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Executive Summary

As we near the end of 2011, Scotland has the constituent elements of a dynamic and burgeoning music industry.  For a nation so small, our recording artists exert a disproportionate influence on the world of music; our audiences enjoy an incomparable reputation for knowledge and enthusiasm; we have well-established, home-grown labels of international renown, while festivals like T in the Park, Celtic Connections, Rock Ness, the Glasgow Jazz Festival and, of course, Edinburgh Festivals invaluably contribute to Scotland’s reputation as a nation of innate music lovers.
We have much to be proud of as our industry develops, but there are challenges also: challenges for the retail and live sectors; the need to bridge the gap between music and media; how to maximise the potential for exploiting IP; promoting greater use of Scottish music in film, TV and advertising; mitigating the worst symptoms of the economic downturn. When The Scottish Music Industry Association (“SMIA” or “the Association”) was incorporated in 2008, it was in recognition of the fact that our industry lacked an effective trade body to assist with tackling these challenges; an organisation equipped to represent the industry’s best interests, ideally with a single, unified voice.
Three years on and the provision of that voice remains one of the SMIA’s most formidable challenges, not least when the industry it aims to represent comprises a complex network of sectors, genres and disciplines. Uniting these diffuse elements will require an unprecedented degree of inter-sector communication and co-operation: a sharpened focus on our common, rather than competing, interests. By securing a mandate from all sectors and genres within the industry, the SMIA can become an effective and powerful advocate on its behalf: connecting our members; encouraging trade; lobbying government; liaising with government agencies and promoting our nation’s musical endeavour at home and abroad.
These are ambitious goals which will require clearly defined strategies, objectives and timeframes if they are to be achieved. This business plan and strategy document not only articulates the SMIA’s mission statement, it delineates the organisation’s core objectives, key strategies and flagship activities. It also presents the timeframe in which we expect them to be achieved and delivered.
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Mission Statement

“The Scottish Music Industry Association exists to unite Scotland’s music industry and see it recognised as one of the most vibrant, influential and respected in the world.”

[bookmark: _TOC3606]Objectives
To achieve this mission, the SMIA will focus on two core objectives:
· Strengthen Scotland’s music industry internally.
· Champion our industry both domestically and internationally.

[bookmark: _TOC3797]Strategies
Our core objectives will be achieved through the deployment of three key strategies:
· Celebrate and promote all musical endeavour in Scotland.
· Stimulate growth at a local, regional, national and international level.
· Communicate more effectively as an industry, internally and externally.

[bookmark: _TOC4097]Financial Goal
Congruent to our operational objectives and strategies, the SMIA aims for financial self-sufficiency within the next five years. This goal will be achieved by employing the following tactics:
· Raise the SMIA’s profile through its high-quality events programme.
· Establish our credibility as an effective advocate for the industry.
· Meet annual targets for attracting paid members.
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Organisation Summary

The SMIA is a company limited by guarantee steered by a non-executive board of directors.  All of the directors are professionals working within various sectors and genres of the music industry and sit on the board in an unpaid, voluntary capacity. 

Stuart Thomas, the SMIA’s Operations Manager, has joined the SMIA on a year-long secondment from Creative Scotland.  Caroline Cooper, a part-time administrator, is the Association’s only paid member of staff.
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Targets
Determining key targets and benchmark stages in the SMIA’s development will not only help the organisation internally audit its progress, it will provide a window through which the industry can evaluate our efficacy.  Targets will be both financial (paid members, revenue) and strategic (event programmes, industry engagement).
   

Event Programming
· Summer and Winter Record Fairs.
· Minimum of four industry seminar/panel events.
· One major training event per year (e.g. MMF).

Industry Engagement
· Annual public meeting.
· Biannual meetings with Creative Scotland.
· Biannual meetings with Scottish Government.
· Quarterly meetings with Music Forums.
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Market

The SMIA defines the music industry in Scotland as consisting of people or organisations engaged in music in a professional capacity. The music industry’s economic ecosystem comprises two groups: music makers and music users.
· Music makers include those actively engaged in the creation of music and the people who work on their behalf:
· Musicians, composers, conductors, publishers, managers, agents, record labels, recording studios, producers, distributors, agents and legal reps
· Music users include those who utilise musical works in creative business development:
· Promoters, event management and production, media (including press, terrestrial and internet broadcast and bloggers), advertising, PR and marketing agencies, retailers, DJs and background music supply

With an industry as diffuse and complex as Scotland’s music industry, the SMIA’s role, prominence and efficacy within it will be central to achieving any of our stated objectives.  Assessing the SMIA’s potential as a unifying, advocative force for the industry will require an examination of our strengths and weaknesses as well as a review of the opportunities and threats presented by the industry. We also have to take account of the economic, social, political and technological factors currently affecting the marketplace and the impact they are having on the industry’s sectors, genres and disciplines.     
While the SMIA requires funding in the short-term, lacks any proven track record for delivering key initiatives and remains stretched in terms of the human resources board members can donate given their prior commitments, the Association retains the potential to be an overwhelmingly positive force for good.  It is through the board’s dedication, enthusiasm and goodwill that the SMIA champions Scotland’s music industry; the investment by each board member of their time and reputation, the engine that will drive the SMIA’s success.  Only by taking ownership of the Association’s mission; by taking collective responsibility for the delivery of core objectives will the board, in tandem with an ambitious programme of events and initiatives, hope to secure a mandate from the music industry in its entirety.
The SMIA is aware of current market conditions.  Taking external factors into account, there can be no doubt of the threat posed to the industry by the economic climate.  Ironically, it is the presence of a common threat that provides the industry with a common goal (survival), and the SMIA with an opportunity to find solutions beneficial to the many as opposed to the few.  Adopting a holistic approach will be essential given the macroeconomic nature of the challenges; the SMIA is committed to developing strategies beneficial for our membership and the industry in its entirety.
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[bookmark: _TOC10253]Key Strategies
In order to achieve our objectives (to strengthen and champion the industry), the SMIA must deploy three concurrent strategies:
[bookmark: _TOC10396]Celebration
By championing our nation’s musical output we not only strengthen the Scottish music industry, we recognise its cultural and commercial importance.  Celebrating the quality of our music, the achievements of our artists and the cultural importance of our live sector helps to reinforce the message that our music is precious, that our industry has value, that retail is crucial.    
[bookmark: _TOC10987]Stimulation
To foster the strength necessary for the music industry in Scotland to survive and develop, the SMIA must assist in stimulating business growth at local, regional, national and international levels.  The Association aims, through the strategic deployment of specific projects, to create an environment conducive to business growth:
· Local:		Networking events (see appendices)
· Regional:		Trade Fairs (see appendices)
· National:		CPD training (see MMF in appendices)
· International:	Management of the International Showcase Fund (see appendices)
[bookmark: _TOC11540]Communication
To further strengthen and champion the music industry in Scotland, the SMIA recognises the need to improve communication within the industry, across different sectors of the creative industries and, with the SMIA employed as a unifying voice, between commerce and government (local and national).  Better communication will be facilitated:
· Internally:
· Via planned social networking and trading space functions in the members’ area of the SMIA website (www.smia.org.uk).
· By holding regular informative networking events.
· Through informal, advocative dissemination by board members to non-members and representatives from other creative industry sectors of our core objectives and key strategies. 
· Externally:
[bookmark: _TOC12408]By building relationships with trade bodies that represent other creative industry sectors in Scotland and music industry groups throughout the UK


Sales
The SMIA has three revenue models:
[bookmark: _TOC12449]Membership
The SMIA must have an engaged membership to give it purpose, help it in achieving its objectives and to earn it revenue.
Membership was introduced via the SMIA website (www.smia.org.uk) in late 2010. A modest annual membership fee of £20 per person was introduced in September 2011. Being a paid member allows access to a members-only resource area of the SMIA website, attendance at members-only events, discounted entry to externally-facing events, the opportunity to influence Association policy and the right to attend the SMIA AGM. 
Membership fees will increase annually in line with the Association’s ability to strengthen and champion the Scottish music industry. Currently set at £20, membership will rise to £35 per person for 2012 along with the introduction of corporate membership. As the fee increases, so too will the membership benefits in terms of what’s included, and made exclusive, for members.
[bookmark: _TOC13457]Events
Targeted events assist the SMIA in its deployment of key strategies.  High profile events will celebrate musical endeavour while internally-focused and externally-facing events will stimulate growth and improve the industry’s ability to communicate effectively.  Members-only, internally-focused events will be exclusive and made available to members at no cost.  Non-members may join the SMIA at any time to gain access to these events.  Event topics will be focused on providing greater information about, and understanding of, issues affecting the music industry in Scotland.  Past events have included sessions by PPL, MCPS, PRS and cross music and media discussions. 
[bookmark: _TOC14853]Externally-facing events will have an entrance fee, charged at a premium rate for non-members and offered at a significant discount to our members.  These events will focus on inspiring attendees: learning through case study examples of best practice from across the creative industries.  Entrance prices may be set, for example, at £30 for non-members and £5 for members. Adding a significant premium for non-members, where it’s actually cheaper to pay the membership and thus access the discounted fee than it is to not be a member, will help drive paid membership acquisition.
Training
Training initiatives strengthen Scotland’s music industry by developing skills.  Training will take the form of ongoing courses and one-off workshops. 
The SMIA is currently talking to the Music Managers’ Forum (MMF) and Skills Development Scotland (SDS) to partner on delivering an MMF Training Programme designed to improve management skills in the music industry, primarily focused on artist managers but also providing real benefit to managers of record labels, studios, tours, agencies, production companies and media organisations.
Workshops will be delivered in a similar manner: partnering with commercial organisations in possession of desirable specialist skill sets, to present training opportunities in areas such as social media, finance and administration, legal and IP, licensing and retail.
Prices for attendance at both ongoing courses and one-off workshops will be similar to externally-facing events in that they will be offered to members at a significant discount and non-members at a premium which makes joining the Association attractive and beneficial.
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Marketing
Marketing activities will focus on membership acquisition. The SMIA will communicate its objectives via inbound and outbound marketing strategies.
Inbound
Inbound marketing focuses on people coming into the organisation (by visiting its website or attending events and training) to find out what’s happening. Internal communication to existing members will concentrate on providing information about ongoing and forthcoming projects and initiatives (such as training opportunities, upcoming events, proposed policies and lobbying activities). 
Information will be communicated to members via the SMIA website, a members-only newsletter and at exclusive events. For non-members, information will be seeded via social media, made available on the public parts of the website and announced at externally-focused events.
Outbound
Outbound marketing reaches out to people in the target market (which in the case of the SMIA is anyone working in a professional capacity within the music industry in Scotland) via advertising, public relations and social media engagement activities. External communications will seek to drive paid membership acquisition and raise awareness of the SMIA’s core objectives and strategic initiatives.
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The SMIA's short, medium and long term goals are set out below. While the organisation’s aims and objectives are clear, providing a timeframe for benchmark achievements will incentivise the board and more clearly delineate our strategic priorities.
Short Term
Implement events programme / Build paid membership numbers
The short term goals for the SMIA all revolve around generating an increased presence and influence on the fabric of the music industry in Scotland.  Initiatives like the International Showcase Fund, Music Managers Forum training and the Label Markets/Trade Fairs will demonstrate to individuals and businesses alike, that the SMIA has the ability to create positive opportunities for both its members and the industry in general.
Medium Term
Broaden representative mandate / Exert more influence on policy / Continue to grow membership
Having demonstrated through its event programming and proactive communication policy that the SMIA is an organisation capable of delivering on behalf of its industry, our next stage of development will be improving our advocacy and lobbying powers.  Working more closely with government, development agencies and creative industry lobbying groups such as UK Music and AIM, the SMIA hopes to add a compelling voice to policy-making discussions. 
Long Term
Achieve financial self-sufficiency / SMIA established as pre-eminent trade body
With an established reputation and track record for delivering value and having attained financial self sufficiency, the Association will be able to provide a unified voice for the music industry in Scotland to talk to other creative industry sectors and negotiate with the government and its agencies.
[bookmark: _TOC24619]In five year’s time, the SMIA aims to have established itself as a financially autonomous trade association with a proven track record of strengthening and championing the Scottish music industry.

Membership	
2012	2013	2014	2015	2016	400	550	700	1000	1300	
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