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(6)Fingers Up. Cílem práce je navrhout doporučení, která můžou vést ke zvýšení návštěvnosti 
 festivalu.  Práce  je  rozdělena  do  dvou  částí.  První část  je teoretická a je v ní  vypracována 
 literární  rešerše  na  téma  marketingové  kumunikace.  Druhá  část  je  praktická  a  je  zde 
 provedena  analýza  marketingové  komunikace  hudebního  festivalu  Fingers  Up  2014,  dále 
 pak  je  festival  srovnán  s  dalšími  vybranými  festivaly.  Praktická  část  je  uzavřena 
 doporučeními pro hudební festival Fingers Up. 


Klíčová  slova:  marketing,  marketingová  komunikace,  marketingový  komunikační  mix, 
 reklama, hudební festival, návštěvnost, návštěvník 



ABSTRACT 


The  subject  of  the  bachelor  thesis  is  the  analysis  of  marketing  communication  by  the 
 Fingers Up music festival. The aim of this thesis is to suggest recommendations which can 
 lead to increase of festival’s attendance. This bachelor thesis is divided into two parts. The 
 first  part  is  theoretical  and  is  focused  on  literary  research  on  the  topic  marketing 
 communication.  The  second  part  is  the  practical  part  and  is  dedicated  to  the  analysis  of 
 marketing  communication  by  the  Fingers  Up  music  festival  2014,  the  festival  is  also 
 compared  with  other  chosen  festivals.  Practical  part  is  concluded  with  recommendations 
 for the Fingers Up music festival. 


Keywords:  marketing,  marketing  communication,  marketing  communication  mix, 
advertising, music festival, attendance, attendee 
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INTRODUCTION 


Summer music festivals are important cultural parts of many people but a common visitor 
 usually  does  not  see  all  the  work  with  which  promoters  deal  in  order  to  make  a  festival 
 prosperous.  Preparations  of  such  events  usually  take  whole  year  and  must  be  done 
 thoroughly.  One  of  the  most  important  aspects  of  preparations  is  to  let  the  people  know 
 about the event – in other words, use the appropriate marketing communication to reach as 
 big amount of potential visitors as possible. Even though, the Fingers Up music festival on 
 which is this bachelor thesis based, still noticed increase of number of festival’s attendees 
 in 2014, this growth is not such rapid as in previous years. One of the reasons might be that 
 festival  does  not  go  along  with  actual  trends  in  marketing  communication  in  aiming  its 
 target group. 


The subject  of the bachelor thesis  is the analysis of marketing communication by the 
 Fingers Up music festival. Attendance of the Fingers Up music festival is slowly increasing 
 every year, but promoters of the festival wish to increase this attendance more rapidly. The 
 aim of this thesis  is  to  suggest  recommendations which can lead to  increase of festival’s 
 attendance. 


The  thesis  is  divided  into  two  parts.  The  first  part  will  be  theoretical  and  will  be 
focused on literary research of marketing communication with the emphasis on marketing 
tools  used  in  arts  sector,  especially  music  festivals.  The  practical  part  will  be  focused  on 
used marketing mix, but the major part will be dedicated to used marketing communication 
and its tools of the Fingers Up music festival in the year 2014. In the practical part will be 
outlined situation  about  marketing  of  other festivals  in  the Czech Republic.  In  the  end of 
the practical  part will  provide recommendations  for the festival  which lead to  increase of 
festival’s attendance. 
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I.    THEORY 
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1  WHAT IS MARKETING 


Marketing  is  defined  as  “the  process  by  which  companies  create  value  for 
 customers and build strong customer relationship in order to capture value from customers 
 in return”. (Armstrong and Kotler 2013, 33) or also as “the activity, set of institutions, and 
 processes  for  creating,  communicating,  delivering  and  exchanging  offerings  that  have 
 value for costumers, clients, partners, and society at large”. (Lamb et al. 2013, 2)  


In  the  past  was  marketing  only  understood  as  telling  customers  about  the  product 
 and  selling  it.  New  era,  the  era  connected  with  the  Internet,  social  media  and  higher 
 standard of living, is more concerned about customer needs and wants. “Human need is a 
 state  of  felt  deprivation  of  some  basic  satisfaction.” (Vashisht  2005,  2) People,  for 
 example, require to breathe, to have something to eat, to wear cloths, to have house to live 
 in, to feel safe, to have sense of belonging somewhere etc. “Wants are desires for specific 
 satisfiers  of  these  deeper  needs.”  (Vashisht  2005,  2)  Kotler  suggests  that  desires  are


“wants  for  specific  products  backed  by  an  ability  to  pay.”(Kotler  2001,  6)  As  a  result 
 product  is  developed  in  ways  which  provide  superior  customer  value,  has  its  accessible 
 price,  it  is  on  accessible  place,  and  is  promoted  effectively.  Aforementioned  are  parts  of 
 marketing mix.   


Marketing  mix  is “a  set  of  marketing  tools  that  work  together  to  satisfy  customer 
 needs and build customer relationship.” (Armstrong and Kotler 2013, 33) These marketing 
 tools refer to the set of tactics which a company applies to promote its product or brand on 
 a  market  field.  Traditional  marketing  of  arts  companies  has  focused  on  Price,  Product, 
 Promotion  and  Place  -  the  typical  so-called  4Ps  for  a  product,  however  for  increasing 
 success  of  arts  organizations,  arts  marketers  are  nowadays  usually  concentrating  on 
 providing services rather than a product. Arts marketers consequently include several other 
 Ps like People, Process and Physical Evidence. (O’Reilly, Rentschler, and Kirchner 2014, 
 100)  


Promotion  as  a  part  of  marketing  mix  is  the  main  matter  of  marketing 
communications.  
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2  MARKETING COMMUNICATIONS 


Marketing communications can be characterized as all the devices and its messages that a 
 company  uses  to  communicate  with  the  market.  In  literatures  are  marketing 
 communications  described  as  –  “the  planned,  integrated  and  controlled  interactive 
 dialogues  with  key  target  audiences  to  help  achieve  mutually  beneficial  objectives.” 


(Dahlén, Lange, and Smith 2010, 3) These dialogues have changed dramatically on account 
 of ability of the target audience to grow and develop.  


This  development  is  mainly  caused  by  technological  progress.  Technologies  are 
 improved  in  free  market  economies  for  the  maximization  of  profits  which  is  nowadays  a 
 powerful  driver  of  technological  change.  These  technological  changes  are  seen  in  many 
 forms,  almost  everywhere  around  an  individual.  Laptops,  smartphones  and  iPads  can  be 
 found  in  almost  every  family.  To  accounts  of  social  networks  as  Facebook,  Twitter, 
 Pinterest, Instagram and others, are each and every day log on millions of users. According 
 to Facebook, 757 million its users log on Facebook daily, related to data from 31 December 
 2013.  For  instance  Facebook,  according  to  The  Guardian,  boasted  1.23  billion  monthly 
 active  users  worldwide,  adding  170  million  users  in  just  one  year  by  the  end  of  2013. 


(Sedgi 2014) 


Obviously  on  social  media  are  nowadays  concentrated  billion  of  people  and  among 
them  probably  a  huge  number  of  company’s  customers.  Successful  marketers  should  be 
aware of these facts. This topic of social media will be examined later in this thesis. 
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3  MARKETING COMMUNICATION MIX 


Marketing  communications  are  classically  formulated  as  the  five  major  promotion  tools 
 into a marketing communication mix, or also in some literatures named as promotion mix. 


(Dahlén, Lange, and Smith 2010, 274) On account of rapidly changing technology devices 
 and  simultaneously  evolving  popular  social  media,  is  in  some  new  written  matters 
 introduced  online  marketing  as  a  new,  sixth  promotion  tool  of  marketing  communication 
 mix. The six major promotion tools are in present-days defined as follows: 


1.  Advertising 
 2.  Public relation 
 3.  Sales promotion 
 4.  Personal selling 
 5.  Direct marketing  


6.  Online marketing (Social media marketing) 


Each  of  promotional  tools  has  peculiar  characteristics  and  costs.  Thriving  marketers 
 must understand these peculiar characteristics in forming the fruitful communication mix. 


(Armstrong and Kotler 2013, 390) 



3.1  Advertising 


The  term  “Advertising”  refers  to  “any  paid  form  of  non-personal  presentation  and 
 promotion of  ideas, goods, or services by an identified sponsor.” (Armstrong  and  Kotler 
 2013, 385) The main advantage of advertising is reaching a mass audience quickly, at one 
 time, and in different geographic places.  On the other hand advertising is very expensive 
 (TV  advertising  is  one  of  the  most  expensive)  and  impersonal,  using  just  one  way 
 communication with an audience. Audience is usually not interested in giving feedbacks to 
 advertising. (Lamb, et al. 2009, 396 – 397) 


According to Gearig (The Economic of Advertising 2014) advertising can be divided into 
 two major categories:  


1.  Above the line advertising – simply what people imagine under term of advertising. 


Including:   television  and  radio  commercials,  display  advertising  (in  newspapers, 
 magazines,  and  frequently  on  the  Internet),  classified  advertising  (in  newspapers 
 and yellow pages), and billboard advertising. 


2.  Bellow  the  line  advertising  –  “out  of  home”  advertising  or  “direct  marketing”,  is 
advertising  that  delivers  a  tactile  incentive  to  purchase  a  product.  Including:  price 



(15)promotions  or  discounting,  coupons,  gift-with-purchase,  competitions  and  prizes, 
 monetary refunds, loyalty incentives, point-of-sale displays.  


3.1.1 Setting Advertising Objectives 


Advertising objective is defines as “a specific communication task to be accomplished with 
 a  specific  target  audience  during  specific  period  of  time.” (Armstrong  and  Kotler  2013, 
 394) For marketers, and all for successful advertising campaign, is important to be mindful 
 that primary purpose of advertising objectives is to inform, persuade, remind and connect 
 costumer  of  some  particular  product.  In  accordance  with  those  four  objectives  are 
 following advertising strategies:  


1.  Informative  advertising  –  the  main  role  of  informative  advertising  is  at  the 
 beginning  of  life  cycle  of  product.  The  launching  product  is  new,  unique  and 
 unknown  for  costumers.  Marketplace  need  to  know  more  about  its  qualities  and 
 benefits.  In  this  stage  should  be  built  awareness  for the product  as  well as for the 
 company.  Informative  advertising  should  provide  enough  information  to  potential 
 costumer to take some kind of action. (Boundless 2015) 


2.  Persuasive  (Comparative  or  Attack)  –  this  strategy  is  used  on  an  establishing 
 products  and  its  selling  encouragement  when  competition  increases.  The  aim  is 
 persuade  a  target  audience  to  exchange  brands,  purchase  their  product  and  build 
 client loyalty. (Boundless 2015) 


3.  Reminding  advertising  –  marketers  apply  this  strategy  for  products  which  are 
 mature – have been on the marketplace for a long time already, and are probably at 
 the end of product’s life cycle. (Boundless 2015) 


4.  Connecting advertising – is associated with social media. The intention is to create 
relationships with clients and potential clients through using technological ties such 
as YouTube, Twitter, Facebook, or other social media platforms. The idea behind it 
is  that  users  of  those  social  media  will  exchange  information  about  the  product 
between  friends  and  acquaintances,  also  using  this  media.  In  other  words,  user 
became  brand  advocate  who  promote  the  brand  through  his  or  her  own  social 
network. (Lamb, et al. 2013, 252 – 253) The average user has about 130 friends on 
the  social  network.  Is  about  15%  more  probable  that  person,  who  hears  about  a 
product  or  service  from  a  friend,  will  became  new  costumer  of  product,  than 
through other means. (Hudson, et al. 2014, 69). 



(16)3.1.2 Setting Advertising Budget 


One  of  the  most  challenging  aspects  of  any  advertising  campaign  is  to  allocate 
 proportionated  advertising  budget.  Firms  and  advertising  agencies  work  with  different 
 methods:  


1.  Percentage of Sales Method – the promotion budget is based on a percentage of the 
 prior  year’s  sales  or  the  forecasted  ones.  This  method  is  simple  however  this 
 method views sales as the cause of promotion rather than as the result. According to 
 Armstrong and Kotler  (Armstrong and Kotler 2013, 395  – 396), budgeting of this 
 method  is  based  on  availability  of  funds  rather  than  on  opportunities.  Another 
 disadvantage is that the method does not provide any basis for choosing a specific 
 percentage,  with  exception  what  has  been  done  in  the  past  years  or  how  the 
 competitors are doing. (O'Guinn 2012, 170) 


2.  Share  of  Market  /  Share  of  Voice  Method  (Competitive-Parity  Method  in  some 
 literatures)  –  a  company  monitors  an  amount  of  money  which  has  been  spent  by 
 various  significant  competitors,  and  match  equal  amount  of  money  for  its 
 advertising budget. (This amount should be proportional to the company’s market 
 share).  Disadvantage  of  this  method  is  that  competition  companies  differ  greatly, 
 and so they do not have to have correct point of view how much should be spending 
 on promotions needs. (O'Guinn 2012, 170 – 171) 


3.  Affordable  Method  –  according  to  Armstrong  and  Kotler  (Armstrong  and  Kotler 
 2013, 395 – 396), affordable method deals with promotions budgets in the amount 
 of  money  which  the  company  can  afford  to  spend.  It  often  leads  to  an  uncertain 
 annual  promotion  budget.  This  method  is  mainly  used  by  small  businesses  and 
 unfortunately those firms  often set  budgets  that ignore the effects of promotion of 
 sales.  


4.  Objective  and  Task  Method  –  this  method  is  the  most  logical  budget-setting 
method,  but  on  the  other  hand  is  also  the  most  difficult  one  to  use.  Company’s 
promotion budget is set on what it wants to achieve with promotion. First step is to 
define specific goals, second is to decide about the task that must be performed to 
achieve  these  objectives  and  last  one  is  to  calculate  the  costs  of  performing  these 
tasks. (Armstrong and Kotler 2013, 396). 



(17)3.1.3 Developing Advertising Strategy 


Advertising strategy has two major components: creating advertising strategy messages and 
 selecting  suitable  advertising  media.  (Armstrong  and  Kotler  2013,  397)  According  to 
 Dahlén,  Lange  and  Smith (Dahlén,  Lange,  and  Smith,  2010,  292),  the  communicated 
 message  has  to  build  the  brand  and  create  desirable  associations  to  it,  as  well  as  to 
 encourage  target  customers  to  involve  and  stimulate  their  purchases.  Advertising  should 
 respect recent changes in media, technology, culture and audience.  


The following major factors are necessary to consider in designing advertising strategy 
 (Dahlén, Lange and Smith, 2010, 292 – 293): 


1.  The  advertising  objectives  must  be  harmonious  with  marketing  communication 
 objectives. 


2.  Objectives  must  be  consistent  with  brand  narrative  development  and  the  target 
 audience. 


3.  Advertising must respect its budget. 


4.  The creative message must respect the market dynamics and brand requirements. 


5.  A  creative  platform  must  be  developed  into  tiny  details  for  creating  fruitful 
 advertising campaign. 


6.  The creative and media strategy plans must include media schedule of where the 
 creative messages will appear. 


7.  Evaluation  must  be  done  after  termination  of  advertising  campaign.  Ascertain  if 
 the budget has been used effectively or not to achieve set objectives.  


3.1.4 Selecting Advertising Media 


“Advertising  media  are  the  vehicles  which  advertising  messages  are  delivered  to  their 
 intended  audiences.”  (Armstrong  and  Kotler  2013,  404)  The  predominant  matters,  with 
 which every marketer must deal with, are: media reach, frequency, and impact. Second is 
 choosing  among  major  media  types,  third  selecting  media  vehicles,  and  the  last  one  is 
 choosing media timing. 


3.1.4.1  Media reach, frequency, and impact  


Reach  is  a  percentage  of  people  in  the  target  market,  who  have  seen  the  exhibited 
advertisement  during  given  period  of  time.  Frequency  is  how  many  times  person  can  see 
the ad on the target market. Armstrong states that media impact is “the qualitative value of 
a message exposure through a given medium.” (Armstrong et.al 2014, 360) For instance, 



(18)in some magazine (as the New Musical Express – British music journalism magazine) will 
 be  the  message  containing  info  about  a  music  festival  more  credible  that  in  another 
 medium (as the Daily Mail, middle-market tabloid newspaper). Some kind of message can 
 have different qualitative value on television (using sight and sound) than on radio (using 
 sound only). (Armstrong et.al 2014, 360) 


3.1.4.2  Choosing among major media types 


PESO (Figure 1) is “an acronym used to reference the four media types within marketing 
 and  public  relations  used  to  promote,  support  and  defend  their  brand.” (RMP  Media 
 Analysis 2014)  


Figure 1: PESO Model 
 Source: Mashable 2014 


PESO model contains following media types (RMP Media Analysis 2014): 


1.  Paid  media  –  are  based  on  traditional  advertising  model.  Brands  pay  for  media 
 space. Including:  


Television – is the medium with high reach of masses. Can combine sight, sounds 
 and  motion.  Television  is  able  to  appealing  senses.  On  the  other  hand  has 
 limitations  as  high  cost,  and  is  less  possible  to  select  specific  audience. 


(CreativeOptions 2013) 



(19)Magazine  –  has  advantage  of  reaching  highly  targeting  audience.  Other  privileges 
 are  its  geographic  and  demographic selectivity, prestige, long  life, excellent  photo 
 reproduction in full colours, and the possibility of pass on the magazine to another 
 reader.  Disadvantages  are  long  lead  in  time  to  getting  into  print  and  getting 
 responses  because  magazines  are  usually  issued  monthly,  moreover  ads  in 
 magazines generally costs a lot. (CreativeOptions 2013) 


Outdoor  (Poster  advertising)  –  advantages  are  its  flexibility  and  neighbourhood 
 level selectivity, high frequency of reach, potential high impact because of size and 
 low  message  competition.  On  the  other  hand  has  limitations  as  high  initial  costs, 
 limitation  in  creativity  of  messages,  and  is  difficult  to  measure  results. 


(CreativeOptions 2013) 


Radio  –  the  advantages  are  low  cost  production,  good  local  acceptance,  high 
 geographic  and  demographic  selectivity,  immediate  delivery  of  message  (the 
 message can be repeated several times per day). Disadvantages are that you can use 
 only audio messages, low attention of listeners (doing other things during listening), 
 high channel switching. (CreativeOptions 2013) 


Newspaper  –  the  plus  can  be  seen  as  flexibility  in  production,  timeliness  –  daily 
 delivery of your message, good local market coverage, broad acceptability (almost 
 everybody reads the newspaper), highest believability from all media. On the other 
 hand has limitations as short life span, poor reproduction quality, very competitive 
 environment  and  another  disadvantage  is  that  marketers  has  little  control  over  ad 
 placement. (CreativeOptions 2013) 


Direct  mail  –  allows  high  audience  selectivity,  high  quality  control,  creative 
 flexibility,  no  ad  competition  within  the  same  medium,  a  measurable  media  for 
 costs and response. On the other hand, direct mail has limitations as relatively high 
 cost per exposure and negative connotations about “junk mail”. (Creative Options 
 2013) 


The  Internet  –  offer  marketers  high  selectivity,  low  cost,  immediacy,  interactive 
 capabilities, on the other hand has limitations as potentially low impact (if the target 
 group is not defined properly). (Podnikatelský web 2015) 


Display  advertising  on  Web  sites  –  major  advantage  of  using  online  display 
advertising are plenty of targeting options (reaching audience by location, language 
or  age),  predictability,  simplicity  and  efficiency  (marketers  have  access  to  system 



(20)that  makes  selling  and  buying  online  ad  space  simple).  Drawback  can  be  seen  as 
 high competitive space which is giving the right of way to more exclusive clientele. 


(Clark Marketing Solutions 2014) 


Pay  per  click  advertising  (PPC)  – advantages  are  high  possibility  of  targeting 
 audience  by  location  and  can  reach  exact  amount  of  people  (You  are  paying  for 
 exact  amount  of  clicks  on  your  ad,  when  the  limit  has  been  reached,  the  website 
 your  advertisement  remove.)  Cons  are  that  there  is  no  guarantee  that  a  person 
 clicking  on  your  ad  will  turn  into  a  buyer.  This  method  is  also  time  expensive 
 (Successful  PPC  advertising  can  take  from  3-6  months.). (Business  2  Community 
 2014) 


2.  Earned media – are based on publicity model or public relations. Earned media are 
 used  through  media  coverage  (traditional  public  relations)  or  through  word  of 
 mouth  (through  sharing  on  social  media  sites.)  (Lamb  et  al.  2013,  252  –  253) 
 Nowadays are popular in art industry bloggers, journalist and other influencers who 
 may share content about music festivals. 


3.  Social media (or  shared media) –  company content is distributed or redistributed 
 by  their  customers  or  potential  attendees.  (RMP  Media  Analysis  2014)  Music 
 festivals encourage this behavior by including social sharing buttons for Facebook, 
 YouTube, Spotify, Twitter, Instagram, and other social networking sites.  


4.  Owned  media  –  “Owned  media  are  a  new  form  of  promotional  tactic  where 
 brands  are  becoming  publisher  of  their  own  content  in  order  to  maximize  the 
 brand’s value to customers as well as increase its search rank in Google.” (Lamb 
 et  al.  2013,  257)  In  this  type  of  media  can  be  included  official  company’s  Web 
 sites,  official  Facebook  and  Twitter  page,  YouTube  channels,  blogs  and  others. 


These media are administered by the company – sharing videos, blog posts, photos, 
 funny  pictures  and  facts,  jokes,  contests  about  product,  in  order  to  keep  the 
 costumer and his or her needs in mind. The main advantage of this type of media is 
 unmediated  consumer  insights  that  are  faster  than  ever  before.  (Lamb  et  al.  2013, 
 257) 


3.1.4.3  Selecting media tools 


Issues of selecting appropriate media vehicles is accompanied by inquiries, if the vehicle is 
oriented  on  the  right  audience  profile,  whether  the  programme’s  current  popularity 



(21)increase,  stabilize,  or  decline,  or  if  the  magazine’s  editorial  format  fits  the  brand.  Other 
 situations  requiring  considering  are  for  instance,  if  the  radio  station’s  choice  of  playing 
 festival’s ads on air offers the correct atmosphere for the creative theme, alternatively how 
 well does the newspaper publishing pattern is suitable to  marketer’s requirements etc. 


3.1.4.4  Choosing media timing 


Choosing media timing is probably not as a crucial factor as choosing media vehicles, but 
 fitting timing can still make the difference between an effective and ineffective advertising 
 campaign.  Considering  media  timing  should  contain  seasonality,  weather,  days  of  week 
 and time of day, susceptibility of costumers to a message at certain times (e.g. Advertising 
 ads  for  home  security  when  consumers  are  probably  at  work.).  (Kelley  and  Jugenheimer 
 2008, 87 – 88) 



3.2  Public Relation (PR) 


Public  relation  is  defined  as “the  element  in  the  promotional  mix  that  evaluates  public 
 attitudes,  identifies  issues  that  may  elicit  public  concern,  and  executes  programs  to  gain 
 public  understanding  and  acceptance.”  (Lamb  et  al.  2013,  280)  Public  Relation  can 
 promote products, people, places, ideas and activities or organizations. Companies mainly 
 use  PR  to  build  better  relations  with  costumers,  the  media,  investors  and  other 
 communities.  PR  which  is  performed  with  precision  can  have  a  strong  impact  on  public 
 awareness  and  might  be  for  a  company  cost-effective.  PR  departments  can  be  concerned 
 with following functions (Armstrong and Kotler 2013, 410): 


1.  Press relations or press agency 
 2.  Product publicity 


3.  Public affairs 
 4.  Lobbying 


5.  Investor relations 
 6.  Development    


Public  relations  professionals  commonly  make  use  of  several  tools  (e.g.  Sponsorship 
and  partnership,  product  placement,  public  service  activities,  etc.)  by  which  they  build 
good relation with consumers. Regarding music festivals some of generally used tools are 
listed and described as following: 



(22)Media  relations  –  PR  persons  of  a  company  might  create  some  favorable  news  about  a 
 company, its employees or some other interesting facts. This new information  encourages 
 journalists to report this message. (Business and Industrial Portal 2014) 


Advertorials  –  advertisements  in  the  form  of  new  stories  or  reviews  about  company  in 
 newspapers. (Business and Industrial Portal 2014) 


Social  media  –  it  allows  a  company  to  reach  straightly  its  customers. On social  media as 
 Facebook  or  Twitter  is  facility  to  follow  or  to  be  followed  by  your  customers,  likewise 
 professional  journalists.  Services  allow  users  to  come  together  online  and  exchange 
 experiences,  discuss and participate in any form of social interactions. Matters, which are 
 shared on social media pages, might be responded immediately by criticism, and increase 
 exposure for your business brand. (Ryan and Jones 2012, 152 – 153)  


Special events – news conferences, speeches, press tours, small concerts are opportunities 
 for public relations professionals  to  promote new products,  to  inform  potential customers 
 personally about product’s pluses and cons, to gain new information about customer further 
 research your market and your competitors. (Armstrong and Kotler 2013, 412) 


Corporate identity materials –  may  create specific identity which person associate with a 
 brand  and  recognize  it.  Tools  which  might  be  used  are  logos,  business  forms,  brochures, 
 signs, company cars, employee’s uniforms etc. (Armstrong and Kotler 2013, 412) 



3.3  Sales Promotion 


Sales promotions are “short-term incentives to encourage the purchase or sales of product 
 or  services.”  (Armstrong  and  Kotler  2013,  437)  Advertising  indicate  the  reason  why  to 
 purchase  a  product,  nevertheless  sales  promotion  offers  reason  why  to  purchase  it  right 
 now.  The  point  is  that  sales  promotion  is  usually  cheaper  than  advertising  and  is  less 
 complicated to measure its success rate.  


Strategies  of  sales  promotion  can  differ  according  to  types  of  consumers  or  sales 
 promotions  goals.  For  instance  strategy  applies  on  loyal  customers  will  use  sales 
 promotions as loyalty marketing programs, such as loyal clubs. Brand switchers will be on 
 the other hand persuaded to come to the event more often. In such case marketers will use 
 any promotion that will lower the price of the product, such as coupons and bonus packs. 


Festival’s  companies  will  presumably  use  sale  promotions  focused  on  consumers 
rather  than  other  businesses.  Armstrong  insists  that  consumer  promotions  are: “sales 
promotion tools used to boost short-term customer buying and involvement or to enhance 



(23)long-term  customer  relationship.”  (Armstrong  and  Kotler  2013,  439)  Consumer 
 promotions  consist  of  coupons  and  rabates,  premiums,  loyalty  marketing  programs, 
 contests and sweepstakes, sampling, point-of-purchase promotion (uses in-store displays to 
 influence the customer to choose a specific brand or to make an impulse buy) and others. 


It  exists  also:  Trade  promotions  and  Business  promotions,  but  these  types  of 
 promotion  are  usually  not  used  in  case  of  marketing  communications  of  the  sector  of  art 
 and music festivals. 



3.4  Personal Selling 


Personal selling provides a detailed explanation or demonstration of the product and can be 
 described  as  “interpersonal  influence  process  involving  a  seller’s  promotional 
 presentation  conducted  on  a  person-to-person  basis  with  the  buyer.” (Kurtz  and  Boone 
 2006,  554)  The  conditions  favor  personal  selling  rather  than  advertising  are  focused  on 
 consumer, product, price and channels. The conditions are propitious when the consumers 
 are  geographically  concentrated  on  one  place,  and  the  number  of  potential  consumers  is 
 relatively  low.  Product  is  often  very  expensive,  technically  complex,  custom  made  with 
 special  handling  requirements.  Price  is  high  and  its  channels  relatively  short. Examples 
 which  can  be  mentioned  are  airplane  engine,  new  car  and  insurance  policies. (Kurtz  and 
 Boone  2006,  555)  In  general,  regarding  music  festivals,  this  type  of  marketing 
 communication tool is not commonly used. 



3.5  Direct Marketing 


Armstrong  points  out  that  direct  marketing  means:  “connecting  directly  with  carefully 
 targeted  segments  or  individual  consumers,  often  on  a  one-to-one,  interactive  basis.” 


(Armstrong and Kotler 2013, 450) Direct marketing is usually media based activity which 
creates  a  personal  and  intermediary  free  communication  with  customers,  potential 
customers  and  other  stakeholders.  According  to  Fill  (Fill  2011,  279  –  281),  direct 
marketing has experienced the most rapid growth in the past 15 years. This rapid growth is 
caused  by  the  three  main  drivers.  First  are  technological  advances,  when  analysis  of 
customer  data  became  relatively  simple,  cost  effective  and  straightforward.  Second  are 
factors as changing buyer lifestyle and expectations, when the society-oriented lifestyle of 
1990s is changed into self-oriented, reflected in short-term brand purchase behaviour, self-
centred  brand  values  and  society  behaviour.  Last  driver  are  organizational  expectations, 



(24)when  the  company  must  cope  with  an  increasing  cost  base,  caused  by  demands  on 
 resources and downward pressure on prices due to intense competition.  


Main  benefit  for  buyers  is  direct  marketing’s  privacy.  Customers  can  investigate  and 
 purchase products from their homes, offices or anywhere else on the world. Likewise they 
 can  shop  the  Internet  at  any  time  and  have  a  huge  amount  of  products,  which  usually  no 
 physical  store could  offer. Direct  marketing channels as well as offer rich of comparative 
 information  about  a  company.  Last  but  not  least,  direct  marketing  is  immediate  and 
 interactive. (Armstrong and Kotler 2013, 453) 


The  main  advantage  for  sellers  is  customer  relationship  building  thanks  to  narrow 
 interactions between companies and customers. Customers can ask questions during phone 
 call or online and marketers can learn more about their needs and wants. Direct marketing 
 can also offer low costs expanses, flexibility in adjustments to prices and requirements of 
 individual  clients.  Finally,  direct  marketing  tools  are  able  to  reach  potential  buyers  who 
 could not be reached by other marketing communication channels. (Armstrong and Kotler 
 2013, 453 – 454) 


There are many direct marketing tools (e.g. catalogues marketing, telemarketing, care-
 lines). Each of them works better for certain purposes. Usually marketers combine two or 
 more  of  communication  channels  in  one  direct  marketing  strategy.  Generally  speaking, 
 these communication channels in sector of art consist of direct-mail marketing. 



3.6  Online Marketing (Social Media Marketing) 


Online marketing is the fastest-growing form of direct marketing. The development of the 
 Internet  has  its  roots  in  the  United  States  in  the  1970s.  General  public  have  noticed  its 
 presence  in  the  early  1990s.  By  the  beginning  of  the  21st  century,  roughly  6 % of  the 
 world’s population was estimated to have access to the Internet. (Encyclopedia Britannica 
 2014) According to website Internet World Stats (Internet World Stats 2014), world usage 
 of the Internet have recorded rapid growth from  360.985.492 users in 2010, to amount of 
 3.035.749.340  Internet  users  (in relation  to  June 2014), which is 42.3 per cent of world’s 
 population. Widespread use of the Internet is having a huge impact on buyers as well as on 
 marketers, who try to satisfy customer’s needs and wants. 


3.6.1 Creating Web Sites 


Website  of  company  is,  in  uncertain  and  constantly  evolving  digital  world,  the  one  thing 
over  which  has  managers  and  marketers  complete  and  explicit  control.  Website  can  be 



(25)changed in  almost  every  way managers want,  as  well as  all of the activity on the website 
 might be measured. An effective website should be built on two things: successful website 
 should contain company’s business goals and accomplish the needs of firm’s target market. 


(Ryan and Jones 2012, 37 – 38) 


Domain  name  of  your  website  should  be  easy  for  people  to  find  and  remember.  The 
 name should be relevant to your business and even better is when the name of the website 
 is catchy. (Ryan and Jones 2012, 42 – 43) 


The main steps in creating website are planning (setting goals for the site, analyze the 
 competition and define for whom is the page created), designing (decide about the look of 
 website  –  colors,  graphic,  navigation),  developing  (putting  the  previously  mentioned  all 
 together),  testing  (be  ensured  that  everything  works  properly)  and  deploying  (site  finally 
 becomes visible on the internet). (Ryan and Jones 2012, 38 – 39) 


Writing effective web content is effective when you know your audience. Important is 
 to grab web user’s attention with original content. Using headings, bullet points to break up 
 the  text,  and  delivering  the  most  important  points  of  your  story  at  the  beginning,  is 
 effective as well. It is recommended to use a simple, easy-to read writing style, and write as 
 if you were talking to one person rather than large audience. (Ryan and Jones 2012, 50 –
 51) 


3.6.2 Placing Ads and Promotions Online 


Marketers have options to utilize banner ads across the top of the page of different sizes of 
 ad in different places, than they can pay for website advertising with a price based  on the 
 number  of  times  the  ad  is  displayed  (Pay-Per-Click  Advertisement),  or  to  use  Google 
 AdWords  which  gets  (temporary,  depending  on  how  long  period  of  sponsoring  time 
 marketers buy) company’s website to the top of searches on Google search relevant to your 
 business. (The Marketing Donut 2015) 


3.6.3 Participating in Online Social Networks 


Using  online  social  networks  for  marketing  can  enable  business  looking  to  further  their 
reach  to  more  customers.  According  to  Kusinitz  (HubSpot  2015),  who  is  contributing  to 
online  magazine  HubSpot  Blogs,  92 % of  all  respondents  agreed,  in  statistic  from  middle 
2014,  that  social  media  is  important  for their business.  Another  statistic, containing 2800 
participants, asserts that 97 % marketers are currently participating in social media. (Social 
Media Examiner 2014) 



(26)Using  social  networks  can  benefit  traffic  on  company’s  website,  can  give  more 
 opportunities to convert, can increase brand awareness, than can create brand identity and 
 positive  brand  association  as  well  as  can  enable  communication  and  interaction  with  key 
 audiences.  At  least  but  not  last,  applying  online  social  networks  can  decrease  marketing 
 costs. (Forbes 2014) 


Online social media networks in the industry of music festivals may include: 


Facebook  (Google+)  -  Social  media  marketing  strategy  on  Facebook  begins  with 
 creation Facebook Business Fan Page (Google+ Fan Page). Marketers should have in mind, 
 that  Facebook  (Google+),  is  a  place  where  people  go  to  relax  and  chat  with  friends, 
 therefore efforts  should be inserted into creation visually pleasant page’s layout, and tone 
 of your communication with other users of Facebook (Google+) and in the same time your 
 potential consumers, should be light and friendly. 


Pinterest – is an image-centered network which is excellent for retail, but anyone can 
 benefit  from  using  Pinterest  for  social  media  purposes.  Pinterest  enable  to  showcase 
 company’s  product  offerings  as  well  as  develop  brand’s  personality  with  so-called 


“pinboards” (boards with pictures found on the internet concentrated on one page). 


Twitter  –  lets  marketers  broadcast  new  updates  across  the  web.  Twitter  as  a  social 
 marketing tool revolves around dialog and communication. 


YouTube – is a social network for sharing and watching videos. (Word Stream 2014) 
 Instagram  –  is  photo  and  video  sharing  platform  with  more  than  150  million  users. 


(Social Media Examiner 2014) 


Spotify – allows users to listen to music online and share playlists with friends. 


Tumblr – allows users to post multimedia and other content to a blog. 


3.6.4 Using Mobile Marketing 


In the past two years, time spent using mobile devices for activities such as the Internet and 
using  apps,  gaming,  listening  to  music  and  others,  has  more  than  doubled.  Additionally, 
mobile  commerce  (m-commerce)  is  becoming  a  prominent  channel  for  commercial 
transactions. These facts give marketers new opportunities to create modernized ways how 
to  promote  their  products  and  services.  Mobile  audience  is  fragmented  by  devices  and 
platforms, marketers face a difficult task to distribute the content across these devices and 
screen sizes. (eMarketer 2015) 



(27)Furthermore, music festivals start to utilize festival’s official app which can festival’s 
attendee download before event. This map is crucial for planning which artists to see and 
indicates  changes  in  program besides  often  include  maps  of  the  venue,  food  options, 
schedules, information about artists, parking reminders, news, or updates. (TechHive 2015) 
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4  SUMMARY OF THEORETICAL FINDINGS 


Marketing satisfy customer’s needs and wants. Then is marketing described as the process 
 by  which  companies  create  value  for  consumers  for  the  purpose  of  acquiring  value  from 
 consumers in return. Marketing mix of artistic product can be contained of 7 Ps – Product, 
 Place,  Price,  Promotion,  People,  Process,  and  Physical  Evidence.  Marketing 
 communication  mix  is  nowadays  consisting  of  six  promotion  tools  –  Advertising,  Public 
 relations, Sales promotions, Direct email, and Online marketing also called as Social media 
 marketing. 


In  creating  fruitful  advertising  strategy  is  important  firstly  set  advertising  objectives, 
than  set  advertising  budget,  develop  advertising strategy  and  in  the end select  advertising 
media. Within Public relations companies mainly build better relations with costumers, the 
media, investors and other communities, while Sales promotion offers reason to consumers 
why  to  purchase  product  right  now.  Personal  selling  provides  a  detailed  explanation  or 
demonstration  of  the  product.  Direct  marketing  is  usually  media  based  activity  which 
creates  a  personal  and  intermediary  free  communication  with  customers,  potential 
customers  and  other  stakeholders.  Online  marketing  (Social  media  marketing)  is  closely 
connected  with  development  of  the  Internet.  Within  Online  marketing’s  scope,  the 
emphasis  is  on  creating  Web  sites,  placing  ads  and  promotions  online,  participating  in 
online social networks and using mobile marketing. 
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II.  ANALYSIS 
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5  AN ANALYSIS OF MARKETING COMMUNICATION BY THE  FINGERS UP MUSIC FESTIVAL 2014 



5.1  The Aim of the Analysis 


The aim of the analysis is to discover the current situation of the marketing communication 
 by the Fingers Up music festival and suggest some recommendations in order to improve 
 attendance of this music festival. 


This  bachelor  thesis  began  to  be  prepared  in  2014,  in  relation  with  creation  of  new 
 marketing  strategy  for  next  festival’s  season  in  summer  2015,  and  actually  company  use 
 some  data  in  practice.  Author  of  this  bachelor  thesis  have  had  the  chance  to  be  part  of 
 festival’s preparation team from May 2014 until writing process of this thesis. 



5.2  Methods of Data Collection 


Observation 


Observation was made by the author of this bachelor thesis, during author’s collaboration 
 with  the  company  organizing  the  festival.  Author  has  been  observing  this  festival  from 
 May 2014 until drawing up this thesis. Observation is used mainly in whole analysis. 


Festival’s questionnaire 


Some  of parts of analysis are  based on Festival’s questionnaire  (appendix P1) which was 
 created by festival’s employee and distributed during festival’s program on July 19, 2014 
 by  two  hostesses.  Questionnaire  had  got  15  questions.  On  the  questionnaire  participated 
 132  respondents,  between  age  15  to 45.  This  questionnaire  was  evaluated  by  company’s 
 employee  two  weeks  after  festival’s  end.  Festival  questionnaire  is  used  in  part  –Setting 
 Advertising Budget. 


Internal documents of the company 


In order to analyze marketing of the festival in details, the analytical part is also based on 
 information  gained  from  internal  documentation  of  the  festival.  Among  such  documents 
 can be classify: Budget of the Fingers Up, Marketing Budget of the Fingers Up, Facebook 
 Strategy  Plan,    e.g.  Internal  documents  of  the  company  are  mainly  used  in  parts  – 
 Introduction of the Fingers Up Music Festival and Marketing Mix of the Fingers Up Music 
 Festival. 


Personal questioning  



(31)Author  used  personal  questioning  for  asking  the  head  of  festival  and  other  employees 
 questions  for  ascertaining  more  details  about  company,  its  goals,  vision,  strategies,  etc. 


Personal  questioning  was  also  used  in  form  of  emailing  to  marketing  specialist  of  other 
 festivals in order to find out more information about marketing of other festivals. Personal 
 questioning  in  form  of  emailing  was  mainly  used  in  part  Comparison  of  the  Fingers  Up 
 Music Festival with Other Festivals, otherwise personal questioning for asking the head of 
 the festival was used during the whole writing process of the bachelor thesis. 


Comparison 


In  order  to  give  reader  an  idea  about  marketing  of  other  festivals  was  used  method  of 
 comparison.  This  method  was  applied  in  part  –  Comparison  of  the  Fingers  Up  Music 
 Festival with Other Festivals. 



5.3  Introduction of the Fingers Up Music Festival (FU) 


The Fingers Up is a summer music festival which is organized in nature setting of city-park 
 in  Mohelnice  in  the  Czech  Republic.  “A  music  festival  is  a  large  event,  usually  held 
 outdoors, which features numerous musicians or bands performing over a period of a few 
 days.”  (WiseGEEK,  2015)  Music  festivals  themselves  have been around for hundreds of 
 years and are important parts of music tourism. It is believed that they date back to Ancient 
 Egypt in 4500 BC. In these times they resembled to religious ceremonies and political fests 
 accompanied with music and dancing. (Hudson, Simon, et al. 2014, 69) 


The  foundation  for  the  whole  concept  of  FU  is  lying  on  the  emphasis  of  overall 
 facilities  and  thoroughgoing  care  of  attendees.  Integral  parts  of  the  festival  are  relax  area 
 where  visitors  find  large  numbers  of  attractions  (e.g.  jumping castle, climbing wall,  table 
 tennis).  Managers  of  the  festival  concentrate  on  quality  selection  of  vendors  selling  food 
 products at the festival. (Fingers Up 2015) 


Target audience is young people as well as the older ones (audience age is among 15 - 
35), students and working people; people coming from the middle social class with average 
and above-average income. Line-up of this event is generated on pursuant of need to satisfy 
representatives of before mentioned age groups – the composition of the artists represents 
midstream. With the midstream are meant popular Czech-Slovak artist (e.g. David Koller, 
Desmod, Martin Harich, Iné Kafe who performed there in 2014). The genre of the festival 
is not unambiguous. At the festival have been performed punk bands (Punk Floid, Vypsaná 



(32)Fixa),  rock  artist  (David  Koller,  jazz  band  (Velmi  Krátké  Vlny),  pop  bands  (Charlie 
 Straight, No Name) etc. (Fingers Up 2015) 


First  season  of  the  Fingers  Up  music  festival  took  place  in  Mohelnice  city-park  in 
 2011.  This  year  attended  FU  700  visitors.  Next  year,  in  2012,  organizers  of  the  festival 
 recorded  almost  three  times  bigger  increase  of  visitors  –  2200  people.  The  third  season 
 registered also increase, but this year increase was not such rapid – 2800 attendees. Finally, 
 the last season 2014 of the festival registered 3100 attendees. (Fingers Up 2015) 


The  Fingers  Up  music  festival  is  organized  by  company  KVCM  s.r.o.  which  was 
 established in 2008. The goal of the company is to produce high quality music events in the 
 Moravian Region (Eastern Czech Republic), but the main focus of KVCM s.r.o. is just on 
 the promotion of the Fingers Up Music Festival in Mohelnice. The company has got four 
 people working full time as well as part time during whole year. The head of company is at 
 the  same  time  the  100%  owner.  His  principal  scope  of  activity  is  mainly  promoting  and 
 marketing.  Another  employee  is  concerned  with  monetary  resources  and  partnerships. 


Creative  directing  has  in  hands  the  third  person.  The  fourth  person  who  works  in  the 
 company  is  responsible  for  daily  running  of the office.  The company has  got  four people 
 working full time and part time. Just before the event the number of temporary workers and 
 volunteers increase up to roughly 100 people. (Fingers Up 2015) 



5.4  Marketing Mix of the Fingers Up Music Festival 


Firstly, it must be said that managers perceived that they offer product rather than service 
 to  consumers,  so  they  considered  only  product,  price,  place  and  promotion  into  the 
 marketing mix.  


Product,  which  organizers  offered  to  customers,  was  one day entrance to  the festival 
 park.  This  festival  park  was  situated  in  city  park  Mohelnice,  south  Moravian  Region. 


Festival was situated in a city part full of green vegetation, it is one of the advantages of the 
 festival. Attendees of festivals organized on an old and not currently used airports, can feel 
 the lack of natural pleasing place. Another advantage of festival’s place is that Mohelnice 
 is part of railway junction Prague – Ostrava, so accessibility to town is not complicated as 
 festivals which take place out of arterial roads. (Fingers Up 2014) 


Festival’s park was opened from 1 p.m. to 3 a.m. on July 19-20, 2014. Advantage of 
this date was, that generally working people get their salaries in the middle of month which 
means  attendees  probably  could  spent  more  money  than  before  the  receive  their  salaries. 



(33)On  the  other  hand  on  19th  July  took  place  a  popular  festival  Colours  of  Ostrava  which 
 could  some  of  the  potential attendees  discourage to  come to  the Fingers Up.  (Fingers Up 
 2014) 


Product  included  performances  of  main  popular  Czech  and  Slovak  artists:  David 
 Koller,  Iné  Kafe,  Desmod,  Wohnout,  Martin  Harich,  Xindl  X,  Portless,  Punk  Floid. 


Disadvantage of these  artists  is  that  many of them perform  during summer at  many other 
 festivals  in  Moravian  Region  therefor  some  potential  attendees  can  be  tired  of  these 
 musicians. Supporting programme contained less known – alternative artists: No Distance 
 Paradise,  Cartisss,  Narcotic  Fileds,  Denet,  4WD,  Aivn’s  Naked  Trio,  Dextrade.  (Fingers 
 Up 2014) 


Price – the basic one ticket for the Fingers Up music festival was in pre-ordering 390 
 CZK. If a customer made a registration on Facebook account and provided own email, this 
 consumer  gained  50  CZK  discount  from  the  pre-ordering  price.  For  employees  of  Miele 
 (which  was  sponsor  of  FU)  and  Siemens  (which  was  the  main  partner  of  FU)  was  given 
 100 CZK discount. On the date of the festival ticket costs 450 CZK. Festival had available 
 VIP  tickets  which  cost  1290  CZK  and  VIP  GOLD  ticket  –  5000  CZK.  Children  up  to 
 twelve years old had their entrance for free. (Fingers Up 2014) 


Generally,  the  ticket  price  is  almost  the  same  as  ticket  price  of  rival  festivals  e.g. 


Šternberský kopec with one day program and main stream artist as Vypsaná Fixa, Divokej 
 Bill etc. (Pre-ordering 390 CZK, on place 490 CZK). (Festivaly 2014)  


Places, where the ticket could be bought, was online shop on the official web-pages of 
 the  festival,  when  the  costumer  bought  ticket  and  this  ticket  was  immediately  send  on 
 client’s  email.  Client  printed  his  or  her  ticket  by  himself/herself,  and  then  came  to  the 
 festival with paper on which was bar code. Another option was to purchase ticket in printed 
 form  at  stores  personally.  One  of  those  stores  was  in  Mohelnice  (Rock  Metal  Shop 
 Zapletal),  another  in  Olomouc  (Moolbike).  Tickets  were  also  sold  by  employees  of  FU 
 during lunch break in companies Siemens in Mohelnice and Miele in Uničov. (Fingers Up, 
 2014) 


According to the head of the company, to have just two shops with printed ticket was a 
 mistake, even if the technology devices and digital world are growing fast. People still do 
 not want to invest their money in goods and services about which they have some doubts. 


In the case of buying ticket online, they cannot be so certain, if ticket send on client’s email 



(34)is not a cheat. Ticket, in form which is for costumers already known, is more trustworthy. 


(Fingers Up, 2015) 


Promotion will  be  discussed  in  part  of  Marketing  Communication  Mix  of  the  FU 
 music festival.  


People,  as  the  sellers  of  festival’s  tickets,  were  not  taken  into  consideration  of 
 marketing mix by festival. Omission of Process and Physical Evidence is customarily “an 
 opportunity  missed  for  arts  marketers,  since  both  have  important  impacts  on  audiences, 
 donors, and stakeholders.” (O’Reilly, Rentschler and Kirchner 2014, 100) The FU did not 
 apply  methods  to  provide  and  deliver  their  product  and  service  nor  service-scape  and 
 atmospherics association with the products and services. 



5.5  SWOT Analysis of the Fingers Up Music Festival 


Figure 2: SWOT analysis 
 Source: own research 


POSITIVE/HELPFUL to 
 achieving the goal 


NEGATIVE/HARMFUL to 
 achieving  the goal 


INTERNAL 
 factors of the 
 company 


Strengths: 


  Place of the festival. 


  Already four years on the 
 market. 


  Employees  with 


enthusiasm  for  working  in 
 arts industry. 


  Loyal employees. 


Weaknesses: 


  Only one day long festival. 


  Only two shops with ticket 
 in print form. 


  Only  Czech  and  Slovak 
 mainstream music. 


  Music genre. 



(35)EXTERNAL 
 factors of the 
 environment 
 in which the 
 company 


operates 


Opportunities: 


  Growth  of  festival’s 
 fanatics in general.  


  Growth  of  genre’s  music 
 fanatics. 


  Growth of incomes. 


Threats:  


  Increase  of  festivals  in  the 
 Czech  Republic  with  same 
 artists and same concept. 


  Growth of indebtedness. 


  Bad weather. 



5.6  Marketing Communication Mix of the Fingers Up Music Festival 


Marketing communication mix of Fingers Up music festival covered: 


1.  Advertising 
 2.  Public relations 
 3.  Sales promotions 
 4.  Direct marketing 


5.  Online marketing (Social media marketing) 
 5.6.1 Advertising 


The Fingers Up music festival primarily applied  above the line advertising in particular – 
 radio  commercials,  display  advertising  (in  newspapers,  magazines,  on  the  Internet), 
 classified advertising (in newspapers), and billboard advertising. (Fingers Up 2015) 


Bellow  the  line  advertising  was  not  used  broadly  during  advertising  campaign. 


Nevertheless  others  festivals  (e.g.  České  Hrady  which  offered  discounting,  competitions, 
prizes  etc.)  used  beside  others  things,  Bellow  the  line  advertising  on  its  social  media 
extensively  and  their  attendance  last  year  increased.  (České  Hrady  2014)  Not  using  this 
type of advertising extensively, could be seen as a mistake. On the other hand extensively 
use of Bellow the line advertising could in the music industry decrease brand reputation of 
the festivals among potential attendees. According to Petroupoulou (Twitter Counter 2015) 
only 20 per cent of brand’s content on social media should include promotions, discounts, 
content  directly  related  to  the  brand  or  product  and  the  rest  80  per  cent  of  social  media 
posts  should  be  any  other  interesting,  shareable  information.  Petroupoulou  admits  that 
(Twitter Counter 2015): “…your audience is smart enough to know when you’re trying too 



(36)hard to sell or promote yourself and in this case it will lose faith in your brand and most 
 likely stop following you.” 


In next season should festival apply Bellow the line advertising in greater extend, but at 
 the same time promoters must remember, that the amount of discounting must be in such 
 scale so that it did not start to irritate its consumers. 


5.6.2 Setting Advertising Objectives 


The principal advertising objective was to engage interest of at least 4000 people to buy a 
 ticket  for  the  Fingers  Up  music  festival.  Advertising  aimed  to  achieve  target  audience 
 between  15  –  35  years  old,  mainly  located  in  Olomouc  region.  Advertising  strategy  was 
 established  to  accomplish  its  objective  during  time  period  April  to  the  beginning  of  the 
 festival which was set on 19th of July. (Fingers Up 2015) 


According to Wilks (O’Reilly, Rentschler, and Kirchner 2014, 337 – 338) consumers 
 divided into homogenous groups may be targeted in more effective way by using different 
 marketing mix strategies. Even more, in the question of arts festivals, rather than traditional 
 segmentation  as  geographical  or  psychographic  criteria,  should  be  preferred  cultural 
 segmentation where: “the consumption is acknowledged as the means to express identity, 
 establish social links, live unique experiences and indulge in hedonic moments.” (O’Reilly, 
 Rentschler,  and  Kirchner  2014,  338)  Fingers  Up  on  the  basic  of  inner  information  from 
 company  did  not  observe  the  rules  of  segmentation  in  specification  of  festival’s  target 
 audience. (Fingers Up 2015) 


5.6.3 Setting Advertising Budget 


Advertising  budget  was  set  by  the  affordable  method  –  amount  of  money  which  the 
 company can afford to  spend.  Budget  for marketing of the year 2014 was  6 percent  from 
 whole monetary resources, that festival had available.  


In  compliance  with  theoretical  part,  affordable  method  leads  to  an  uncertain  annual 
 promotion  budget  therefore ignore the effects of promotion of sales. It  would be better to 
 select e.g. objective and task method which is set on what a company wants to achieve with 
 the  promotion.  However,  it  must  be  understand  that  KVCM  s.r.o.  is  a  relatively  small 
 company and its budget is limited. 


The largest amount of marketing budget (30.000 CZK) financed newspaper advertising 
in MF DNES and in Šumperský a Jesenický deník. In Šumperský a Jesenický deník were 
published  two  articles  about  festival,  one  week  before  festival  on  Tuesday  8  of  July  and 



(37)Friday 11 of July (appendix P II and P III). Second, most expensive for the festival (28.500 
 CZK) was promotion on the Internet – to be concrete on the Facebook. Next sum (25.000 
 CZK)  absorbed  outdoor  advertising  –  A2  posters  (appendix  P  IV),  moreover  billboards 
 (one billboard on main road in Mohelnice and another in Zábřeh) and radio advertising on 
 Evropa  2  (30  seconds  spots)  were  for  the  company  the  cheapest  (both  15.000  CZK). 


Approximately 9% from regular consumer’s ticket (390 CZK) covered marketing costs. 


Figure 3: Marketing budget 
 Source: Fingers Up Internal Memo 2014 


Marketing budget  113.500 CZK 


Outdoor (posters)  25.000 CZK 


Billboards  15.000 CZK 


Newspapers  30.000 CZK 


Radio  15.000 CZK 


Internet  28.500 CZK 


On  the  basis  of  festival’s  questionnaire  (appendix  P  I),  on  which  participated  132 
 respondents  (attendees  of  the  festival)  between  15  –  45  years  old,  during  festival’s 
 program,    nobody found out  about  festival  from newspapers. On the contrary, 25 persons 
 discovered  the  Fingers  Up  on  Facebook,  on  the  Internet  9  persons  and  from  radio  13 
 people.  Additionally,  15  persons  noticed  about  the  festival  from  posters  and  66  persons 
 came to know about the festival from their family or friends.  


In  the  theoretical  part  was  referred  to  the  Internet  as  rapidly  growing  marketing  tool 
 with  relatively  huge  impact  on  consumers.  Questionnaire  demonstrates  that  more  people 
 came  to  known  about  the  Fingers  Up  from  online  sources,  than  from  the  printed  ones. 


Managers of the festival have to reallocate monetary resources of marketing budget if they 
 want  to  fulfilled  requirements  of  the  target  group  on  which  festival  aimed.  To  managers 
 could  be  recommended  to  consider,  if  the budget  allocation meet  requirements  of rapidly 
 changing marketing trends. 


5.6.4 Developing Advertising Strategy 


The following major factors were more or less considered in designing advertising strategy 
of the Fingers Up music festival (Fingers Up 2014): 



(38)1.  The  advertising  objectives  were  harmonious  with  marketing  communication 
 objectives.  Advertising  objective  to  target  people  15  –  35  years  old  in  Olomouc 
 region was agreeable with employed marketing communication (advertising, public 
 relations, sales promotions, direct marketing and online marketing).  


2.  Objectives  were  consistent  with  brand  narrative  development  and  the  target 
 audience. Corporate  identity  was  used  in  the  same  way,  as  was  in  the  previous 
 years. 


3.  Advertising respected its budget.  


4.  The  creative  message  did  not  respect  the  market  dynamics.  Managers  of  FU  did 
 not consider creative message as an important advertising medium. 


5.  Creative platform was developed into tiny details for creating fruitful advertising 
 campaign  for  one  medium.  The  Fingers  Up  team  had  developed  advertising 
 campaign for social media network – Facebook. This campaign described the date, 
 when the information  was  released, day of the week and exact hour. Furthermore, 
 plan  contained  four  sectors  to  which  information  belonged  (e.g.  Sponsors,  Bands, 
 Information  about  the  FU,  Tabloids),  topics,  concrete  text,  link  to  the  picture  (if 
 there was some) and its actual status. Other campaigns, such as outdoor advertising 
 and billboards, were planned according to opportunities on the current market those 
 respected advertising budget. 


6.  The creative and media strategy plans included, where the creative messages will 
 appear, in case of social media network.  


7.  Evaluation of success rate was executed. 


5.6.5 Selecting Advertising Media 


Festival  paid  attention  to  paid  types  of  media  types  as  magazine,  outdoor,  radio,  display 
 advertising  on  Web  sites,  Internet  as  well  as  owned  media  types:  company’s  Web  site, 
 official  Facebook  page.  For  the  festival  could  be  beneficial  to  focus  on  earned  media, 
 especially  on  world  of  mouth  sharing  through  social  media  sites,  as  the  questionnaire 
 demonstrated  that  66  persons  have  found  out  about  festival  from  a  friend  or  family 
 member.  


For festival could be beneficial to use direct email when festival has extensive mailing 
list  (containing  thousands  email  address)  thanks  to  discount  given  on  ticket  while 
subscribing  for  newsletters.  Direct  mail  allows  high  audience  selectivity,  high  quality 



(39)control,  creative  flexibility,  no  ad  competition  within  the  same  medium.  It  is  also  a 
 measurable medium for costs and response. (Creative Options 2013) 


5.6.6 Public Relations (PR) 


Company used PR tools as – media relations, social media and corporate identity materials. 


On  festival’s  Internet  website  were  prepared  materials  about  new  information  from  the 
 company inside, and managers paid attention on every material, which was worked out by 
 the  company,  to  contain  festival’s  corporate  identity.  The  Fingers  Up  music  festival  had 
 also  positive  attitude  to  offer  accreditations  for  journalists  as  well  as  prepared  public 
 releases (appendix P V) and PR articles. 


Music festivals are generally taking place during summer in an outdoor place. During 
 winter season are those festival inactive from the view of festival attendee. Consequently, 
 those  festivals  can  be  losing  attendee’s  loyalty  caused  by  forgetting  festival’s  brand. 


Resolution  of  this  problem  could  be  special  events  organized  under  the  heading  of  the 
 festival.  Small  concerts  or  news  conferences  could  be  contributing  to  improving  public 
 relations for the time of winter, inactive season. 


5.6.7 Sales Promotions 


Short-term  incentives  to  encourage  the  purchase  of  product  were  applied  minimally. 


Consumers  had  an  opportunity  to  purchase  ticket  with  10  per  cent  discount  while 
 subscribing  their  email  address  for  newsletter,  during  given  time  period.  Discount  100 
 CZK  when  buying  ticket  before  the  date  of  the  festival  can  be  also  considered  as  sale 
 promotion. 


Festival  should increase number of those short-term incentives. It is generally known 
 that Czech costumers often search for any kind of discount. Other festivals e.g. Vizovické 
 Trnkobraní  or  České  Hrady  (spring  discounts)  advertise  sales  promotions  often  and 
 monitored positive reactions (number of likes on Facebook). (České Hrady 2014) 


5.6.8 Personal Selling 


Personal selling as marketing communication was not used in case of the Fingers Up music 
festival.  Consumers  were  concentrated  geographically,  however  number  of  potential 
consumers was relatively high, and due to number of members of organization’s team, was 
not possible to implement personal selling.  



(40)On  the  other  hand,  this  type  of  marketing  communication  could  lead  to  establishing 
 closer  relationship  with  potential  attendees.  One  of  important  factor  that  drives  potential 
 music  festival’s  attendees  purchase  choice,  is  not  monetary  value,  but  “…it  is  the 
 emotional  value  that  brands  offer  via  their  products  and  services.”(O’Reilly, Rentschler, 
 and  Kirchner  2014,  103)  Connection  of  personal  selling  with  public  relation’s  special 
 events should lead to closer approaching to potential attendee, better opportunity to hit its 
 emotions. To support this statement it is pointed out that: “… six of the eight factors that 
 influence  83  percent  of  purchase  decision  can  clearly  be  classified  as  emotional,  rather 
 than financial.” (O’Reilly, Rentschler, and Kirchner 2014, 103)  


5.6.9 Direct Marketing 


The  Fingers  Up  music  festival  did  not  apply  direct  marketing  in  its  marketing 
 communication  mix.  As  was  already  mentioned,  for  festival  could  be  beneficial  to  use 
 direct email when festival has extensive mailing list (containing thousands email address) 
 thanks  to  discount  given  on  ticket  while  subscribing  for  newsletters.  Direct  mail  allows 
 high audience selectivity, high quality control, creative flexibility, no ad competition within 
 the  same  medium,  and  it  is  also  a  measurable  medium  for  costs  and  response.  (Creative 
 Options 2013)  


5.6.10 Online Marketing (Social Media Marketing) 


Online marketing is, thanks to the development of the Internet, the fastest-growing form of 
 direct marketing, as was already mentioned. The Fingers Up music festival used primarily 
 online  social  media network Facebook on which had, besides other things,  placed  banner 
 ads. On the Facebook is possible to target people by advertisement according to their age, 
 their  place  of  stay,  genre,  relationship,  education,  job  etc.  Another  advantage  is  that 
 marketers  can  set  their  advertising  budget  in  advance.  At  the  moment  ad  have  spent  its 
 budget,  this  ad  quit  being  visible  for  those  targeting  people  on  their  Facebook  wall. 


(Facebook  2015)  On  the  other  hand,  for  the  festival  does  not  play  positive,  that  target 
 audience  is  not  determined  more  specifically.  If  festival  had  its  audience  defined  more 
 precisely,  than  only  by  age  15  –  35  and  Olomouc  region,  Facebook  ads  would  hit  those 
 potential attendees in more effective way.  


Festival  could  profit  from  using  other  social  media  as  Instagram,  YouTube,  Twitter, 
Vimeo  etc.  on  which  has  been  becoming  more  and  more  popular  mostly  among  young 
people.  The  Fingers  Up  music  festival  has  to  change  design  of  its  official  website.  The 
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