and the goals that he has, we 

consider the strategy where the artist is adapted to the target group to be the most 

suitable for him. The reason for choosing this strategy is because we consider him to 

be a person who is willing to adapt to the target group as well as to the market 

conditions in order to achieve the goals he wants to achieve.  

 

The recommendations we now are going to present are based on the five parts of the 

marketing communication process; individuals, goals, target market, message and 

channel. In the chosen strategy it is the artist that is adapted to the target group and 

not the other way around. 

 

1. Magician X is currently working with an agent in the U.S. and therefore he already 

has a contact with someone in the country where he wants to reach success. It is 
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important for an artist to work together with an established network in order to set up 

goals to reach success and to develop a marketing communication plan we believe the 

first step for Magician X is to find a manager who can work together with him 

exclusively. With the help of a manager like this, Magician X could benefit from the 

network and sub-networks of the manager in order to create goals upon which the 

marketing communication will be developed. Since the manager will gain a profit from 

the revenues from his client (the Magician X) we believe that his work with 

establishing valuable networks for them to work with will be more efficient. In the 

interview with the Magician we got the information that in the U.S. there are more 

performers active within this segment of the market, than for example in Sweden, and 

therefore finding a manger that has connections with a valuable network might be 

easier there. 

 

2. The next step after Magician X has established a good relation with a manager and 

its network is to set up goals for the marketing communication. As previously stated 

the goal is for Magician X to reach international success on the U.S. market with focus 

on the public audience. The success in the eyes of Magician X is fame and celebrity. 

The strategy we recommend is mostly driven by the achievement of quantitative 

goals. We believe that in order to make both parts satisfied, Magician X has to accept 

the demands of the network and work towards achieving both his personal and the 

network’s goals. Since Magician X has been active within the entertainment industry 

for a while he understands the importance of economical profit for the network and he 

also believes that fame and celebrity will bring him a high income as well. 

 

3. Our recommended strategy states that the target group and the market 

communication are developed based on the target group’s preferences. Even if a 

magician with his performance might reach out to large population we recommend 

that to begin with a primary and a secondary target group is chosen, instead of 

reaching out to the whole population at once. That is because it is hard to gain loyal 

audience when trying to reach out to the whole population, therefore it is better to aim 

at a primary and a secondary target group first. After establishing a strong 

relationship with those chosen groups Magician X might start reaching out to a wider 

audience.  
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4. Since we do not have an insight into the American market for magicians and their 

suitable target audience we recommend that Magician X together with the network do 

a market analysis in order to select the primary and secondary target group. The 

market analysis should result in knowledge about the population’s perception of magic, 

their attitudes towards it and what kind of competition there is on the market. The 

results from the market analysis should be combined with certain core values that will 

make Magician X unique in his performance. He needs to build a strong brand with 

clear associations that will suit the target group. He should try to create a certain 

theme that he could be associated with, for example he could go for magic with a touch 

of rock n’ roll or he could go for a more gothic approach. No matter what he chooses 

he needs to make a certain choice and “think outside the box, in order for him to be 

able to differentiate himself from other magicians and make his performance unique in 

order to gain the attention of the target groups.  

 

5. When Magician X has decided what his unique message should be he and his 

network have to decide which channel should be used and in which way. We 

recommend him to use the following channels: Internet (webpage and social media), 

TV, PR and newspapers.  

 

When it comes to Internet as the choice of channel we recommend Magician X to start 

with creating a webpage. When doing this we suggest that he collaborates with a 

professional webpage designer in order for him to be able to get the most out of it. One 

aspect when developing a webpage is the language. Because Magician X is striving to 

achieve success among an audience in the U.S. the official language of the webpage 

should be English. But in order to be able to transform the interaction into other 

markets as well the webpage should also offer translation into other languages that the 

Magician X has connection to. For example Swedish, since it is his country of origin. 

We realize that his celebrity in the U.S. can not just be transformed into the Swedish 

market, but it might generate some kind of interest among the Swedish audience and it 

would therefore be a good idea to offer his webpage in Swedish as well.  

 

The design of the webpage needs to correlate with Magician X’s chosen theme and we 

also suggest that he involves social medias like Facebook, Twitter and YouTube to his 

webpage. The desirable outcome of implementing the social medias on the webpage is 

to create an interaction between Magician X and his audience. When social medias are 
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implemented on a webpage like this it makes it easier for both the magician and the 

audience to be updated about current happenings. This way people do not have to visit 

all the pages separately, but instead they can find everything in one place. In order to 

create ongoing interests from the audience the webpage should be created in a way so 

it will generate an interaction between the audience and the artist. By doing so he 

might gain a more loyal audience that visits his webpage frequently. Magician X could 

interact even further with the audience by for example offer them to give suggestions 

on magic tricks they would like to see. Then the magician could perform these tricks 

and put them on his webpage for them to see and comment on. In this way an 

interaction is created and this could lead to a loyal audience who will keep visiting his 

webpage and who will not lose the interest. Normally the message of a live performer 

is connected to a certain happening like a show or a tour. We think that putting a lot 

of work into the social medias will create a more ongoing relationship with the 

audience than just in connection to a certain happening. 

 

Also the interaction within the target group in the social medias might attract other 

customer groups to be interested in Magician X. Another suggestion is for Magician 

X is to use the application Bambuser on his webpage. This application allows him to 

broadcast live and maybe this could also create an increased interest from the audience. 

By using Bambuser Magician X might create a live blog there he can perform tricks in 

every day situations. We see a great opportunity with using a live broadcast 

application like Bambuser, but it is important to highlight that this should correlate 

with the ideas and theme chosen. 

 

We realize the big amount of work that has to be put in into having this kind of 

webpage, of that reason we suggests that the posts (Facebook, Twitter and so on) 

should be done by somebody else than the artist himself. We feel that this interaction 

should be strategically planed and therefore a professional might handle it better than 

the artist himself. The importance lies in developing a trustworthy relationship 

between the artist and the audience, but it is important to highlight that this 

trustworthiness is to be experienced by the audience. 

  

When it comes to TV Magician X could for example do a reality show where the 

audience could get to know him better as a magician. This could be done before a tour 

for example, in order to generate awareness and an interest from the public audience. 
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If they could follow him through a reality show on TV this could lead to him reaching 

out to a wider audience than just the target groups. If people could follow him on TV a 

couple of months before his tour this might lead to an increase in the ticket sales. It 

could also lead to him gaining a higher level of celebrity if he is exposed a lot on TV. 

But at the same time he needs to plan an activity like this very carefully in order for 

him to be able to create trustworthiness with the audience. This trustworthiness is 

built upon strategies and not necessarily the actual life of the Magician X.  

 

When it comes to PR activities it is crucial for the Magician X and his network to get 

to know the right people in that area. Since the U.S. is a fairly large country the PR 

activities should be connected to a certain happening, like for example a certain show 

in a certain city. This way the PR activities will be local and could for example consist 

of articles and promotion parties. In order for the PR activities to generate a desirable 

effect we think they should stay local and connected to a certain happening. The same 

strategies go for newspapers where local advertising is applied in connection with a 

certain show or performance for example.  

 

We are aware of the fact that there are certain obstacles for the Magician X when 

trying to apply this recommended strategy of ours. It might be for example difficult to 

get to be a part of a reality show on TV, to find the right kind of manager to work 

with and to find a network that will be able to help the Magician X with the marketing 

communication. But we believe that this is the reality of the entertainment industry 

and as a live performer you have to be prepared to do a lot of hard work. A big part of 

the artist’s success will be determined by the people he has in his surrounding. We find 

the most important thing after all to be to know the “right people”. The international 

marketing communication is all about strategically planning each and every step in 

order for nothing to come as a surprise. The strategy should be based upon the clear 

goals and a creative plan to how to achieve those. The artist also has to be willing to 

work hard and adapt in order to reach international success. In connection to this we 

would like to mention that all business is local and the market communication has to 

be adapted after the market conditions. Our recommended strategy might be applied 

across countries where people have similar perception of the magic and where the 

communication channels are used in the same way. Even then the market 

communication has to be strategically planed and based upon the unique conditions of 

each market. The Magician that we have interviewed states that the people in U.S. and 
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Asia have similar perception of the magic there is considered as miraculous and 

wonderful, while in Europe people are more skeptical when it comes to magic. We can 

see that the perception of magic is similar in the U.S. and in Asia there the message, 

the theme, uniqueness and the core values might be communicated upon the same 

aspects, but we would like to highlight that the choice of channel to a high extent will 

be different. As an example the people in China are restricted in usage of digital 

channels like internet and therefore the marketing communication has to be adapted.  

The thought to keep in mind at all times, in order for Magician X to reach 

international success is that all business is local. 
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Appendix I  Presentation of Magician X 

APPENDIX I Presentation of Magician X 
Our potential magician is a male in his 30’s. He grew up in a small town outside of 

Stockholm in Sweden together with his parents. As a child he spent a lot of time with 

jugglers and circus performers and he had magic as a hobby until he started his first 

real job at the age of 18. Four years later he went to California to study at the world’s 

oldest school of magic; Chavez Studio of Magic in Los Angeles. After he was done 

with his education there, he moved back to Sweden to work as a professional magician.  

 

Magician X has had shows set up at several locations around the world and he has also 

done TV appearances in Europe, America and Asia with more than 200 million 

viewers. He has participated at several championships of magic around the world and 

the magic shows that he is doing consists of living doves, fire, massive block of ice and 

snow and it can be described as a spectacular show with strong magical effects. 

 

Even though his carrier had a bright start he is currently mostly working as a live 

performer at business events. The Magician X is slowly getting tired of this imitated 

carrier and would now like to switch from business events to the public audience. The 

Magician X recognizes problems with entering this new market and would of that 

reason like to get recommendations about where to start and how to do it. The 

Magician X is currently not exclusively signed with any manager or production 

company, but since he has been in entertainment industry for a while he has some 

contacts and also has an agent in the U.S. The Magician X would like to enter the U.S. 

market for the public audience and states that his primary goal at the moment is to 

achieve fame and celebrity over there.  
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APPENDIX II Interview with the Magician 

Date: 2010-04-21 

Location: Stockholm 

Duration: 1h 15m 

 

Q: One thing I’ve been thinking about is your website, it is quite old, right? 

A: Actually there is a guy who I’m currently in contact with about a new site, which is 

being created right now. The website I have today is from 2003. It has been updated, 

but yes it is very old. The problem with that is also that I cannot update it myself, I 

have to hire a guy to do it. It's very complicated… 

 

Q: What are you going to do with the new site? I thought about the feeling I got 

when I looked through your website, I was thinking about you as a person, and it 

felt a bit messy… I know that it is not updated, but there is not much 

information about you, nor are there any links to Facebook, YouTube etc. So, I 

don’t know, is there any thought behind this? 

A: Now when my webpage will be rebuilt it will be a site that is more like a photo blog 

with images from all countries where I have performed will be posted, and then short 

texts, which are linked to Twitter, Facebook and so on. So it will reach out to 

everyone and then it will be updated every day, maybe not every day, but every week 

at least with new pictures and information about where we are and so on. 

 

Q: But do you have any ideas how you’re going to do it? 

A: Esthetically? Graphically? 

 

Q: No, I was thinking more on an emotional level. Me as a consumer, the 

audience, when I visit your website, what feelings do you want me to 

experience? 

A: Yes, I want in some way to create the feeling of “wow, this is an awesome magician, 

who is the 2000's.” David Copperfield was in the 1980s, Joe Labero 1980-1990, and I 

am here now in 2010, a magician who does magic in a whole new way, that you have 

never seen before.  
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Q: So it's not the traditional feeling of magic then? 

A: No, this time it’s like a transition from the old to the new, but clearly it's a pretty 

big decision to build a new show and there will certainly be a brand new site created 

just for that show, when that time comes. So it becomes…it becomes easier once you 

get started I guess, then you know what to do. But when you're trying to get into a 

new niche it is not easy.  

 

Q: So you will have a completely new approach now? 

A: Yes, I will have to find a completely new form. 

 

Q Who is going to do this for you? Now that you should come up with a brand 

new concept and image, is it you who is doing this or is it someone else who 

does this for you? 

A: It is not me who is doing this. This is done by a girl from an advertising agency. 

 

Q: How do you want the audience to look at you, what do you want to be 

associated with? What image and identity? If you could choose three words to 

describe yourself what would those be? 

A: Three words to describe myself… Well then I would say hmm, like… Magician, 

and then I would like to obtain an international fame based on what I do… and 

perhaps mysterious. 

 

Q: Which sounds better to you: illusionist or magician?  

A: I usually say magician, it is somehow more real to me. Illusionists are really just 

fakes and a wizard is a bit more for young children.  

 

Q: So magicians it is?  

A: Magician is what I usually use, but illusionist also works… 

 

Q: When you do a show, in addition to the magic that you’re doing in your 

performance, how do you want the audience to feel when they watch you? 

A: I'd probably like them to…That they get something unexpected out of it, that one 

sees something unexpected, that they’re thinking “now we see a magician, I’ve heard 

that he should be good like this, I’m a bit curious, but wait who is he? I want to know 
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more but there is not so much information…”  I want to create some mystery around 

the character and that you’re not like… someone who just sits on TV and blah blah 

blah blah blah…But like, “Where is he now? He is in China and will perform in Asia, 

and he will perhaps one day come to Stockholm, one day… and put up a show here…” 

So, they have to look it up and search for it a little bit. 

 

When people arrive at the show, I'd like them to react like, that certain something like  

“Wow, oh my God” that they are moved to another world, as if they were small 

children again, and just love the magic. Also there is a deeper message. My goal is to 

make impossible things possible and also to motivate people to believe in their 

potential. Just as I think all the magicians back in the old days, they were very 

important for the development and the ones from the 1800s and 1900s where often 

linked with the technology of tomorrow. Like for example when the light bulb were 

used for the first time, they could make a magical appearance and just lit the light bulb 

and the people just thought it was real, real magic. So it was that you somehow could 

not tell the difference between what was magic and what was reality. It is something 

like that feeling, that I would like to restore today. 

 

Q: Now when you go to China, where are you going to perform, is it some kind 

of contest or what? 

A: Now when I go to China it's a big arena there, which is located outside Beijing and 

it is a small city in China but it has 3.5 million inhabitants. It’s a huge arena, a fantastic 

scene, I've never been there before but I've seen pictures, and heard others talk about 

it. There are a lot of people in this city, so they sell tickets to them to this show. 10 

days, 10 performances from 7 to 10 for me. 

 

Q: How come you are going there? Do you have to apply for this somewhere or 

do you have to be selected? 

A: It is my agent in Los Angeles who has booked it, and then they called me to ask if I 

wanted to work there and what it would cost to get all my stuff down there and so 

on…  

 

 

 

 



Appendix II  Interview with the Magician 

 

 85

Q: Do you have an agent here in Sweden too? 

A: I'm working with various agents, I have been signed up to a production company 

before, but somehow it is quite a small country, Sweden, and it feels as if I will do so 

again, I will be breathless… 

 

Q: You have performed in many different countries across Europe, USA, Asia 

and so on. Do you think people think about magic differently in different 

countries? 

A: Absolutely, in fact it's very different. I think that in Asia for example they see magic 

as something a bit more spiritual. In Africa it’s also a bit more like “Ooo... he's 

magical”. When you come to the Caribbean, to Haiti, or places like that, people can 

really be so active there, they will form a circle around you and they really show their 

appreciation to it. Then in the Western world people are a bit more bombarded with 

all the technology, communications and the Internet, television and even science in 

some other way, which makes people a bit more skeptical. In Hollywood, Los Angeles, 

they are very open, they love magic. I was sitting here and watching a video on 

YouTube with one thing that I was doing in Los Angeles. You know I get on stage 

and I blow up a large bubble, just a big bubble, and people go like “ Wow!”. They love 

it and it doesn’t have to be a big deal. In some way I think that is something special. 

 

Q: Is it fun to perform there, where people appreciate magic more? 

A: Yes, when they really appreciate it, it’s a lot of fun. 

 

Q: In Europe, where you say that the audience is more skeptical about this, 

wouldn’t it be great to shock the audience there and convince them that this 

might be for real anyway? 

A: Yes, absolutely! I don’t just enjoy performing in countries where the people love 

magic; I find it fun to perform in Europe also, because like in Sweden it is a quite 

difficult audience. Los Angeles is much easier to perform in, because you can do a lot 

more easier stuff there. People here in Sweden and in Europe, like in France, are very 

critical. But I think that Europe, absolutely, it is really fun to perform here and will 

continue to do so. 
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Q: How did it happen that you performed at that big theatre in Stockholm? 

A: I did that together with a producer who chose to do put up the show. First we did it 

on the island of Gotland in a circus tent there, 30 performances, so we set up the show, 

you rehearse…There are two different worlds of a magician. I mostly work as an event 

entertainer who works at company parties, corporate events, all types of bars, dinners, 

a lot of times in Stockholm, and also in Gothenburg and Malmö, and also abroad. 

Every night there’s probably about 50 major events all over Stockholm, it can be 

companies like Ericsson or smaller firms… Anything from 100 people to 800-900 

people, and all these events need artists, some kind of performances and if they have 

international guests, they want something visual, then it works with magic that will fit 

into any culture. 

 

I do that a lot, but it's a very separate world, the event industry is a certain business 

and you get paid quite a lot of money. So that's where I earn my money right now. But 

my goal is to build myself a brand, to so through working at these corporate events. 

To work there it doesn’t matter if you’re famous, because people will go there anyway. 

Are you for example a really famous magician you will get even more money for 

performing at the corporate events. They can probably get 250.000-300.000 for 

performing a whole evening at a big corporate event. So it is really good to be known 

also in that world, but you can also work with this without being an established artist.  

 

But my goal is to work with myself as the attraction, to fill the theaters myself, and for 

that I need to be well-known, I need to have a name, that people know who I am, and 

know about my show, have seen me perform live or on TV. I want the people to want 

to come and pay money to see me and my show. 

 

Q: You say you want to build a brand. Do you have show ideas that are linked to 

the kind of brand you want to stand for?  

A: Yes, absolutely. When they think of me I want them to think of a person who is 

Swedish, who is a magician, and that they’ve seen me on television and what he does is 

just amazing, you do not know what he's doing, it's incredible, it's something 

completely new and he is different. But yes a bit as I said before, he's travelling around 

the world, and then also he’s back in Sweden, setting up his show here. 
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Q: Do you mean like “a small country like Sweden”? 

A: Yes, exactly, small Sweden… It is really the art of branding; making the illusion 

that one is better than what they really are…But then some examples, where they 

work with themselves as a brand. There's a certain genre of artists who do so, like Joe 

Labero1 for example, and a lot of music artists. Also Johan Glans2 is a huge brand and 

the Swedish people love him, and he fills large theaters just because of his name. And it 

is unique to do so, because there are people who are very famous but do not attract the 

attention of people to come see the show. Then people think, yes he is good, he is okay 

but not more than that. Kind of like David Batra3, he is well-known, he's really famous 

and everyone knows who he is but even if the audience think he is good perhaps it is 

not enough to fill an entire theater all by himself. Maybe that is why it’s him and four 

others who are doing a show together now. 

 

Q: What makes you better than your competitors? 

A: It is very difficult for me to say, but if I compare myself with some other famous 

magicians, who are quite famous, some has a huge brand that they have built up over 

many years. It takes a very long time to build a well-known brand… But I differ from 

some of these other magicians, as I see it, because I am technically a better magician. 

Some magicians might be good marketers, but not very good magicians. Some is more 

like a business and not so good at the technical stuff, like I am… But they are of course 

good at putting together very good shows and they also have the budget to purchase 

new tricks and hire directors, choreographers and so on, so they can make a stage 

show that is really good. I might stand for something that is more honest, artfully 

seen. I see myself as an artist, and in some way I’m someone who works with 

something like poetry, dreams and the illustrative, theater and acting, and that's where 

I see my strength. But maybe not all of the audience, maybe in Sweden, they might not 

appreciate that.  

 

Q: Now when you think that you are better at these things, do you think that if 

only you had a good marketer, then you would be very famous too? 

A: I think I need people who dare to work with me, when it comes to financing and to 

believing in me and what I do. 

                                                 
1 A very well-known Swedish magician 
2 A Swedish stand-up comedian 
3 A Swedish stand-up comedian 
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Q: Is it sponsors or an agent you're looking for then? 

A: If I put it this way, corporate events are something I will continue doing, but there 

are agents who will book these for me. But in the future I want to do all those other 

things. The other things, like non corporate events. It is of course a very great part, if 

you look at the industry today; there are of course a lot of concert- and show 

organizers, such as Live Nation, which works with great music artists.  

 

But there is a gate to build a brand. There is like MTV for the music artists, which is 

perfect for them to show themselves off to the public. For the magicians, it's a bit 

harder, because you are not something that the organizers and producers are used to 

working with. The magician is a little bit different, it is a bit special. There is a certain 

type of audience; it is a very wide audience. If you work with music you might work 

with a particular genre. It can be rock or it can be pop, and so on… A magician is 

everything at once, and the audience is very wide. In this world, there are those who 

produce concerts, musicals and there are companies that are very good at this, and 

there are artists who produce their own performances, and there are those who have 

worked a lot with the magicians. And to be able to make a big impression, a lot is 

demanded of you… For them to say “we are investing in this magician, let’s make a 

big show with him”, then I need to be a strong and successful brand in order for them 

to dare to take that risk. 

 

Tomorrow I actually have a meeting with someone (an organizer and a sponsor) who 

might want to do a show with me in 2011, where we will do a show in all their 

theaters throughout Sweden. This stands for a very deep artistic touch and I think it 

suits me very well. This organizer and sponsor have a lot of credibility. The magic 

really is not that popular in the art world and the cultural context. So there I will have 

a great opportunity, and they want to do a tour, it is perhaps a few million that may go 

to this show. You do not earn that much money on this though, there is no capitalistic 

value, but an artistic value and you may develop the show with their directors, 

choreographers, stage builders, who are full-time employees who are there to make the 

best show possible. 
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Q: Is that where you hope to develop your brand and make it strong? Or do you 

wish to use other media channels such as Facebook, YouTube, and television? 

A: I have a dialogue with a company who has two theaters in Stockholm, and I've 

talked about doing more of a show to make money, which we’ll perhaps will do in the 

fall of 2011, if I'm lucky… 

 

Q: You can do a tour that is really good, the audience really like it, but still if 

there is no consistent feeling that you want to create, is a tour really a good way 

then to build a brand? 

A: I have also thought about that… I think that this organizer I might work with, they 

won’t spend half a million to invest in marketing, for that is what really the thing is 

when you do a show. When we did a show before we had 70.000 for marketing, which 

is very little and we only had a few small ads in the newspaper. And because they were 

so small they disappeared because of everything else, all the other ads in that paper. So 

marketing is different depending on what kind of shows you do, but we're working 

with PR agents, who work with TV-channels, newspapers and for a certain show, you 

have a specific budget that we spend on PR and then you get a few articles and so on.  

 

It is the combination, to make a big show, with large production companies that can 

hold 70 performances in Stockholm, Sweden and also to do a tour, and also take it to 

Oslo, Helsinki, and hope to take it further abroad. They put 3-4 million to make a big 

show. Then maybe you start in Stockholm and add an additional 500.000 in marketing, 

and it has 100.000 to hire a PR agency that works very hard on public relations and 

then you make a campaign, which promotes the brand a lot and that is what I wait for 

now. I am currently not signed to any certain agency or anything, so I'm not exclusive 

with anyone. I wait for some agent like that, who wants to work with me like this, but 

it is a bit of an uncertain thing to do. 

 

Q: What can you do to create an interest? You can run a campaign, put posters 

in the city, and update the website and so on. This could lead to attention from 

the audience, but there must be something happening, like a tour or something, 

otherwise the audience might lose interest pretty quickly, right? Do you work 

with external marketing, besides the marketing of a certain tour, to make it a 

more constant process? 
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A: I worked with a PR agency to whom I paid like 50.000 for 8 months, then we made 

a public relations plan, where we did like six press releases, I was the guest of a lot of 

TV programs in Sweden and all sorts of those things. Now I have a certain PR agency 

that I started working with last week, and now I'll go to China. I need to do some PR 

and China is a good thing to build it on, and it is a PR girl that I've worked with 

before, she’s really good. I paid like 7.500 for a press release, and it was sent out and I 

got a nice interview which I did with a well-known Swedish newspaper.  

 

Q: I just thought about something, I think that you should have a reality show! I 

mean they make reality shows about everything these days, why not one with a 

Swedish magician??  

A: It's really funny, because TV is a very important channel, I am completely open to 

do a TV show. 

 

Q: Should the TV-show be inspired by the image that you want to show people 

then? 

A: Right now, the television probably could be a good idea for me to do; it would be a 

giant boost for me. But it is not necessarily the ultimate thing for me to do, because I 

do not want to expose myself too much. If the audience get to know me on a more 

friendly level it can be really good, but at the same time they might feel like “no, now 

we move on, we have seen him now” and then no one will buy tickets to my shows. To 

make it work you have to keep some sort of a facade, you have to in some way create a 

certain mystique. You have to be smart when doing this. It’s like this with a lot of 

artists, some almost never does interviews, which make the audience more interested 

and then they buy tickets to the show instead. But if I would make a TV-program I 

would try and keep a lot of mystery and not talk that much. 

 

Q: But do you have someone today that is responsible for all this about the 

possibility of a TV-show and so on?  

A: My greatest concern today is that I would like to do very many things, but I am on 

my own, I keep fighting, I’m is trying to find people who dare to do this and dare to be 

a part of my business, but right now I work alone. I’m trying to do four program ideas, 

I feel a bit scattered… I feel, we are here and there, it's a bit confusing. I think I would 

have to find the right people who dare to do a show with me, because that’s where the 
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money eventually will come from. Everything is stuck together, but there are very 

many different pieces. As long as I can build my brand really strong, which I think 

must be done through a continuous channel and process. But in such a continuous 

work, if we succeed in this entire process then people will buy the tickets to the show 

and then you can start touring, and if everything goes well you can then start selling 

associated products connected to the brand itself. 

 

In general, I think I'm bad at just doing it. I've been working with production 

companies before, and a while ago, I had a meeting where I presented a new show, a 

new kind of magic. I came up with a budget of 5 million, and they liked it, but thought 

that they had a bit too much else going on at the moment, and it was right in the 

middle of the recession. Same thing with another production company I met with, they 

didn’t really have the time at that moment, and I think it has to do with that they are 

not really used to working with magicians, they cannot market it very well, they work 

with music artists and a certain type of genre. 

 

Q: Do you have a specific target audience? 

A: I think the target audience for magic is so incredibly wide, it can be children, 

adolescents, middle-aged, older, retired people… Magic is something that everyone 

can enjoy and be entertained by when they enter the world of magic. 
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APPENDIX III Interview with the Manager 

Date: 2010-05-03 

Location: Växjö 

Duration: 1h 11m 

 

Q: How would you define success? 

 A: To just do it. Get up at 6 o'clock and deliver until 10 or 11 in the evening. If you 

can manage that it will be pretty good in the end. 

 

Q: But as an artist, is it about being recognized, having a strong brand or..? 

A: The most important thing is to have the energy to do it. That is what success is; to 

do it every day. But there are lots of talented people who cannot even bother to come 

to the meetings. There are a lot of talented and educated people, but they have 

partners and families, and therefore perhaps they don’t want to work longer than until 

6pm. In for example professional ice-hockey or football, this is never an issue, and then 

you are living like in a prison 47-48 weeks a year. Then the boyfriend or girlfriend 

have to accept that lifestyle, there is nothing to talk about. So success is, getting up at 

6 o'clock be at work 7, working until 10-11pm. It's that easy, but it is still very 

difficult… 

 

Q: So, not everyone can do it? 

A: No. You have to feel good inside too. You must be calm and cool in the soul, and 

there are many guys and girls who are not there, both young and old. You have to be 

calm and cool, love yourself and love life. I work with a girl who is 33, we had a 

conflict on Monday, and she still lets it make her feel bad. She is 33 years old, and she 

lets this take the energy from what she should really do. 

 

Q: How important is it to be recognized by the audience? 

A: It is very important, the most important thing I would say. Everything is based on 

TV today, if you have a lot of time on TV today. This also has to do with the type of 

artist you are. Robert Wells4 for example wouldn’t be famous at all if it weren’t for the 

TV-show Så ska det låta. Robert Wells was wise enough and worked together with a 

                                                 
4 A Swedish composer, pianist and singer 
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PR guy when the program started 10 years ago and a lot of people actually thought it 

was Wells’ own TV program. In this TV-program he had a platform to build on and 

become famous. 

 

Q: So you would say that TV is the major communication channel?  

A: Yes, but you also need the energy to do it. 

 

Q: If you are ambitious, get up at six in the morning, are available, are on TV 

and so on, but have no talent, can you still be successful? 

A: Yes, you just have to manage to do it every day. There is no education in the world 

that can do this for you. Did you see Lady Gaga yesterday on TV? She is the most 

famous artist in the world on the Internet right now. Her music is huge, and this is 

mainly because of the digital world. I know what is important not because I have been 

to school, but because I find it out myself. 

 

Q: Internet is important and TV is important, what other channels are 

important? 

A: We must think strategically. You must know the industry, the genres. You have to 

keep track of the things that make it possible to sell tickets. It is very difficult today as 

an artist to sell tickets by themselves. It is very common that they are a part of a 

bigger production instead, with other artists as well. Then maybe you have about 

eight artists, who create a brand, and then they can simply be replaced year after year 

but the brand remains. There's a link between the sale of a ticket and being seen online 

on the Internet. If you’re in the music industry you have to look into the artists, what 

is their tour schedule like? You may find that they do not have a tour plan and then it 

means they do not sell any tickets. It is basic in this business, first the record and then 

comes the ticket sales. 

 

Q: Creating a brand, to promote the artist… What is the difference in their 

marketing communication before, during and after the tour? 

A: If you are a big enough artist, you can tour all year. Normally you can do 50-80 

gigs in the spring, 50-80 gigs in the fall and in the summer you can probably do 10 to 

30. It depends what genre you are in. Three months before the tour you have to book 

the venues and make up a tour plan. The tickets are released like a couple of months 
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before the tour starts. When you release your tickets there should be a big press 

meeting, and when doing a tour around Sweden you should end up in 100-150 

newspapers on the web. And during the tour there is a variety of activities such as PR, 

marketing, and the digital world. And mostly this is done at the end of each month 

when the customers get their salary. And then things can happen that makes you do 

other things, such as the volcano ash just recently, which resulted in that some people 

could not fly. When we were in Paris then we could use the volcano ash as a PR thing. 

You have to see different things and understand why some for example are a part of 

various TV-programs.  

 

Q: Don’t you try to keep the audience's attention after the tour? 

A: Everything is based on selling tickets. When we have a show in a small city you 

control it locally. An article that is printed in the newspaper the same day, we can not 

control that. Out of 27 it might be 22-23 which are self-sustaining. And then maybe 

you get on the cover of a small local newspaper, but not on the big ones in the big 

cities. When you release the tickets you are running local public relations activities 

and local marketing, and we did it in 27 cities. In 27 cities, there is a local newspaper, 

and nearby cities, with its three newspapers. Then we will work together with 90 

magazines in total. Someone simply has to call the newspapers, and do both public 

relations and marketing. A number of tickets can also for example be handed out to 

different competitions for the audience to compete for a ticket to the show. 

 

But then there is no nationwide marketing, just the local. When you’re doing a show 

in a small town, it’s based to 90% on local communications. And then in this small 

town, it is the people who live there who are coming to the show. 

 

Q: Who is doing the marketing? 

A: I am the manager and organizer and it is based on the contractors. It is based on the 

energy you have, you must have a network, and someone must take the time and call 

100 newspapers. Because if we don’t call 100 newspapers, there will be no 

advertising…  
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Q: How does it work when you get an article published? 

A: It is all about having a network; you need to know the right people. You can also 

call someone without knowing them, but it is not that easy to get what you want then. 

If you've worked in PR for 20 years you know the important journalists, it will not 

happen otherwise.  

 

Q: Who is responsible for the marketing? 

A: Usually it is a co-production, the people working with it have different skills, they 

have different networks, and it is based on different networks in the larger cities. You 

have contacts in the hotel business; you have local contacts and so on. There is not one 

person who has all the knowledge; it is a network of different contacts. 

 

Q: How well-known do you have to be in Sweden before you try to reach 

international success? 

A: It is much easier today because of the digital world. But it’s complicated, it is based 

on people. Even if you have a big bag of money, it still might not work. It is very 

complicated to reach international success. It is not easy to move people and networks 

abroad. It is all about the people. Someone has to go abroad, you need to find talented 

people there and create a good network and work together with them. You have to 

control them to make sure they do their job. 

 

Q: But if you yourself, as an artist, are willing to go abroad, it should work? 

A: Everything is based on that you should be able to sell tickets there, doing PR and 

sales. 

 

Q: Where will the money come from to do this? 

A: It is based on people that are willing to risk money. 

 

Q: Sponsors or organizers? 

A: Organizers. There are no sponsors, people talk a lot about the sponsors, but it 

almost never happens. When you look at the great artists, it's not many that have 

sponsors. It's just all talk. You have to have organizers who take the risk, who put 

money on the product. 
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Q: How do you get them to take the risk? 

A: It's really difficult. Those who will invest money, there are men and women who are 

“crazy” entrepreneurs, who likes to take risks. It's really difficult to find the organizers 

who are willing to risk money though… 

 

Q: So the artist is at the center, the organizers are important and not the 

sponsors? 

A: Yes you cannot manage without the artist of course and if you are going to a new 

country it is important that the artist want to do PR and some does not want to do 

that. Some are unable to be on TV for example. There are different ways of doing it 

and it is important that the artist wants to do it and likes to do it. It's exhausting, you 

have to travel and so on, and it is not everyone who can manage that. If you as an 

artist don’t have that energy, you cannot do it.  

  

Q: What does the market structure look like? 

A: The organizers has to put together the marketing, the artist cannot do this, they 

know nothing about management, and then public relations and maybe also sponsors 

need to be put together. Management must handle this; it’s not going to happen by 

itself. If you’re going abroad it’s based on the contractors there, to move across 

borders, to see the possibilities. It's a very special environment to work in. If we go to 

England, then our management has to create a plan there, we have to have a plan, and 

then we must follow it. 

 

Q: How do you measure the impact of the plan? 

A: Then there is digital media you can use to measure. There are lots of useful tools 

online such as Infopaq and Goggle Analytics. I use these because I’m interested in it, 

most do not do this, they just complain about poor sales, they do not know what 

Google Analytics is, they do not know what Infopaq is, and they have no clue about 

it… This is the basic in business today; it's like a cash register. Just as in a grocery 

store, you must check the cash register every day. If it’s a large organization they build 

their own instruments for measurement, I have to find my own way to do it. 
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Q: How important is the artist's website? 

A: It’s the foundation for everything. You must have an eye on the big picture or there 

is no use to bother at all. 

 

Q: And the same goes for the social medias? 

A: It’s everything everything everything. You cannot work; you don’t even need to 

start the business otherwise. You must be able to link between traditional advertising 

and the new. Before it was all about active sales and traditional advertising, and now 

it’s about actively selling, traditional advertising and website marketing. You have to 

know about all these and be able to measure stuff, otherwise it will not work. 

 

Q: About existing brand management, do you work in that way that all messages 

that is sent out is consistent with the image that you want to convey? 

A: Yes, you have to think in a certain way. There was a feature on a TV program the 

other day, about Lady Gaga5 and that her PR is greater than her music. I knew about 

this, did you know that Lady Gaga was this big online? 

 

Q: We knew she was famous, but how she got there, we have not analyzed… So 

it is important for the artist to work with a great team and also to be involved 

himself? 

A: Yes, but Lady Gaga would never be here if she had not understood how to do it, 

and she has some talented people that help her. 

 

Q: How important is the money? 

A: If we look at the automobile industry, how many talented people haven’t there been 

in the automobile industry? A lot of talented people! And right now the car industry 

goes to hell, and there is a lot of money involved, but it still does not work… The 

same with the aviation industry… But they have not changed the business model. If 

we worked with retail and we made bread or candy or something and if we made a lot 

of things that no one wanted to buy, what would happen then? Then it does not work! 

But the automobile industry, the car manufacturer… Even if nobody wants to buy the 

cars they still do it. So it is not about the money, it's the people and now when we have 

easy access to the Internet too it’s easier. 

                                                 
5 An American music artist 
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Q: Is it important to have a strong brand? 

A: Yes, really important. You have to have something specific, the content you create 

on stage, that must generate record sales and ticket sales, and then you have to be in 

the genre where your audience is and that they enjoy. You cannot have a show for 

adults if you’re trying to reach teenagers for example. 

 

Q: How common is it that an artist chooses the wrong target group? 

A: Do you know what MMS is? It is a measurement of what’s on the Scandinavian 

television, how many people watch all the different programs. Why do you think I 

check it every week? Because I have to be updated. Then you can select different 

programs, and then you have a PR guy or girl who can help you out. I use the MMS 

because it’s all about strategy. There I can get information about the programs that 

are popular at the moment. This kind of measurement did not exist before. Now I first 

have to do the analysis in the digital world, with media, radio, television, print etc. 

There are lots of free tools to do this. Then you have the artist and its target audience, 

and then you put the artist in the various channels. 

 

Q: How is the target group decided? Who does that? 

A: The artist has already done that in a way, because he likes some music or a 

particular genre. It depends on the artist; if you have been established for many years 

and have an older audience it’s easier to sell tickets for 500 than it is if you’re target 

audience is 15 years olds. So here there's history, you must have been active as an 

artist for many years to have created a relationship with your audience. If you look at 

the Rolling Stones for example, their audience is probably between 15-70 years. They 

have created a relationship with their audience, they are great artists, and you can’t 

create that with just one hit song. 

 

Q: When it comes to the artist's audience, isn’t it important to constantly try to 

gain a wider or a new audience?  

A: It’s difficult. You have to know what the artist like. Each artist decides his or her 

own genre. Some are good at musicals; some are good at opera, some sing high and 

some sing low. You cannot change the artist. 
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Q: But you can change the communication?  

A: You can change the communication, but some people will still not buy tickets to 

certain artists, it doesn’t matter if the communication is changed. If it’s about a 

physical product it might be easier, but with a living human being is very complicated. 

If you like a certain genre of music you’re not interested in the others. 

 

Q: But if you’re an artist, shouldn’t you do things even if you might not be 

interested in doing it just because of your personal opinion? 

A: You cannot change a person, that’s just the way it is. An artist I work with for 

example is not interested in learning German, he does not want to do it, and then you 

cannot do it. He should go to Germany since there’s like 90 million people there, but 

it's very difficult. But if you should launch a product in Germany instead it is much 

simpler than an artist who does not want to change themselves. Some artists are 

willing to learn German, and if you're a live performer in the entertainment industry 

you have to speak the local language. When Copperfield does his shows in Germany 

he uses a dole matcher. It’s the same with France, you have to speak local languages. 
It’s all about artist’s personality, their particular genre, which in turn will create an 

audience that will last a long time. 

 

Q: What else do you have to take into account when working abroad? 

A: You have to do research online, what it looks like in that country, what it looks on 

the net, who the competitors are, which shows are running at the moment and so on. 

 

Q: What role do the competitors have for the live performers? 

A: It is really important, I think about what the competitors do and then I want to do 

it better.  

 

Q: How much marketing, nationwide, is done after a tour is over? 

A: You do national marketing after you have decided what the next thing nationwide 

will be. But there’s not that much going on in between. You plan the next things that 

are going to happen, and we can be in Finland or anywhere else. And then it is the 

same pattern. You must have something to talk about, you have to keep appearing on 

TV-shows, but there is always a purpose. Anyone who does stand-up does his or her 

thing even if they do not appear on TV. It depends what genre you are in. 
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Q: How do you work with the artist's image?  

A: It’s built on what the artist likes. The singer Robyn6 for example, she’s into clothes 

and changes her look like once a week. That’s the way she is and that’s her image. 

 

Q: What is important to highlight about the artist?  

A: You have to do everything based on the artist’s personality. For example you 

cannot get an artist to go into a limo if he hates it, or donate money to charity 

organizations. It’s all about the artist's personality, which is the foundation. 

 

Q: How can you check if the artist’s identity is the same as the consumers’ 

interpretation? 

A: We never measure that. The Ark7 for example, they have smart people behind 

them, they are seen everywhere. They have no tour of their own; instead they go to 

festivals, which mean that they do not sell tickets themselves. They still have no loyal 

audience that they can sell to and they have no organizer who dares to risk money on 

them. Then you have to do your show together with other artists, like they do. To be 

able to move on and sell tickets to shows of their own is a huge step and difficult to do. 

If you have a genre you have to find people who are willing to spend 400-500 on a 

ticket to come and see your show. There are not many artists who can do their own 

tour nowadays. Charlotte Perrelli8 cannot make her own tour for example. Instead she 

tours along with other artists and then the audience is willing to pay the money to 

come see the show. 15 years ago, there were solo artists who sold tickets to their own 

shows, but today most of them don’t do that. It is more complicated today. This 

summer Roxette9 will do a concert in a small town in Småland in Sweden. The reason 

for doing this is because they want to try it there first since they nowadays don’t have 

a loyal audience anymore who’s going to buy the tickets. If someone had told you this 

like three or four years ago you wouldn’t have believed it. 

 

It is difficult and complicated… It’s about the artist's personality, their particular 

genre, which in turn should create an audience that lasts for 30 years. It is 

complicated… It is much easier to work with a product, where people just keep on 

                                                 
6 A Swedish singer 
7 A Swedish glam-rock band 
8 A Swedish singer 
9 A Swedish pop music duo who enjoyed worldwide success from the late 1980s until the mid-1990s 
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buying the same product year after year. The TV-show Idol, who has had five or six 

winners so far, out of these, which are still famous artists? None of them sell any 

tickets. There is so much stuff that needs to work for them; even if you get a lot of 

time on TV, like they do after winning Idol. It’s the same with the Eurovision Song 

Contest, and the winner there. Not many manage to keep it up and stay famous after 

winning. This is because there are so many other pieces that are important as well. To 

launch a product abroad is difficult, but to launch an artist abroad is even more 

difficult…But now, with the help of Internet you can do tests before and test the 

possibilities. Something you couldn’t do before, so that’s pretty cool. 
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Q: What do you think being successful means? And how would you define 

success?  

A: If it’s connected to a person in the entertainment industry, the success depends on 

what kind of goals you put up when you decide to do something. Then you have goals 

and if you reach these goals then you can be considered to be successful. The goals can 

be to become famous, to be mentioned in media, to be seen on TV, be recognized by 

the public audience etc. If people look at you when you’re walking in the city, it can 

also be a goal for some people. Another goal can be to be able to make a living on 

something that you like to do, to make a lot of money. That is the definition of success, 

to be able to make a living out of something you like to do, to create an income, to be 

that good at something that it creates money for you and even that you can save 

money on what you do. That is my definition of success. 

 

Q: How important is commercial success for an artist? 

A: It’s everything. Everything about show business is about money. There is nothing 

but money. Everything is controlled by money. Those who engage in show business, if 

you don’t understand it when you start you will pretty quickly discover what it’s all 

about. The whole entertainment industry is measured in how much money you earn. 

The more money you earn, the more successful you are. It's that simple. The 

measurement of how successful you are is all about how much money you earn. 

 

Q: What do you think the difference is between advertising and market 

communication? 

A: I can put it like this, 10 years ago you didn’t use the term communication, it was 

created around the year 2000, when there was a changed vision regarding advertising. 

Being an advertising agency until the year 2000 was what it was, then it transferred 

into communications agencies instead and a lot had to do with the Internet which 

played a major role in this transition. All of a sudden new ways to spread information 
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were found, as well as new ways to build image, create recognition, build brands etc. 

Because of the Internet and the communications that took place it was no longer hip to 

be called an advertising agency, which was something that belonged to the past. So 

now it’s communications agencies instead. Instead of advertising it’s about 

communication. There is no real difference though. Marketing, advertising and 

communications is much the same thing, it is a way to communicate a brand, distribute 

information about the brand, and it’s just another expression really. They call 

themselves communications agencies because there are so many new channels to 

spread information through today. The new social media is a giant machine where no 

one today really knows what it happening. What happens through social media is so 

crazy and it is so difficult to figure out the impact of what you can do there, what you 

can achieve can create enormous synergies if you manage the social media correctly. 

Before the year 2000 there were not that type of communication channels, again it’s 

about communication on the Internet, the speed of the Internet that makes it possible 

for you to view the movies and so on. To be able to communicate a message using the 

Internet is revolutionary. 

 

Q: We have social media, internet, websites, television, newspapers... 

A: Newspapers consists of a forum to spread messages that are purchased in the form 

of advertisements and you have journalists who write editorial articles through public 

relations. PR gets even more information out there than you get with purchased ads. 

There is a big difference, but both are of course a way to communicate. In one case, the 

thing that you advertise has great value in itself, while an editorial text may have an 

even greater value. It depends on how the reader of the text values it. For example, an 

article about a scandal is something people read because people like to read about 

accidents, scandals…But the things written can also be negative which results in that 

it harms the brand, therefore it’s important to find a balance. But when it comes to an 

ad, then you go to a newspaper that you know is dominating a certain region or a 

certain target group who reads the paper. And then you know that the paper has 

subscribers and it’s important to keep the subscribers or find things that will make 

more people subscribe to the paper. Then it’s about creating an added value for the 

subscribers, and then this could be that as a member you’ll receive a card which will 

give you benefits. And it also gives me as a manager to an artist the opportunity to 

cooperate with the newspaper. I can work with the PR people and plant information 
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about the artist and they can write articles and then the marketing department can 

create an added value with the help of ads. I as a manager can give a number of tickets 

to the newspaper and in return we want ads. The tickets we give them they can either 

make their readers compete about or they can offer their member members to buy 

these tickets to a cheaper price. That’s when their creating an added value with the 

member card their subscribers has. And then suddenly one has made up a set-up in 

their marketing department where you have ads in the newspaper that tells where you 

are, when you are there and what it is about. While working with PR, planting stories 

to be written into articles, the combination of these is the success factor based on how 

you manage your communications. 

 

Q: To what extent can you as the manager or the artist affect PR?  

A: There are no limitations when it comes to that. You can create situations about the 

artist, where you'll find events taking place and where you put the artist in the center 

and then you tell the journalists and they can judge for themselves based on their 

interests, and if it’s perceived as news they will write about it. Just your imagination 

can stop you in doing this. .  

 

Q: But publicity could also damage the artist? To what extent can you influence 

such journalism?  

A: Actually, if you as an artist is careful and don’t do bad things, crosses the line, then 

the risk is quite small or rather non-existent that something negative will be written 

about you. However, if you are an artist who likes do crazy things, live on the edge, 

and if someone sees this and even worse if a photographer takes a picture of then it’s 

really bad. You can damage your brand very easily at any time if you behave badly or 

do something that people consider to be disruptive. It’s like with George Michael10…I 

think it was in a park in Los Angeles, where many homosexuals hang out and there by 

the toilets George Michael began flirting with someone who turned out to be a civilian 

police. I'm not sure how serious this turned out to be, but of course you could read 

about this in papers all over the world and it became a huge scandal. It then actually 

harms his brand because many people have looked up to him and even though they 

knew he was gay it wasn’t something negative before this scandal. Now all of a sudden 

                                                 
10 A world famous English singer-songwriter 
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this happened and many people were offended. People who didn’t know him before 

then, they have now linked him with something bad and not having anything good.  

 

Q: Then maybe is important to have a loyal audience?  

A: It's about not creating negative headlines, the negative headlines destroy the 

reputation of the artist, and while it in some way may lead to that a lot of people know 

the artist because of reading about a scandal. However, just because all of a sudden, 

just overnight, several million people know the name of the artist, just because of that 

and associate it with something bad, and if he then a month later he has a concert, it's 

not going to make  people buy tickets. The aim is to manage the PR in a professional 

way and it is the same for everyone who is involved in the person's career, based on 

how they earn money from it and if suddenly the artist through their behavior does 

something stupid everyone gets involved and will fear they might lose their income. 

Therefore, you are constantly thinking about it and you have to nurture it constantly.  

 

Q: But still, isn’t it better to be seen in some way than not to be seen at all?   

A: It's quite interesting. It is the old saying that any publicity is good because the day 

they do not write about you at all, then you are nobody. It’s true that it’s like that, but 

then again it’s all about the money. If someone only knows that an artist is good at 

something that does not mean that it favors the person's interests if that is to live and 

make money doing it. And no one around that person will make anything on the fact 

that the artist sinks lower and lower, more and more people are aware of the fact that 

the person has problems. It's not favoring anyone. Everyone knows it, but it is not the 

driving force of the artist's career, ending up in such a position, but the artist's 

situation led to that it had a name that meant that people started writing about it and 

once it went downhill they wrote about it because it was an artist who people know 

about. We will then enter a downward spiral which can only go downhill. And again it 

does not favor anybody. However, if people know about the artist because of 

something negative, it’s not a good thing, because it doesn’t lead to anything positive.  
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Q: Which of the communication channels available today is the most important 

one to use to be seen? Are any of these channels more important than the other?  

A: The interesting thing here is that the times we live in, and the development of 

social media this is a very relevant issue and right now you can not really know what’s 

going to happen. Had it been a few years ago the answer would have been much 

simpler, when television had the highest impact. Newspapers are so scattered, there 

are different types of newspapers. On television, you can be seen by the most different 

people. You do not have the same range as in newspapers; where some people only 

read the local newspaper, others read the daily paper or the evening newspaper. That’s 

why there are so many different channels when it comes to the print media, while on 

TV there are not as many. If you choose the right channel to appear in, like an 

entertainment program, if you are in that program, an artist who is in a program like 

that which have the most number of viewers of any program. The record companies 

want to get an artist in a context that many people are viewing. So television is 

outstanding, the strongest channel to appear in, in my opinion. Today, with the social 

media and the Internet you can in a very quick way reach out to millions of people 

through Facebook and Twitter with your information. You can create a domino effect 

of things, it was not possible before. These are the new channels which the effects of 

are not yet known. 

 

If you are a person who a lot of people like and you comment on an artist in a positive 

way then it might lead to that a lot of people want to go and watch the artist. You can 

plant this type of information to drive people to do certain things. It’s the same as 

planting information for journalists so they can write about it, now you can plant 

things in social media. But there is no one who can verify this. It's crazy, no one really 

knows how this will end. Right now the impact of social media is enormous.   

 

In social media it is about those who have many visitors. There is a golfer who now 

has over 3 million followers on Twitter, and what he says there and how he runs his 

communications is completely crazy, he is an opinion leader, he can move people to do 

anything based on what he thinks of it. So you have to write the right things to the 

right people if you want to affect people and make them do certain things. 
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Traditionally it was television that was the main media channel, but in these days, it's 

difficult to answer. I think that if it’s communicated in the right way television remains 

a very strong media, but with the right management the social medias can almost 

become even stronger.  

 

Q: How important is the target group when selecting a communication channel?  

A: It depends of course on how skillful management the artist has and what type of 

artist it is. It is important to constantly communicate to their target audience and then 

you have to be clear about who the target group is, so that you don’t communicate 

through the wrong channels. It is quite meaningless to use channels that don’t attract 

your target group. 

 

Q: An artist should have an established and loyal audience, but should artists 

constantly try to attract new and a wider audience?  

A: It depends of course on what type of artist it is. A guy like Ulf Lundell11 and his 

music for example,  his music sounds the same and there is a certain type of audience 

who like Ulf Lundell, and just as many people hate Ulf Lundell and think that his 

music is over-sentimental. He does not change his music to reach new audiences, he 

has found a concept with his music and he sticks to that. So those who like his music 

continues to go to his concerts, it's the same audience that goes to his concerts and 

then there is the new young people whose parents like Ulf Lundell, then comes the 

second generation who like his music just because their parents like him. He does not 

try to create new songs to win new audiences; he sticks to its audience. This is one 

type of artist.  

 

Then when it comes to the new artists of today who get one hit, they have a niche with 

their music as they stick to. Young artists and especially record companies decide what 

the right thing is. The record companies who signs an artist to their label is trying to 

understand what is right at the moment, what kind of market we have, the type of 

trend we have, how will you look like as an artist, how are the conditions for that 

particular artist. Record companies look at what they believe will sell, where we can be 

successful, the niche, what type of genre, we will push the artist to sell the most 

records in order to earn the most money. Then if you take entertainment linked to 

                                                 
11 A Swedish artist, writer, poet, songwriter and musician  
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magicians, the audience is very wide. So in the case of magicians and magic the target 

group is very wide, it’s something everyone can relate to. However, there has been a 

trend to make magic with a tougher image, a bit more like rock or blues, make it a bit 

more subjective and niche the magic towards hard rock. But in general, magic is so 

wide that you do not have any particular type of audience, they have all audiences. It’s 

quite the same to make a career out of a football player. Like Zlatan12, he's an artist, 

and it is not only hard rockers who like him, but everyone from retirees to small guys 

and everyone in between. So being a football player you get an incredibly wide 

audience. 

 

Q: Is it easier to reach out to a wider audience with a physical product, 

compared to an artist?  

A: It is much easier to reach a larger audience with a physical product; it depends on 

what kind of product. A sanitary napkin is a bit difficult to sell to men…But like sport 

shoes, there you have something you can reach a larger audience with in comparison 

with an artist. Zlatan has a brand that is on top, but only because he now didn’t play 

the last three matches and he’s not doing as many goals the media tries to highlight 

this, that he’s not wanted and that he’s not any good any more. Zlatan has a brand of 

sports shoes named Zlatan, he is an incredibly strong brand because he is so versatile. 

So no matter if something negative happens, whether he’ll stay in Barcelona or not, he 

still has a so strong brand which will last much longer. Musicians have a limited 

audience based on their genre. 

 

Q: What does the structure of the market look like for a live performer? 

A: It depends on the artist. 

 

Q: We can take a magician as an example.  

A: In the case of magic in Sweden there is no clear market structure. It is a non-

existent market. There are a few players because there are just a few artists. Like all 

artists, a magician needs to be surrounded with the right people and you need a 

manager as an advisor, it is the manager who makes it possible to be surrounded by 

the right people. The manager's job is to find the right people who they believe can 

                                                 
12 A Swedish football player 
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create opportunities. It’s also important to find the right kind of PR people, which in 

turn helps the artist to get the right publicity. 

 

Q: Who takes care of their market communication?  

A: It is a combination of the people who the manager and the artist are allied with. The 

goal for both of them is to be seen. Typically it’s the organizer who does the deals with 

the newspapers because the organizer has the network of contacts. Then you select an 

organizer because of its network and because you think that you in this way can reduce 

the costs. When you make a spreadsheet you look for: This organizer we should ally 

with, he is good at this and have good contacts. This means that he can make the deals 

to get a lot of ads, sell many tickets to as low cost as possible. So he will openly 

present his contacts. We cannot sell all the tickets to all the performances, and then we 

expect that if we sell 60% of all ticket and then we swap 40% with the newspapers. We 

will get ads for 40% and we sell 60%. And then it means that we choose an organizer 

who has good contacts, then it is the management who choose to ally with these 

people. It is usually the manager who has the right knowledge about this and he is the 

adviser of the artist. 

 

Q: Where will the money for the marketing communication come from?  

A: It depends… there are two ways to do it. One is that you decide to work together 

with an organizer. Somewhere the artist has to have an idea on what to do; news and 

ideas you have going on. So there is an idea of how you want to be seen, the artist 

usually has a pretty clear idea of how he wants to be seen. Organizers have a network 

that helps this to happen. The management also has a business relationship and an idea 

of how it can be done, but usually it's the artist and his feelings. Then you need to 

bring in a photographer, develop materials that can be used in the advertising, but this 

costs money. Then you decide together with the organizer on how to solve this, if you 

have contacts. It might be that the artist knows people who want to ally and work 

together with him, such as taking pictures for free in exchange to be considered to be 

working together with the artist. Then you have to make all your costs as low as 

possible. You go to the newspaper after you’ve designed the ads, with the help of an 

advertising agency, and then the newspapers don’t have to use their advertising 

department. The ads are already ready for the magazine in the right size that they can 

just put in the paper, a way to make them do as little as possible. 
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Who and how much you earn on making a tour, how the money flow will look like you 

decide before hand. Either the profit can be shared or you decide on some kind of 

compensation. There are different ways to make the deals.  

 

Q: When you work together with an organizer you should have low cost so the 

organizer will make as much money as possible, then if we have a tour, and the 

artist' has his own image that he wants to reach out to the audience will. Isn’t 

there a risk that the artist wants to be seen in one way and the organizer 

communicates the artist in another way? 

A: Generally not, because the organizer usually get materials sent by the artist to use 

in the marketing of the artist. Over the years I have received posters of artists, for 

example from Kent13 when I worked with them in 1997. Then their management sent 

as much material as possible to me which I could use; posters, ads and so on. I pay the 

money, because when I bought the artist, so for me for the posters and ads I took to 

the local newspaper. In general, it is to provide the artist organizer with materials so 

that the organizer can market the artist. If the organizer begins to make their own ads 

and use materials that do not correspond with the image of the artist, then it is often 

breaking the agreement that has been made when the organizer started to work with 

the artist. It is extremely rare to find someone who does this, uses their own strategies 

to promote the artist; instead you chose to follow what the artist want. 

 

Q: How important is it to create a brand?  

A: The brand is extremely important.  

 

Q: How to check if the brand and image of the artist is the same as what the 

customers perceive?  

A: In Sweden it is not done in such a professional way, most of the time it’s quite 

arbitrary. I have not heard that anyone has measured it in any way. It is possible that 

someone’s doing it. In the U.S. it’s done much more professionally and they measure a 

lot more things all the time, they know even before things are done roughly what will 

happen. In Sweden it is more arbitrary.  

 

                                                 
13 A Swedish rock band 
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Q: When it’s an international performer, if we start with the communication in 

Sweden, what does the market communication look like when you want to 

establish the artist abroad, to what extent to you adapt the communication? Do 

you do a detailed analysis of the new market?  

A: Yes, you do that. It depends on what I would like to state. Each market has its own 

conditions when it comes to an artist or a physical product, so that the record company 

which has offices in various parts of the world need to know the local market in the 

different countries. Then you ally with them to be able to have some control and make 

the right decisions about things. For example the things that work in Sweden might fit 

perfectly in Japan as well, but not in America. When it comes to established brands 

and artists, there's a network that can help you when it comes to how to deal with 

different markets. However, when it comes to the not yet established brands I'm not 

sure how it works.  

 

Q: Do you think it is easier for some artists, such as an American artist to be a 

world star than it is for a Swedish artist?  

A: It is difficult to say. Roxette for example, they are one of the groups that have had 

most success in the world out of all Swedish artists. It was an exchange student who 

was in Sweden, who heard one of their songs, bought it and went back to the U.S., 

where he was working on a radio station and started playing the song it there. More 

radio stations heard the song and started playing it, and it spread and that’s how it 

became a success. It’s all about doing the right thing at the right time and that the 

right people happen to be in the right place at the right time. It is these small 

coincidences that make the big difference. I think they got three or four, maybe five 

U.S. number one hits, and there’s not another Swedish band that has had so many 

number ones on the U.S. Billboard. And then this was just a coincidence. 

 

I think it has to do with timing based on the artist, what kind of music style it is, what 

kind of songs etc. In a way, I would say that because we in Sweden have some of the 

world's most talented producers and songwriters and that Sweden is regarded as a 

progressive country in the U.S., and that Sweden is seen as a country who has 

innovative and talented artists and people, perhaps it should be easier in a way to beat 

the U.S. by being a Swedish artist. However, since the market is so much bigger in the 

U.S., if you make it as an American artist in the U.S., the volume is a lot bigger for you 
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to sell to in your home country. Then maybe you don’t need to make it in the rest of 

the world, since the U.S. market might be big enough for you. 

 

Clearly, a lot of people in Europe are affected by what happens in the U.S. The 

glamour, which is about Hollywood and California, is big all over the world. In France 

you think that, in Germany as well, and all over the rest of Europe. If you ask about 

Hollywood, everyone knows what it is, and it’s all associated it with movies, celebrities 

and money. 

 

Q: How is the artist's target audience decided?  

A: It depends on the artist and the performance of the artist. If it’s a dance band 

orchestra, it’s a dance band orchestra. It is determined by itself. There is a certain 

audience that likes that kind of music, so that is how it’s decided. If it’s a hard rock 

guy, who forms a band, and you go to a record company they start to think about 

whether you believe that this particular group can make it. It is the artist who decides 

their own target audience. The artist's performance, there already is an indirect target 

group.  

 

Q: If a magician has a tour once a year or so. What is the difference in their 

market communication before, during and after the tour?  

A: After the tour you do nothing, you've done your tour and everything and you have 

been able to sell as much tickets as possible to your beliefs because that is what it is. 

Then of course you have to adapt your communication in order to penetrate the 

market and reach out to as many as possible depending on the locations where you are. 

Then if you try to keep the interest depends on what you have in the plan. If stop 

touring in May, then you have time off in June, July and August and then in 

September, when they put up a new show they have a plan for getting the information 

to start in the beginning of September. You have to put up a strategy for how and 

when it’s going to happen, work the market and decide when to release the tickets to 

the show. When the tour is over we'll have a press conference. We must find a way to 

get the papers to write about what is happening in September already during the 

summer. You have to have a strategy already in April, to be able to plan and know 

exactly what will happen where, when and how. It means putting up a strategy. 
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Interview 2 

Date: 2010-05-18 

Location: Växjö 

Duration: 25m 

 

Q: What differences are there in communication in different countries (besides 

the network and language)? 

A: One difference is in how to deal with embracing of the technology. Sweden, which 

has extensive infrastructure, we have been at the front of every country in the whole 

world to communicate via the Internet. France for example has been the European 

country that has been furthest from wanting to embrace the Internet as a channel for 

disseminating information and communication. East European countries’ 

infrastructure and economy is not that developed. This means that usage of 

technology looks different in different countries, and there is an obvious prerequisite 

for communicating. It may also be some resistance within the country to take on new 

type of technology. 

 

The social media comes on top of the Internet, where France is once again the country 

that has not wanted to accept the social media. The authority of France dislikes the 

social media because they believe that this is an uncontrolled communication, which in 

turn disrupt and destroy the French culture. In China this process is completely 

stopped. So communication behavior is different in different countries.  

 

Q: Will the target group be different depending on the country?  

A: It is not certain that it needs to be so. Some choose to take a shortcut and launch 

abroad right away because they know that the impact will be bigger there. I can not 

say whether the target group in Sweden will be the same as the target group that buys 

a CD in other country. Some artists choose a particular market because it is quicker 

path to success. But generally I do not think that the target group needs to be 

different. Teenagers in Europe and the teenagers in U.S. have quite similar values. 

However, there are markets where is easer to gain success. Culture is the basic to why 

you choose a particular market. It can also be that the volume of the target group in 

another country is much larger and therefore introduces is done there. 
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Q: The core values, will communicate of those be different depending on the 

country? 

A: All business is local. An artist that is signed by a record label, this label will turn to 

the company that they cooperates with in respective country in order to build the 

strategy and know what works best. You try to adapt PR and launch for the market. 

Break through the noise in each market, so you may have to make adjustments. The 

product is the same, approach should be the same but you have to adapt.  

 

Q: How important is it to study the foreign market?  

A: You have to work with networks that operate locally, that know the local market 

best. Sometimes you cannot launch a certain artist because there is no connection in 

the communication between different countries, or the economy of organization or the 

artist is not enough, the time might not be right and so on. Major artists have a 

strategy, which means that each country’s represent organization puts up their own 

strategy for the artist. Each market is local, with everything you do you need to check 

how to develop public relations, break through the noise and so on. For each new 

market one has to develop a local touch.  
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APPENDIX V Interview with Consultant B 

Date: 2010-05-10 

Location: Växjö 

Duration: 1h 18m 

 

Q: How would you define success? What does it mean to be a successful artist?  

A: When you have managed to communicate what you want to your real target group. 

There is always a primary target group and then a secondary target group, and even 

more than that sometimes. But when you've reached the primary target group with the 

message you want, then I think you have succeeded. Then it's the laws of the nature 

that will decide if you become successful or not. When you give everything to become 

successful and if you really become successful it speaks for itself, and if the person can 

earn a living on it. What you should do and what you want to do is not always 

relevant in the entertainment world. What the artist would like to do and should do 

are different things. Sometimes it can be the same, and then it’s an artist who has high 

integrity and so on. 

 

Q: How important is commercial success? 

A: It depends… Some artists are aiming for commercial success, then the contract is 

built on principles like that, it is the business deal then. You have to show results in 

order to move forward, and then the commercial success is really defined, which means 

that you do not see it as successful if you don’t sell a lot. Sometimes it may be about 

releasing the next record, when an artist is given a lot of space to do what the artist 

wants or something like that. Commercial success is of course one way to measure 

success, but there are different models. Some artists do not have the integrity, the 

message and what they stand for and when considering this the economic success will 

be more important. It’s proven that it’s way better to have integrity, even if it’s a fake 

integrity. You can plan the marketing around an artist and the artist can have the 

profile that he or she has a lot of integrity, but it can be a planned integrity. But it still 

sells. In many genres you can get the impression that the person has high integrity, 

that the artist stands for the things he or she is doing, but you should be aware of that 

it might just be a planned marketing idea. 
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Q: How is the target group decided? 

A: To do an analysis is the most important thing, both when it comes to advertising of 

physical products and of people, a service or an experience. It is for people that the 

market communication is developed. You have to analyze what the people have 

experienced before, because if it comes 20 artists that behave in the same way and we 

will see them all at once and if they all have the same target group, it is not clear that 

they all will have the same impact. Therefore we have to analyze what the audience 

expect and how far from this we can stretch ourselves to meet the target group. With 

a country singer for example the audience expects it to be a bit dreamy and nice, and if 

it’s a girl it should be beautiful pictures and so on. Then the question is how we do it, 

maybe we should make it a little rock country. The question is about how far can we 

take it and still meet the target group. Then there is plenty of stuff and tools to do 

that. First you have to do a survey; you cannot just take a chance and do it without a 

survey. 

 

You have to work both on the local and the national market. That is, it is not possible 

to develop a CD-cover that works all over Europe as well as in the U.S. You can make 

it work, but it is nothing that will work in a good way all over in all countries. This is 

because the market looks so different in different countries, the languages are different, 

and then you have to find contacts, people in different countries who can provide the 

right feedback. In the end, it may be the same media that is the producer of everything, 

even the campaigns. Like when you put up a campaign in Sweden you might have a 

release party, but that might not work in Italy. Then you have to have a contact there, 

to know how their market works, they might have been bombed with certain 

campaigns five years before, then it does not work anymore. So those local contacts are 

extremely important when you’re working on a global market. 

 

Q: Is it possible to market the same artist in several countries? Will the 

communication be any different depending on the country? 

A: Yes it is possible to market the same artist in several countries. Money is 

everything. If you have enough money to market an artist then you can really do it in 

a clumsy and poor way and it will still be successful. If the artist is shown all over the 

place, and if you get a lot of publicity in the newspapers and if the song is played on 

the radio all the time and if you have quite a lot of money to spend on advertising, then 
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it does not matter if you are a bit clumsy in doing it. But you cannot release for 

example Beyoncé14 in New York in the same way as you release her in Stockholm. In 

fact you will release her in two different ways, because you have completely different 

ways to promote celebrities in New York compared to Stockholm. 

 

Q: Is it the same target audience you are trying to reach in this case? 

A: The target group looks a little different. If you want release an artist like Beyoncé 

in New York then you have totally different people you will have to pre-invite, you 

will have quite different people to come to the PR party and then the release party. 

There you have a status that you should pass on as an artist. It is not the same 

conditions when you are in Stockholm, here Beyoncé do not need to say anything 

about having the status and that she is great in the U.S., that’s why she can appear in a 

different way depending on what country it is. It is possible to implement it in exactly 

the same way, but it will be stronger if you look at how it is on the different markets. 

 

Q: Does the target group need to change, change the identity and because of 

that the marketing communication looks different? 

A: The need of the audience is changing, and the target group can also change 

completely. For example once we advertised an artist, it was a country singer, she 

tried to be a little hip which is not the typical country music but it would be a bit more 

rock involved in her music. But the problem was that some states in the U.S. are very 

religious. And even if we had a defined target group, she was a bit younger, then the 

target was a younger group, from 12 up to 30 or something like that. But when we 

arrived in some areas, with the style she had then we noticed that we had to change 

the style and then the target audience changed a bit too. You have to be much nicer in 

some regions, about how she came across. The needs of the target group are different 

in different places. It’s like taking a place like New York where people are being 

bombarded with public relations everywhere; to be seen there it requires quite a 

different economy than in Wisconsin. The requirements are different in different 

places to reach the same audience.  

 

 

 

                                                 
14 A world-known American R&B artist 
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Q: What about the brand then, is it important to have a strong brand?  

A: Yes, absolutely. 

 

Q: Is it important to communicate the same brand message to the market? Does 

the message look different, depending on the country? 

A: There are certain core values of the artist, which you’re trying to define quite early 

on. Now I can simply say that the core values are about the same for all artists. The 

core values are obvious, but it is still important not to let them go completely. If the 

artist should come across as a singer and songwriter who is passionate about this, 

someone who grew up with music and so on. If you say that these are the core values, 

it should come across that way. But there is more than one way to communicate a 

message and you can adapt the message. If it is a Christian country singer for example, 

maybe you tone down the fact that she’s a Christian in New York, while you can tone 

it up somewhere else. In other words, you have the same core values but a bit different 

profiles to work with. 

 

Q: So it is possible to profile the artist in various ways even within the same 

country? 

A: The U.S. is a bit unique; it’s almost like many different countries there, just like in 

Europe. When you market the artist you should never think of it as one step at time, 

like for example first we do something in one area and then we do something in 

another area, without regard to find out what the big plan is. You have to find out 

when and what to advertise where, what is it out there, what to do in different areas 

and how to do it together. You have to see an overall picture. If you are clumsy and 

just say we are doing this and we’ll see how it works out, then it can become 

fragmented and what seems to be the strength of the brand might not be. The CD-

covers looks a little different around Europe and across the U.S., maybe the logo is the 

same, and also the core values are the same, so you don’t lose anything of that. What is 

happening nationally today with artists is that they very rarely have control of the 

plan themselves, you cannot really control that much, you can make different music 

videos but there is no cover. You should build a total impression, create an identity. If 

you do it smart and can visualize it in advance then it should work. 
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Q: You have a primary target group that the artist tries to reach. Can an artist 

reach out to several audiences as the same artist with the same concept? 

A: Absolutely, no doubt about it. If one defines it quite early on how the artist is then if 

you listen to the first single, which is perhaps a typical genre, maybe you realize when 

the second and third single released that you can have a wider aspect. You can choose 

to have multiple target groups. The important thing is, when it comes to music artists, 

that the broader target group still can associate the artist with the brand. You cannot 

say that a country music artist is like rock if there is nothing rock about it. If you have 

enough money it is possible to do it, but the audience has a lot of preconceptions about 

how things should be. If you play a song and let anyone listen and if they were asked 

what kind of style it is then they could associate it with some kind of genre, right or 

wrong. One could easily say that this is little country, or it is or sounds like 

something. But it is possible to have wider audience than just the obvious. There is the 

primary target group and then there is almost always a secondary target group as 

well. To succeed big, you have to be able to reach more than one target group. Take 

Linkin Park15 for example, they're somewhere a little rock and something else as well, 

I don’t even know which genre. But they chose to go for a broader audience rather 

early. Both the style and the music and so on, how they market themselves. 

 

Q: Did they themselves decide to do this? 

A: It’s everyone who works with the artist. The have a lot of clever PR people who 

they work with. In my eyes it was a long time ago an artist became very successful 

simply because the artist was extremely good. It was a long time ago. There is a back-

up, something that is really good, but now we make it even better, you lift it up to the 

next level. They had a much wider audience than some others in their situation. It is 

much more easily listened rock, then they try to reach out to a wider audience. They 

certainly had many audiences that they wanted to target. I do not even know what 

their genre is called… Surely they wanted to meet this and this and this. So how do we 

do this? We will style you in certain way, it will be a group and some people are 

highlighted or toned down, anything to make the audience fall in love with them. 

 

 

                                                 
15 An American rock band 
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Q: How can you do to make the identity the same as what the audience 

perceives? 

A: To do market research. When you're the marketer for something, then you’re 

almost never the target audience yourself. Even if that is the case, you cannot take on 

that role because then you lose all ability to do create good things. If I were to market 

a Swedish hip hop group, then I would be the target group, but I may not be in this 

case, because then I cannot do a good job marketing them. Instead I have to consider 

how the target group thinks, should they think like this and so on. You have to 

analyze it. The big difference between a talented marketer and others is that talented 

marketers are able to see things from the eyes of the target group. 

 

Q: Would you say that some countries are better when it comes to doing market 

analysis?  

A: Absolutely. The U.S. is ridiculously good. They have worked with mass 

communication for a very long time and they know exactly how much money there is 

to work with. They can easily put 5 million on a PR agency just to get a good analysis 

if it’s a big enough artist. They know it will pay off. However, they are not good at 

doing marketing worldwide, but on their own market, they are very good at doing 

analysis. They work very fast as well. For example when Chris Brown beat his 

girlfriend, right after that happened four new artists that are very similar to Chris 

Brown were released as new artists. There is knowledge about the market, the analysis 

is already done, and they just enter the market. They are ahead of most countries when 

it comes to this. Another country that is extremely good at marketing is Japan, when 

it comes to the Japanese market. Both in Japan and Taiwan there is also a good chance 

to create a hype as an artist. I have a friend who makes electro music, he is French and 

didn’t manage to enter the French market, and he got a hype in Japan by someone who 

marketed him there. It just exploded! I think he sold 3 million t-shirts in 4 weeks or 

something like that. From out of nothing it became a hype, it just spreads… 

 

Q: Will the hype last?  

A: No. It often becomes clear what the plan in the marketing is. Some even hold back 

their marketing and hold down the hype, just to not end up in a declining stage. You 

should for example not only produce, just release more and more and just feed the 

 



Appendix V  Interview with Consultant B 

 

 121

market. Take Christina Aguilera16 or another artist like that for example, she released 

records and became very popular very fast. Somewhere there it is time to wind down 

to let the audience breathe, and then after a while they are ready to consume again. 

Then, it is also up to the artist to be able to meet its target group. Some artists choose 

to change what they do, but there is a risk with it. When you have built an entire 

marketing around a target group, and if the artists then change the basic idea, to a 

different audience, it is risky. Some consumers believe that the new album sounds 

exactly the same as last album; others say that this is completely different and like the 

former better. It is the balance how to do it without losing the target group. The 

artists, who have managed to do it, are those who will stay on a high level. They will 

not disappear from the market. They maintain their principal target group, yet they do 

gain more audience. It’s difficult… 

 

Q: When it comes to the communication channels… Which channels are 

available and how can they be used? Then perhaps we can talk about artist like 

magicians and not just music artists. 

A: There is a great communication channel which has not been around that long, 

maybe for about five years, and that is social media. There is a huge potential in this, it 

is difficult to manipulate but it can be done. It requires a different focus on the 

development of the marketing communication. Traditional marketing means that you 

put a lot of money into the communication of things and social media is more about 

commitment. It does not even have to be involvement and commitment to the artist; 

you can spend money on people who do this. Credibility has to be present in those who 

experience it, but it does not need to be credible from the artist side. As long as we 

think that is the case. 

 

I think that as an illusionist, a magician, I would try to be famous through social 

media, to build an idea of how he can do cool stuff towards the end consumer. He could 

create something on YouTube where he could have requests from the audience to do 

different tricks, with for example a banana, and then see it as a challenge and do what 

the audience ask him to do. Working on the request and releasing new tricks every 

week, and take the challenge. There could be a site called “Fool me”, and suddenly you 

                                                 
16 An American pop singer and songwriter 
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interact with the audience and suddenly you can get a lot of visitors and plenty of 

publicity. 

 

Q: So you have to cooperate with the audience through social media? 

A: Yes, be interactive; let the audience interact with the magician. The only thing I 

have seen is when someone from the audience could go up on stage and help the 

magician. For the target group to be able to interact and put some pressure on the 

magicians through social media is something new that could create some interest.  

 

Q: Do you think that social media is the main communication channel for artists 

in general? 

A: No. The fact is that social media is based on its credibility, what is perceived as 

credible. It spreads through the people that appreciate the product. If I like my iPhone 

I might write about it and it gets credible. If I remember correctly the social media has 

87 % credibility compared to 12 % when it comes to the traditional advertising. So it’s 

based on that, somewhere someone is satisfied with something. That means it is harder 

to manipulate stuff, if you have a bad product then it is really difficult to market it 

unless he is a great illusionist. Or he has to compensate it with something else, like 

that he is good looking or charming or something else like that. I believe that in the 

future social media will become more and more important. It looks like it’s going in 

that direction. 

 

Q: How important is it for an artist to appear on TV? 

A: It depends on the target group. Young people today are much more selective with 

what they watch than what they were five years ago. Instead of watching TV these 

days they check out YouTube instead and they are very selective in what they want to 

see. To just sit in front of a TV is not as common today as it was some years ago. But 

if my goal is to become a very popular and publicly loved artist, then the television is 

extremely important. That type of audience watch TV and watch all the family 

programs and so on. For an illusionist it is perhaps not as easy to get publicly loved… 

You should also know that competition is huge to be able to be on TV. It's not that 

they just call an illusionist and ask him to be on a popular show on TV… 
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The best advice for a magician in order for him to be really known by the public is to 

try the social medias. I think that a magician should be able to maintain the fame; it's 

the same requirements as for a musician. He has an audience, but in the same way as an 

artist he must renew himself and be innovative, reach the same audience, but after a 

while a bit wider. The fact is that he will not be able to be on TV every month, so I 

think that if he manages to build something where the user can come in direct contact 

with him and see that he I developing and that there will be new stuff. Like for 

example he can walk around in the city and conjure without telling the people on the 

street and have it secretly filmed. Suddenly, a dove pops up behind him ore something. 

Stuff like this is a YouTube phenomenon.  

 

Q: How important is the artist’s website? 

A: Social media is important for an artist, you have to integrate social media on the 

website. You have to have Facebook, Twitter, YouTube, Flickr and all this great stuff 

on your webpage and not just have links to these pages on the webpage, but to directly 

comment on the clip, see what others have written and so on. And of course it is 

important that the webpage design will breathe the core values of the artist. 

Everything must connect together. And the thing about getting publicity on 

YouTube, it’s about adding another focus and that does not mean you don’t need to 

have other marketing strategies as well, but to make up a plan how to do it.  

 

Q: How important is it to think about the effects of what you do?  

A: When you make a plan you don’t anything to chance. You have to plan and discuss 

the feeling it gives. What feeling do you get when you present it this way or that way? 

Does it work with everything else we do? Leaving nothing to chance, then the effect 

could be different, but then you have to take it for what it is. You might get success for 

something that is not expected, and then you can ride on that wave. It’s about 

planning, how people interpret the thing we do. First, you must be able to imagine the 

impact, the better you get on the marketing, the more correct the effects will be. 

Sometimes it will turn out just the way you planned, bad or good, but the better you 

are at what you do the more consistent effects you will get. Then you also have to be 

realistic in you assessments. If you release something in social media then you should 

be fully aware of the audience, if someone is very famous on YouTube and he interact 

then he can become an artist because he has done something new. Even if there was a 
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certain audience that he became known to, there could be impacts in other groups as 

well. He may get the very popular and loved by the audience, because that might be 

the result. You have to think of all those steps. I believe that planning is, in all cases 

where we worked on that level, is everything. It is the most important element. 

Q: Can an artist have the whole population as the target group?  

A: It depends on what type of artist you are. I think one can see an illusionist to have 

an incredibly wide audience, but it requires that he is exceptionally talented. A 

musician that everybody knows is exceptionally good. I have met rocker who can like 

artists in other music areas that they would never get the idea to buy the disc but they 

like the artist of that one hears that it's so good. It can be very broad idea to target 

whole population, but I think it does not benefit the artist. It is better to have a strong 

clear target audience so you can get the hanger. Instead of having a broad community 

where everyone thinks that the artist is ok. People think the artist is ok but do not buy 

the album. But those who think that the artist is excellent, they are committed. If you 

are extremely liked by everyone but not loved by anyone it helps nothing. 

 

Q: What is the role of the competitors? How much should you let yourself as an 

artist be inspired by them? 

A: It is extremely important; it has to do with the analysis of the target group. If you 

are the target group of a certain artist, then I have to check what you have experienced 

before. What presumptions do you have, if I say “pop artist” you think about a lot of 

things, I have to know about these things. These presumptions people have are 

probably based a lot on the competitors. For example when it comes to the release of a 

rock band…Then I must find out what kind of feeling the audience of another famous 

rock band have, because then you have the conditions. If I have a cover that looks like 

this people assume that it is pop. Then maybe you should have a bit of that in what you 

do, you should immediately think it is pop when you see the cover. Then the challenge 

is how we distinguish ourselves in order not to miss the target group. A good trick 

that I know was used by The Ark was to release their new album together with a 

magazine; it was done after the analysis of how to reach the target audience. They 

knew they had to do something else, they could not just release it as a traditional CD, 

then everyone would just download it, they had to add a value because the value has 

changed over the last 10 years. If people will buy an album then they need some other 

added value, now you should buy it for a different purpose. Sales-wise, it has not been 
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very successful, but as you measure success in this case, attention, it has gone great. 

How to make money to release a CD can be difficult because of the downloading 

nowadays. Maybe you can do something like “buy a t-shirt and you get the album”. 

Something like this could definitely be used. 

The CD is no longer the primary product, because people like to have it digitally. 

Therefore there must be posters, a way to market that the disc is available. So it filled 

its purpose in many ways. But this is well planned, it's not just something like see what 

happens, but now when they have the means and the effects they are probably 

planning what to do next. 

 

Q: What kind of people are working with an artist? 

A: It depends on what level you’re on. On the higher levels there are so many people 

connected to the artist. It is a great group of people that works for the artist, but they 

might not be dedicated to just one artist, there are companies that have collaboration 

with hundreds of artists.  

 

Q: If you look at the market structure then?  

A: The artist will usually need to be represented by someone, because the artist is 

busy. There is always live stuff and interviews and all that kind of things, so the 

chance that the artist himself have the time to be involved in the marketing process is 

quite small. So they usually need a representative who either works at the record 

company or a manager or someone else. The person usually shows up pretty quickly, 

as soon as the artist has become a bit more successful, and then he does not have time 

for it anymore. Then there is already a plan for the artist to travel to different cities, 

and then he cannot really stay at the office and help with marketing… When it comes 

to some bigger artists, they have a record company where you have the manager for 

the public relations, the music manager and so on. Then it depends on the size, what is 

done internally and what is done externally. At the record companies, at least what 

I've seen, there is a large number of people who work within their networks. If you 

want to check their marketing communication there are lots of people who are mixed 

in to analyze how to turn on different markets. 
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Q: Is that the same people who work with the artist when he is established 

abroad? 

A: You have a campaign manager and a media manager who will go with you 

everywhere, to make sure that the artist is in on everything and also handle the media. 

Sometimes there are live interviews with the artists, but most interviews are planned 

in advance to make sure that you as an artist know what questions you will get so you 

can prepare the answers to make sure there’s not going to be any surprises that you 

cannot plan for. There can be a whole bunch of people who are involved when artists 

go abroad. You usually delegates the responsibility, there are media agencies in 

Sweden that take care of some stuff for the artist across the world and then you can 

expect that all the people are in the artist's house in one way or another. There are 

artists who have integrity and who is trying to start their own thing and want to do 

everything themselves, but there is a limit to how much you can do, you do not have 

the time to do four interviews per day and a live performance and hand out the CDs to 

everyone and everything else, it becomes too much work. The bigger the artist, the 

less the artist does all of the other stuff. But there can be anywhere from 20 to 200 

people who’s working with an artist. 

 

Q: Do you think you can completely form an artist?  

A: Yes, easily. It is up to the artist. Some have extremely good material to start with, 

but it is possible to transform it completely. The earliest example is Lady Gaga. If you 

look at the previous pictures from her performance, she is a sweet singer and 

songwriter who is sitting at the piano, who has quite boring clothes, not styled at all. 

Then they took a created product and applied it to this, she had the good voice and the 

appearance, she dose not need to play the piano but it adds a little credibility when she 

appears on stage. And then the question to her is how far she's ready to go… 

 

Q: Is it a benefit if an artist is easily formable? 

A: If you don’t have a goal with what you do, if you don’t have a clear audience, but 

you have got the talent, then you have the conditions for a record company to choose 

you. If you go to a record company and say, I want to reach hip hoppers in Sweden, 

and I want to look cool for them, and I want to make music about politics, then you’re 

not formable at all… 

 

 



Appendix V  Interview with Consultant B 

 

 127

Q: How many artists today are completely formed, do you think? 

A: If we take the music, I think that out of those who are really famous now it’s 

probably all of them. More or less, there may be a core somewhere, if you take Alicia 

Keys17 when she first made her own stuff it sounds really far from what she does 

today. Everything about how she looks, how she comes across, and all her songs and 

everything else is planned. Just check out her latest video, it is very different from how 

she was at the beginning. Big difference, big development. 

 

Q: An artist who is not going to form, what is the probability of it being 

successful nationally and internationally? 

A: If you are not willing to compromise at all and want to look a certain way, do 

things a certain way etc, I’m trying to think of an artist who has done this…A lot of 

artists have managed to convey integrity, but if you think one step further it’s not like 

that. To sit there and say that you should do everything your way, be in control of 

everything, what it looks like, who does what and so on, I don’t think you can succeed 

anywhere. There are artists that you think that they have their style and it's their own 

thing, if you take Michael Jackson or Madonna for example, everything about them is 

really carefully planned. The marketing communication succeeds because it creates a 

naive attitude in the big wide audience. 

 

I know that Robyn has very high integrity, she was offered the package before Britney 

Spears18 got her package, the exact same deal with the tours, three records and 

everything, but Robyn declined. And there is great integrity, to become one of the 

world's greatest artists, but somewhere she realized what it means and why she chose 

to start her own thing now, she can be great here, but maybe she cannot be global 

without letting go of control a bit. She has extremely smart people around her that 

looks up to her, she could not do the whole thing herself, but those who are working 

with it, worked with her long time and it becomes a personal thing. 

 

 

 

                                                 
17 An American recording artist, musician and actress 
18 An American pop-singer and entertainer 
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Q: Is it easier to become an international artist, depending on the country you 

start in, or the country you come from?  

A: I know it gives completely different conditions. Preconceived image of the artist 

may give quite different effects depending on where they come from. In Sweden, if we 

would get an artist from Ukraine, then unfortunately people have preconceived ideas 

about it, perhaps there has not been great, hot artists from there that the audience 

likes. Nothing evil spoken of Ukraine, but it's just that it depends a bit on what has 

come before. It depends on the genre as well, if you take hip hop, an artist from the 

United States is launched in Europe, the artist doesn’t have to be big in the U.S. for it 

to be credible. We have no transparency, as an ordinary person in American media. 

For example, Flo Rida19, he is not very famous in the U.S., but huge in Europe because 

that’s where he was launched before he was launched in the U.S. Then he was ok in the 

U.S. but the difference is quite enormous. 

 

For Swedish artists many things are happening internationally. If you take everything 

from physical products to artists there are certain core values that many seem to think 

we are good at what we do. This goes for the whole world basically. Some Swedish 

artists who have been very successful abroad are ABBA, Ace of Base, Robyn. We are 

not accustomed to release a lot of stuff from Sweden, but once something is released 

internationally it will usually become pretty huge. 

 

Q: Is not Sweden and Europe very influenced by the American culture? 

A: Yes and no. We are very much influenced by culture but not so much of the market. 

That is, if an artist is doing great in the U.S. we cannot be out there for their market 

transfer takes place on completely different bases. Like I said about Flo Rida, he is 

failing in the USA but he was promoted here and then continues to be a great artist 

there. Usually it can be that an artist has no audience in their own country. I worked 

with a hip hop band called Super Scientifical, they came from Sundsvall, and their 

success was not big at all in Sweden, so we took them to Germany and they grew 

really famous there. We released them in Japan as well and it was the same thing 

there. The target group is not necessarily the artists’ home country. If you promote 

reggae bands in Germany, you have completely different possibilities than in Sweden, 

as many reggae bands that exist in Sweden focus very hard on the German market 

                                                 
19 An American rapper 
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because of the reason that the target group is much greater there. Then there is the 

question whether to advertise them as if they have succeeded in Sweden or if you skip 

that… I believe that many pursue that when foreign bands market themselves within 

the country, that they have managed the reach success at home. When I lived in Paris 

Agnes20 was number one on the Billboard there, Agnes was played everywhere, it was 

crazy, and so she has managed to become very famous there. But we know nothing 

about this because it is no one who writes an article that Agnes is famous in France. 

Q: But if she were to succeed in the U.S., do you not think it would be noted 

here? 

A: It would draw some attention, but it does not get stuck that way. If her target 

audience here hear about that she has succeeded in the U.S. that could help her here, it 

is positive marketing, but it is not a given success simply because she succeeded in the 

U.S. There are artists who have been very successful abroad, but just ok here. 

 

Q: How should an artist handle negative publicity and to what extent can you 

influence it? 

A: Ideally you should not have to do it in the first place. Tiger Woods got it tough… 

When you work on becoming successful it requires intensive work with the media, 

there are things that may seem negative at the beginning, but these may as well be 

envisaged. So bad publicity can be good, but there are also those that only cause 

damage. If the artist is supposed to have a lot of integrity and it is a very popular 

artist, then it’s not good to be cheating or something like that. The old rule was for the 

artist to deny and deny and hope that they forget, it like this 10 years ago. But because 

of globalization you cannot ignore it in the same way anymore. Through social media, 

people can start spreading information on a totally different level nowadays. If you 

hate an artist for doing something that you have found out about on for example 

Twitter or Facebook, it gains an enormous credibility. Some damage you just cannot 

repair, then the rule is to face-up and explain that the artist is also just a human being 

who can make mistakes. If it is damages that can be repaired it is usually better to lay 

low and then make a hype. Tiger Woods, for example, it is fortunate that his success is 

based not on popularity, but primarily on the sport he’s involved in. Although his 

biggest income is from sponsors… He has done some damage there but, I do not think 

that this in the long run will lead to loosing some sponsors on his behalf if the 

                                                 
20 A Swedish singer 
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manages to stay a top golfer in the world. But on the other hand, if a music artist does 

the same then it does not matter whether the artist is a good singer, because they 

depend a lot on their personality and therefore it will do more damage. It's not that 

you are measuring the voice in order to determine who the best singer is; artists today 

have never before had so such competition. We consume music, I think 130% more 

just in two years, and I think it is 600% in 10 years. 
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Duration: 32m 

 

Q: How important is commercial success? 

 A: It's very important, it is absolutely crucial because you should be able to support 

yourself on what you do. Plenty of artists cannot live on what they do. A joke about 

this is that half of New York's population is artists but they are between jobs. 

 

Q: Which communication channels are the most important for an artist to be 

seen in? 

A: Most artists are not able to market themselves, until they establish a brand. It is 

often said that within the U.S. there are approximately 1,000 people that have their 

own name as a brand and they earn several hundred dollars or even millions of dollars 

because of that. You can take everyone from Madonna to David Copperfield. The 

artists doing so are an industry in themselves. 

 

They have gigantic apparatus behind the artist; they are not working as one 

individual. David Copperfield lives on making six television shows around the world. 

He organizes TV shows and it's not that he just is in front of a camera. That is the 

reason why he is financially successful; he organizes the overall concept and then sells 

the program. During two months as he works with the recording of a show in Japan he 

will then employ 200 people. The number of employees per year is maybe not huge but 

it's still an organization and not an individual. I'm not sure but I can imagine that 

there are 10 persons who are permanent employees. Then by some event this number 

will top to 50 or even 100 people, and then it goes down again to the 10 permanent 

employees. Doing so you have completely new conditions, you can work as a 

commercial company at any time. Another approach is to apply Born Global strategies, 

which implies that you promote and launch internationally from the very beginning.  

 

Artists who wish to establish themselves do not have the economic base to do it on 

their own. In general there must be a booking agent or music publisher, record label or 

anything else that takes care of this. Actually one can say that the artist does not have 
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its own marketing and communication department until he reached a certain level of 

celebrity. 

 

Q: Internet as a channel then? 

A: I know lots of artists that have their own webpage, the problem is not there. I think 

people have got the wrong impression that the Internet is the solution to everything. 

While you can get on a website originally developed in Sweden, you can go on it and 

look at it in Australia but that does not mean that you reach the target audience. If you 

really can use this as marketing instrument will depend on plenty of factors. You must 

get people to become interested in this website. In the case of blogs so we're talking 

about 126 million blogs worldwide, and the question is how is my blog differentiates 

awakes interests among them all. If the artist does not have enough financial resources 

then the artist must engage a lot of time and put in effort into blogging, which then 

inhibits the artist of being the artist. 

 

I'm not sure if Internet is as effective as people think. It may be that you put out a 

movie on YouTube, which results in encountered and interests from people. For your 

video to be some appreciated by the people there have to be some kind of happening. 

There are videos on YouTube with 200 viewers, and then there are videos that have 

10 million viewers. It's the same problem there. You have to in some way plan and 

embrace the interests. 

 

One cannot say that the Internet is the media that have the greatest impact. Just five 

years ago one would say that television is the most important media to be seen in. 

Today, the Internet could be stronger than television, but in most cases it is not so. 

You get a giant attention when you succeed to communicate through the Internet, but 

for 90% of cases it is TV that is superior to Internet. 

 

Q: Why is this so?  

A: The greatest problem is that when you communicate via Internet then you in 

general doesn’t break though the existing noise. When you watch TV, you have a TV 

channel that has a certain audience. The program, which is between 7 and 8 on Friday 

evening, we know that the program will reach between 6-8000 viewers. This means 

that if you are an artist and appear in the program there you can reach so many 
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viewers. However, if you upload videos on YouTube then you can reach between 200 

000 to 100 million viewers. Comparing the two is wrong for in the case of television it 

is not the artist that is responsible for the marketing management of it. If you post 

something on YouTube then you have to advertise it yourself. 

 

Q: How do you as an artist choose target group?  

A: I believe in artists who have not reached a certain level do not choose the target 

group, possible that the agent chooses a certain audience, but the audience chooses the 

artist. Most artists are not so sophisticated in terms of marketing, they do not know 

what kind of people like their stuff. So I think they must achieve a certain level before 

they select audience. 

 

Q: Will target group be the same abroad? 

A: This differs depending on the artist’s level. The larger one is the greater awareness, 

agents, record companies and so one. I think it's pretty global phenomena in many 

cases. A strong influence on the choice and liking of music is culture. I would think 

that 1% of population in Sweden is listening to Arabic music, in the same time it is 

huge in France, maybe 40%. Genre is cultural.  But for magic, I think it is generally a 

global audience. David Copperfield and Max Main are big in Japan but it looks 

different in the U.S. Take juggling for example; in some countries there is no reference 

to fully appreciate it. So culture can have various impacts depending on the genre. 

 

Q: Are core values communicated in different ways depending on the country? 

 A: Yes, for sure. I think it is like this, more or less. What has been the key success 

factor in one market will most probably be communicated in other markets, so you are 

not trying to those core values play down. On the other hand you have quite little 

advantage being established on a market because your achievements will in most cases 

not be transferred to other markets, fame itself in one market don’t generates fame in 

other markets. In most cases you have to adapt the communication of your core values. 

Take a Swedish singer who would try to make it in Egypt, there she would not attract 

large audience through sexual allusions but this would most probably work here in 

Sweden. 
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Q: How important are the competitors?  

A: I think that within the artist world you consider other artists as colleagues and in 

few cases as competitors. The simple explanation is that you are not big enough artist 

if people choose between you and another artist. If you are an artist at a certain level it 

is because you stand out from the crowd. The customers buy because they want you. 

You do not see the other artist as  competitors, rather the success is measured mostly 

in terms of money, you can see a colleague that is more successful than you, and then 

maybe you can realize that you have to be much smarter or better, but in the end you 

do not compete for the same job. It might be different in case of an artist who is not 

very known. Then an artist has to compete with other artists that are in the same 

situation to get a particular job, like event. I do not think Britney Spears sees Christina 

Aguilera as a competitor. 

 

Q: Although they have similar appearance, style, music, audience and so on? 

A: People are choosing one or the other, it is not that they are choosing between these 

two, if they want Britney Spears so they want her. 

 

Q: Who holds the responsibility for marketing communication? 

A: Most probably it is the agent or the record label. If the artist is not in the music 

industry then it’s an agent. They take a fairly large proportion of the revenue, at least 

25 %, and others even more. 

 

Q: Do you try to maintain the audience's interest between the tours?  

A: Yes, most likely. It is done by working a lot with public relations, news about 

shows, artist, events or anything else that helps to keep up interest of the target group. 

That process is strategically planed. 

 

Q: Do you think that Europe is to high extend influenced by American culture 

and their market? An artist from there has it easier to success here?  

A: I think it is different in different parts of Europe. In England, Holland and 

Scandinavia the American culture has a great influence. It is also the reverse, it is 

easier for a Swedish artist to be a star in the U.S. However, few Swedish artists will 

become a star in the Latin countries. There are Swedish bands that have succeeded 

better in Germany or Japan than here in Sweden, which I s because the market here is 
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not sufficient. Europe is not so homogeneous, so one can not say that the whole 

Europe is affected by the American culture. Then again it depends on the genre, when 

it comes to jazz then American culture has much influence in France. I think it 

depends on the local culture, market and other social aspects that influence what 

people like and that results in different opportunities for an artist to establish and gain 

fame in different countries. 
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• How would you define success? What does it mean to be a successful live 

performer? 

• What do you think about the importance of commercial success/to be recognized 

by the audience/the public? 

• What communication channels are used, and how are these used? (TV, radio, 

Internet, newspapers, etc.). Why these channels? How can the impact be 

measured? 

• Who manages the marketing of a live performer? 

• What is the (time)plan for the advertising? How is it done (before, during, after) 

the tour/show? 

• Who takes responsibility for the marketing/that you reach the results you want? 

Who has the financial responsibility? Who sets the budget for marketing? Where 

does the money come from? 

• What role does the artist's website have? Is it important to have a good website? 

Why/why not? 

• How important is it that the artist is being seen in social medias such as Facebook, 

Twitter, YouTube, etc.? 

• Is it important that the artist represent a clear and strong brand? Why/why not? 

Is it important that we build a brand around the artist? 

• How can you in practice see if the brands (the artists) identity is consistent with 

the consumer perception? 

• How do you work with the artist's image? Is this common with for example 

styling for press photos, posters, etc? Is it important to produce a certain image? 

How do you do this? What is important to highlight with an artist? 

• How is the artist’s target audience decided? With regard to marketing 

communication, to what extent do you think about the target market when doing 

the marketing activities? How much influence does the public have on the choice of 

media channel? 
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• What role does the competitors of a live performer play? How much are the live 

performer inspired/look how they do it? How important is it to be unique 

compared to the competitors? How important is it for a live performer to find their 

own "niche" to differentiate themselves? 

• How can you keep up the interest for the artist? If the show is the same year after 

year, how to do you attract more people and how do you to maintain the audience’s 

interest? 

• What is the message when a live performer is trying to reach their target 

audience? (Discuss the target, message, brand (live performer) model…)  

• With regard to the advertising for a tour versus the brand in general; how 

important is it that the communication between these two is integrated? 

 
Complementary questions (for Consultant A) 
 

• What differences can be seen when it comes to market communication in the 

artist’s home country (e.g. Sweden) compared to market communication abroad 

(apart from differences when it comes to the networks and the language)? 

• When launching an artist abroad is the target group the same or is the target 

group abroad different? The core values of the marketing communication are the 

artist's core values (brand identity), when you establish an artist in several 

different countries, will some of these core values be profiled differently depending 

on the country? 

• Do you think some artists will have an advantage on the international market 

because of the country the artist comes from?  

• Do you think that Sweden and the rest of the countries in Europe are influenced by 

the American culture and market? Is it easier to become an international artist if 

you come from the U.S.? 

• How important is it to do research on the international market before trying to 

launch an artist there? 
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