Digital Video Singles—Preliminary Marketing Strategies

Preamble

The 2009 “soft launch” of the Digital Video Singles (DVS) enterprise –in spite of the absence of any attendant promotional activity—yielded surprising sales from its catalog of downloadable music videos.  We believe that the implementation of a sound and scaled marketing strategy, matched correspondingly with company growth, will produce exponential results with nominal impact on capital resources.

Retail sales in a Web-based environment provide enormous opportunities for creative, inexpensive, yet highly effective means of promotion.  Product listings alone constitute a means for attracting consumers engaged in an Internet search.  But with every download or sale, our tandem goal will be to establish our brand—to be recognized as a resource and destination for our targeted customer.  An online shop where he or she will return not only for specific purchases, but for the crucial “impulse buys” as well.  As our product catalog expands, strategic partnerships multiply and assets accrue, our tools for promotion will become inherently more powerful.  
In these early stages of our development, when it is imperative to be marshalling our resources to secure licensing rights and build inventory, we will be implementing basic, low-cost initiatives to attract target-specific consumers to the DVS website, utilizing both online marketing strategies and traditional media-based PR.  As our brand proliferates and our catalog grows, we will consider the value of additional measures such as print advertising, broadcast media, branded premiums, et al.
Website development and Internet marketing

From website content to press releases and product descriptions, content is king.  And it serves to properly contextualize the video offerings, as well as enhance their Web presence for Internet search.  The DVS website content is currently being revamped for Search Engine Optimization.  Our online messaging will be executed in a way that will organically attract website visitors implementing a Google, Bing or Yahoo! search without the garish, out-of-context approach that characterizes many retail sites.

With regard to design, the DVS website in its current iteration is not a bad-looking site.  However, the ultimate selection of a consumer brand name (currently under deliberation) and the development of an attendant logo will serve to elevate its aesthetics.  In the meantime, it’s imperative that the site not appear static to repeat visitors.  A seemingly “dead site” will never recapture bored or disappointed guests.

When DVS reaches its goal of adding 20 new video clips per month, the perception of vitality of the enterprise will be assured.  In the meantime, the site must appear to be active and will be refreshed with updated content weekly.  Examples of how this will be achieved include generating calendar-oriented content, i.e., “this week in music history,” and positioning the website as a destination for current events, i.e., obits, industry announcements, celebrity news, etc.

In addition to the aforementioned promotional efforts, DVS’s web presence will be expanded through the following measures:

· Search Engine Optimization – In addition to enhancing the site content as delineated above, each video clip on the site will be tagged with keywords that will elevate their prominence in search engine results.
· Email Marketing – Capturing customer and potential customer contact information is imperative.  Sign-up function will be attached to all Web and print initiatives.  A monthly and/or an event-based mailing list will be implemented, with special email blasts issued to trumpet new video acquisitions and relevant news.

· Online Advertising – Once DVS begins accruing additional assets at a steady pace, inexpensive advertising on pertinent, related music sites will become a cost-effective initiative.  Additionally, as our own site traffic increases, we will have the option to generate additional revenue from third-party advertisers through Google Ads.

Promotion / Expanding consumer awareness

With upwards of 200 music videos to be available shortly for consumer purchase, DVS will soon be the premier single resource for an eclectic array of digital video clips available for download.  All promotional/marketing strategies engaged at this level should encompass the following initiatives:
· Implementing a sales/rep deal with Amazon.com and Rhapsody, as well as any other substantial Web-based, music/video distribution entities.

· Collection of email addresses of potential consumers via sign-up function on DVS site and throughout all promotional efforts.  In addition to producing a regular subscriber newsletter, initiatives may include contests to win memorabilia, make discounted purchases or earn free downloads.

· Identifying any and all pertinent, credible websites devoted to the artists featured in DVS videos, contacting those sites with press initiatives, and requesting their posting of pertinent information regarding DVS content and links to the DVS website.

· Link Share – Investigate and implement any link share/revenue sharing opportunities with compatible websites that direct consumers to make a purchase of DVS product, initiated through their site.  
Aside from the additional revenue originated from other sites serving as our “agents”, attendant web metrics (Internet traffic analysis) will provide invaluable information as to the most effective locations for implementing promotional efforts, apportioning advertising dollars and securing key demographic statistics.
· Promoting our videos on You Tube.  Editing approximately 30 second excerpts from each of our music videos, captioning them with pertinent information and our website address, and conveying the fact that they are available in High Definition for download (unlike videos on You Tube).  

· Collaborating with iTunes, Amazon, Rhapsody and other distribution partners on periodic promotional campaigns to stimulate spikes in DVS catalog sales.  One of our preliminary tasks will be to ensure that we are maximizing the promotional opportunities that are available within the store itself.
We have seen the effect of a short “free" promotion within the iTunes store and our initial efforts will include repeating these types of internal promotions.  iTunes has indicated that there will be numerous such opportunities available to us if there is a sustained flow of strong new material in our catalog.  We will also enable “recommendation” links within the iTunes store, directing consumers from any one of our products to another.  
iTunes will also consider our content for their joint promotional campaigns with their strategic partners, e.g., TicketMaster, LiveNation and prominent music festivals.  
There are also opportunities to work with iTunes on external promotions.
iTunes Marketing initiatives can create custom campaigns to promote our video clips throughout the Internet by placing content on some of the most influential music and entertainment sites on the Web.  In certain instances, the expense of these initiatives will be shared with iTunes, and they pick up the tab for design and media planning costs.  But DVS will benefit from their advertising platforms and preferential ad rates.
· Generating and disseminating press releases to music-oriented press, including Goldmine, Record Collector, Rolling Stone, MOJO, Billboard, Uncut, alternative press, et al.  We will also collaborate with some of these publications to engineer joint promotions (free downloads, etc.) to cross-promote our respective brands.
In our company founder, Bruce Higham, we have an individual whose life and career path is as interesting as any of the rock stars featured in our music videos.  As our product inventory expands, we will generate and/or make Bruce available for feature stories on his exploits and the company’s mission.  As an element of branding, there’s nothing like putting a friendly face and charismatic personality on a product/business.  (See: Richard Branson.)
Incidentally, while videos featuring “marquee” artists such as Paul McCartney and George Harrison will most certainly be among our biggest sellers, the value of niche acts and more obscure material cannot be underestimated.  As the DVS catalog becomes more expansive and eclectic, these less-celebrated “curios” will provide the site with enormous credibility with true music aficionados and cachet with the legitimate music press, providing tremendous opportunities for extensive media coverage.  While a Beatle may pay the bills, it may be a previously unseen clip from an obscure blues artist that generates a million dollars-worth of free publicity for the enterprise.  Consequently, our efforts to secure exclusive material will span all genres and eras of music.
Branding & Asset building
As previously stated, a more pop culture, consumer-friendly brand name for our enterprise is under deliberation.  Once a final selection has been determined, catalog assets have reached a considerable number (we would venture at least 100 video selections), and strategic alliances with other entities have been formed—full-tilt PR initiatives, online marketing strategies and other, more substantial media pushes will be implemented.
We have debated internally as to what extent DVS will ultimately become a brand-driven enterprise, particularly as our current sole distributor, iTunes, has a 90% market share in the sales realm of music and video downloads.  Securing similar deals with Amazon.com and Rhapsody would bring that number to 97%.  The question has been: Does the value of directing potential customers from third-party sites or marketing/PR initiatives to the DVS site as a portal to iTunes have any intrinsic value?  And do we risk losing sales by making a purchase an extra click away from the consumer?

The answer to the former is a resounding “yes”.  In having developed a website that becomes a true destination for both the casual and dedicated music fan, we will have the ability to provide a compelling context for the music videos we are selling—wrapped up in a narrative context and an aesthetic design that make these historic moments in pop culture true treasured artifacts.

Even more significant, by driving traffic through the DVS site, we have enabled the opportunity to up-sell additional clips to consumers who are already predisposed to making a purchase.  The effect is not unlike a bricks & mortar store versus an online retailer.  You walk into a (late, lamented) record store to purchase a new release, end up browsing and walk to the register with items you had not anticipated—perhaps didn’t even know existed.  Online, Amazon and its third-party sellers may constitute the largest record store ever, but other than the quasi-organic, three similar product suggestions Amazon makes each time you put an item in your shopping cart, there’s no surprise awaiting you in a browser bin.  The shopper has to enable a specific search by artist or product title to find something they want.

As opposed to the iTunes environment –and iTunes doesn’t care which aggregator or product supplier provides them with a sale—by directing the consumer to the DVS site, we’ve welcomed them into our “bricks & mortar” store.  We will provide a user-friendly, entertaining environment that facilitates browsing by artist, by genre and by era.  And at the price points of our offerings, transforming an intended dollar purchase into a four- or five-dollar impulse buy will be a more common occurrence than not.

Facilitating the transfer from a DVS shopping cart to iTunes for the completion of transaction should not be a huge technical hurdle, but should it prove to be prohibitive, the DVS site will serve as an open portal –not as redirect to the iTunes store as it is now—facilitating ease of purchase of one or more video clips.
And finally, to address the latter question regarding the DVS site as the preferred portal to the iTunes store:  The potential loss of a sale by adding one click to the transactional process will be mitigated a thousand-fold by expanding our opportunity for the multiple item up-sell.     
As the company achieves an increasing level of prominence, our increased brand awareness should facilitate:

· Capturing artist endorsements (a la the early days of MTV), and would be of great promotional/marketing value.

· Licensing of intellectual property.  Whenever possible, full acquisition/ownership is preferred, but there are countless vintage TV series and specials that feature priceless music performances that have been under-exploited in the digital/home video age.  By becoming the “go-to” firm –the brand leader—in Music Video content, with established strengths in the promotion and marketing of our wares to the consumer, we will have a strategic advantage over any competitive licensors. 
· Generating unique intellectual property.  Mining the personal archives of prominent writer/performers for previously unseen footage and perhaps, in some cases, engaging them to create exclusive new video material in partnership with DVS.
· Eventually enabling the sale of video clips and consumers’ ability to download them directly from the DVS site.  At this juncture in our development, and for the foreseeable future, it is far more cost-effective to partner with iTunes and other distribution entities.  But as our catalog expands and sales reach as yet-to-be-determined benchmarks, we will implement the technical functions to conduct transactions from our own site, while maintaining the current, non-exclusive deals we have with iTunes or will have in the future with other distribution partners.

· Ultimately, the value of a ubiquitous brand in any field is far greater than the wares in its inventory.  Goals reached, here-to-fore unimagined opportunities realized, DVS will attract potential suitors interested in expanding their own multimedia concerns.  Successful branding will not only enable our further success throughout the company’s growth, but enhance any potential sale of the firm.  
Ancillary product development

While digital downloads may be the initial and primary source of revenue for DVS, as video assets accrue, the avenues of archive exploitation increase dramatically, particularly in the realm of home video.  Marketing and promotional efforts would be tailored accordingly for potential additional revenue streams, including:

· Video compilation DVDs

· Documentaries

· Feature films

· Public Television-sponsored productions / pledge drives

· Licensing to external entities

DVS Marketing Team

Scott Paton – A 25-year veteran of the Entertainment and Internet Marketing industries has produced more than 10,000 hours of music documentary programming for ABC, CBS, RKO, Dick Clark Productions and Westwood One.  His corporate/marketing clients include Hilton Hotels, McDonald’s, Volkswagen, Capitol Records, Paramount Pictures and Universal/Motown.  Editorial highlights include Smithsonian Publications, Los Angeles Herald Examiner and the Baltimore Sun.  Mr. Paton supports Johns Hopkins’ Childrens’ House and Hospital.
Vallery Kountze – An entertainment marketing consultant and studio executive for more than 25 years, Ms. Kountze has served as a Vice President of Video Marketing at Warner Brothers, ITC Entertainment, RCA-Columbia Home Pictures and Republic Pictures.  Additionally, she has helmed her own multimedia firms, Entertainment Marketing Solutions and Mainstreet Communications, and has held key administrative posts with numerous charitable organizations, including AIDS Project Los Angeles (APLA), Break the Cycle and Rue’s House.
