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The objective of this thesis is to develop a business plan for  a record company named Kamoja 
Records in Espoo Finland that will focus on music and  video production. The main purpose of 
this study is to determine whether this business plan is viable and  whether the resulting co m-
pany would be able to function as a vibrant record label. The business plan evaluates diffe r-
ent features that are related to mu sic and video production. The purpose is to obtain 
knowledge about business planning in general, to study and analyze the music industry and 
use the knowledge to write down a well -constructed business and marketing  plan for the re c-
ord label. The au thor sõ own learning objectives  are to apply  the knowledge obtained du ring 
the study at  Laurea University of Applied Sciences in practice .  

The essentials of business planning are outlined in the theoretical framework. The studyõs 
theoretical objective is to define the models of business planning,  and to cr eate a general 
understanding of the important theories of a business plan. The studyõs empirical objective is 
to formulate  a business plan for a new record label using the analysis presented in  the the o-
retical section, literature  review, Internet sources and the author sõ own knowledge, hence-
for th developing  an appropriate marketing ap proach based on research. The thesis highlights 
the main objectives an d strategies of a business plan,  defining  possible competitors and p o-
tential customers. A description of the industry, market analysis, marketing strategies, ma r-
ket ing mix and SWOT analysis are included in the plan as well.  

This study uses a qualitative approach,  which reflect s on data gathered via internet sources, 
literature reviews and a questionnaire. As  a learning process the study is beneficial to the 
authors. The knowledge gathered through analysis of this topic and writing the business plan 
for a new record label will be used by the authors when establishing the record company in 
the music industry sector.  
 
In conclusion, the primary data collected indicates that the business plan is valuable enough 
to attract p otential customers and justify  appropriate marketing strategies; the secondary 
data obtained via literature review suggests  that the case companyõs business plan is applica-
ble to the current music industry and  would be potentially profitable if it is realized properly.  
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1 Int roduction

 

Music is an art that combines many different forms of sound to create rhythm and emotional 

connections. In addition, music is  an empowering form of entertain ment that  has the abil ity 

to influ ence and move millions of peo ple by generating a feeling of harmony , and perhaps 

becomes a source of wisdom as well. Music unifies people as it presents something or som e-

one others can look up to and appreciate creativity either instrumen tally or  through the me s-

sage portrayed. For songwriters or composers, it expresses their passion for music which they 

can share with their fans or suppor ters.   

 

Finnish Music has often been considered as melancholy and depressing, due to its history in 

music such as folk, tango and j azz. Heavy rock, as another established genre in the Finnish 

music industry, has been a pivot to Finnish culture across borders in all social classes in Fi n-

land. However, Finnish music has propelled to combine many different genres of pop, rock, 

techno and even reggae to capture a wider audience from teenagers to the older generation.  

(Fimic Team 2009)  

 

Music varies in terms of genre, the particular kind of music o ne can enjoy and whether it can 

achieve popularity  in a local or international scale . When setting up a b usiness in Finland, 

taking into consideration the specific music preferences of individuals and their admiration 

for local artistry, will direct us to  reach the kind of crowd who has an ear for different tunes 

and not just  the common selection.  

 

1.1 Purpose of the study 

 

The objectives and goals of the research project are to formulate a business and marketing 

plan for  a newly founded company, in Finland, runni ng under the name of Kamoja Records.  

 

Furthermore, the authors  of this study tend to fo cus solely on the music production depar t-

ment of the case company, while carrying out appropriate market research specifically ta r-

geted at the music industry in Finland; the market share occupied by other firms operating in 

the same line of industry, the c urrent and potential clients, growth opportunities and limit a-

tions, and also optimal management and organization structures. The aim is to implement an 

innovative and creative product and service by identifying loop holes (if any) in the market, 

understanding the structure of the market and its advantages, also to remain relevant and 

unique for the purpose of wide scale recognition and attaining of a larger market share.  The 

reason for f ocusing solely on the music industry is due to the fact that music is the kind of 

entertainment recognized and loved by everyone. It provides us a larger platform to work 



 8 

with on the basis of discovering new artists and talent, hiring and allowing them to vocalize 

their message and attempt to spread a positive yet fascinatin g image to many.  

 

1.2 Research problem 

 

Authors of this study plan  to find out whether Kamoja Records  has any potential in the Finnish 

music industry.  Kamoja Records is a start -up firm;  hence it lacks an international and a solid 

local image. The challenge fa ced is proper branding of  the record label of Kamoja Re cords, 

and the production of music that will be accepted and listened to by the different age groups. 

Some research questions that will be considered during the course of the study are: What 

makes ôwhat Kamoja Records doesõ different from others? How tapped are the markets to 

allow for new entrants? What are the current statistics of peopleõs interests regarding music 

and entertainment in general? What are the success factors of other music companies an d 

record label firms in the Finnish market?   

 

1.3 Research approach 

 

The inten t ion of the chosen study is to analyse consumer trends and the Finnish music indu s-

try in depth,  and to determine whether Kamoja Records  has an opportunity to obtain a po r-

tion of the market shar e. This suggests that Kamoja Records will have to construct a strategic 

marketing plan to identify key success factors, optimal marketing methods, organizational 

formations and f unding capabilities. The authors will utilize both quantitati ve and qualitative 

measures to understand the consumer segments and carry out appropriate competitor analysis 

for the betterment of the companyõs services. The methods utilized consist of a consumer 

survey to analyse music preferences and knowledge of the  music industry, as well as liter a-

ture r eviews and external sources to cater for both the theoretical and empirical sections.  

 

1.4 Theoretical approach 

 

The framework of this section of the study will comprise of descriptions and theories based on 

the business plan, the marketing plan which will constitute of market analysis, consumer 

analysis and competitor analysis. This part will further consider marketing strategy and its 

sub-parts of product, price, place and promotion. Other fundamental terminologies that  will 

be discussed are SWOT, benchmarking and Porterõs model. 

 

The business plan intends to provide details on how a firm will accomplish its goals and obje c-

tives primarily through a constructive business plan. It also aims to identify the importance of 

drafting business plans for not only start ð up companies but for all sized firms. The marketing 

plan will highlight the essentials of market analysis, consumer analysis and the significance of 
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market research, as well as competitor analysis and what factors  to weigh when comparing 

competitors in the same industry. The marketing strategy will focus on the marketing mix and 

its relevancy in the mar keting plan, of which Kamoja Records  will utilize to build its image 

and reach its consumers.  

 

A SWOT analysis, benchmarking and Porterõs model will provide an understanding of the busi-

ness environment both internally and externally, which will aid better in familiarizing with 

the case company, Kamoja Records, and how it can go about marketing its services in the m u-

sic industry.  

 

1.5 Structure of the thesis  

 

This thesis consists of four cardinal phases: Introduction, theoretical background, evaluation 

of research approach, and the most important one, the empirical framework. This will be fo l-

lowed by two additional sectio ns of management and organizational structure, as well as a 

financial plan, and the final section, a summary of the thesis and its context.  

 

The first section, the introduction, renders an overall perspective of the subject, the obje c-

tives and purpose of the study, and the essential co ncepts that will be discussed  and used in 

the study.  

 

In the second phase the theoretical platform is formed. The goal of this section is to outline 

the purposes and essentials of a business plan and to create a general idea  of what needs to 

be considered in a marketing strategy and plan. The key pointers mentioned under this se c-

tion are meant to form a knowledge base for the empirical unit. All relevant theories to be 

used later in the study are discussed here also.  

 

The evaluation of research approach, which aligns as the third section, defines the means of 

gathering and analysing sources that were used by researches in this study. It showcases the 

methodologies, study evaluation, and the validity and reliability of the info rmation collected.  

 

The empirical framework takes the largest and most important portion of this entire study. It 

serves to describe the type of industry the researches of this study are examining, the results 

obtained from qualitative or quantitative res earch methods, the company profile in detail and 

the kind of strategy to be undertaken by the case company.  

 

In the fourth section, the theoretical background is tested in the empirical study. In this se c-

tion, a business plan for the specified case compan y, in Finland, will be drafted and finalized. 

The plan will represent a market analysis; both consumers and competitors evaluated. The 
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company description, objectives, strategic values and marketing means will be the target. 

Therefore, the final and critic al section of this study opts to create a real and ideal business 

and marketing plan that can be implemented by the case company in the entertai n-

ment/music industry in Finland. The last part of this study will focus on management and 

team structure, financ ial plan, summary information on surveys and interviews conducted.  
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2 Theoretical  background 

 

2.1 What is a business plan? 

 

A business plan is described as a set of management decisions focusing on what a firm will  

accomplish successfully. A business plan should consist of both what a fir m will do and how it 

will do it  (Ohara 1994, 3).  

 

According to Longenecker et al  (2006, 105), th ere is no accurate definition of a business plan. 

A business plan is a statement that outlines the basic idea underlying a bus iness and describes 

related startup considerations. The business plan should present the idea for the venture and 

include descri pt ions on the current position of a company, where they intend to reach, and 

how they intend to get there.  

 

You can create and control your company according to the plan of action. The plan of action, 

written, is the Business plan. Before actually beginning the operation of a business, a valuable 

option is to write a detailed yet fitting plan. If it is to be used to attract capital investment, 

it must also be comfortable to your potential investors or lenders. However, the business plan 

is just a plan that sh ows possible actions to be undertaken and should be thought of as being 

as adaptable as the experience of operating the business, according to Oõhara (1994,1).  

 

2.2 What is the purpose of a business plan? 

 

More often people assume that business plans are only needed and useful to individuals who 

are starting their business or in search of funds . Most successful businesses use business plans 

so as to manage their growth and develop their business ideas.  In most cases, a business plan 

tends to aid in pl anning process. Through this it enables one to view his/her business in di f-

ferent context.  (Oõhara 1994, 2) 

 

The essential purposes of a business plan are described in the following sub -sections. 

 

2.2.1  Manage performance 

 

By use of a business plan one can view arising conflicts  and their source of origin. Eventua lly,  

the plan can be adapted and changed more effectively to account for the years ahead.  

 

2.2.2  Strategic planning 
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Writing down a business plan allows one to take a step outside the business and see it in a 

new concept. It  helps in knowing the areas that need  growth and development and pin point 

goals needed to achieve success. 

 

2.2.3  Preparation for future exit  

 

A business plan is used primarily in two ways: Firstly, to provide a statement of goals and 

strategies for use by ind ividuals within a firm and second, it  aids in the development of rel a-

tionships with outsiders who could hel p the company achieve its goals ( Longenecker, Moore, 

Petty & Palich  2006,105) .  

 

According to Ohara (1994, 3) the overall pur pose of business planning is to provide a logical, 

rational sense of direction and to provide a framework for guiding and evaluating t he firmõs 

accomplishments. Furthermore, a business plan can have several different objectives that, in 

turn, relate very c losely to intended uses of the plan. It can have internal and external uses.  

A business plan can have the following in ternal benefits to the business:  

 

¶ It can improve performance by identifying both the strengths and weaknesses of the 

firmõs operations and potential or emerging problem area.  

¶ It can communicate to management and staff clear expectations regarding the firmõs 

performance and priorities.  

¶ Businesses with multiple divisions, units, or points of management responsibility, a 

business plan can effectively coordinate and ensure consistency in the plans and o p-

erations of various units or division.  

¶ Provides a solid basis for measuring performance of the overall firm and of individual 

units and managers. 

 

2.3 Marketing plan sections 

 

A marketing plan aids companies to allocate their valuable consumers and strategize methods 

of achieving marketing objectives. It is a tactical approach to formulating marketing proc e-

dures and allocating financial budgets over a  planning period (Kotler, Keller, Brady, Goodman 

& Hansen 2009, 109). A marketing plan can be divided into several parts of: Executive su m-

mary and table of contents, Situation Analysis, Marketing Strategy, financial projections and 

finally the impl ementation stage.  

 

2.3.1  Executive summary 
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This section stands for the opening of the entire plan; what the plan contains, the main o b-

jectives to be considered, possible results expected and recommendations. A table of co n-

tents further outlines the plan in a more logical fashion with the topics to be discussed and 

evaluated in chronological order.  (Kotler et al. 2009 , 109) 

 

2.3.2  Situation analysis 

 

Under this chapter, there are numerous sections and sub -sections to consider. Foremost, an 

in-depth analysis of the introduced industry or market is to be presented. This will in volve 

market size and growth rate of the market, the current trends and consumer preferences and 

target market, as well as categories of the different products in the market. Competitor o b-

jectives and means of operating are key factors for comparison when deciding on what stra t-

egies to implement in the case company. Other highlighted factors in most business plans i n-

clude: Price policies (how sensible is it to charge certain prices for startup co mpanies?) and 

various forces surrounding the environment in wh ich the case company is to operate. Incorp o-

rating the organizationõs management system and key membersõ responsibilities aids in iden-

tifying action plans and how to effectiv ely integrate teams/functions.  

 

At this stage, the company background is mentioned  and more details on its operations and 

product portfolio are demonstrated. The plan will further elaborate on a SWOT analysis of the 

case company, which will combine the strengths, weaknesses, threats and opportunities of 

the case company. (Kotler et al. 2009, 109) 

 

2.3.3  Marketing strategy  

 

This part will evaluate on how the case company will go about to fulfill its marketing and f i-

nancial objectives, how it will distinguish itself from competitors and what kind of offerings it 

can deliver in order  to satisfy t he target market. This will contain input on distribution and 

communication channels, promotion and advertising campaigns or methods, price structures, 

general management and essentially, the product or service pac kage.  

 

2.3.4  Financial/ budget projections  

 

In many cases, a sales forecast and information on revenue streams are illustrated in this se c-

tion. Usually, this can also include income projections, ne cessary fund sources or expected 

costs of marketing and resources. Sufficient and accurate financial proje ctions depend on the 

size of the case company and how long it has been in business. (Kotler et al. 2009 , 110) 
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2.3.5  Implementation stage  

 

At this point, the final modifications and implementation schemes are executed on the plan. 

Typically, a company will justi fy whether its objectives have been met or whether the plan 

has successfully achieved its purpose. A contingency plan can be drafted to show particular 

focus on how to tackle certain is sues internally or externally.  (Kotler et al. 2009)  

 

2.4 Market analysis 

 

Market analysis is a process of evaluating the situation of a particular market or industry. It 

takes into consideration market share, market size and growth, target customers, competitor 

case analysis and finally a formulation of the marketing strategy. (R iley 2012)  

 

Information to be obtained for market analysis has to be carried out via market research.  

Market research is the ôõ gathering, processing, reporting, and interpreting of marketing in-

formationõõ, as explicated by Longenecker and his colleagues. Market research aids companies 

to understand more accurately their stance in the market, set proper objectives so as to 

reach their target ma rket, implement product differentiation through a unique brand image, 

and gain a thorough comprehension of the po sition of competitors by the usage of bench 

marking or oth er related comparison tools.  

 

Nevertheless, market analysis involves a descriptive note on potential customers, or in other 

terms, customer profile. Data can be gathered via secondary or primary me thods to gain a 

better understanding of the satisfaction level co nsumers would receive once they experience 

a particular good or service (Longenecker et al. 2006, 129).  

 

2.5 Consumer analysis  

 

According to Timmons, Zacharakis and Spinelli (2004, 57), the most typical approach towards 

carrying out a market analysis is to focus on the industry. The industry entails where a co m-

pany will be operating or offering its products or services. Furthermore, the industry compri s-

es of its size (niche or mass market), grow th rate, leading brands and competitors, target 

market and also the kind of trends occurring with regard to market segmentati on.  

 

Once the industry has been inspected, a thorough review of the consumer must be evaluated 

with the use of geographic, demogra phic and psychographic information. Geographic se g-

menting refers to splitting the market into units such as nations, regions, countries or cities. 

Demographic segmentation describes groups based on variables like age, family size, gender, 

income, rel igion and social class. This type might be much easier to measure as the segments 
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are more classified and detailed. The final kind of segmenting, psychographic, involves buyers 

being divided into teams on the basis of personality, lifestyl e or values (Kotler & k eller 1994, 

247 ð 252). 

 

A market segment  can be defined as ôõa group of present or potential customers with some 

common characteristic which is relevant in explaining (and predicting) their response to a 

supplierõs marketing stimuliõõ (Hutt & Spech 2004, 174 ð 175). Segmenting, thus, refers to 

splitting or dividing these groups of consumers into similar interest and need clusters. Another 

definition from Kotler and his partner  (1994 ð 2006, 240) states ôõ a market segment consists 

of a group of customers who share a similar set of needs and wantsõõ.  Another theorist went 

on to add that segmenting involves customers who respond to competitive strategies diffe r-

ently from other groups  (Lynch 2012, 109). The idea behind segmenting is to allow firms to 

easily t arget a specific market of their choice. The marketer does not create the segments 

and consumer divisions; the action is to identify and distinguish the different segments and 

know how to approach them with a well planned and executed strategy.  

 

A market can be divided into two sectors as described in the following sub -sections. 

 

2.5.1  Niche market  

 

ôõNarrowly defined customer group seeking a distinctive mix of benefitsõõ (Kotler & Keller 

1994, 242). A niche, usually, represents a small and unique group of people who are targeted 

with specified or customized kind of products. For instance: A company aims to target a 

wealthy set of individuals with expensive watch brands. The ôõwealthy setõõ in this case re-

lates t o the niche segment of individuals with high income; the potential consumers, and the 

ôõexpensive watch brandsõõ are the exclusive products to be offered.  

 

2.5.2  Mass market 

 

This relates to a market that does not consist of particular segments, rather the produ cts 

have mass appeal (commodity goods mainly); which are offered to every cu stomer through 

mass retailers and promoted through mass media. (Mass market 2013)  

 

2.6 Competitor analysis 

 

This process entails identifying who are the primary or major competitors i n the industry, and 

pin pointing their advantages or strengths, weaknesses, and their objectives. Competitors can 

be placed into strategic groups whereby emphasis can be based on their list of products or 

services, profitability, growth pattern, marketing tools, organizational and cost structure and 
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their size i n terms of total market share. Some basic questions that can be considered when 

carrying out a competitor  analysis are: 

 

¶ What is each competitor seeking in the marketplace?  

¶ What drives competitorõs behaviors? 

¶ Past and current strategies? 

¶ Media usage and marketing communication methods? 

¶ Price structures and promotional measures? 

(Competitive Analysis 2013) 

 

Research on competitors is undertaken so that the management of the company can unde r-

stand their  competitive merits or demerits, generate knowledge on competitorõs strategies 

from the past, to the current and towards the future, be able to forecast returns on inves t-

ments, for instance: How will competitors react to the introduction of a new product o r a 

change in pricing strategy?. Nevertheless, companies have to establish their unique position in 

the market and identify key factors that separate and link them to their oppositions.  (Riley 

2012) 

 

In order to fulfill a complete competitor analysis backg round check, certain methods of eva l-

uation or gathering of data need to be taken into account. A company can utilize three means 

of obtaining information on their competitors:  

 

Recorded data: This includes easily attainable publications internally or exter nally. Such pub-

lications come in the form of annual profit or loss reports, press releases, newspaper articles, 

government reports or presentations/speeches done by representative of the competitor 

firm.  (Riley 2012) 

Observable data: This entails active se arching and combining of data from several sources. 

Some of the prominent measures are pricing/price lists, advertising campaigns, prom otions 

and tenders. (Riley 2012) 

 

Opportunistic data: This form of gathering requires much planning and organization as i t i n-

volves discussing with customers, suppliers and/ or even previous management of compet i-

tors. This kind considers trade shows, seminars or conferences, recruiting former competitorsõ 

employees and meeting with shared distributors.  (Riley 2012) 

 

2.7 Marketing mix 
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The tactical or  operational part of a marketing  plan is referred to as marketing mix. Also it 

can be termed as the marketing activities that an organization engages in so as to meet their 

target market needs. Traditionally, the marketing mix was ma de by four elements namely 

4Ps; which stand for Price, place, product and promotion.  (NetMBA 2002 ð 2010) 

 

Figure 2: The 4p's of Marketing Mix 

 

2.7.1  Product  

 

It can be described as an item that satisfies consumer demands. It is usually  a tangible good 

or an intangible service. Every product is subjected to a life cycle including a growth phase 

followed by a maturity phase and eventually a period of decline as sales fail.  

 

2.7.2  Pricing 

 

The amount a customer pays for the product is termed as Price. It is an important element 

when it comes to marketing and also it determines the companyõs profit and hence survival. 

The price is said to have a profound impact on the marketing strategy, and depending on 

price elasticity of a product, often it wil l affect the demand and also sales. When setting 

price one should consider customer perceived value for the product. There three basic pricing 

strategies that can be used; Market skimm ing pricing, p enetration and neutral pricing.  
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2.7.3  Place 

 

An organization should provide their products a place which is convenient for customers to 

access them. There are various strategies a marketer can use to make consumer access prod-

ucts that include; intensive distribution, selective distribution, exclusive distribution and 

franchising.  

 

2.7.4  Promotion 

 

It refers to the methods of communication that a marketer may use to provide information to 

different parties about the product. It comprises of various activities such as; Public rel a-

tions, advertising, personal selling and sales promotion.  

 

For the organizations to meet their marketing objectives and satisfy the requirements of the 

customers, they have to mix these elements. As years have gone by, marketing has deve l-

oped, with service sector of most economies coming to dominate th e economic activity. 

Through these it has led to additional of three more Põs that consist of Physical evidence, 

process and people. The service marketing mix is also known as the extended marketing mix 

and is an integral part of the service blueprint desi gn. It consists of 7põs compared to the 4põs 

of the product marketing mix.  

 

(The 7Ps of Marketing 2004) 

 

In service marketing mix, the ôproductõ is intangible, heterogeneous and perishable, whereas 

in product marketing mix a product is considered tangible.  
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Figure 3: Extended Marketing Mix 

 

The first 4põs of the service marketing mix are the same as those in the traditional marketing 

mix. However, given the unique nature of services, the implications of these ar slightly 

different  in case of services. (Service Marketing Mix n.d) 

 

2.7.5  People  

 

It describes the employees of the organisation with whom customers come into contact. 

Customer service lies at the heart of mdern service industries. Customers are likely to be 

loyal to organisati ons that serve them well - from the way in which a telephone query is 

handled, to face -to -face interactions.   

 

2.7.6  Process 

 

It is  the processes and systems within the organisation that affects its marketing process . 

There are a number of processes associated with customer service that can make marketing 

effective in an organisation for example; Handling customer complaints, identification of 

customer needs and requirements and the process of handling orders.  
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2.7.7  Physical evidece 

 

It refers to all the tanglible, visi ble  touchpoints that a customer will encounter before they 

go about purchasing anything. These tangible elemen s usually enhance customer experience, 

examples include; well designed waiting areas in  hair salons, restaurants with exclusive and 

attractive in terior designs. 

 

2.8 Risk management 

 

Generally, risk management is the process of identifying, measuring and assessing risks and 

developing strategies to manage them. The strategies include:  

 

Risk transfer: - causing another party to accept the risk, typically  by contract or by hedging  

 

Risk avoidance:- includes not performing an activity that could  be risky.  

 

Risk reduction(mitigation): - involves methods that reduce the severity of the loss  

 

Risk acceptance(retention): -involves accepting the loss when it occu rs True self insurance 

falls in this category. Risk retention is a viable strategy for small risks where the cost of 

insuring against the risk would be greater over time than the total losses sustained.  

 

Over-control of risk can be as damaging to business interests as lack of controls. The 

objective of risk management is not necessarily the elimination or reduction of risks, but how 

they are actively managed in a business context.(Spedding & Rose 2008,13)
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3 SWOT 

 

This a tool best used of understanding the st rength and weakness of a firm, as it also find out 

the opportunities held and the threats the firm will encounter in the market. SWOT is a basic, 

straightforward model that assesses what an organization can and cannot do as well as its 

potential opportunit ies and threats. The method of SWOT analysis is to take the information 

from an environmental analysis and separate is internal (strengths and weakness) and exte r-

nal issues (opportunities and threats).  (Kokemuller 2013), ( Renault 2013) 

 

According to Longenecker and his colleagues (2006, 56) a SWOT analysis provides a òsnap-

shotó view of a firmõs current situation. In order for firms to perform better it is vital for 

them to view their strategic setting as being in continuous motion. Referring back to Kotler & 

Keller (2006, 52-53) SWOT is an overall assessment of an organizationõs strengths, weakness-

es, opport unities and threats.  

 

The main purpose of a SWOT analysis is to connect an organizationõs objectives and strategies 

to actionable tactics carried out by its staff. It gives an overview of where the company 

stands on four key strategic areas to better determine the alterations to enforce.  

SWOT analysis focuses entirely on four elements, namely: Strengths, weaknesses, opportuni-

ties and threats, as included i n the acronym. T his form of both internal and external  analysis 

allows companies to identify the factors that influence strategy, action or initiative. Through 

these it aids the company in communicating what elements of the business plan need to be 

recognized. 
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Figure 4: SWOT analysis diagram 

 

3.1 Internal factors   

The first two letters in the acronym, Strengths and weaknesses refer to the internal fa ctors, 

which define the resources and experience readily available to a company. The y reflect on 

the strongholds of a company and respectively on the areas that require improvements.  

(Goodrich 2013) 

 

3.2 External factors  

 

Companies, organizations and individuals are influenced and affected by external forces. 

Whether connected directly or indirectly to an opportunity or threat, each of these fac tors is 

important to take into consideration when listing the elements. These are factors typ ically 

referring to aspects the  company does not have entire  control  over. (Goodrich 2013) 

 

4 Porterõs Five Forces Model 

 

The state and position of competitors in a certain industry relies on five basic competitive 

forces which determine the profit potential of the industry; the Porterõs Five-Forces Model, 

as illustrated by Hollensen (2007, 131).  
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Figure 5: Porter's Five-Forces Model 

 

Porterõs five-forces model suggests the hypothesis that competitive advantage can be deve l-

oped best in a highly competitive market with intense rivalry. The model attempts to provide 

five factors/dimensions n eeded to be considered when carrying out competitor analysis, so as 

to either gain a larger portion of competitive advantage, or to reduce the amount of grip 

competitors ha ve in the market (Hollensen 2007 , 113). Lynch (2012, 99) is also of the same 

perspective that an organization needs to carry out some form of anal ysis and investigation of 

the surrounding forces, in order to form a strategy to develop opportunities in its enviro n-

ment and protect itself from other threats.  

 

This framework by Porter repres ents several key players in the respective industry, them b e-

ing: New entrants, suppliers, buyers and market co mpetitors. The goal behind competitive 

analysis is for a company to attain a position in a pa rticular industry and be able to either 

defend against or draw the five forces to its side. This sort of analysis is fundamentally i m-

portant for a company to align its strategic position in the correct direction and determine 

more accurately its strength s and weaknesses (Hollensen 2007, 110).  

 

4.1 Bargaining power of suppliers 

 

According to Lynch, suppliers tend to be powerful in the following conditions: Presence of 

only a few other suppliers in the industry, no substitutes for the supplies they offer, pri ces of 
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suppliers take a considerable amount of the organi zationõs total cost, and if the supplier pos-

es potential to integrate and undertake the companyõs value ðadded process ( Lynch 2012, 

99). A company can reduce the bargaining power by either seeking new sources of supply, 

showing intent of integrating backw ards into supply and designing standardized components 

that many other suppliers are equally capable of producing.  

 

4.2 Bargaining power of buyers 

 

Buyers in this case can also be described as the customers of the organization. They may po s-

sess power in the following instances: A few alternative of buyers around or if they purchase 

in large volumes, company has not established firm product differentiation ð allowing buyers 

to switch providers, buyers show intent to integrate backwards and commence to manufa c-

ture the industryõs product, and if price weighs more than the importance of the product. 

The way around this for a company is to increase the number of buyers or producing highly 

valued and differentiated products. (Hollensen 2007, 110) 

 

4.3 Threat of new entran ts 

 

When profit margins are substantially attractive and if barriers to entry are low, new comp a-

nies may decide to enter the particular market. There are a few, key sour ces of barriers to 

entry (Lynch 2012, 100 ð 101), (Hollensen 2007, 111 ð 112):  

 

Economies of scale ð many companies forced to enter on a large production scale to meet the 

low costs that are already present  

 

Product differentiation - Existing firms usually have gained customer loyalty through brand 

identity.  

 

Capital requirements ð Sometimes entry involves large investments in plant, technology and 

distribution.  

 

Switching costs ðIf a consumer is generally satisfied with the existing product or service, it 

would be difficult to lure the consumer to a new entrant.  

 

Access to distribution cha nnels ð A product or service has to reach the consumer via ce rtain 

channels that can possibly be controlled by companies already in the market.  

Government policy ð Some governments have developed policies and legislation to protect 

companies and industries, making it difficult for smaller companies to enter particular ma r-

kets.  
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4.4 Threat of substitute products/ services 

 

Substitutes might not entirely replace existing products; however they can reduce indu stry 

appeal and profitability due to constraints in pri ce levels or an introduction in new technol o-

gy. Threat of such pro ducts or services constitute to p ossible threat of obsolescence, consum-

ers willing to switch to substitute and the relative price and performance of substitutes. This 

threat can be countered  by increasing switching costs; this can be done via building a strong, 

distinctive brand image or maintaining a price that psychologically fits customerõs perceived 

values. (Hollensen 2007, 110 ð 111) 

 

4.5 Existing rivalry  

 

Certain factors lead to heavy compe tition within a market, these include:  

 

Concentration of the industry ð If there are numerous competitors of equal size then compet i-

tion will be intense. On the other hand, if there is a dominant leader then it would be easy 

for them to tackle any strategi c moves made by smaller firms.  

 

Rate of market growth ð Slow growth will provoke greater rivalry as each company aims to 

create a position for themselves in the market.  

 

Structure of costs: High fixed costs encourage companies to obtain greater market sha re to 

mediate or completely cut costs.  

 

Degree of differentiation: Products that are hard to differentiate usually tend to accomm o-

date intense rivalry as competition becomes focused on prices. This applies commonly to 

commodity type of products.  

 

Switching costs: Competition is reduced in situations where switching costs are high b ecause 

the product is specialized; hence the consumer has invested a lot of time, knowledge or r e-

sources into using the product which cannot be shifted to another pro duct.  

 

Exit barriers: When leaving a market becomes problematic due to lack of opportunities els e-

where, high cost of shutting down plants or high vertical integration, this tends to i ntensify 

competition.  

 

(Hollensen 2007, 109) 
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The structure of an industry is the bas is for competition and profitability, and each indu stry is 

configured differently according to the kind of strategy instilled in it. For example: In some 

industries, rivalry could be fierce due to the kind of products or services being o ffered, hence 

it be comes a barrier towards amending a proper strategy as products or se rvices are identical, 

limiting the amount of market share a company can attain. This kind of rivalry is common in 

industries where the source of trading is in commodities. In other cases, the market leaders in 

a particular industry and the substitute products being o ffered carry a dominant image, thus 

becoming a threat towards entering a market or sustaining competitive advantage.  (Porter 

2013)  

 

5 Value chain analysis 

 

Value chain analysis is a strategy tool or model used to identify how an organization can cr e-

ate value for their end users (Value chain analysis 1996 ð 2013). Furthermore, the argument 

raised by Walters and Rainbird (2007, 182) suggests that value chain analysis can be used to 

pin point optimal solutions for all stakeholders such as customers, suppliers and investors. An 

organization needs to pay attention to the value adding processes within its industry and firm 

to achieve the best outcome for its consumers. The tool is made u p of three steps:  

¶ Activity analysis ð Step by step business processes used to deliver a product or service 

¶ Value analysis ð Activities that will bring greatest value to consumers  

¶ Evaluation and planning ð Assessing changes hence planning for action7 

 

Another source refers to value chain analysis as a means of analyzing internal firm activities; 

determining which activities are most valuable to the company and which ones can be i m-

proved for competitive advantage. A basic value chain would consist of primary activities 

(those that directly add value to the final product), and supporting activities (these  indirectly 

add value to the end product). (Strategic Management Insight 2013)  

 

Primary Activities  

Support Activities  
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Figure 6: Basic value chain model 

 

6 Theoretical background summary 

 

The theoretical framework outlines an understanding of the terms and theories to be utiliz ed 

when building up the empirical study, and highlighting important principles and course of 

action for the case study. The essence of the study is to combine sources from different 

locations to gain wide scale information and comprehension of the topics t o be discussed. 

Evidently, the target is to ensure that the theoretical and empirical parts are in sync via 

overall definitions and understandings of the topics, and the evaluations and outcomes to be 

derived from knowledge gained when analyzing terms and conducting research.  

 

From the theoretical part we have come to understand significant terms and methods used 

when assessing the company as a whole; its major strenghts or pitfalls, the risks it would 

undergo when opting to take on a particular course of a ction, and the kind of opportunities 

that a company would encounter (SWOT analysis). Tools such as Porterõs model and value 

chain analysis aid in understanding market situations better and factors that might limit or 

provide development possibilities for a  new or well establishbed company, and also the way 

in which a firm values its channels towards providing the best product or service to its end 

users, respectively. The business plan in its entireity, will provide a better platform for 

Kamoja Records to understand its strategic potentials and whether its establshiment is too 

ambitious or rather a worthwhile risk to undertake.  

 

7 Research approach  

 

Before an appropriate  approach is designed and executed, the researchers must fully and co r-

rectly identify the  research problem or question, hence creating a platform for the right 

method of tackling the research proposal. As mentioned by Malhotra & Birks (2000 ð 06, 37), 

defining a problem entails discussions with decision makers, qualitative interviews with indu s-

try experts and other knowledgeable individuals, and analysis of readily available secondary 

data. Gathering such information helps the researcher to better unde rstand the fundamentals 

and background of the problem, and the environmental context that may affect the sought 

results. Therefore, based on the identified research problem, an approach is drafted and d e-

veloped further under critical and durational examination in order to achieve the preferred 

outcome or solution towards the initial research propos al. ôõThe components of the approach 

may consist of an objective/theoretical framework, analytical mo dels, research questions and 

hypothesisõõ, as stated by Malhotra and his colleague (2000 ð 06, 38).  
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7.1 Types of research methods. 

 

Research methods are normally classified into two sections nam ely, Qualitative research and 

Quantitative. The first method, respectively, describes an u nstructured exploratory design 

based on small samples intended to provide insight and understanding. In other words, it 

seeks to reveal the behavior, experiences and feelings of r espondents by enabling them free 

expression of their views, and observing their mannerisms in their own terms and context 

(Malhotra & Birks 2000 ð 06, 133). A typical format following a qualitative research  would i n-

volve these steps: 

 

Step 1: Define problem  

Step 2: Perform literature review  

            Provide rationale for study  

            Develop research questions 

            Develop initial design of study  

Step 3: Choose location, participants and type of study  

Step 4: Systematically collect and verify data  

Step 5: Analyze data 

Step 6: Answer research questions 

 

Among qualitative analysis, researchers can utilize numerous types of research to undertake 

with the six (6) steps mentioned above.  Some of the se types come in the form of general 

qualitative study, historical data evaluation, company or individual case studies, biography 

studies, sociograms (interpersonal relationship s among various people) (Kelley 1999, 25 ð 29). 

 

The latter method of research focuses on techniques that seek to quantify data and typically 

apply some form of parametric statistical analysis. A number of assumptions are associated 

while analyzing data collected via a quantitative method; in most cases researchers avoid an 

impersonal intervention as the data is considered to be objective to numerical and categor i-

cal parameters of the tests  (Kelley 1999, 23 ð 24). Some of the forms under this research e n-

tail analytic files (analyzing data as they are being collected), chronology, pile  sorts, tabul a-

tion and advance coding.  

 

7.2 Data collection  

 

The different means of gathering data via the two common methods of qualitative and qua n-

titative research can be divided into three forms of data collection:  
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7.2.1  Secondary data 

 

This can be defined as information that already exists and has previously been collected for 

another purpose. Examples for secondary data include: Surveys, market reports, internal 

company reports such as sales records or financial data and other forms of publications ( Ko-

tler  et al. 2009, 193). Secondary data is useful for qualitative analysis, whereby past records 

or reports are needed for analyzing trends or comparing figures of company performance 

throughout different periods in time. Furthermore, secondary data offers several advantages 

over qualitative means, for instance: Information is easily accessible, it is a relatively ine x-

pensive route for obtaining data and it proposes a quick scheme to attaining the needed i n-

formation.  

 

However, secondary data becomes irrelevant for current situational analysis as it bears out-

dated information and it may represent limitations in terms of dissimilar purposes, use of ja r-

gon or actual understanding and explanation of the data. Usually, the issues to be revised by 

researchers when using this type of data collection is time difference between co llection and 

publication of the original documents, the initial researcherõs objectives towards data collec-

tion and the credibility of the gathered data.  

 

7.2.2  Primary data 

 

This is raw or recently colle cted data from an original source via direct or first -hand experi-

ence by means of questionnaires, interviews, focus groups, observations or experimentation. 

Primary data collection follows a qualitative approach due to a more personal interaction t o-

wards retrieval of information. (Primary Data Definition)  

 

As primary research aims to obtain information directly from the target consumer, it can pr o-

vide a better picture on consumer trends and the ability to control the kind of information 

gained. Adversely, acquiring this sort of data is time consuming and relatively expensive, and 

in some cases, the information gained does not reflect on the preferences of the entire pop u-

lation or target group.  

 

7.2.3  Tertiary data  

 

This sort of data collection reflects on sources  that combine and collate other forms of 

sources. The chief purpose of tertiary sources is to synthesize information and generally pr e-

sent condensed versions of materials that can be traced to primary and secondary sources; 

Dictionaries, reference material , encyclopedias, Wikipedia and similar related user -
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contributed ôencyclopediasõ can be summarized under ôtertiary dataõ. (Primary, Secondary 

and Tertiary sources 2013) 

 

7.3 Chosen research method 

 

The authors of this study have used multiple means of data coll ection methods, including 

both quantitative and qualitative means of information retrieval. The use of primary methods 

by creating and implementing a survey tailored to capture individualsõ perceptions on music 

and their knowledge of the music industry in general. Researchers have acquired quantitative 

data via online reports, articles and numeric figures.  

 

7.4 Methodology 

 

The research has been conducted by the two authors under this study whose main goals were 

to satisfy the research questions set at the comm encement of the study and to fulfill a co m-

prehensive business plan for the company in question. The target population chosen for the 

survey was based on age range starting with individuals of 16 years and above, and mainly 

those who reside in Finland or ha ve a bit of understanding regarding Finnish music and its r e-

spective record labels.  The expected population target was not to our expectations conside r-

ing we received an aggregate of 23 responses to the survey. This does affect the final validity 

and assessment of the answers provided by the respondents, though overall it posed for a 

great learning experience and the most valuable information was extracted for further anal y-

sis. 

 

The techniques used to sample the chosen population were based on simple random and 

strat ified  sampling. Random sampling represents the least bias method of choosing the target 

population, whereby each member has an equal chance of being selected (Sampling tec h-

niques n.d). This method was implemented through social media distribution  of the survey 

where everybody who has interest in music and/or has knowledge of the Finnish music indu s-

try was capable of answering the survey.  In addition, a few surveys were distributed on school 

campus by randomly picking individuals to complete the survey (both international and local 

individuals);  given that not all were interested in responding to the survey and many others 

were occupied with their own tasks. The latter  method focuses on dividing the population 

into known groups that encompass a part icular proportion of the parent population (Sampling 

techniques n.d). This method was implemented by sending out the survey via e -mail to di f-

ferent Laurea University of Applied Sciences faculties; this channel proposed a greater r e-

spondent population as th e target was set to students, teachers or any ot her school members.  
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The responses from the survey were analyzed via pile sorting and tabulation methods; wher e-

by data was arranged systematically according to each question category, thus replies under 

each question were reviewed, charted and summarized separat ely.  

 

Via desk research, authors have utilized internet -based content to gain a clearer understan d-

ing of the kind of music distributed in the market with this generation of individuals, and an 

overall  scope of the current market; its consumer segments, competition, opportun ities and 

barriers. Information has also been filtered from other dissertations and thesis studies related 

to similar topics under discussion i.e.: Music, music industry, music distr ibution or social m e-

dia and music.  

 

7.5 Evaluation of study  

 

The topic discussed in this research was assessed and evaluated by comparing the theoretical 

structure and its elements  to the actual obtained details under the empirical section. R e-

searchers ensured that the studies referred to in the empirical section were synchronized 

with those mentioned in the theoretical framework. Initial data collected was revised and 

analyzed with the inclusion of additional literature references and online based sources. Af ter 

the results of the final study were  justified, the authors moved on to clarify the possible ou t-

come of the business plan, by reflecting viewpoints and the course to be undertaken by the 

record label in the conclusion of this study.  

 

7.6 Validity and reliability of study 

 

Validity defines the degree to which a study accurately measures or assesses a particular co n-

cept the researcher attempts to enlighten to the reader. This sort of validity touches on both 

internal and external means by which the external pa rt reflects on a generalized view of the 

study, whereas the internal area refers to the extent the researcher is willing to go to co n-

duct and verify the study. Reliability, on the other hand, highlights the consistency in a pa r-

ticular study or measurement.  It is better to have minimal data with a high dependable or 

validity rate, than an abundance of data filled with discrepancies and  errors (Baker, Singleton 

& Veit  2011, 27 ð 28). 

 

The authors carrying out the study are full time emp loyees of the company Kamoja Records, 

thus the information presented is at their own true account and the amount to be di sclosed 

about the company is solely based on the  extent to which the authors  aim to delve deeper 

into the research problem, in this case, the drafting of a bu siness plan to improve the comp a-

nyõs stance in the music industry in Finland. Each study faces limitations or barriers, some of 

them encountered include:  
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¶ A time frame set up by the researchers that would lead the study to be undertaken 

within precise perio d of time, which may leave some information sources untapped or 

unseen. 

¶ Lack of suffice respondents to the survey; questioning the accuracy of the final r e-

sults with relation to the entire population.  

¶ Inability to retrieve specific information either due t o language barriers or because 

key search words can only be found in a different language (mainly the Finnish la n-

guage). 

¶ Lag time between collection of data and compiling it together; some information 

might lose their relevance within the given period of t ime.  

 

It can be concluded that the validity of  the study is based on content from dependable online 

sources and different book sources. The primary data serves as first hand extraction of data 

from direct end users, in this case, the target consumers who h ave distinct music prefe r-

ences. These methods provide a fairly accurate and reliable stance in source info rmation, 

hence were the m eans utilized by the authors  to complete the densest section of the study; 

being the empirical framework. However, in  spite of the accuracy of the methods,  the r e-

sponses received were not satisfactory in terms of quantity; with only a few valid replies  re-

trieved for evaluation. This hinders the validity of the study for the responses do not cover 

the entire desired po pulation fo r the authors to accurately pin point music preferences of the 

population in Finland.  Despite the lack of sufficient responses, a comprehensive study was 

still carried out and the findings presented were essentially useful.  

 

8 Empirical study 

 

8.1 Industry analysis 

 

The music industry has a wide scale definition that encompasses aspects such as copyright, 

culture, creativity and entertainment. Different authors have described music industry in d i-

verse terms, identifying it as a mass communication medium whereby m usic is created in 

many forms in order to attract vast audiences for financial profit. Others define the music 

industry as an entrepreneurial -venturing process that supports artists in the creation of em i-

nent music. Music is an important part of everyoneõs daily life, constituting to fast -growing 

communication networks and new digital technologies. In addition, music industry can be di s-

cussed on the basis of its functions and participants as these are the key building blocks in 

spreading a particular message through music and the number of people who can be moved 

by the music performances ( Ganeva 2012). A direct quote taken from Ganeva (2012, 12)  sug-

gests the following definition of music industry, ôõmusic industry consists of those companies 
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concerned with developing musical content and personalities which can be communicated 

across multiple m ediaõõ.  

 

Finnish music consists of more than 50% of domestic music sales, to which a large portion of it 

entails traditional Finnish pop known as ôIskelmaõ, indie and electronic, folk and contemp o-

rary. Another favorite trend includes Finnish tango to which many enjoy attending tango fe s-

tivals and music occasions in dance halls. Global music in Finland has for a long time been 

revolving around local artists and local musi c preferences. According to the International 

Federation of Phonographic Industry (IFPI), the value of domestic music grew from about $112 

million to an estimated $150 million within the periods 94 ð 1998. Furthermore, the IFPI states 

that Finnish record c ompanies are still heavily dependent on the domestic music market, r e-

luctant to take on risks, which is the result of an unsuccessful international marketing 

scheme. Finnish music aims to stick to what they know best instead of attempting to export 

mainstream music globally. (Isokangas 1999) 

 

Having said that, only in the past decade has the international attraction and digital distrib u-

tion advanced further. Finnish music exports have propelled higher, in 2009, the export result 

of international music reach ed its record ð breaking sales of 32 million euros, which resulted 

to a grand increase of 38% (9 million euros) from the previous yearõs results. The high sales 

were achieved via an increase in the number of entrepreneurs in the music export sector. 

Through the rise of companies such as Musex (Music Export Finland), to promote Finnish mu-

sic, popular bands such as: HIM, Children of Bodom, Apocalyptica, Nightwish and Rasmus, 

were given opportunity to expand globally in their genre of rock music and heavy meta l. (Hel-

singin Sanomat) 

 

A survey that was conducted by Media Clever justified that the strongest markets for Finnish 

music were in Europe, with the Nordic countries attaining 21% of Finnish music fans, German 

speaking countries at 18%, France and Benelux countries at 12%, Britain occupying 11% of 

supporters, and United States and Asia with 10% and 7% of the shares respectively. However, 

Finlandõs neighboring country, Sweden, still ranks much higher compared to Finland in terms 

of music export sales, which a mount to 700 million euros. The cornerstone to such success in 

Sweden is due to song writers who produce songs for international stars and artists.  

In spite of the growth in Finnish music sales, a major problem still resides in not only the 

Finnish music industry but industries worldwide. Due to the technological development of the 

internet, peer ð to ð peer software where people can exchange music and other media online 

has constituted to a rapid increase in piracy. From a piracy level as low as 2% in 199 5, and 

approximately 10% in 1997, escalated to a rating of 25% in 2012. (Muchmore 2012) 
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Piracy tends to rip away album sales from an artist which in turn not only affects the earnings 

of the artist but also earnings of record labels. This is an issue that  continues to persist and it 

is something that any record company would have to face and accept.  

In contrast, an article on online music piracy, based on research carried out by European 

Commissionõs Joint Research Centre on 16,000 Europeans, stated that online piracy does not 

affect digital music revenues. In fact, visits to free streaming or pirate websites were found 

to stimulate positive activity in legal music stores, resulting to greater online music sales, and 

the rate at the moment being at 7%. ( Ernesto 2013).  

 

This research may prove to be somewhat true when considering certain aspects such as: Ar t-

ists posting music videos online on free streaming sites like Youtube and Worldstarhiphop, 

then for every view they receive f or the video they gain a per centage of income. Turning the 

coin, with the availability of free downloadable music content online, it might be less acc u-

rate to justify that visitors to music stores are likely to purchase upcoming music not yet r e-

leased to the public, unless they are p assionate about quality content and have developed 

some form of brand loyalty to company software, for example: iTunes or Spotify. On the 

bright side, digital music does aid in wide scale advertising and this way companies  can reach 

a wider audience.  

 
8.2 Value chain analysis 

 

In the music industry we also attempt to understand how the product moves from the inve n-

tor or creator to the final end user. Certain departments can be considered: Inbound logistics, 

manufacturing, outbound logistics, market ing and sales. (Ganeva 2012).  

 
 
 
 
 
 
 
 
 
 
 
 

Figure 7: Traditional structure of  the music industry, adapted 

from ôõMusic Digitalization and its Effects on the Finish music in-

dustry stakeholdersõõ. 

 

The major processes involved in the rec orded music industry are primarily the creation of m u-

sic; entailing the composition work of the artists as well as the recording and manufacturing 

Consumption Retailing Distribution  Production/ 

packaging 

Recording Composition 

Inbound logistics Manufacturing Outbound lo-

gistics 

Marketing and sales 
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of the music. Following the creation of music is the marketing and promotion department and 

finally distribut ing of the music via retails or online sources.  (Cassiman & Salvador 2006) 

 
Considering now the new online music distribution era, intermediaries have been branched to 

different sectors involving new players and branches in the development of sound recordi ngs. 

Retailers are no longer the final distributors towards consumers; means of internet content 

downloading and streams have developed. Mobile phone operators and third party online m u-

sic stores are able to offer end users with direct access to music inst ead of a physical music 

store (OECD Report on Digital Music 2005).  

 
8.3 Revenue streams in the music industry 

 

There are three main revenue streams in music industries which are:  
 

¶ Song writing: Music publishers sign songwriters and license songs, performing r ights 

are drafted, performance arranged and songs are distributed, eventually the public 

listens and watches and makes a purchase. 

¶ Live Performances: Artists perform live on stages, managers coordinate their careers, 

talent agents and promoters book and pu t on live performances, venues are hosted 

and the public buys tickets to witness the shows.  

¶ Sound recording: Artists perform recordings, record labels sign in the artists, produ c-

ers & sound engineers alongside the artist produce further recordings, copies are 

manufactured and distributed either via online or offline means, the consumer pu r-

chases such copies of the recordings. 

 
(Source: Leurdijk & Nieuwenhuis 2011) 
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Finnish music industry as of 2011 (Euros in millions) 

Live music       404 

Private sector 
  

212,2 

Symphany orchestras 
  

74,1 

Finnish National Opera 
  

53,3 

Church 
   

54 

Military music 
  

10,4 

Retail sales of recordings (IFPI)   66,5 

Copyright royalties     77,9 

Composers, lyricists, publishers 
 

54,6 

Producers, artists, musicians 
 

19,2 

Direct licensing by publishers 
 

4,1 

Grants       14,9 

Private foundations 
  

5 

Central government grants 
 

3,9 

Promotion funds  
  

2 

Municipal subsidies 
  

4 

All revenues totaled without education 563,3 

Education       264,2 

Overall revenues     827,5 
 

Table 1: Division of revenue in the Finnish music industry 

 

(Source: Financial survey of the music industry in Finland 2011) 

 

On the basis of the rev enue streams, the Finnish music industry is divided into five main rev e-

nue earning sectors which showcase the division of income and royalties, as seen from the 

table above. The five revenue sectors are described as follows: Live music, retail sales of r e-

cordings, copyright royalties, grants and education. The highest earning sector is ôlive musicõ, 

totaling at 404 million euros in revenue.  

 

8.4 Sound recording market 

 

The Finnish record market is rather small due to the small population; however there are a 

lot of small scale record companies who focus on promoting local artists and music. Finnish 

consumers have extensive demand for live music in dance venues and airplay, and are also 

subject to a high copying rate. As many things nowadays are becoming more digitalized, pe o-

ple move away from hard copy older generation methods; this entails C D portable players and 

CD disks. Since Finland offers a wide platform of technological development and internet a c-
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cess, free online music has become more attractive than ever compared to traditional met h-

ods (Mapping Finnish Music Industry). 

 

Year Music Cassettes  
Long Play vinyl r e-

cord  
DVD CD Digital  Total(û million) 

2002 0,3 0 
 

63,2 
 

63,5 

2003 0,6 0 
 

64,6 
 

65,2 

2004 0,8 0 3,1 56,4 
 

60,3 

2005 0,5 0 3,9 53,4 0,8 58,6 

2006 0 0 4,4 53 1,6 59 

2007 0 0,1 4,2 48,3 2,6 55,2 

2008 0 0,1 3,8 45,4 2,6 51,9 

2009 0 0,2 3,5 38,2 4,2 46,1 

2010 0 0,3 2,4 32,2 7,8 42,7 

2011 0 0,6 1,2 31,2 8,5 41,5 

2012 0 0,6 0,8 29,2 11,5 42,1 

 

Table 2: Sound recording devices 

(Source: IFPI.fi) 

 

From the table above, we can deduce the evolvement of music devices from music cassettes 

to the digital sal es of today. CDõs are still in much use and constitute to most of the music 

sales up until 2012, though facing a slight d ecline. The digital era is advancing and it can be 

expected to grow rapidly over the next decade and overtake CD usage. Vinyl record sa les 

seem to be on the radar, though a very small percentage; this may suggest that there are 

consumers who are still interested in the antique nature of discs. DVDõs might be popular with 

movies but in music it is seizing to lack relevance as now there are  numerous online sites to 

music videos. 

 

8.5 Survey evaluation  

 

When it comes to survey evaluation, the discussion is based on a survey research; signifying 

an analytical approach  for collecting data to gain insight about people, their perce ptions, 

thoughts and behaviors (Baker 2011, 29). A survey is one of the methods considered under 

primary research, and in this case study, the type of survey research implemented is one of 

self-administered questionnaires.  

 

The main purpose of a survey or questionnaire is t o produce quantitative data reflecting on 

some aspects of the studied or targeted population ð findings that can be gathered and gene r-

alized to suit a larger set of consumer groups.  

 

Baker and his colleagues (2011, 27) continue to justify that in order to  conduct a credible su r-

vey, one must devise and execute an effective plan. It may so happen that researchers u n-
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derestimate the time and skills needed to improvise a well -designed survey, as well as incor-

porate the necessary quality within every process ste p of the survey research. Failure to fo l-

low up responses or taking shortcuts can severely invalidate the final results of the survey. 

Further li mitations of a survey are that respondents do not entirely represent the preferences 

of the general population, and even more noteworthy is the fact that surveys only measure 

beliefs and behaviors and not actual actions or participants. Surveys can be subject to many 

forms of biases; hence the final evaluation has to account for many different variables that 

could affect the reliability and validity of the analysis with an appropriate framework to be 

applied and assessed throughout the research process. 

 

The researchers extracted four (4) main questions to evaluate the survey carried out. The 

four (4) questions are b ased on music genre preferences, competitor  analysis, the medium 

used to obtain music and the frequency of the used medium.  

 

Question 1: To what extent do you enjoy the following genres?  

 

Figure 8: Music genres 

 

The above graph illustrates the different genres in the music industry and how people have 

rated their favorite genre with a rating scale of one (1) to five (5): A rating of one suggests 

that candidates do not like the genre at all, whereas a rating of five suggests that c andidates 

enjoy the genre very much.  

 

Question 5: How familiar are you with the following record companies in Finland?  
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Figure 9: Competitor analysis  

 

This diagram represents the direct and indirect record label competition with in the Finnish 

music industry, and how well respondents are familiar with them. The ratings were based on 

familiarity levels from ôNot at allõ, to ôLeast familiarõ and finally to ôQuite familiarõ.  

 

Question 8: How often do you use the following to obtain your music? 

 

Figure 10: Medium for obtaining music  

 

The chart above demonstrates the methods candidates use to obtain their music . Sources 

listed include: Software such as iTunes, Spotify etc.; Peer -to-peer engines, purchasing an al-

bum or downloading directly from the internet. The ratings presented are based on how often 

the respective mediums are used to collect the info rmation.  
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Question 11: Where do you get information about music?  

 

Figure 11: Music mediums 

 

This chart represents how respondents update themselves about upcoming artists and latest 

music. The channels listed are the most favorable sources of information that are used in Fi n-

land. The ratings show how often the respective channels are used to gather information.  

 

8.6 Results of study 

 

The questionnaire received a total of 23 respondents with the majori ty being Finns. The age 

range of the respondents was between 20 and 30, with two candidates who surpassed the a v-

erage age range.  

 

Through the aut horsõ findings, they came to realize that a large number of individuals prefer 

the genres pop, rock, R&B and hip hop. This provides essential information when conside ring 

song compositions and their consumer segments.  

 

In addition, the indirect competitor s (mainly the major four) are quite well known by most 

respondents, while the direct competitors (other small time record labels) are vaguely known 

by a few respondents. This information will aid the authors to strategize proper branding co n-

cepts so as to develop and position the record label in the Finnish market.  

 

Furthermore, the authors came to deduce that majority of respondents utilize computer 

software and internet downloading to obtain their music. Respondents are also quite fond of 

obtaining their information via social media, music & video sites and radio. This data will aid 
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in marketing and promoting activities when it concludes to the kind of channels the record 

label is going to use to attract more customers.  

 

8.7 Competitor analysis 

 

The Finnish music industry consists of many record companies whose main line of genre r e-

volves around pop & rock, indie & electronic or jazz and classical music. In most cases, the 

small time record labels tend to facilitate only one set of genre which puts them behind the 

four big record companies who are leading the music industry at the moment in Finland. The 

major four record labels currently in Finland: Warner Music Group, Sony BMG Music Ente r-

tainment, EMI Group and Universal Music Group. The larger and more eminent  the record 

company exists, the more versatile its genre selection. Having said that, even the big time 

record labels still operate within the music tastes of Finland, which poses a loophole in their 

strategic capabilities and intent.  

 

Information argued by Ganeva (2012, 71 - 72), suggested that record labels in Finland have 

only just recognized the importance of providing the whole package to the artists they sign. 

This package entails not only talent searching and producing an album, but also marketing t he 

artist; buil ding their image and visibility to the audience and becoming more connected with 

what consumers desire without the use of intermediaries. Referring to the extracted info r-

mation, according to SecuryCast; one of the largest companies in digita l service, marke t ing of 

music and counseling in Finland, stated that record companies in Finland are still incapable of 

marketing their artists in spite their growing investments in artist branding. This shows the 

absence of linkage between physical and music distributions in Finland, whereby the digital 

aspect is still far -fetched from the traditional album production and selling CDõs in retail out-

lets.  
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Below is a chart to illustrate the positions of the big four record labels in Fi nland.  

 
Name (in order of position) Genres ¢ǳǊƴƻǾŜǊΣ Ƴƛƭƭƛƻƴǎ όϵύ 

Sony Music 

Pop & Rock, Hard rock & 
Metal, Indie & Electronic, 
Contemporary & Classical, 
World & Folk, Jazz 11,4 

Universal Music 
Pop & Rock, Hard rock & 
Metal, Indie & Electronic 10,29 

EMI 

Pop & Rock, Hard rock & 
Metal, Indie & Electronic, 
Contemporary & Classical 7,38 

Warner Music 

Pop & Rock, Hard rock & 
Metal, Indie & Electronic, 
Contemporary & Classical, 
World & Folk, Jazz 8,89 

 

Table 3: Record label positions  

  (Como 2012) 
 

Universal Music has for a long time been the most stable label in Finland, but according to the 

current statistics, Sony Music has advanced slightly better by 1, 11 million euros in revenue. 

According to the above source, the big four l abels occupy 75% of total music industry market 

share, which leaves little room for the other small time companies to operate in. From the 

table we can d educe that all record companies have common genres, which is tailored to the 

liking of national music tastes. The big four may have capabilities of inve sting large sums of 

money into marketing campaigns, but the common problem is their lack of expertise in pro p-

er digital artist and brand marketing, and their limited diversity in music genres to accomm o-

date an international audience in Finland. In addition , as explicated by Ganeva (2012, 75), 

the pr ogression of record companies and the Finnish music industry itself into digitalization is 

at a slow pace. This paves way for newly formed record companies, who have knowledge and 

capabilities in the new digital era, to commence business and provide a new outlook for the 

music industry.  

 
Furthermore, an escalating number of independent labels tend to integrate and become a s-

similated with the major four, which opens up the local market to a greater extent. This pr o-

cess may involve the buying out of the small time labels or investing into start -up companies. 

The independent firm that is then working under the proximity of the larger label will henc e-

forth specialize in discovery and development of new talent as well as facilitate local music 
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distribution. However, not all small time labels go down the same route as many prove to be 

efficient in their own sectors of satisfying the demand in for example; niche markets  (Ganeva 

2012, 13) 

 

8.8 Porterõs Model 

 
There are several factors Kamoja Ent needs to account for when analyzing the music industry 

and the competition it upholds, so as to obtain a better stan dpoint of the company and the 

possibilities of surviving in the Finnish music i ndustry.  

 

The table below represents conditions under each dimension of the Porterõs model that would 

affect a small time record label  such as the likes of Kamoja Records.  
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Dimensions Factors  Explanation  

Rivalry among Existing 

competitors  

¶ Concentration of i n-
dustry 

¶ Market growth  

¶ Degree of diff erenti a-
tion  

¶ Structure of costs  

Four large brands holding 

most of the market share. 

Many other small time re c-

ord labels with better scope 

of the music indu stry.  

Slow progression into digi-

talization, yet massive p o-

tential for both top and 

small labels.  

Similar offers of music ge n-

res which creates rivalry 

amongst local labels, but an 

opportunity for a foreign 

label to offer a versatile 

genre selection.  

Larger labels have capacity 

and funding to acquire bi g-

ger studios that can afford 

more equipment ð this be-

comes a barrier for smaller 

labels that do not readily 

have access to such capital, 

who cannot diversify  

Threat of new e ntrants  ¶ Economies of scale 

¶ Access to distribution 
channels 

¶ Service differenti a-
tion  

In a technologically a d-

vanced country, new e n-

trants ha ve fewer barriers 

when it comes to acqui ring 

know-how on the IT stru c-

ture in music produ ction ð 

this poses great competi-

tion.  

Labels in the market a l-

ready have access to famil-

iar or common distribution 

channels. 

Existing firms have gener-

ated brand loyalty but most 
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of them provide similar r e-

cording deals and genre 

options.  

New entrants normally o b-

tain contracts from m ajor 

labels.  

Threat of substitute 

products or services  

¶ Obsolescence 

¶ Relative price value  

Existing labels running late 

on digital artist brand ing, 

providing room for new 

methods to arise.  

Cheaper recording deals 

with small time labels ð but 

this can easily be di smissed 

if consumer perceives qual-

ity to not match with value 

for price.  

Bargaining power of su p-

pliers  

¶ Online distributors  

¶ Album retail  stores, 
wholesalers 

 

Online music stores are in 

high demand, which d e-

stroys traditional distrib u-

tion methods.  

In Finland, however, phys i-

cal stores still very much in 

use. 

Large labels can easily cut 

off intermediaries in the 

distribution chain and sell 

directly to end -users; this 

makes for strong compet i-

tion with retailers.  

Bargaining power of bu y-

ers 

¶ Switching providers 

¶ Relative price value  

In the perspective of r e-

cording artists ð they would 

most likely aim for record 

labels that have wide scale 

recognit ion to enhance 

their status and image 

quickly.  

Small time record labels 

would need to match price 

and quality to gain trust of 
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buyers and/or upcoming 

art ists.  

 
Table 4: Porter's model demonstrated  

 

8.9 Company profile  

 

Our research topic will be based on a newly founded company, in Finland, running under the 

name of Kamoja Records. Kamoja Records is a music and video production company that pr o-

vides the services of sound recording, talent searching and collaboration with artists from 

multicultural backgrounds. Kamoja Records  runs as a sole proprietor establishment;  however 

it is equally managed and controlled by three equal partners.  

 

8.9.1  Legal structure  

 

The company, though registered as a private entrepreneurship, is operated and run eq ually by 

three partners. The partners share equal rights in decision making, to which two of the ma n-

agers possess business managerial traits and capabilities of operating this kind of business and 

the size it has reached thus far, as the remaining manager qualifies as the centrepiece of the 

company due to his experience in the field of music production and graphic designing. The 

size and structure of the company is kept to a minimal partnership count for the capacity to 

acquire more members is limited, and the overall paperwork plus general work load is ma n-

ageable with fewer legal barriers.  

 

8.9.2  Mission 

 

The goals of the company are to provide its customers with a diversified and unique take on 

music, to surpass the traditional and well known music genres in ind ie and electronic, rock, 

folk and contemporary. We aim to incorporate the kind of music a typical Finnish teenager or 

adult would love, with the addition of hip hop, cultural drums or melodies from Africa and 

dance rhythms. As the music exporting section i n Finland is rapidly growing with newly 

formed entrepreneurs promoting and marketing artists, it is our target to become a compet i-

tor in artist searching and showcasing new talent to the Finnish public, and event ually attract 

a global audience.  

 

8.9.3  Objectives 

 

¶ Ensure our record labelõs studio is fully equipped and functioning by the start of 

January 2014. 
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¶ Work with local Finnish artists and those with other nationalities, who live in Fi n-

land, by the end of 2013 . 

¶ Expand by producing music videos and single hits on the Finnish music charts.  

¶ Promote and market the Kamoja record  label as a company ready to work with 

artists who have a talent and passion for music, and who are prepared to go the 

extra mile in terms of providing a different music style.  

¶ Increase customer base via advertising on posters and social media, crea t ing gigs 

and contacting of local radio stations to play our music hits.  

8.9.4  Vision 

 

Our vision is to transform Kamoja record label to a locally well recognized brand and label 

taking on the Finnish mu sic industry with talented yet underground artists, who have a d i-

verse language skillset to capture consumer attention from different nations, who are signed 

under our company name and aiming to showcase a versatile music category in not only Fi n-

land but i n their respective countries.  

 

8.9.5  Executive summary 

 

The idea behind the respective business plan is to promote the record label  of Kamoja as a 

unique and diverse brand in the Finnish music industry; targeting to hire, mentor and build 

the image of several a rtists with passion for music, who can work with several music styles 

the company is intending to offer to the market.  

 

Kamoja Records is a small business yet to gain awareness from the public, surrounded by m a-

jor brand leaders and other small time entrep reneurs with far more knowledge of the music 

industry in hand. Despite the fact that music exporting in Finland has been growing for the 

past decade, there is still a heavy reliance on local music and artists, and marketing of artists  

via digital channels  is only just being recognized as a vital aspect to obtaining greater rev e-

nue. Marketing is something the company  will have an advantage over as they  are specializing 

in that field and all advertising and promotion thus f ar, done on behalf of Kamoja Records  

have been a fully digitalized process with all cl ients obtained online.  

 

Kamoja Records will attempt to penetrate the Finnish music industry as a multi -cultural co m-

pany, emphasizing on building artist repertoire, career and identity via extensive marketin g 

through common distribution channels.  In order to acquire ample information on competitors 

and consumer segments, extensive market research will be carried out to attain a better u n-

derstanding of consumer preferences towards music, in Finland, and how th e information r e-

trieved can be used to impr ove our competitive advantage.  
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8.10 SWOT analysis for Kamoja Records 

 

Strengths  

¶ Sales and marketing 
knowledge and expertise  

¶ Music producer and graphic 
design expert 

¶ Multi -cultural team  

Weaknesses 

¶ Brand positioning 

¶ Small scale, not locally reco g-
nized 

¶ Lack of funds for investments  

¶ Lack of proper negotiation 
skills in Finnish language 

Opportunities  

¶ No significant market entry 
barriers 

¶ Market still growing to an i n-
ternational standard  

Threats 

¶ Major brand leaders occupying 
majority of market share and 
brand loyalty  

¶ Other small time record labels 
with better understanding of 
the Finnish music industry  

 

Table 5: SWOT for Kamoja Records 

 

The table above presents the key internal and ext ernal elements  of the company. Through 

this analysis, we can develop further the companyõs core competencies such as: Recruiting of 

additional employees who will provide valuable input in terms of idea generation and deve l-

opment of the brand. By realizing the threats an d available opportunities , the company can 

decide on the right course of action in order to propel in the given market.  

 

8.11 Market strategy  

 

Kamoja record label is set up to give an opportunity to upcoming artists to develop further 

their talent and passion  for music. For strategy to work, the authors  believe in developing a 

genuine brand that will be able to relate to the clients. A unique strategy of promoting mult i-

cultura lism and becoming versatile in fusing different genres and composers/songwriters, wil l 

aid in creating a distinctive brand hence generating a good portion of competitive a dvantage 

in the long run. Through the research, it has come into realization that the market has a d i-

verse range of music genres that people enjoy listening to; creating a broader scope of music 

selection for the company to work with and produce.  

 

8.12 Marketing mix  

 

Every company tends to use marketing mix as a tool in developing their marketing strategies. 

The 4põs that the authors will use so as to develop their marketing plan are as follows:  
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8.12.1 Product 

 

Being a service business the product is intangible. The record label will be responsible in pr o-

ducing music and videos for its artists . Through the record label,  artist s will be able to obtain  

quality music  with unique sounds and creative videos that will help them propel and develop 

themselves in their careers .  

 

8.12.2 Price 

This is the most effec tive element that may work as an  advantage or disadvantage. Pricing is 

a sensitive factor in the marketing mix that the  clientele or consum er will consider when a c-

quiring the right product or service . The authors tend to use pen etration pricing techniques 

by offering lower prices compared to competitors so as generate immediate cash flow and  

attract more custom ers, ultimately to raise prices after a certain duration of time in order to 

accumulate adequate profit margin s.  

 
8.12.3 Place 

The record label is situated near  town center  which makes the studio easily accessible and 

convenient for artist s. Its surroundings have a variety o f recreational faci lities such as 

schools, whereby the company can search for and recruit  upcoming art ists. 

 
8.12.4 Promotion 

 

Promotional activities like branding and advertising will yield a constructive channel for 

reaching out to custom ers. Digital marketing has made  a very ext ensive breakthrough for 

many companies, thus, the authors will utilize  social media and other i nternet advertising 

sites to reach out to current and potential customers. The unique aspect about  branding is 

appropriate positioning of the record labelõs image in the respective music industry, while 

exercising versatility and diversity of music  genres. The aim is to offer artists a  dynamic expo-

sure by collaborat ing with artists from di f ferent backgrounds and walks of life . The authors 

plan to pro mote and build  their artists brand through an artist cooperation and creative tec h-

nique cal led 'Cypher';  a cypher being a platform to  showcase artistsõ lyrical talents  in a visual 

aspect. 

 

9 Organizational management 

 

9.1 Key employees 

 



 50 

Leading people takes much effort in und erstanding the capabilities of different individuals 

and the process of influencing and inspiring a team so as to reach one common target. Usua l-

ly, becoming a successful leader or a team player requires being able to mingle with people 

from various backgrounds who have different personal and professional needs alongside e x-

pectations ð it does not any longer solely focus on what is necessary for the organization or 

entrepreneur, but merely the potentials of the employees and the kind of bond that can be 

developed by leaders and their workers or amongst subordinates. ôõ Becoming an effective 

leader requires a willingness to remain open to the changing needs of people, a deep co m-

mitment to the long -term well -being of employees and a high level of sensitivityõõ, quoted 

from Scarborough, Wilson & Zimmerer  (2009, 669).  

 

Kamoja Records is run and operated by three individuals who each have a distinct role in the 

success of the company. There is no clear distinguished leader for every decision has to be 

agreed upon as one unit before any tasks are carried out (a self -directed work team). The 

team consists of an Administrative and Marketing Manager who handles all the digital marke t-

ing and clientele responses including updates on blog and webpages. A Brand Manager is re-

sponsible for developing and positioning the Kamoja  record label distinctively in the ma rket ð 

to successfully target the right consumers with a unique approach from competition. Finally, 

a Graphics and Design Expert who deals with delivering the final pr oduct of the co mpany, for 

example: Music and video production and final retouching of the service.  

 

Each manager or team player is involved in idea generation and ensuring that the companyõs 

image and goals are analyzed and put forward . The team effort has  allowed for a close rel a-

tionship between the managers where each individual understands the capabilities of the 

other manager and has the right to either support or intervene with the final work presented.  

 

Disputes or poor performance are dealt with imme diately and with the presence of all ma n-

agers. In order to solve rising issues or challenges, the team is bound to effective communic a-

tion via several channels from face ð to ðface meetings, phone calls and to online methods 

such as e-mails and social media messages.   

 

9.2 Management structure and style  

 

An organization comprises of different sectors of which it requires coordinated effort in order 

to achieve company goals and decisions. Hollensen (2010, 539) justifies that each organiz a-

tion formation or struc ture has to respond to three critical questions on whether the organ i-

zation will follow a vertical or horizontal  structure; centralized or decentralized; bureaucra t-

ic or adaptive. Each structure determines the effectiveness and efficiency of operations an d 

general management. This formation also focuses on the kind of leadership style utilized in an 
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organization. Furthermore, companies or mainly marketing departments take different forms 

to reflect the dominant nature of the marketing activity or problem  (Hollensen 2010, 540), 

such are: functional, product, geographical or customer based organizations.  

 

The leadership position of managers in Kamoja Records follows an informal,  decentralized 

manner, whereby all team players participate in the decision making  and every individualõs 

intake weighs equally on the final decision undertaken by the entire group. This sort of style 

constitutes to an adaptive formation with close relationships between all managers, where 

collective cre ativity and worker empowerment st and as core values to the company. This type 

of style is essential to the company considering the number of workers c urrently working at 

the company, which allows for each worker to freely express their opinions and where trust is 

generated via the commitm ent and final results each individual exerts.  

 

Kamoja Records follows a customer ð based alignment where we recognize that different co n-

sumer segments have different preferences, therefore, marketing resources and expertise are 

aimed at understanding the vast criteria in music genres and the kind of music Finnish people 

or in general, people living in Finland, enjoy listening to and would pay to be acquainted w ith 

a label offering such music.  

 

Below is a simple diagram demonstrating the roles each individu al possesses within the com-

pany, the flow of information between workers and integrated dec ision making.  
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Figure 12: Illustrating movement of information and decision 

making between members of the company.  

 

10 Financial p lan 

The authors will fund the settin g up of the studio by the use of personal funds. The main ex-

pense to be incurred whilst  set ting up the studio is bu ying the studio equipment such as: Mi-

crophone, recording gadgets (digital mixers and recorders), studio monitors and sound co n-

cealing systems. It will be a , established  home studio so as to avoid additional rent expenses. 

The promot ing expenditure is at ra ther minimal rates due to digital media that allows for 

quick and free uploading of  music to online sites for example:  YouTube, WordStar and 

Viewhiphop.com.  

 

The authors propose a price catalogue that will illustrate the expenses recor ding artists will 

be charged whilst acquiring Kamoja Recordsõ services. 

Admin. Mana-

ger 

Graphics De-

sign Expert 

Brand Mana-

ger 
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10.1 Draft of the price catalogue 

 

Music Instrumental  

Beats ( 180e ) 

> If Client wants to Record on it, adds 120e  

> *Investment Fund ( 50% ) 14 days prior to video shoot 

day. 

> Editing / Mixing / Mastering 1  song: 150e 

> Background Music for Films and Video: 135e 

> *Studio time charges: 55e / hr  

Videos Music Video 

Regular Music Video ( 550e / day ) 

> One ( 1 ) music video Edited and Color Graded. 

> *Investment Fund ( 50% ) 14 days prior to video shoot 

day. 

> Client Meeting ( 2 - 4 hrs ) and Script/ Storyboard  

> Price includes only the nal video ( without calculated  

extra gear, clothes, make -up, location etc )  

 

Documentary  Regular Documentaries ( 745e ) 

> This is for a 10 minute documentary.  

> For a 15 minute, client adds an extra 145e  

> Documentary Edited and Color Graded 

> *Investment Fund ( 50% ) 14 days prior to 
Photo 

shoot day. 

 

Table 6: Price catalogue  
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The price catalogue above showcases the prices that recording artists will b e charged for ac-

quiring each service. The prices have been placed strategically on the lower end compared to 

competitors so as to attract more customers.  

 

11 Risk management 

 

Risk can be used to describe the uncertainty surrounding events and their ou tcomes, which 

may have a significant effect, either enhancing or inhibit ing; operational performance, 

achievement of aims and objectives and  meeting expectations of stakeholders. (Spedding & 

Rose 2008,10) 

 

Through the authorsõ qualitative research, there are a number of risk s that surface d which 

needed to be dealt with so as  to meet the objectives of a startup  company and also use it as 

an advantage to realization of opportunities.  

 

The authors came across two major risks that may serve as disadvantages when tryin g to 

meet their objectives : 

¶ Language barrier: Having no good command of Finnish language can serve as a pitfall 

in negotiation deals with clients. Through these the authors tend to recruit people 

who are more conversant with the Finnish language and knowle dgeable with the Fin n-

ish culture , when it comes down to the music industry, so as to lead to the right d i-

rection in creating and positioning the brand.  

 

¶ Lack of sufficient funds:  This may be problematic due to carrying out major activities 

like promotion, advertising and other activities. The short of funds can lead to cutting 

down expenses so as to meet the budget , hence not producing quality service  that 

can aid in promoting the company. Through the acknowledge ment of the threat, the 

authors tend to prepa red by applying for financial aid from banks so as to finan ce the 

different projects. These  will enable to push the brand in the market being an u p-

coming record company. 
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12 Conclusion 

 

The main objective of the study was to construct an effective business plan for a newly 

founded record label company by the name of Kamoja Records. Kamoja Records aims to pr o-

vide development opportunities to upcoming new talent  and to those who wish to pursue m u-

sic as a career. The company also aims to offer a diverse music selection that represents 

unique sounds and rhythms. 

 

The researchers went about by analyzing the different characteristics of the Finnish music 

industry; the major competitors in the market and the appropriate mediums to use when 

reaching out to customers.  The business plan is made to figure out the existing loopholes in 

the Finnish music industry, and the opportunities the record label can take advantage in order 

to accumulate greater profits.  

 

In result, the authorsõ findings lead them to believe that Kamoja Records has a unique stand-

point through its nature as a multicultural company that can offer diverse and versatile music 

to many different consumer segments. The market for music in Finland is not highly conges t-

ed to provide entry barriers, however, du e to leading record brands that  have massive influ-

ence in the current market internationally  ð poses a challenge for a new and not very well 

known record company. In essence, Kamoja Records can utilize the domestic and global di s-

tribution links the major b rands have in their possession.  

 

The next steps towards the successful establishment and implementation of Kamoja Records 

in the Finnish music industry entails hiring and incorporating a multicultural team of experts 

from di f ferent fields, so as to extens ively expand idea generation and development within the 

market. In addition, the search and recruiting of talented individuals has commenced, wher e-

by the companyõs team aims to set a brand footprint through collaborations with these indi-

viduals; utilizing digital marketing and other marketing tools to promote and advertise the 

companyõs services. Finally, as a startup company, the price strategy chosen will offer as a 

competitive advantage when entering the market and scouting for new talent.  

 

In a nutshell , the entire study has provided essential tools and effective met hods for Kamoja 

Records to prevail in the Finnish music industry. By the end of the study, Kamoja Records is 

readily able to commence operating in the Finnish music industry and is currently scouting for 

potential ar t ists.  
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