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1.	 Concept	

Domstad	 Festival	 is	 a	 new	 festival	 located	 in	 the	heart	 of	 the	Netherlands	 in	 lovely	Utrecht.	 Every	
Autumn	Utrecht	welcomes	new	students	from	all	around	the	world,	excited	to	see	what	the	city	has	
to	 offer.	 We	 take	 the	 newcomers	 and	 other	 curious,	 young,	 and	 young	 at	 heart,	 people	 on	 a	
"musician's	tour"	of	Utrecht,	introducing	them	to	Utrecht's	frisky	music	scene.	

1.1	 Purpose	

To	bring	together	the	best	of	Utrecht's	music	scene	and	city's	biggest	music	lovers.	

1.2	 A&R	
Domstad	 Festival	 collaborates	 with	 six	 amazing	 venues	 in	 Utrecht.	 Every	 venue	 hosts	 one	 of	 five	
different	music	 genres	with	 the	musicians	 from	 the	Utrecht	 area,	 plus	 an	 after	 party	with	 a	more	
renowned	 local	artist.	The	artists	playing	during	the	festival	are	relatively	new	to	the	audience	and	
that’s	one	of	our	goals	-	to	present	young,	upcoming	local	musicians.	It’s	a	way	for	the	artists	to	share	
their	music	 live	and	a	chance	for	the	audience	to	get	a	taste	of	the	local	music	scene	and	visit	new	
places	in	Utrecht.	
	
Music	genres	per	venue:	
Rock	+	Metal:		 	 	 	 ACU	
Singer/Songwriter	+	Indie:		 	 ‘t	Oude	Pothuys	
Electronic	music:		 	 	 De	Helling	
Hip-Hop	+	Rap	+	R&B:		 	 														Café	Hofman	
Jazz	+	blues	&	spoken	word:		 	 Stathe	
After	party:		 	 	 	 EKKO	
	
APPLICATIONS:	
Online	form	on	our	website.	Applications	open	in	March	and	finish	in	June.	The	only	rule	we	have	is	
that	the	artists	(or	at	least	half	of	the	band)	have	a	connection	with	the	city	of	Utrecht.	
	
FACEBOOK	COMPETITION:	
For	our	event	we	also	have	a	little	Facebook	competition	for	artists	and	bands	to	win	a	time	slot	at	
our	 festival.	 We	 ask	 artists	 to	 present	 their	 music	 and	 themselves	 in	 a	 unique,	 creative	 way	 and	
document	 it	on	Facebook	using	our	official	hashtag.	We	will	then	choose	five	best	applications	and	
let	our	audience	decide	who	they	want	to	be	the	opening	and	the	closing	act	of	our	main	event	by	
voting.	 These	 two	artists	 automatically	 get	 a	 spot	 at	our	 festival,	 but	 that	doesn’t	mean	 the	other	
three	 bands	 can’t	 be	 chosen	 by	 our	 programer	 as	 well.	 However,	 online	 application	 through	 our	
website	is	obligatory	(so	we	can	also	collect	the	needed	data).	
	

1.3	 Audience	
Our	audience	mostly	consists	of	students	and	young	 inhabitants	of	Utrecht	and	surrounding	towns	
between	 ages	 of	 16	 and	 28.	 Our	 participants	 are	 curious	 about	 the	 local	 cultural	 scene	 and	 are	
hungry	 to	 get	 a	 taste	 of	 the	 more	 alternative	 side	 of	 Utrecht.	 These	 are	 active,	 free-minded,	
outgoing,	 curious,	 community-oriented	 music	 enthusiasts.	 They	 like	 to	 explore,	 experience	 and	
expand	their	horizon.			
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1.4	 Segmentation	

1.4.1	 Demographic	

Age:	16-28	
Gender:	both	
Race/ethnicity:	international	
Occupation:	studying,	part-time	jobs,	lots	of	hobbies	
Income:	lower	and	middle	class	
Generation:	millennials	
Education:	higher	
Family	Status:	single,	young	couples	
Religion:	we	don't	care	

1.4.2	 Geographic	

Residence	 location:	 local	 residents	 (Utrecht	 province)	 +	 residents	 of	 the	 nearby	 cities	 (that	 are	
interested	in	the	cultural	scene	Utrecht	has	to	offer)	
Work	location:	the	Netherlands	
Place	of	origin:	Earth	
Choice	of	recreation	area:	cultural	centers,	clubs,	youth	centers,	parks,	friend's	chill	out	basements,	
skate	parks,	museums	and	galleries,	cafes	and	libraries	

1.4.3	 Psychographic	(AIO)	

Activities:	 studying,	 visiting	museums	and	galleries,	 going	 to	concerts	and	 festivals,	 artists,	hanging	
out	with	friends,	sports,	reading,	traveling	(low-budget),	collecting	(CDs,	vinyl’s),	volunteering	
Interests:	 arts,	 music,	 theatre,	 sports,	 tourism,	 design,	 architecture,	 photography,	 vintage,	 food,	
healthy	 life-style,	 travelling,	 fashion,	 development	 of	 technology,	 psychology,	 philosophy,	
underground	scene	
Opinions:	liberal,	open-minded,	accepting,	ambitious,	critical,	curious	and	innovative	
Values:	friendships,	community,	culture,	art,	honesty,	peace,	love,	education	and	technology	
	

1.5	 Positioning	

Domstad	 Festival	 is	 your	 guide	 to	 Utrecht’s	 music	 scene!	 In	 just	 one	 evening,	 the	 most	 exciting	
upcoming	artists	 from	the	area	 take	over	 the	hippest	venues	and	bring	 together	 the	coolest	music	
lovers	in	the	city.	

1.5.1	 Timing	
Because	 we	 also	 want	 new	 students	 to	 take	 part	 at	 our	 festival,	 we	 organize	 it	 at	 the	 end	 of	
September.	 The	 summer	 festival	 season	 has	 already	 come	 to	 an	 end,	 introduction	 parties	 are	
finished	and	people	already	know	all	the	mainstream	clubs	in	the	city	-	now	it’s	time	to	experience	
“THE”	cultural	life	in	Utrecht!	
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1.5.2	 Locations	
The	 festival	 is	 held	 at	 six	 locations	 in	 Utrecht.	 That	 way	 our	 visitors	 are	 able	 to	map	 down	 these	
amazing	places	in	Utrecht	for	all	the	future	go-outs.	An	overview	of	all	 locations,	bands	playing	and	
contact	information	is	listed	below.	

1.6	 Mapping	it	down	

	
Figure 1: map of the venues 
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2.	 Venues	

We	choose	6	different	venues.	Five	for	all	the	genres	of	music	and	one	for	the	after	party.		
	
Attachment	1,	on	page	43,	 shows	 the	 fee	statement	all	artists	have	 to	sign	 to	 receive	 their	money.	
This	is	the	same	for	all	bands,	playing	in	all	venues.		

2.1	 ACU	–	Rock	/	Metal	

Voorstraat	71	
3512	AK	Utrecht	
+31	(0)30	231	45	90	
	
Capacity:	150	
Security:	2	
Volunteers:	4	
Bands:	5	
	
ACU	is	a	political	cultural	center	in	the	center	of	Utrecht.	It	also	operates	as	a	concert	hall	for	mostly	
alternative	bands.	It	houses	a	vegan	eatery	and	it	is	an	integral	part	of	our	partner	festival	Le	Guess	
Who?.	
ACU	receives	no	subsidies	and	runs	entirely	on	the	efforts	of	volunteers.	 It	 is	 therefore	completely	
independent.	 We	 choose	 this	 place	 because	 it’s	 a	 well-known	 venue	 in	 Utrecht.	 They	 have	 an	
interesting	 agenda	 and	 it’s	 a	 great	 place	 for	 people	who	 like	 rock	music.	 Also	when	 you	 come	 to	
Utrecht	 and	 you	want	 to	 explore	Utrecht,	 this	 is	 a	 good	place	 to	meet	 some	people	who	are	 also	
interested	in	music.	

2.2	 Stathe	-	Jazz	&	Blues	

Rozenstraat	15		
3511	BV	Utrecht	
31+	(0)30	268	71	72	
	
Capacity:	150	
Security:	2	
Volunteers:	4	
Bands:	5	
	
Stathe	is	a	venue	that	provides	a	platform	for	a	
new	 talent	 from	Utrecht.	We	 have	 chosen	 this	
stage	because	their	capacity	is	big	enough,	it’s	a	
great	 location	 and	 the	 atmosphere	 is	 great.	
Stathe	 will	 also	 look	 at	 our	 artists	 and	 maybe	
book	them	for	themselves	in	the	future.	
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2.3	 De	Helling	–	Electronic	music	

Helling	7		
3523	CB	Utrecht	
+41	(0)30	221	99	44	
	
Capacity:	400	
Security:	2	
Volunteers:	4 	
Bands:	5	
De	 Helling	 in	 Utrecht	 is	 a	 medium-sized	 venue	 and	 occupies	 an	
important	 place	 in	 between	 TivoliVredenburg	 and	 other	 music	
venues	 in	 Utrecht.	 De	 Helling	 has	 a	 largely	 genre	 pop	music,	 own	
(sort	of)	bands	and	a	private	audience	and	wants	to	expand.	
We	 choose	 this	 venue	 because	we	 think	 it’s	 perfect	 for	 electronic	
music	 and	 can	 give	 our	 band	 a	 great	 push/reference.	 They	 have	 a	
nice	big	room	where	people	can	dance	on	the	music	of	their	favorite	
DJ’s	and	enjoy	their	evening	out.	
		
	

2.4	 ’t	Oude	Pothuys	–	Singer	Songwriter	/	Indie	

Oudegracht	279		
3511	PA	Utrecht	
31+	(0)30	231	89	70	
	
Capacity:	80	
Security:	1	
Volunteers:	4	
Singer/songwriters/indie	bands:	5	
	
‘t	 Oude	 Pothuys	 is	 a	 small	 venue	 for	 live	
music	 and	 a	 chilled	 eat-out.	 On	 the	
evening	of	 our	 festival	we	will	 push	 these	
tables	and	chairs	on	the	side	for	our	singer	
songwriters	and	create	a	magical	stage	for	
our	indie	lovers.	We	placed	singer-songwriters	in	this	venue	because	it’s	a	little	bit	smaller	than	the	
other	venues.	We	think	that	in	this	small	but	very	cozy	venue	the	music	of	the	singer	songwriters	fits	
perfect	with	the	ambiance.	
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2.5	 HOFMAN	–	RAP	&	Hip-hop	

Janskerkhof	17a		
3512	BM	Utrecht	
+31	(0)30	230	24	70	
	
Capacity:	130	
Security:	1	
Volunteers:	4	
	
Hofman	 is	 a	 great	place	 to	have	 a	nice	party.	With	
the	big	open	room,	where	people	have	a	good	view	
at	 the	 stage,	 its	 perfect	 to	 drink	 some	 beers	 and	
have	some	fun.	We	choose	this	venue,	because	it’s	a	
well-known	 spot	 in	 Utrecht.	 When	 you	 live	 in	
Utrecht	and	you	wanna	go	out	with	friends	you	have	
to	know	this	place.	Every	Thursday	Hofman	organize	
a	 band	 evening	 and	 in	 the	 weekend	 they	 always	
have	some	Dj’s	for	a	nice	party.	
	

2.6	 EKKO	–	Afterparty	

Bemuurde	Weerd	Westzijde	3		
3513	BH	Utrecht	
+31	(0)30	231	74	57	
	
Capacity:	450	
Security:	3	
Volunteers:	4	
Artist:	DJ	Kypski	
	
EKKO	 is	 a	 music	 venue	 located	 on	 the	 west	 side	
Bemuurde	 Weerd	 in	 Utrecht.	 In	 EKKO	 play	 many	
innovative	(inter)national	bands	and	DJs.	Furthermore,	
EKKO	 has	 a	 number	 of	 permanent	 and	 temporary	
disco,	where	all	 kinds	of	movements	 such	alternative,	
hip	hop,	acid,	 (minimal-)	 techno,	electro	and	chiptune	
have	 their	 own	 evenings.	 In	 addition	 to	 a	 permanent	
staff,	 there	 are	 140	 volunteers	 working	 at	 EKKO.	We	
choose	 this	 venue	 because	 it	 is	 perfect	 for	 the	 after	
party.	 It	 has	 the	 biggest	 capacity	 of	 all	 venues,	 450	
people.	 They	have	a	big	 room	with	a	 lot	of	 lights	 and	
good	 vibes,	 where	 a	 DJ	 can	 make	 a	 real	 party.	 We	
choose	to	have	a	DJ	at	the	after	party.		
The	DJ	who	will	play	during	our	after	party	is:	Thomas	Elbers,	A.K.A.	DJ	Kypski.	DJ	Kypski	is	a	Dutch	DJ,	
from	Utrecht.	He	is	an	award	winning	scratching	virtuoso	and	a	key	figure	in	the	Dutch	DJ	and	scratch	
scene.	Known	for	his	drumming,	scratching	and	production	work	in	the	band	C-Mon	&	Kypski,	he	is	
now	releasing	music	on	Lowriders	Recordings.	
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2.7	 Contact	list	

Eva:														 06-49176371																								 email:	Evakristina@domstadfestival.nl	
Rein:												 06-11533422																								 email:	Rein@domstadfestival.nl	
Linde:	 	 06-42915484																								 email:	Linde@domstadfestival.nl	
Morris:								 06-64739472																																	email:	Morris@domstadfestival.nl	
Rens:											 06-43039693																																	email:	Rens@domstadfestival.nl	
	
	
info@domstadfestival.nl	
program@domstadfestival.nl	
	
Venues:	
ACU																										 +31	(0)30	231	45	90	
EKKO																								 +31	(0)30	231	74	57	
De	Helling														 +31	(0)30	221	99	44	
Hofman																			 +31	(0)30	230	24	70	
Stathe																															+31	(0)30	268	71	72	
‘t	Oude	Pothuys					 +31	(0)30	231	89	70	
Roxy	Security:																		+31	(0)18	761	11	36	

2.8	 Volunteers	

We	have	24	volunteers,	four	at	every	venue.	The	list	of	volunteers	can	be	found	in	appendix	4	
	
Every	 venue	 has	 a	 volunteer	who	 is	 a	 contact	 person	 for	 organizers,	 closely	 collaborates	with	 the	
venue	manager	and	help	him/her	manage	other	volunteers	at	this	venue.	One	volunteer	works	at	the	
entrance	and	checks	tickets,	another	volunteer	is	responsible	of	maintaining	the	backstage	in	a	good	
condition	and	we	also	have	a	 “backup	volunteer”,	who	 fills	 in	 the	missing	 tasks	 and	operates	 as	 a	
runner	at	the	selected	venue.	 	
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3.	 Smart	goals	and	desired	impact	
3.1	 Short	term	goals	

1. During	the	first	Domstad	Festival	we	want	to	attract	at	least	1000	people	and	host	at	least	50	
%	of	them	at	more	than	3	venues.	

2. Create	 a	 strong	 and	 efficient	 team	 of	 volunteers	 (min.	 of	 24	 closely	 involved	 people)	 and	
ambassadors	(bands)	who	will	help	us	spread	the	festival	news.	

3. We	want	at	least	50	%	of	people	to	be	a	newcomer	in	at	least	two	venues.	
4. We	want	our	app	to	be	downloaded	during	 the	 festival	at	 least	300	times	 from	one	of	 the	

app	stores.	
5. We	want	our	hashtag	to	be	used	more	than	100	times	on	the	day	of	the	event.	
6. We	want	at	least	40%	of	the	attendants	to	come	to	our	after	party.	
7. We	want	75%	of	sold	tickets	to	be	full	festival	tickets	(not	one-venue	tickets).	

3.2	 Long	term	goals	
1. We	want	to	make	profit	after	5	years.	
2. We	want	to	increase	the	number	of	partners	and	sponsors	by	10	%	each	year.	
3. We	want	to	retain	80	%	of	sponsors	for	the	next	edition.	
4. We	want	20	%	of	visitors	to	come	from	different	parts	of	the	Netherlands.	
5. To	grow	in	size	(attendants,	acts,	volunteers,	partners,	sponsors,	days	of	the	festival...)	each	

year.	
6. To	 also	 attract	 older	 audience	 and	make	 the	 average	 age	 of	 our	 visitors	 35+	 after	 a	 third	

edition.	
7. To	 expand	 from	 being	 focused	 on	 the	music	 scene	 to	 other	 forms	 of	 art	 (dance,	 theatre,	

literature,	 tattooing,	 photography,	 design	 etc.)	 +	 local	 food	 and	 beverages	 after	 the	 first	
edition.	

3.3	 Desired	Impact	
Our	short	and	long	term	goals	are	mostly	static	goals.	For	our	audience	and	their	festival	experience	
we	have	also	set	dynamic	goals.	These	goals	are	harder	to	be	proven	if	we	have	reached	them	or	not,	
but	are	very	 important	for	us	as	organizers	of	the	festival.	After	all,	we	want	to	have	an	 impact	on	
people's	lives	and	the	way	they	see	(the	cultural	side	of)	Utrecht.	
	
We	want	 our	 audience	 to	 experience	Utrecht	 in	 a	 new	way.	We	would	 like	 them	 to	 explore	 new	
music	(genres),	venues	and	meet	new	people	at	the	same	time.	We	want	them	to	feel	together,	as	
one	 strong,	 forward-thinking	 community,	 not	 as	 individuals	 visiting	 the	 festival	 on	 their	 own.	 Our	
audience	should	enjoy	every	aspect	of	Domstad	Festival	and	feel	like	they	belong.	They	are	not	just	
visitors	to	us	-	they	are	Domstad!	
	
During	and	after	the	festival	we	will	talk	with	our	participants,	face	to	face	and	via	online	platforms	
to	see	if	we	reached	our	goals	and	to	see	where	is	still	room	for	improvement.	
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4.	 HR	Plan	
Domstad	 Festival	 is	 about	 building	 an	 active,	 caring	 community.	 It	 all	 starts	 with	 a	 beautiful,	
dedicated,	 passionate	 and	 skilled	 event	 team.	 We	 believe	 people	 are	 the	 key	 to	 the	 success	 in	
achieving	 the	 objectives	 of	 the	 organization,	 so	 we	 pay	 a	 great	 attention	 to	 the	 strategic	 HR	
management.	We	 are	 integrating	 human	 resource	management	 strategies	 and	 systems	 to	 achieve	
the	 overall	 mission,	 strategies,	 and	 success	 of	 the	 event	 while	 meeting	 the	 needs	 of	 all	 people	
involved	in	the	project.		
	
The	 purpose	 of	 the	 HR	 plan	 is	 to	 describe	 how	 members	 of	 the	 project	 team	 will	 be	 managed,	
assessed	 and	 'rewarded'	 for	 their	 participation	 in	 the	 project.	 In	 this	 plan	we	 defined	 each	 of	 the	
project	roles,	the	skills	needed,	outlined	areas	of	responsibility	and	their	contribution	to	the	project	
reporting	requirements,	which	are	visually	presented	in	a	project	organizational	chart.	
	
Our	human	resources	management	plan	includes:	

• Roles	and	Responsibilities	of	Team	Members	Throughout	the	Project	
• Project	Organization	Charts	
• Staffing	Management	Plan	to	Include:	

o How	resources	will	be	acquired	
o Timeline	for	resources/skill	sets	
o Training	required	to	develop	skills	
o How	performance	reviews	will	be	conducted	
o Recognition	and	rewards	system	

4.1	 Roles	and	Responsibilities	

In	this	part	the	roles	and	responsibilities	are	described.	See	figure	7	in	paragraph	4.2	for	the	image	of	
the	roles.		

4.1.1	 Festival	Director	

Eva	Kristina	Filipcic	
Magic	 tricks,	 teleportation,	 social	 psychology,	 Gandi-like,	 construction,	 administration,	
troubleshooting	 unexpected	 problems,	 achieving	 conflict	 resolution,	 delegating	 responsibilities,	
cleaning	 skills,	 nine	 lives…	 There’s	 not	 much	 a	 project	 manager	 doesn’t	 do.	 However,	 building	 a	
strong	team	around	the	event	is	probably	one	of	the	most	crucial	steps	in	event	management	and	we	
have	definitely	covered	this	at	Domstad	Festival!	The	core	team	of	the	festival	works	closely	together	
through	the	whole	year,	keeping	the	spirits	high,	happy	and	hungry	for	more.	

Eva	 makes	 sure	 everything	 goes	 smoothly	 and	 everybody	 has	 everything	 they	 need.	 Besides	 the	
behind-the-scenes	multitasking	 like	 creating	a	 strategic	HR	plan,	overseeing	 setup	and	breakdown,	
dealing	 with	 contractors,	 overseeing	 everything,	 motivating	 the	 team,	 creating	 materials	 such	 as	
maps	and	signage	etc.,	event	director’s	duties	 include	dealing	with	the	city	to	secure	the	necessary	
permits	 and	 building	 relationships	 with	 key	 companies	 in	 the	 community.	 After	 all,	 community	 is	
what	this	festival	is	all	about!	
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4.1.2	 Program	Manager	

Rein	Klaver	
After	working	for	various	venues	all	around	the	Netherlands	and	touring	with	his	band	across	Dutch	
borders,	Rein	 came	back	 to	his	hometown	 to	 support	Utrecht's	 cultural	 scene	 like	 this	 scene	once	
supported	him.	
	
At	Domstad,	he's	responsible	for	planning	and	designing	the	program	and	proactively	monitoring	its	
progress,	resolving	issues	and	initiating	appropriate	corrective	action.	He	takes	care	of	the	effective	
quality	 assurance	 and	 the	 overall	 integrity	 of	 the	 program	 -	 focusing	 inwardly	 on	 the	 internal	
consistency	of	the	program,	and	outwardly	on	its	coherence	with	infrastructure	planning,	interfaces	
with	other	programs	and	corporate,	technical	and	specialist	standards.	
He's	 in	 touch	with	 all	 venue	 representatives,	makes	 sure	 the	 artist	 applications	 run	 smoothly	 and	
leads	his	own	program	department	team.	
	
+	Program	assistant	
Program	assistant	accepts	and	checks	artist	applications,	helps	with	the	festival's	timetable,	gathers	
all	 important	 contacts	 and	 collaborates	 with	 the	 program	manager.	 Just	 like	 a	 program	manager,	
assistant	also	has	good	knowledge	of	techniques	for	planning,	monitoring	and	controlling	programs,	
good	knowledge	of	budgeting	and	resource	allocation	procedures	and	effective	communication	skills.	

4.1.3	 Production	Manager	

Rens	van	der	Meulen	
As	 a	 production	 manager,	 Rens	 is	 involved	 in	 the	 pre-production	 (planning)	 stage	 as	 well	 as	 the	
production	 (control	 and	 supervision)	 stage	 with	 the	 planning,	 coordination	 and	 control	 of	
manufacturing	 processes.	 He	 makes	 sure	 goods	 and	 services	 at	 Domstad	 Festival	 are	 produced	
efficiently	and	that	the	correct	amount	is	produced	at	the	right	cost	and	level	of	quality.	
With	 8	 years	 of	 experiences	 at	 music	 festivals	 production	 company	 ALDA	 Events,	 the	 production	
department	is	in	good	hands.	
	
+	Venue	managers	
In	our	case,	venue	managers	are	mostly	people	that	already	work	at	the	selected	venues.	Their	task	is	
to	 ensure	 all	 services	 are	 opened	 and	 fully	 operational	 at	 scheduled	 times	 and	 that	 standards	 are	
maintained	 throughout	 the	 service,	 particularly	 delivering	 exceptional	 levels	 of	 customer	 care	 and	
satisfaction.	Venue	managers	get	directions	 from	production	manager	and	program	manager.	They	
make	sure	the	staff	is	present	at	the	right	time,	the	equipment	is	delivered	to	the	venue,	volunteers	
know	what	their	job	is	and	that	backstage	is	ready	for	artists.	They	ensure	that	the	venue	is	run	in	a	
safe,	 orderly	 and	 disciplined	manner	 in	 accordance	with	 the	 conditions	 of	 the	 licenses,	 policy	 and	
health	and	safety	requirements.	One	of	 the	 important	tasks	 is	also	empowering	staff,	developing	a	
highly	motivated,	flexible	and	multi-skilled	team	who	take	pride	and	ownership	in	their	work.	
	
+	Ticketing	
One	 person	 from	 the	 production	 team	 specifically	 deals	 with	 the	 festival	 ticketing	 and	 actively	
collaborates	with	the	communications	and	financial	departments.	
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4.1.4	 Communications	Manager	

Linde	de	Kort	
Linde	is	responsible	for	managing	all	internal	and	external	communications	for	the	festival,	ensuring	
its	messages	are	consistent.	Her	experiences	from	working	at	the	marketing	department	at	Ekko	 in	
Utrecht	and	as	a	PR	manager	at	Melkweg	in	Amsterdam	come	very	handy	at	Domstad	Festival.	
	
Her	duties	 include	developing	an	 integrated	communications	strategy	 for	 the	 festival	 incorporating	
PR,	marketing	 and	 online,	 relationships	with	 key	media	 to	 secure	 and	 grow	media	 coverage	 both	
online	and	offline,	she	writes	press	releases	for	local	and	national	media	and	monitors	press	stories	
relating	 to	 the	 festival.	 Linde	also	manages	a	bigger	communications	department,	where	 they	 take	
care	of	communicating	our	message	to	internal	customers	and	stakeholders.	Overseeing	the	annual	
communications	budget	and	ensuring	its	use	is	fully	maximized	is	also	one	of	the	important	tasks	of	
their	department.	
	
COMMUNICATIONS	DEPARTMENT	
-	Social	media	assistant	
-	Marketing	assistant	
-	An	intern	(in	touch	with	Arts	Academy)	

4.1.5	 Financial	Manager	

Morris	de	Jong	
Morris	 is	 here	 to	 manage	 the	 diverse	 and	 broad	 financial	 operations	 of	 Domstad	 Festival.	 He	 is	
responsible	 for	 implementing	 financial	 systems	 and	 procedures	 and	 ensuring	 continuous	
improvement	across	the	finance	function	to	provide	a	flexible	and	high	quality	service	to	the	festival.	
He	creates	the	festivals	well	thought	out	financial	plan,	including	a	budgeted	cash	flow,	profit	&	loss	
and	a	balance	sheet.	He’s	here	to	limit	the	chance	of	surprises	and	facing	financial	setback.	

4.1.6	 Community	Manager	

Our	 festival	 is	 nothing	 without	 the	 lovely	 people	 of	 Utrecht,	 so	 we	 created	 a	 department	 that	
specializes	in	taking	a	great	care	of	our	community.	The	community	manager	is	someone	who	knows	
this	 town	 very	 well	 and	 is	 also	 familiar	 with	 its	 organizations.	 This	 person	 handles	 volunteer’s	
selection	and	is	also	the	main	volunteer	coordinator.	Together	with	the	communication	department,	
community	manager	helps	with	identifying	our	potential	sponsors	and	is	usually	their	contact	person.	
With	 a	 good	 knowledge	 of	 event	 management	 and	 customer	 relations,	 the	 community	 manager	
takes	 care	 of	 both	 a	 good	 internal	 atmosphere	 and	 a	 tight,	 friendly	 relationship	 with	 our	
stakeholders.	
	
-	Volunteers	
-	Sponsorship	+	subsidy	

4.1.7	 Graphic	Designer	+	IT	

We	know	how	important	it	is	for	students	to	get	a	lot	of	practical	experiences,	so	we	want	to	include	
them	 in	 this	 project	 as	much	 as	we	 can.	We	 still	 have	 that	 one	 person	 responsible	 for	 the	 visual	
representation	 of	 our	 festival,	 our	 website,	 app	 maintenance	 and	 all	 the	 technical	 stuff,	 but	 this	
person	coordinates	the	team	of	enthusiastic	graphic	design	and	computer	science	students	who	help	
in	many	aspects	of	bringing	our	festival	virtual.	 	
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4.2	 Project	Organizational	Charts	

	

4.3	 Staff	Acquisition	

The	core	Domstad	team	knows	each	other	from	before	and	has	already	worked	with	one	another	on	
other	projects	in	the	past.	A	wider	local	community	is	involved	in	the	project	and	everyone	works	on	
voluntarily	 basis.	We	negotiate	with	 functional	 and	department	managers	 in	 order	 to	 identify	 and	
assign	 resources	 in	 accordance	 with	 the	 project	 organizational	 structure.	 All	 resources	 must	 be	
approved	 by	 the	 appropriate	 functional/department	manager	 before	 the	 resource	may	 begin	 any	
project	work.	We	closely	collaborate	with	our	partners,	which	also	support	us	with	 their	 staff	 (e.g.	
venues	-	security,	bar	staff).	Most	of	 the	core	team	consists	of	people	already	 involved	 in	the	 local	
music	scene.	And	assistants	go	through	the	process	of	interviewing.	We	publish	a	public	application	
for	these	positions	and	also	invite	potential	assistants	personally.	
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4.4	 Calendar	
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4.5	 Training	

Budgeting	 is	one	of	the	essential	parts	of	any	event	plan	and	we	want	all	the	team	members	to	be	
familiar	with	 it.	 Therefore,	Morris,	 our	 Financial	Manager,	will	 prepare	 a	workshop	about	 financial	
management	for	our	team	members	at	the	beginning	of	festival	planning.	
	
In	April,	we	organize	 an	open	discussion	 about	 sustainability	 of	 live	 events	 together	with	 students	
from	Green	Office	Utrecht	(GOU).	We	don’t	only	want	our	team	to	be	aware	of	this	topic.	We	want	
the	whole	community	to	move	in	this	direction,	so	this	event	will	be	open	to	everyone.	

4.6	 Performance	Reviews	

The	project	manager	will	 review	each	 team	member’s	 assigned	work	activities	 at	 the	onset	of	 the	
project	and	communicate	all	expectations	of	work	to	be	performed.	The	project	manager	will	 then	
evaluate	 each	 team	 member	 throughout	 the	 project	 to	 evaluate	 their	 performance	 and	 how	
effectively	they	are	completing	their	assigned	work.	Prior	to	releasing	project	resources,	the	project	
manager	 will	 meet	 with	 the	 appropriate	 functional	 manager	 and	 provide	 feedback	 on	 employee	
project	 performance.	 The	 functional	managers	will	 then	 perform	 a	 formal	 performance	 review	 on	
each	team	member.	

4.7	 Recognition	and	Rewards	

• We	 send	monthly	 internal	 newsletters	 where	 we	 explain	 what	 has	 been	 done	 during	 that	
period	of	time	and	give	credits	to	people	who	have	done	it.	

• We	appreciate	our	 volunteers	 and	acknowledge	 the	 input	 they	make	 for	 the	 festival.	 Every	
volunteer	gets	a	cool	crew	T-shirt,	free	drinks	at	the	venue	they	work	in	and	a	dinner.	We	also	
prepared	 a	 small	 (but	 made	 with	 love!)	 package	 with	 some	 sponsored	 goodies	 for	 our	
volunteers	and	a	card	explaining	our	appreciation.	We	also	take	photos	of	volunteers	and	give	
them	credit	on	our	website	at	the	end	of	the	festival.	

• We	want	 to	 grow	as	 a	 festival	 and	 that	 also	 includes	 the	 growth	of	 our	 team	 (literally	 and	
metaphorically	speaking).	Volunteers	that	perform	very	well	might	get	an	opportunity	to	get	a	
bigger	 responsibility	at	 the	next	edition	of	our	event.	They	might	also	get	a	chance	to	work	
with	us	on	other	projects.	

• We	organize	group	“expeditions”	to	other	festivals	(like	Popronde	and	Le	Guess	Who)	and	a	
small	private	party	for	the	whole	festival	team	(including	volunteers)	after	the	event	and	the	
evaluation	process	has	finished	(sometime	in	November).	
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5.	 Financial	Management	
Domstad	Festival’s	financial	planning	consists	of	a	budgeted	balance	sheet,	budgeted	profit	and	loss,	
and	a	budgeted	monthly	and	yearly	cash	flow.	The	balance	sheet	is	very	small	as	our	festival	does	not	
own,	and	will	not	in	the	near	future,	any	assets	except	for	their	cash.	On	the	liabilities	side	you	will	
see	the	VAT	payable	and	the	retained	earnings	resulting	from	the	operating	activities.	
	
On	the	profit	and	loss	account	you	will	see	income	from	ticket	sales,	sponsoring	and	subsidy.	The	cost	
of	sales	are	the	printing	costs	for	the	tickets	and	the	other	direct	costs	are	the	artists	and	venues.	The	
overhead	expenses	are	all	other	costs	made.	
The	 yearly	 budgeted	 cash	 flow	 shows	 the	 yearly	 cash	 received	 from	 customers,	 advertisements,	
subsidy	 and	 sponsorships	 and	 all	 the	 cash	 paid	 to	 suppliers.	 The	monthly	 cash	 flow	 is	 a	 bit	more	
specified	 and	 shows	 every	 cash	 in-	 and	 outflow	 per	 month.	 This	 is	 a	 very	 handy	 tool	 to	 use	 to	
estimate	when	and	if	we	need	additional	funds,	so	it	is	used	for	the	cash	planning.	
	
We	have	an	expected	return	on	 investment	of	approximately	86%	which	 is	exceptionally	high.	Our	
current	ratio	is	7.2	which	also	is	pretty	high.	
Most	of	our	budgeted	cost	estimates	we	found	on	the	internet.	The	prices	with	no	source	are	prices	
we	came	up	with	ourselves,	like	our	ticket	sales	prices,	the	artist’s	fees	etc.	The	sources	can	be	found	
in	the	Excel	sheet.	
	
Our	expected	sales	are	substantially	and	therefore	we	would	not	necessarily	be	needing	a	subsidy,	a	
mere	short	term	bank	loan	would	do	as	well	as	we	expect	to	be	able	to	pay	off	the	debt	shortly	after	
the	festival.	Though	this	would	 increase	the	risk	of	not	achieving	our	break-even	point	as	our	sales	
are	estimates	and	not	real	numbers.	We	would	rather	not	take	the	risk	so	we	still	apply	for	a	subsidy.	
	
Our	expected	break-even	point	with	subsidy	and	sponsorship	expecting	to	sell	only	full	festival	tickets	
is	369	tickets	and	without	subsidy	and	sponsorship	is	506	tickets.	
This	 seems	 like	 quite	 a	 lot	 and	 it	 is,	 but	 we	 want	 750	 people	 to	 buy	 the	 full	 festival	 ticket.	 So	 if	
roughly	2/3	of	these	people	buy	the	tickets	we	break-even.	And	then	we	still	have	the	1	venue	and	
after	party	tickets	to	sell.	
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5.1	 Input	

	
Calculations	and	sources	
Security:		 	 €32,50	excl.	btw	per	hour	min.	5	hours	https://www.roxysecurity.nl/tarieven/	
Sound	&	light	tech:		 €54	per	hour	incl.	btw	http://www.geluid-licht-huren.nl/personeel/technicus	
Flyers:	 	 	 €17,90	incl.	btw	http://www.onlineprinters.nl	
Posters	 	 	 €110,95	excl.	btw	voor	150	posters	idrukker.nl	
Beer	glasses	 	 http://www.maxilla.nl	
Ticket	costs	(printing)		 €143,89	incl.	btw	drukland.nl	
T-shirts	volunteers	 €243,95	excl.	btw	drukzo.nl	 	
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5.2	 Balance	sheet	
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Profit	and	Loss	

	
	
The	 budgeted	 sponsoring	 and	 other	 direct	 costs	 seem	 a	 bit	 high,	 this	 is	 because	 of	 the	 €4500.	 -	
accounted	 for	 the	 free	venues	which	straighten	out	each	other.	The	 tax	 is	calculated	based	on	 the	
Dutch	corporate	income	tax	percentage	which	is	20%	for	net	profits	below	€200000.-.	
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5.3	 Cash	flow	
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6.	 Health	and	Safety	
6.1	 Security	

Even	 though	 this	 is	a	 festival	with	a	 rather	 small	maximum	capacity,	because	 it	 is	held	 in	different	
venues,	 it's	 still	 incredibly	 important	 that	 proper	 security	measurements	 are	 set	 into	 place.	 Every	
venue	needs	have	at	least	one	(but	preferably	2	or	more)	security	guards	that	take	care	of	safety	and	
make	sure	venues	don’t	exceed	their	maximum	capacity.	Also	security	has	to	be	in	place	and	ready	to	
stop	fights	and	aggressive	people	if	necessary.	At	the	entrance	bags	will	be	checked	for	contraband	
such	as	weapons	and	drugs	

6.2	 Tabletop	conversation	

We	as	an	organization	have	to	sit	down	with	the	owners	of	the	selected	venues	to	make	sure	that	all	
the	 security	 requirements	 are	 in	 order.	 Venues	 we	 collaborate	 with	 have	 their	 own	 security	
contracts,	their	stuff	is	trained	and	know	the	health	and	safety	procedures.	We	go	over	safety	plans	
with	every	venue	and	discuss	their	emergency	procedures	before	the	event.		

6.3	 Insurance	

We	have	 to	 check	 if	 the	venues	have	 the	 right	 insurances	 for	 the	event	 to	make	 sure	 that	we	can	
minimize	liabilities.	
These	are	the	insurances	that	need	to	be	in	place	to	make	the	festival	a	success:	
	
Public	Liability	
This	 covers	 the	 organizer	 from	 costs	 related	 to	 accidental	 injury	 to	members	 of	 the	 public	 at	 the	
festival	and	third	party	property	damage.	
	
Employers	Liability	
This	covers	the	organizer	against	any	costs	which	arise	due	to	a	member	of	staff,	volunteer	or	helper	
at	the	festival	getting	hurt.	
	
Event	Equipment	
This	covers	you	against	the	loss	of	or	damage	to	any	equipment	which	you	own	or	have	hired	and	are	
responsible	for	during	and	in	association	with	the	festival.	
	
Cancellation,	Abandonment	or	Postponement	
If	your	festival	is	cancelled	due	to	any	unavoidable	reasons	not	know	to	you	when	you	took	out	the	
policy,	 you	 will	 be	 covered	 for	 any	 irrecoverable	 costs.	 This	 can	 include	 the	 cancellation	 of	
entertainment.	

6.4	 Drinks	

Drinks	will	 only	be	 served	 in	plastic	 cups	 and	no	glass	will	 be	allowed	 into	any	of	 the	 venues.	 The	
bartenders	will	be	instructed	not	to	serve	any	alcoholic	beverages	to	people	who	are	visibly	drunk.	
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6.5	 First	aid	

A	 first	 aid	 post	will	 be	 placed	 in	 a	 central	 part	 of	 the	 city	which	 is	 easy	 to	 reach	 from	 all	 venues.	
Medical	professionals	will	be	on	sight	with	gurneys	and	wheelchairs	to	transport	people	to	the	first	
aid	post	when	they	are	not	able	 to	go	to	the	 first	aid	post	by	their	self.	This	 is	practical	 for	people	
who	pass	out	in	a	venue	or	people	with	serious	medical	conditions.	
	

6.6	 Evacuation	

In	case	of	emergencies	 it's	 important	there	 is	a	way	out	of	 the	venue.	Most	venues	 feature	both	a	
regular	entrance/exit	as	well	as	an	emergency	exit.	In	case	of	an	emergency	people	will	be	evacuated	
through	both	exits.	Security	guards	make	sure	that	the	evacuation	goes	properly.	
In	case	of	a	heavy	(lightning)	storm	people	are	urged	by	security	staff	to	stay	inside	of	the	venue.	In	
case	of	a	regular	evacuation	all	venues	are	within	walking	distance	of	central	train	station,	however	
buses	can	be	used	to	transport	people	in	heavy	weather	
	
We	as	an	organization	have	to	sit	down	with	the	owners	of	the	selected	venues	to	make	sure	that	all	
the	security	requirements	are	in	order.	This	will	include	talks	about	security	and	emergency	exits	
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7.	 Sponsorship	
7.1	 Sponsors	and	partners	
Our	 event	 takes	 place	 all	 over	 Utrecht.	 We	 give	 our	 potential	 sponsors	 a	 chance	 to	 present	
themselves	 all	 over	 town	 and	 to	 a	 potentially	 new	 target	 group.	 With	 different	 packages	 our	
sponsors	will	 have	 a	 chance	 to	 increase	 their	 brand	 awareness,	 explore	 new	 sales	 and	 hospitality	
opportunities,	bring	a	product	or	service	to	(a	new)	market	and	build	a	stronger	image	of	their	brand.	
The	variety	of	things	a	sponsor	can	get	in	return	of	its	donation	is	listed	below.	

• Tickets	for	sponsors	and	3	friends	
• Free	food	and	drinks	

Brand	and/or	slogan	exposure	on:	
• Beer	glasses	
• Clothing	(worn	by	crew)	
• Posters	
• City	map	/	program	booklet	

Brand	and/or	slogan	and/or	service	exposure	on:	
• Official	website	
• Official	application	

While	 sponsors	 pay	 for	 their	 involvement	 in	 our	 event	 we	 also	 want	 to	 create	 partnerships	 with	
companies.	 As	 a	 partner	we	 provide	 a	 certain	 service	 for	 each	 other	 and	 exchange	 these	 services	
instead	of	exchanging	money	for	a	service.	
	
The	packages	can	be	found	in	attachment	5	on	page	49.		

7.2	 Prices	of	sponsorship	packages	

Prices	are	based	on	4	times	the	entrance	fee	(20	euros)	+	a	maximum	of	20	drinks	per	person	(beer,	
wine	and/or	soda’s)	which	is	estimated	on	an	average	of	2.5	euros	per	drink.	This	gives	a	total	of	110	
euros.	To	include	the	company’s	name	and	logo	on	our	website,	poster,	application	or	city	map	does	
not	 cost	 us	 extra	 money	 because	 the	 posters	 and	 city	 maps	 have	 to	 be	 printed	 anyway	 and	 the	
website	and	application	will	only	give	the	company	exposure	online,	no	extra	costs	needed.	The	gold	
and	platinum	package	is	for	a	maximum	of	4	potential	candidates	because	of	the	space	on	the	beer	
glasses	and	the	clothing	of	the	crew.	Costs	of	having	to	print	company	names	and	logos	are	taken	in	
consideration	and	included	in	the	price	of	the	package.	
																																																																																												 	

7.3	 What	we	look	for	

We	want	to	sell	our	sponsorship	packages	to	companies	who	we	think	are	interesting	(to	us	and	to	
our	audience)	and	play	an	important	role	in	creating	a	local	atmosphere.	We	are	hoping	to	establish	
long	term	relationships	and	let	our	event	grow	every	year.	In	order	to	succeed	it’s	wise	to	invest	time	
in	places	that	already	have	a	large	network	of	our	target	audience.	
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7.3.1	 Potential	sponsors	

• XL	Student	employment	agency	
• Student	at	home,	Utrecht	
• Hulpstudent,	Utrecht	
• Young	Capital	
• 	

While	our	sponsorship	deals	are	open	for	everyone	who	thinks	their	company	or	band	fits	our	event	
we	 will	 actively	 target	 certain	 prospects	 for	 our	 sponsorship	 deals.	 The	 potential	 sponsors	 listed	
above	are	always	looking	for	more	students	to	expand	their	network.	Sponsoring	our	event	will	be	a	
relatively	 cheap	way	 for	 them	 to	 get	more	 exposure	 and	 build	 a	 stronger	 network	 of	 students	 in	
Utrecht.	And	the	same	goes	for	us.	When	we	are	looking	for	ways	to	expand	our	network	and	reach	a	
larger	group	of	our	target	audience	these	companies	are	the	way	to	do	it.	
	

7.3.2	 Key	Music	Utrecht	

We	 offer	 (new)	 bands	 and	 artists	 from	 Utrecht	 to	 play	 during	 our	 festival.	 We	 don’t	 necessarily	
expect	 them	 to	 already	 have	 their	 own	 professional	 music	 gear	 and	 we	 don’t	 want	 long	 breaks	
between	 every	 band	 or	 artist	 playing	 at	 a	 venue.	 Therefore	 we	 see	 great	 potential	 in	 Key	Music	
Utrecht	to	facilitate	one	or	more	venues	with	music	equipment	and	 instruments	for	the	bands	and	
artist	to	use	during	the	festival	(if	venues	don’t	provide	that).	KeyMusic	already	works	together	with	
for	example	the	North	Sea	Jazz	festival,	the	Herman	Brood	Academie,	and	they	support	young	talent.	
By	sponsoring	our	event	they	can	get	more	exposure	to	the	audience	who,	in	the	future,	might	need	
new	instruments	or	other	music	equipment.	
	

7.3.3	 Potential	Partners	

Besides	our	sponsor	packages	we	want	to	create	partnerships	between	us,	the	event,	and	a	variety	of	
venues,	 companies	 and	 School	 of	 the	 Arts,	 Utrecht.	 As	 our	 partner	 we	 offer	 them	 more	 than	 a	
sponsorship	deal,	we	want	to	exchange	in	knowledge	and	network.	
	

• ACU	
• Stathe	
• De	Helling	
• Pothuys	
• Hofman	
• EKKO	

	
The	venues	where	our	festival	takes	places	all	have	something	to	gain	by	offering	their	locations	for	
free	or	reduced	prices.	 In	the	year	of	2015	more	than	10000	people	between	the	age	of	18	and	25	
moved	 to	 the	 city	 of	 Utrecht	 and	 there	 is	 a	 total	 of	 over	 30000	 students	 living	 in	 Utrecht	 (City	
Counsel,	 2015).	 This	 means	 more	 than	 10000	 people	 who	 are	 (relatively)	 new	 to	 a	 city.	 We	 see	
opportunities	 for	 all	 above	 mentioned	 venues	 to	 make	 a	 connection	 with	 a	 percentage	 of	 these	
(new)	 inhabitants	of	Utrecht.	 In	exchange	for	a	 large	group	of	possible	new	(paying)	customers	we	
ask	 for	a	 free	or	 (heavily)	 reduced	prices	on	 renting	 the	venues	 for	an	evening.	The	 idea	 is	also	 to	
present	their	mission,	their	message	and	their	program,	so	people	will	want	to	come	back	and	visit	
other	events	happening	at	this	venues.	
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University	of	the	Arts,	Utrecht	(HKU)	
The	University	 of	 the	Arts	 has	 a	 special	 segment	on	 their	website	where	 you	 can	post	 about	 your	
event/job	offering/etc.	and	this	will	be	shown	to	all	students	of	the	HKU.	It’s	free	for	us	to	post	on	
their	website	and	we	will	ask	for	students	who	are	interested	in	designing	posters	and	other	visuals	
for	our	event.	It’s	a	good	way	for	students	to	practice	and	build	on	their	portfolio.	

7.4	 Sponsor	proposal	

An	example	of	one	of	our	sponsorship	proposals	can	be	found	as	attachment	2	on	page	46.	

7.5	 Subsidy	

Music	 festivals	 increase	 engagement	 in	 young	 people,	 and	 have	 a	 range	 of	 other	 effects	 such	 as	
improvement	 of	 positive	 emotions	 and	 wellbeing	 (Bowen	 and	 Daniels,	 2005).	 For	 the	 audience	 a	
festival	 is	a	great	way	to	expand	their	knowledge,	 it	enables	them	to	see	a	collection	of	work	from	
the	old	favorites	to	the	rising	stars	and	to	try	something	new.	For	performers	it	is	a	chance	to	be	part	
of	 something	 that	 is	 bigger	 than	 their	 individual	 production.	 And	 for	 businesses	 it	 provides	 an	
opportunity	to	expand	their	market.	When	receiving	subsidy	it	not	only	provides	us,	the	festival,	with	
money	 to	dream	bigger,	go	bigger	and	do	better,	but	also	 lets	us	 think	about	 the	 requirements	all	
potential	subsidy	candidates	have	stated.	It	makes	us	want	to	do	and	be	better	for	our	town	and	the	
people	who	are	in	it.	All	different	subsidy	candidates	give	great	ideas,	tools	and	even	professionals	to	
assist	 in	our	path	to	become	a	great	festival	where	we	take	care	of	our	social	responsibility	toward	
the	city	of	Utrecht.	 In	 this	chapter	we	will	 introduce	a	couple	potential	 subsidy	candidates,	 look	at	
their	key	requirements	for	applying	for	a	subsidy	and	explain,	based	on	those	key	requirements,	why	
we	will	or	will	not	apply	for	a	subsidy.	The	following	potential	candidates	will	be	discussed:	

• Municipality	of	Utrecht	
• Elise	Mathilde	Foundation	
• VSB	fonds	
• Performing	Arts	Fund	
• Fond	21	
• Buma	Culture	
• The	Art	of	Impact	

7.5.1	 Key	requirements	per	potential	subsidy	candidate	

Municipality	of	Utrecht	
In	their	cultural	policy	the	municipality	of	Utrecht	states	they	want	to	become	the	European	Capital	
of	 Culture	by	2018.	 (Cultural	 Policy	Utrecht	 2012	–	2022,	 2011)	 They	want	 to	 support	 the	 cultural	
scene	and	invest	in	ways	to	include	a	more	diverse	audience.	They	state	they	want	to	be	city	where	
new	 talent	 gets	 a	 chance	 to	 learn,	 experience	 and	 grow.	 Their	 subsidy	 policy	 is	 adjusted	 to	 their	
cultural	policy.	Some	key	requirements	to	apply	for	subsidy	are;	
	
-								 Value	for	the	city	
-								 Entrepreneurship			

(Schurink	and	van	Zanen,	2015)	
	
As	Domstad	Festival	our	festival	is	created	by	Utrecht	citizens.	We	want	to	add	value	to	our	beautiful	
city	by	providing	in	a	festival	where	new	talent	has	a	chance	to	show	themselves	to	an	audience,	for	
new	citizens	to	explore	the	city	and	meet	new	people	and	to	show	a	new	and	edgy	side	of	Utrecht.	
We	 believe	 that	 Utrecht	 has	 great	 potential	 to	 become	 the	 European	 Capital	 of	 Culture.	We	 add	



32	
	

value	 to	 this	 matter	 by	 combining	 the	 things	 people	 already	 are	 familiar	 with,	 with	 new	 places,	
streets,	 bars,	music	 genres	 and	 people.	 In	 the	 future	we	want	 to	 combine	 all	 assets	 of	 our	music	
festival	with	 local	 entrepreneurs	 and	make	 the	 festival	 100%	Utrecht-made.	 This	 year	we	 start	 by	
working	 together	 with	 as	 many	 local	 entrepreneurs	 and	 artists	 as	 possible.	 A	 subsidy	 from	 the	
municipality	of	Utrecht	will	increase	this	number	immensely.	
	
Elise	Mathilde	Foundation	
The	 Elise	 Mathilde	 Foundation	 is	 an	 organization	 owned	 by	 descendants	 of	 Mr.	 and	 Mrs.	 Van	
Beuningen	-	Brain.	Since	1941,	the	assets	of	the	foundation	have	grown	considerably.	Every	year	they	
have	 more	 than	 €	 500,000	 to	 give	 to	 charities.	 Preferably	 in	 the	 Rotterdam	 and	 Utrecht	 region	
because	 of	 the	 roots	 of	 the	 family.	 Key	 requirements	 for	 a	 possibly	 subsidy	 by	 the	 Elise	Mathilde	
Foundation	are;	
	
-								 Takes	places	in	Utrecht	or	Rotterdam	
-								 Uses	volunteers		

(Elisemathilde.nl,	
n.d.)	

	
Both	requirements	are	taken	care	of	within	our	festival.	Domstad	festival	is	all	about	Utrecht	and	no	
festival	can	take	place	without	volunteers,	as	do	we.	
	
VSB	Fund	
	
The	 VSB	 fund	 wants	 to	 contribute	 to	 the	 quality	 of	 society	 by	 supporting	 projects	 with	 money,	
knowledge	and	networks.	The	VSB	Fund	supports	projects	in	the	fields	‘Human	&	Society’	and	‘Arts	&	
Culture’	 both	 small,	 local	 projects	 as	well	 as	 projects	 on	 a	national	 level.	 The	 key	 requirements	 to	
apply	for	subsidy	are;	
	
-								 The	event	is	for	a	diverse	target	audience	
-								 The	event	helps	the	audience	to	experience	art	at	best	

			(VSBfonds.nl,	2016)	
	
In	our	goals	you	can	read	we	aim	to	have	at	least	20%	of	our	audience	to	come	from	different	parts	
of	 the	Netherlands.	 Domstad	 festival	 is	 not	 only	 for	 the	 citizens	 of	 Utrecht	 but	 a	 festival	 to	 show	
everyone	what	Utrecht	has	to	offer.	Not	only	music	wise	but	in	every	art	form	you	can	think	of	and	
local	entrepreneurship	we	believe	deserve	to	be	shown	to	a	wider	audience	than	Utrecht	alone.	One	
of	our	 long	 term	goals	 is:	To	expand	 from	being	 focused	on	 the	music	 scene	 to	other	 forms	of	art	
(dance,	theatre,	literature,	tattooing,	photography,	design	etc.)	+	local	food	and	beverages	after	the	
first	 edition.	 When	 combining	 different	 kinds	 of	 art	 with	 local	 cuisine	 and	 other	 local	 talents	 we	
believe	our	festival	will	create	a	great	way	of	experiencing	Utrecht	at	the	fullest.	
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7.5.2	 Key	requirements	we	don’t	meet	

Performing	Arts	Fund	the	Netherlands	
A	requirement	for	the	performing	Arts	Fund	in	the	Netherlands	is	that	the	event	takes	places	for	the	
second	time	or	more.	
	
Fonds	21	
Fonds	21	only	provides	subsidy	for	professionals	and	not	to	events	where	amateur	artists	perform.	
	
Buma	Culture	
The	event	has	to	do	something	with	Dutch	copyrights	knowledge	
	
The	Art	of	impact	
Not	possible	to	apply	yourself,	they	contact	you	if	they’re	interested.	
	
For	all	the	above	mentioned	potential	subsidy	candidates	we	can	conclude	we’re	not	applying	for	a	
subsidy	 fund,	 for	 this	 year	 at	 least.	While	 some	 potential	 candidates	 have	 requirements	we	 don’t	
meet	this	year	of	the	year	after,	there	are	some	funds	that	we’ll	have	keep	in	mind	for	further	years	
and	Domstad	Festival	editions	to	come.	For	the	Performing	Arts	Fund,	we	can’t	apply	for	a	subsidy	
because	we	are	a	new	festival	which	will	have	its	first	edition	in	September	2017.	For	the	edition	one	
year	later	we	can	apply	for	a	subsidy	and	we	will	definitely	look	into	it	when	the	time	is	right.	The	Art	
of	 Impact	 doesn’t	 accept	 subsidy	 applications,	but	we	will	 send	 them	 a	 press	 kit	with	 information	
about	our	festival	which	includes	invitations	to	our	first	edition.	In	our	goals	and	objectives,	we	write	
about	our	wish	to	become	bigger	every	year	and	include	more	art	forms	and	local	entrepreneurs.	For	
the	 Art	 of	 Impact,	we	might	 not	 be	 the	 kind	 of	 festival	 they	 are	 interested	 in	 now,	 but	we	might	
become	one	over	the	next	couple	of	years	and	editions.		
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8.	 Marketing	plan	
According	 to	 Ansoff's	 product-market	 matrix,	 our	 marketing	 strategy	 is	 focused	 on	 a	 product	
development	(current	markets,	new	products).	
	

8.1	SWOT	Analysis	

	

	

HELPFUL	
to	achieving	the	objective	

HARMFUL	
to	achieving	the	objective	

INTERNAL	
ORIGIN	

STRENGTHS:	
·	 	A	 team	 of	 passionate,	 committed	 and	
experienced	 staff	 (=	 music	 enthusiasts)	 with	
the	same	goals.	
·						Clear	objectives.	
·						Good	level	of	local	support.	
·	 					The	 festival	 is	 happening	 inside,	 so	 we're	
more	immune	to	bad	natural	causes.	
·	 					All	the	venues	are	more	or	less	situated	in	
the	 center	 of	 Utrecht	 and	 are	 easily	
reachable.	
·						A	lot	of	promotional	material.	
·						Innovations.	
·						Guerrilla	marketing:	art	installations.	
·	 					Collaboration	 with	 students	 and	 green	
student	organization.	
·						Collaboration	with	other	local	festivals.	
·						Focus	on	a	local	community.	
·	 					Our	 festival	 brings	 out	 similar	 people	 and	
helps	town's	newbies	meet	more	people.	

WEAKNESSES:	
·	 					The	 date	 of	 the	 festival	 is	 a	 bit	
risky,	 because	 a	 lot	 of	 events	 are	
already	happening	at	that	time.	
·	 					Highly	 dependent	 upon	 volunteer	
support.	
·						Intense,	tight	scheduled	program.	
·				The	distance	between	venues	might	
be	too	much	for	some	people.	
·						Highly	dependent	on	our	partners.	
·						Competitive	market.	
·	 Not	 enough	 knowledge	 about	
sustainability	 and	 finances	 from	 the	
whole	team.	
·			Narrow	target	group.	

EXTERNAL	
ORIGIN	

OPPORTUNITIES:	
·	 					In	 the	 future,	 we	 want	 to	 go	 from	 being	
Utrecht's	 music	 guide	 to	 being	 a	 cultural	
ambassador	of	the	city.	
·						To	create	an	organization	that	combines	all	
the	 important	 actors	 of	 Utrecht's	 cultural	
(and	wider)	scene	(=connecting	local	parties).	
·	 					Growing	 in	 size,	 timing	 and	 support	 from	
the	local	community.	
·	 					Local	 business	 can	 better	 connect	 with	
local	residents.	
·	 					A	 bigger	 focus	 on	 exciting	 up-and-coming	
local	artists.	
·	 		To	 become	 the	 main	 linker	 of	 Utrecht’s	
cultural	scene.	

THREATS:	
·	 					Supersaturating	 of	 festivals	 in	 this	
area	in	this	time.	
·						The	similarity	to	other	local	events.	
·	 					Financial	 capacity	 (the	 financial	
support	for	culture).	
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8.2	 Marketing	Mix	

8.2.1	 Product,	People	and	Partnership	

Domstad	Festival	 is	a	new,	friendly	festival	 located	in	the	heart	of	the	Netherlands	-	 lovely	Utrecht.	
Every	autumn	Utrecht	welcomes	new	students	 from	all	around	the	world,	excited	to	 find	out	what	
the	city	has	 to	offer.	We	organize	a	 "music	 tour"	of	 the	city,	presenting	our	newcomers	and	other	
curious,	out-going	people	to	Utrecht's	thrilling	and	fresh	music	scene.	
Our	festival	takes	place	at	the	end	of	September	and	collaborates	with	six	most	exciting	venues	in	the	
city.	Every	venue	hosts	five	different	music	genres	with	the	best	(mostly	up-and-coming)	artists	from	
the	area,	plus	after	party	with	one	internationally	renowned	local	musician.	
	
People	
Our	festival	gathers	town's	newbies,	excited	to	discover	delightful	places	in	the	city,	and	other	active,	
open-minded	residents	of	Utrecht.	It	creates	an	international,	yet	very	family-oriented	community	of	
forward-thinking,	free-minded	people	of	many	different	backgrounds,	 lifestyles,	beliefs	and	musical	
tastes.	What	gathers	all	 these	beautiful	souls	at	our	 festival	 is	 love	-	 love	for	art,	 love	for	 freedom,	
love	for	other	people	(and	for	themselves!),	 love	for	connecting	with	each	other	and,	well,	 love	for	
Utrecht.	Because	those	who	visited	or	lived	in	Utrecht	know	that	this	city	has	plenty	of	love	to	give	
back!	
	
Partnership	
Every	strong,	nurturing	community	needs	a	strong	foundation.	Our	partners	aren't	just	co-creators	of	
this	 festival,	 they	 are	 keystones	 and	 together	we	 create	 a	 family.	 They	 are	 the	 ones	 carrying	 this	
festive	magic	around	 the	city	 through	 the	whole	year,	and	 then	 it	 circles	around	and	blooms	 in	 its	
fullness	at	Domstad	Festival.	
	
Closest	partners	
Venues		
These	 places	 are	 our	 home.	 They	 are	 our	 program	poachers,	 gatekeepers	 and	 festival's	 honorable	
ambassadors.	
We	want	to	present	their	thrilling	content	to	the	town's	newbies	and	give	their	 loyal	customers	an	
opportunity	to	enjoy	them	in	a	special	way	at	our	event	and	create	an	even	stronger	bond.	
	
Other	festivals	from	Utrecht	(Popronde	&	Le	Guess	Who?)	
For	 the	 first	 edition,	we	 invited	 representatives	 of	 Popronde	Utrecht	 and	 Le	Guess	Who?	 festival,	
who	each	pick	at	 least	one	band	from	our	 line-up	and	give	them	a	spot	at	their	event.	We	support	
each	other	by	sharing	ideas,	spreading	the	word	about	one	another,	exchanging	extraordinary	local	
talent	and	creating	a	well-connected	cultural	community	in	Utrecht.	
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Local	media	in	collaboration	with:	
Utrecht	 university,	 University	 of	 Applied	 Sciences,	 Utrecht,	 University	 of	 the	 arts	 Utrecht,	 Utrecht	
graduate	school	of	visual	art	and	design	and	various	student	organizations	that	want	to	be	a	part	of	
Domstad	festival	

We	don’t	only	want	students	to	come	to	our	festival,	we	want	to	include	them	in	making	the	event	
come	to	life.	We	exhibit	art	installations	made	by	students	all	around	the	city	as	a	part	of	our	guerilla	
marketing	 strategy,	 graphic	 design	 students	 help	 with	 maintaining	 a	 chick	 website,	 design	 cool	
posters	 and	 flyers	 and	 collaborate	 with	 our	 team	 about	 the	 whole	 visual	 identity	 of	 the	 festival.	
Volunteers	are	also	mostly	students	from	Utrecht	and	they	can	get	involved	in	many	other	aspects	of	
the	event	as	well.	For	example,	we	give	them	an	opportunity	to	do	interviews	for	our	website	with	
venue	 representatives,	 bands	 that	 are	 playing	 at	 our	 festival	 and	 other	 partners,	 they	 can	 write	
reports	or	other	articles	connected	to	the	city	of	Utrecht.	

• Green	Office	Utrecht	(GOU):	the	platform	for	students	and	employees	of	Utrecht	University	
where	 sustainable	 ideas	 are	 shaped,	 plans	 are	 put	 together	 and	 projects	 are	 launched,	 all	
with	the	objective	to	make	the	university	more	sustainable.	They	also	raise	awareness	among	
students	 and	 staff	 about	 the	 sustainable	 achievements	 and	 ambitions	 of	 the	 UU.	
Additionally,	 they	have	 the	ability	 to	provide	us	with	a	 reasonable	budget	 for	our	projects.	
We	want	Domstad	Festival	to	be	sustainable,	so	we	invited	members	of	GOU	to	help	us	with	
making	an	environmentally	friendly	event.	

Sponsors,	volunteers	and	security	
A	week	before	the	event,	we	organize	a	picnic	for	all	our	partners	and	sponsors	as	an	introduction	to	
our	 festival.	 We	 encourage	 connections	 and	 collaborations,	 so	 we	 see	 this	 as	 a	 great	 business	
opportunity	for	all	of	these	companies	and	organizations.	

8.2.2	 Price	

Six	 venues,	 more	 than	 25	 acts.	 We	 provide	 an	 opportunity	 for	 an	 instant	 taste	 of	 the	 blooming	
cultural	scene	in	Utrecht	for	a	combined,	student-friendly	price!	
When	it	comes	to	pricing,	we	created	a	market-oriented	strategy	with	alternate	event	packages:	
1)	A	FULL	FESTIVAL	TICKET	 =		 €20,	-	(entrance	to	all	five	venues	+	the	after	party)	
2)	ONE	VENUE	TICKET		 	 =		 €10,	-	
3)	AFTER	PARTY	TICKET			 =		 €10,	-	

8.2.3	 Place,	Physical	Setting	and	Processes	

8.2.3.1		The	Purchase	

The	full	festival	tickets	and	one-venue	tickets	can	be	purchased:	
-	 Online	on	our	website	(via	http://www.frontoffice.paylogic.nl),	
-	 At	every	venue	on	the	day	of	the	event	(cash	only)	
	
*Queues	 at	 venues	 are	 possible	 and	we	 don’t	 accept	 cards,	 so	we	 advise	 our	 participants	 to	 buy	
tickets	in	advance.	

8.2.3.2		Distribution	of	Tickets	

We	 also	 collaborate	with	 some	 local	 organizations	 (student	 org.,	 cultural	 org.,	 youth	 centers	 etc.)	
who	 help	 us	 with	 selling	 festival	 tickets.	 In	 return,	 we	 provide	 free	 entrance	 for	 those	 who	 got	
involved.	
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Ticket	sales	start	the	same	time	as	the	marketing	of	Domstad	Festival.	

Ticketing	agency	
http://www.frontoffice.paylogic.nl	

8.2.3.3		Venues	and	Clubs	

One	 of	 our	 goals	 is	 to	 introduce	 the	 most	 thrilling	 places	 to	 go	 out	 and	 hang	 out	 in	 Utrecht.	
Therefore,	our	marketing	plan	consists	of	presenting	their	stories,	content	and	impact	they	have	on	
the	local	cultural	scene.	In	order	to	do	that	the	most	effectively	and	representatively,	we	collaborate	
with	their	teams	in	terms	of	marketing.	

8.2.4		 Promotion	(Marketing	Communications)	

8.2.4.1		Objective	and	task	budget	setting		

1)	Tasks	to	achieve	festival’s	objectives	
	

• We	will	invest	in	the	festival’s	visual	presence	by	designing	and	spreading	appealing	posters	
and	flyers	all	around	the	city.	

• We	will	run	at	least	six	paid	Facebook	and	Instagram	campaigns.	
• We	will	create	an	online	guide	with	description	of	hosting	venues	and	their	regular	programs.	
• Our	app	will	be	advertised	on	social	media	platforms	(FB	and	INSTAGRAM).	
• We	will	carry	out	a	guerilla	promotion	around	the	city	(art	installations,	community	work).	
• We	will	 create	 interactive	 giveaways	with	 full	 festival	 tickets	 and	 promote	 it	 on	 our	 social	

media.	
• We	want	every	partner	to	share	information	about	festival	at	least	four	times	through	their	

communication	channels.	
• We	will	provide	every	hosting	venue	with	our	promo	material.	
• We	want	at	least	three	articles	about	the	festival	in	local	newspapers	and	magazines.	
• We	will	engage	with	our	audience	through	social	media	and	encourage	them	to	share	their	

own	content	with	us.	
	
2)	Calculation	of	approximate	costs	of	tasks	

• Online	advertising:	
-	giveaways	(sponsored	goodies)	
-	paid	FB	campaigns	and	ads	
	

• print	advertising:	
-	Single-sided	full	color	printing	of	A0	format	posters	on	115	grams	blueback	paper:	
1000X12,60	EUR	=	559.11	EUR	(excl.	VAT)	OR	676.52	EUR	(incl.	VAT)	-	30%	discount	
-	Sided	full	color	printed	of	A5	format	flyers	on	170	gram	gloss	paper:	96.00	EUR	(excl.	VAT)	
or	116.16	EUR	(incl.	VAT)	-	30%	discount	
-	Design	cost	(collaboration	with	art	schools)	

	
• ambient	and	outdoor	advertising:	

-	billboards,	
-	street	furniture,	
-	graffiti’s	(paint)	
	

• public	service	advertising	
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8.2.4.2	 PR	

We’re	 trying	 to	 create	 a	 buzz	 around	 our	 festival	 with	mostly	 “in-house”	 promotion,	 focusing	 on	
opportunities	 internet	 and	 social	 media	 provide	 us	 with.	 A	 lot	 of	 events	 or	 companies	 rate	 their	
marketing	success	by	tracking	how	many	free	publicity	they	managed	to	generate.	We’re	also	trying	
to	get	attention	of	local	media	by	engaging	them	in	a	partnership,	to	avoid	paying	massive	(well,	too	
much	anyway)	amounts	of	money	for	a	one-page	article	or	an	advertisement.	Being	optimistic	is	cool,	
but	we	still	have	to	include	some	budget	for	our	PR	activities.	
The	exact	numbers	of	advertising	costs	in	below	listed	media	can	be	also	found	with	the	help	of	HU	
Library’s	tools	on	their	website.	

We	also	make	a	deal	we	our	partners	and	 sponsors	 (schools	 and	 student	organizations	as	well)	 to	
include	us	in	their	newsletters	+	brochures	+	publications	+	monthly	programs.	

8.2.4.2.1	Media	Partners	
	
3voor12	Utrecht	(a	multimedia	platform	of	the	Netherlands	Public	Broadcasting	VPRO	for	alternative	
pop)	
	
DJBROADCAST	(radio)	

GONZO	CIRCUS	(web	magazine)	

Never	Mind	The	Hype	(an	independent	music	platform)	

Terrorizer	(web	magazine	-	metal)	

SUBBACULTCHA	(web	magazine)	

The	Daily	Indie	(web	magazine)	

Penguin	Radio	(radio)	

Festival	Info	

OOR	(web	magazine)	

Music	maker	(magazine)	

Interface	(magazine)	

Straatnieuws	Utrecht	(magazine)	

Mag	Utrecht	(publication)	

Explore	Utrecht	
	
8.2.4.2.1	Domstad	Festival	e-publication	

Our	 e-publication	 can	 be	 found	 on	 our	 website	 and	 we	 send	 it	 as	 a	 newsletter	 to	 people	 that	
subscribe	 for	 it	 through	our	website,	competitions	and	promotion	with	 the	help	of	our	partners.	 It	
contains	all	 the	 information	about	Domstad	Festival,	 the	organizing	 team,	our	artists,	partners	and	
sponsors	 (they	 can	 contribute	 as	 well),	 cool	 places	 and	 activities	 in	 Utrecht	 and	 interesting	 facts.	
Students	of	partner	universities	are	co-creators	of	our	e-publication	(of	content	and	design).	We	have	
a	main,	public	e-publication	released	in	August,	one	just	at	the	beginning	of	marketing	the	event	for	
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presenting	 ourselves	 and	 a	 few	 internal	 ones	 through	 the	whole	 year	 for	 our	 team,	 partners	 and	
sponsors	to	show	our	progress.	
	

8.2.4.3	 Tools	and	Tactics	

8.2.4.3.1	Social	Media	
People	 that	 we	 recognize	 as	 our	 target	 audience	 basically	 spend	 almost	 half	 of	 their	 day	 on	 the	
internet,	 so	 we	 think	 social	 media	 is	 a	 great	 way	 to	 reach	 them.	 It	 increases	 our	 visibility,	
simultaneously	makes	us	more	accessible	for	our	participants	and	it	combines	important	channels	for	
our	 festival’s	 voice	 and	 content.	 Our	 social	 media	 strategy	 follows	 our	mission	 and	 helps	 us	 with	
building	a	community.	
	
Facebook	
There’s	 not	 a	 lot	 of	 people	who	don’t	 use	 Facebook	 nowadays.	 It	 became	 almost	 as	 important	 as	
your	birth	 certificate,	 no	 joke.	 In	August	 of	 2015,	 Facebook	 reported	 that	 it	 had	 almost	 1.5	billion	
users	who	log	in	at	least	once	in	any	given	month.	According	to	Mark	Zuckerberg,	approximately	one	
in	 every	 seven	people	on	 the	planet	 use	 the	 site	 to	 connect	 to	 friends	 and	 family	 (Anna	Gargioni,	
2016).	
Social	media	 is	also	much	cheaper	 than	 traditional	way	of	advertising	 (radio,	TV,	newspapers	etc.),	
however,	we	will	still	run	some	paid	FB	campaigns	and	advertise	our	festival	with	a	few	FB	ads.	Our	
communication	department	 came	up	with	 a	 creative,	 innovative	 and	 engaging	 	Facebook	 strategy.	
We’ll	document	our	guerrilla	promotion	with	live	reporting/streaming	from	various	locations	around	
the	town	and	equip	 it	with	a	standard,	official	 festival	hashtag.	Facebook	 insights	allow	us	to	know	
our	audience	better,	so	that	we	can	create	more	personalized	messages	addressing	our	followers	and	
encourage	 them	 to	 get	 involved.	We	 will	 connect	 with	 them,	 ask	 for	 their	 opinions,	 suggestions,	
include	them	with	different	games,	contests	with	giveaways,	run	a	Facebook	competition	for	artists	
to	secure	a	spot	at	our	festival	and	present	our	performers	and	partners	posting	interesting	videos,	
funny	photos,	share	their	content	etc.	
	
Twitter	
Even	though	Twitter	might	not	be	the	main,	chosen	social	media	platform	of	our	audience,	we	still	
think	Twitter	gives	us	some	kind	of	credibility	as	an	event	(“where	are	you	if	now	on	social	media?”	
way	 of	 thinking)	 and	 a	 reliable	 place	 for	 posting	 informations	 about	 our	 festival.	 If	 we	 compare	
Facebook	and	Twitter,	Facebook	would	be	 the	 fun,	out-going,	popular	 twin	and	Twitter	 represents	
the	smarter,	more	responsible	one.	It’s	one	of	the	best	avenues	for	broadcasting	constant	and	timely	
information	 about	 practicalities,	 	to	 share	 logistical	 information,	 codes	 of	 conduct,	 bringing	
awareness	 about	 what	 we	 as	 a	 festival	 believe	 in,	 health	 and	 safety,	 on-site	 activities	 etc.		
People	don’t	like	to	be	spammed	too	much	on	Facebook	and	on	Twitter	you’re	actually	expected	to	
tweet	 quite	 a	 lot.	 It	 allows	 us	 to	 engage	 with	 our	 community	 in	 both	 -	 more	 formal	 and	 more	
informal	 way,	 by	 commenting	 tweets,	 sharing	 funny,	 more	 relaxed	 content,	 while	 also	 offering	
educational	and	informative	content,	retweeting	articles	from	the	music	world	and	other	articles	we	
think	could	be	useful	or	interesting	for	our	followers.	
	
Instagram	
Apparently,	Instagram	is	THE	thing	right	now	when	it	comes	to	social	media.	Latest	study	by	Forrester	
found	that	Instagram	content	generates	58	times	more	engagement	per	follower	than	Facebook	and	
120	times	more	than	Twitter	(Lenka	Istvanova,	2014).	One	of	the	key	benefits	of	Instagram	is	that	it	
can	 help	 build	 trust.	 People	 buy	 from	 people	 and	 Instagram	 helps	 is	 to	 create	 that	 emotional	
connection	with	our	audience.	This	 is	also	a	chance	to	present	our	bands,	partners,	volunteers	and	
sponsors	in	a	fun	way.	Since	our	festival	is	focus	on	the	local	art	in	general,	we	love	to	share	artistic	
creations	 of	 the	 students	 involved	 in	 this	 project,	 present	 local	 artists,	 organizations,	 galleries,	
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museum	 and	 nice	 spots	 to	 visit	 and	 chill.	 With	 Instagram,	 we	 are	 creating	 a	 photo	 story	 of	 our	
festival.	
	
	
Snapchat	
Here’s	the	thing:	we	dare	to	say	Snapchat	is	seriously	threatening	Instagram’s	social	media	popularity	
throne.	 The	 segment	 of	 people	we’re	 targeting	 is	 all	 over	 it!	 Snapchat	 is	 great	 for	 real-time	 social	
media	marketing	because	it	can	give	the	audience	direct	access	to	 live	events.	 It	brings	us	down	to	
our	mission	and	the	purpose	of	this	festival	again	-	community!	We	think	Snapchat	is	a	perfect	tool	to	
get	personal	with	our	audience.	We	can	directly	promote	our	activities,	show	our	side	of	the	story,	
guide	 them	 through	 organizing	 such	 an	 event,	 tell	 them	 how	 can	 they	 get	 involved,	 ask	 for	 their	
feedback	and	build	a	nice	relationship	with	them.	
	

8.2.4.3.2	Domstad	Festival	website	with	a	blog	
We	are	trying	to	keep	our	website	always	up-to-date,	informative,	and	well	organized	and	equip	with	
a	strong	visual	design	that	reflects	our	identity.	Despite	the	buzz	around	social	media,	we	still	believe	
websites	are	 important,	because	 it	serves	with	all	you	need	to	know	about	the	event	at	one	place.		
We	 collaborate	 with	 graphic	 design	 and	 computer	 sciences	 students	 from	 Utrecht,	 who	 help	 us	
launch	 our	 website,	 create	 a	 cool	 design	 and	 help	 us	 maintain	 it.		
Have	we	already	mentioned	our	festival	is	all	about	community?	We	mean	it	when	we	say	that	local	
community	co-creates	Domstad	Festival.	We	run	a	blog	where	anyone	can	contribute!	For	example,	
students	 from	 our	 partner	 schools	 write	 articles,	 do	 interviews	 with	 bands,	 other	 partners	 and	
sponsors	can	also	write	something	for	our	website	and	present	themselves.	It’s	a	blog	dedicated	not	
only	 to	 our	 festival,	 but	 to	 the	 whole	 community,	 education,	 art	 and	 music	 in	 general.	
	

8.2.4.3.3	The	Festival	App	
We	 created	 a	 really	 cool	 Domstad	 Festival	 app	 together	with	 students	 from	Utrecht.	 It	 contains	 a	
schedule,	artist	descriptions,	a	map,	and	 links	to	buy	tickets,	our	playlists,	 links	to	our	social	media	
and	 website	 and	 info	 out	 how	 the	 app	 was	 created.	 It’s	 awesome!	 Make	 sure	 to	 download	 it!	
	
8.2.4.3.4	Playlists	
We	can’t	highlight	enough	how	important	playlists	are	becoming!	We	believe	they	are	curating	the	
future	 in	 the	music	 industry.	 Therefore,	we	have	 a	 few	 Spotify	 and	 YouTube	playlists	 -	 one	 at	 the	
beginning	of	promoting	our	event,	so	people	get	a	feeling	what	kind	of	a	festival	we	are	music-wise,	
each	 of	 our	 departments	 created	 a	 playlist	 to	 introduce	 themselves	 and	 we	 create	 playlists	 to	
present	 program	 of	 our	 partner	 venues.	 Later,	 we	 also	 create	 another	 playlist	 with	 all	 the	 artists	
performing	at	our	festival	and	ask	them	to	create	their	own	playlist	as	well.	Sharing	is	caring,	right?	
	

8.2.4.3.5	Guerrilla	Marketing	
We’re	going	out	and	about	and	we	want	you	to	join	us!	One	of	the	coolest	things	our	marketing	plan	
contains	are	art	installations	made	by	our	partner	school’s	students.	We	exhibit	them	around	the	city	
and	 create	 a	 story	 with	 them.	 Stay	 tuned	 to	 find	 out	 more!	 We	 promise	 students	 are	 preparing	
something	amazing!	
	

8.2.4.3.6	Ambassadors	
Have	you	already	learned	what	our	favorite	word	is?	It	starts	with	‘c’.	Aha!	Our	bands,	volunteers	and	
partners	are	our	greatest	ambassadors	and	representatives	of	this	community!	We’re	also	counting	
on	them	to	bring	a	relatively	big	crowd	of	friends	and	fans	to	the	festival.	



41	
	

	 	



42	
	

9.	 Sustainability	

We	care	about	out	city,	so	we’re	teaming	up	with	a	local	organization	that	has	a	lot	of	experience	in	
the	 field	of	 separating	 trash	 and	optimizing	 events	 to	make	 them	more	 'green'.	Most	 venues	 take	
care	 of	 cleaning	 rooms	 after	 the	 festival	 themselves,	 however,	we’d	 still	 like	 to	 leave	 our	 “green”	
note	with	them.	We'd	like	to	work	together	with	'milieu	centrum	Utrecht'	to	give	us	and	our	visitors	
small	 lectures	 about	 the	 importance	 of	 separating	 trash	 and	 recycling.	We'll	 do	 this	 by	 building	 a	
website	together	that	tells	you	the	proper	etiquette	for	trash	at	a	festival,	(recyclable)	flyers	with	the	
same	message	will	be	handed	to	our	visitors,	but	to	reduce	paper	waste	the	same	message	can	also	
be	 found	 in	 our	 app.	 These	 small	 details	 make	 our	 festival	 greener	 and	 environmentally	 friendly.	
Hopefully,	our	message	gets	across	and	changes	some	habits.	
	
9.1	 Venues	
This	 is	something	we	have	to	discuss	with	venue	representatives.	We’ll	be	highlighting	the	financial	
benefit	of	a	sustainable	eco-friendly	event	to	make	sure	that	they’ll	be	willing	to	make	slight	changes	
where	needed.	
	

9.2	 Technology	
A	 lot	 of	 technology	 is	 needed	 when	 organizing	 an	 event,	 we	 use	 mostly	 electronics	 carrying	 the	
Energy	 star(EU-A	 label	 or	 similar	 is	 also	 	acceptable)	 label,	 these	 are	 devices	 that	 use	 very	 little	
energy	compared	to	other	devices	in	their	class.	
	
9.3	 Transport	
Sustainability	 and	 environmental	 friendliness	 carry	 on	 in	 our	 transport	 and	 distribution	 network.	
Since	most	of	our	venues	are	within	the	city	center	of	Utrecht	transportation	will	be	done	with	carts	
that	can	be	driven	through	the	city	by	hand.	We’ll	do	our	best	that	larger	props	will	be	transported	
with	electric	vehicles.	
In	the	sustainability	process	we	will	try	to	use	the	ISO	20121:2012.	This	method	has	been	designed	to	
address	the	management	of	improved	sustainability	throughout	the	entire	event	management	cycle.	
	

9.4	 Catering	
Catering	for	volunteers	and	artists	can	be	sustainable	as	well.	We’ll	instruct	the	catering	to	make	just	
the	right	amount	of	food	to	make	sure	no	food	will	be	wasted.	We	try	to	work	with	easy	dishes	so	
that	food	can	be	prepared	on	the	spot	when	there	is	the	need	for	more.	Food	will	be	served	on	100%	
recyclable	paper	trays.	
The	origins	of	the	food	is	also	very	important,	we	should	make	sure	our	caterer	only	makes	food	that	
is	 pesticide	 free	 and	 preferably	 local	 and	 organic,	 offering	 vegetarian	 and	 vegan	 alternatives	 is	 a	
must.	Having	local	food	is	also	practical	for	sustainable	transportation,	having	to	use	less	fossil	fuels	
for	transportation	is	a	great	way	to	go.	Any	food	that	will	be	left	over	will	be	given	to	the	food	bank.	
Oil	and	fat	that	is	left	over	will	be	used	as	fuel.	
	
9.5	 Beverages	
The	water	that	will	be	served	is	chilled	tap	water.	We	refrain	from	using	bottled	water	as	this	creates	
a	lot	of	unnecessary	waste.	Again	it’s	important	that	the	water	dispenser	is	very	energy	efficient.	
Visitors	will	be	encouraged	have	their	cup	refilled	instead	of	getting	a	new	one	for	every	drink	they	
order	at	the	bar.	To	reduce	plastic	waste,	we	charge	1	euro	for	every	cup	that	they	use,	essentially	
the	visitor	only	pays	the	1	euro	fee	when	buying	their	first	drink.	
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9.6	 Festival	tickets	
Visitors	will	be	discouraged	to	print	their	tickets.	The	confirmation	email	will	state	that	you	can	just	
show	 the	 email	 on	 your	 smartphone	 or	 tablet	 and	 that	 security	will	 let	 you	 in	with	 a	 valid	 digital	
ticket	as	the	barcode	on	the	tickets	can	just	as	easily	be	scanned	from	a	screen	rather	than	a	piece	of	
paper.	
	
9.7	 Printing	
We	are	looking	for	eco-friendly	printing	methods	of	printing	marketing	materials,	schedules	etc.	The	
paper	should	be	recyclable	and	chlorine	free.	
	

10.	 Legal	issues	
10.1	 Health	and	safety	
There	 is	 a	 limited	 amount	of	 people	 allowed	 to	 enter	 hosting	 venues.	 To	ensure	not	more	people	
than	the	allowed	amount	are	in	the	venues	at	the	same	time,	we	have	people	standing	at	the	doors	
monitoring	the	people	entering	and	leaving.	Emergency	plans	will	be	provided	by	the	venues	as	they	
already	have	their	own	license	from	the	council.	Also	we	have	a	first	aid	post	in	the	city	centre.	
	
10.2	 Sound	and	noise	limits	
The	“activiteitenbesluit”	decides	the	noise	limits	of	“horeca”	facilities	in	The	Netherlands.	It	basically	
uses	 two	 types	 of	measurement:	 the	 long	 term	 average	 assessment	 level	 (LAr,LT)	 and	 the	maximum	
noise	limit	(LAmax).	These	measurements	take	place	at	the	front	of	the	surrounding	“sensitive”	buildings	
or	 inside	the	adjoining	buildings.	The	figure	below	shows	the	sound	 limits	 for	 the	tests	per	time	of	
day.	These	are	also	the	limits	for	all	our	venues.	

	
	
10.3	 Description	of	activities	/	areas	/	stages	
Every	venue	used	for	our	festival	will	have	one	stage.	Artists	need	to	include	their	technical	riders	in	
the	 application	 form,	 so	we	 can	manage	 stage	 plots	more	 easily.	We	 discuss	 backlines	with	 every	
venue,	 try	 to	 get	 some	 gear	 sponsored,	 otherwise,	we	 try	 to	make	 the	most	 reasonable	 plans,	 so	
switching	of	artists	after	every	performance	can	be	done	in	15	minutes.	Because	we’re	organizing	our	
event	at	already	functioning	venues	in	Utrecht,	we	don’t	have	to	worry	about	hiring	a	sound	system.	
	
10.4	 Crowd	management	
Every	 venue	will	 be	 a	 host	 to	 at	 least	 1	 security	 guard	 provided	 by	 us,	 in	 total	we	will	 contract	 8	
security	guards	of	which	5	will	work	for	the	time	of	the	normal	events	and	3	will	work	at	the	after	
party	 as	well.	 These	will	 provide	 the	 appropriate	 crowd	 control	 for	 our	 festival	 together	with	 our	
volunteers.	
	
10.5	 Crowd	logistics	/	transport	
People	attending	our	festival	will	mainly	be	people	from	or	living	in	Utrecht.	People	from	outside	of	
Utrecht	will	be	able	to	come	by	train	or	car.	Utrecht	has	good	working	public	transport	services	and	
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bicycle	 networks,	 so	most	 of	 the	 people	 will	 be	 able	 to	 reach	 our	 event	 by	 bus	 or	 a	 bicycle.	We	
encourage	our	attendants	to	use	bicycles	and	it	won’t	cause	much	of	a	problem	as	Utrecht	has	more	
than	enough	places	to	park	bikes.	
	
10.6	 Disability	facilities	
Our	festival	 is	almost	completely	accessible	for	the	disabled	except	for	the	venue,	’t	Oude	Pothuys.	
This	 venue	 lies	 in	 a	 basement	 next	 to	 a	 canal	 and	 requires	 a	 steep	 stairway	 to	 enter,	 this	 venue	
therefore	is	not	suited	for	wheelchairs	etc.	
	
10.7	 Artists	contracts	
For	 the	 artist	 contract	we	used	 the	 sample	 contract	
from	 the	book	Events	Management	by	Glen	Bowdin	
figure	16.2.	Our	artists	all	get	50	euros	for	performing	
at	 our	 festival	 except	 for	 our	 after	 party	 performer	
who	 we	 signed	 a	 different	 contract	 with.	 This	
performer	gets	up	to	4000	euro	for	his	performance	
at	 the	 after	 party.	 If	 for	 some	 reason	 one	 of	 our	
artists	 cancels	 their	 performance	 they	must	 pay	 the	
full	fee	back	to	us.	
	
10.8	 Supplier	contracts	
For	our	suppliers	we	used	the	same	sort	of	contract,	
we	have	made	contracts	with	the	security	company,	
sound	technician,	ticketing	agency,	sponsors	and	the	
venues.	 To	ensure	our	 volunteers	 show	up	we	offer	
them	some	complimentary	drinks	after	their	shifts.	In	
our	 contracts	 with	 the	 venues	 also	 is	 included	 that	
we	 as	 Domstad	 Festival	 are	 not	 responsible	 for	 any	
damages	 done	 to	 the	 venue	 or	 equipment	 of	 the	
venue	 by	 including	 but	 not	 limited	 to	 any	 of	 our	
festival	 team	members,	artists	or	crowd.	 If	 for	some	
reason	 one	 of	 our	 suppliers,	 sponsors	 or	 venues	
revokes	 their	 contract,	 a	 penalty	 will	 be	 charged	 of	
200%	of	 the	 contracted	price.	 In	 case	of	 the	venues	
the	penalty	will	be	charged	based	on	the	price	to	rent	the	venue	for	the	day	and	time	of	our	festival.	
If	for	whatever	reason,	we	as	the	festival	revoke	our	contracts	we	will	be	facing	the	same	penalty	by	
our	suppliers.	
	
10.9	 Insurance	
We	will	buy	 insurance	 for	personal	accidents	 for	 the	volunteers	and	visitors	and	 for	public	 liability.	
This	will	be	a	fee	of	€153.	-	for	accidents	of	volunteers	and	visitors	and	a	fee	of	€100	for	the	public	
liability.	(www.klap.com)	
	
10.10	Trademarks	and	logos	
Included	in	our	contracts	with	our	suppliers,	ticketing	agency,	artists,	sponsors	and	venues	we	state	
that	if	they	sign	the	contract	we	have	the	right	to	use	their	logos	and	names	on	all	our	prints	as	well	
as	 our	 app	 and	 our	website.	We	will	 not	 register	 any	 of	 our	 logos	 or	 trademarks	 as	 this	will	 be	 a	
timely	and	costly	procedure	we	cannot	afford	at	this	stage	of	our	event.	
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Attachments	
Attachments	1.	Gage	Statement	
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Attachments	2.	Sponsor	proposal	letter	

October	18,	2016	

Young	Capital	Utrecht	

Arthur	van	Schendelstraat	500	

3511	MH	Utrecht	

Dear	Sir	or	Madam,	

My	name	is	Linde	de	Kort	and	I’m	the	promotions	coordinator	for	the	Domstad	Festival	2017.	

Domstad	Festival	was	created	out	of	a	mutual	 love	for	Utrecht	by	5	friends.	We	have	all	had	the	
privilege	to	experience	Utrecht	and	its	cultural	scene	over	the	last	5	years.	Now	it’s	time	to	create	
an	evening	where	we	bring	together	the	best	local	musicians	and	the	great	venues	Utrecht	has	to	
offer.	We’ve	established	partnership	deals	with	the	University	of	Arts	and	other	festivals	such	as	Le	
Guess	Who?	

We	 invite	 you	 to	 be	 one	 of	 our	 sponsors	 for	 our	 upcoming	 Domstad	 Festival	 2017.	We	 believe	
Young	Capital	is	a	company	that	could	benefit	from	sponsoring	Domstad	Festival.	Our	audience	is	
young,	eager,	studying	and	 in	most	cases,	new	to	the	city.	We	see	great	opportunities	 for	Young	
Capital	to	expand	their	network	and	gain	positive	exposure,	before,	during	and	after	the	Domstad		

The	details	of	the	different	sponsor	packages	and	gains	for	your	company	are	given	in	the	enclosed	
document.	We	appreciate	you	considering	our	proposal	for	sponsorship.	Please	feel	free	to	call	us	
for	more	information	about	Domstad	Festival	2017	and	the	options	for	your	company.	

Respectfully,	

	

Linde	de	Kort	

Promotions	Manager	Domstad	Festival	2017	
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Attachments	3.	 Sponsorship	contract	

Sponsorship	contract	
	
General.	The	sponsor	hereby	agrees	to	sponsor	the	event	Domstad	Festival	2017	described	in	the	
SPONSORSHIP	PROPOSAL,	a	copy	of	which	is	attached	hereto	as	attachment	A	and	is	incorporated	
herein	by	this	reference.	The	Sponsor	agrees	to	provide	to	Domstad	Festival	the	following	in-kind	
services	and/or	pay	the	following	fees:	

GOLD	SPONSORSHIP	-	€450,-	

In	consideration	therefore,	Domstad	Festival	shall	provide	Sponsor	with	the	benefits	described	in	
the	 Proposal.	 Domstad	 Festival	 may	 adjust	 such	 benefits,	 substitute	 benefits	 or	 provide	 other	
benefits	with	the	approval	of	the	Sponsor.	

Payment.	 Cash	 payments	 are	 due	 as	 follows:	 	25%percent	 on	 or	 before	March	 1,	 2017	 and	 the	
balance	due	on	or	before	May	1,	2017.	Failure	to	pay	fees	when	due	may	result	in	termination	of	
this	 agreement.	 In-kind	 services	 shall	 be	 scheduled	 in	 writing	 by	 representatives	 of	 Domstad	
Festival	and	Sponsor.	

Limitation	 of	 Sponsorship.	 Unless	 otherwise	 provided,	 the	 cash	 or	 services	 and	 the	 Sponsor	
benefits	 described	 in	 this	 agreement	 are	 related	 solely	 to	 the	 Domstad	 Festival	 to	 be	 held	
September	30,	2017.		

License	and	Usage.	Sponsor	hereby	grants	Domstad	Festival	a	limited,	non-exclusive	license	to	use	
Sponsor's	 trade	 names,	 trademarks,	 service	 marks	 and	 other	 proprietary	 information	 [the	
"Proprietary	 Information"]	 owned	by	 the	 Sponsor.	 Domstad	 Festival	 agrees	 that	 the	 Proprietary	
Information	will	be	used	only	in	connection	with	the	2017	Event	to	provide	the	benefits	set	forth	in	
the	 Proposal	 and	 such	 other	 benefits	 as	 Sponsor	 and	 Domstad	 Festival	 may	 agree.	 Domstad	
Festival	use	of	the	Proprietary	Information	is	subject	to	the	approval	of	the	Sponsor's	designated	
representative,	which	approval	will	not	be	unreasonably	withheld.	

Termination.		Domstad	Festival	may	terminate	this	contract	on	30	days	written	notice.	In	the	event	
of	 termination	 for	any	reason	other	 than	failure	to	provide	contracted	 fees	or	services,	Domstad	
Festival	may	substitute	an	event	with	equivalent	benefits	with	the	approval	of	the	Sponsor	or	shall	
refund	any	cash	 fee	received	 from	Sponsor	by	Domstad	Festival	Sponsor	shall	not	 terminate	this	
agreement	without	the	approval	of	Domstad	Festival.	

Amendments.	 This	 agreement	may	 be	 amended	 only	 by	 a	written	 instrument	 executed	 by	 both	
parties.	

Dated:_______________	Dated________________	

Sponsor_____________	Event________________	

By:_________________	By:__________________	
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Attachments	4.	 List	of	volunteers	and	their	tasks	

	 	
		 Name	 Phone	number	 Venue	 Tasks	

Food	
Yes/No	

1	 		 		 		 		 		
2	 		 		 		 		 		
3	 		 		 		 		 		
4	 		 		 		 		 		
5	 		 		 		 		 		
6	 		 		 		 		 		
7	 		 		 		 		 		
8	 		 		 		 		 		
9	 		 		 		 		 		

10	 		 		 		 		 		
11	 		 		 		 		 		
12	 		 		 		 		 		
13	 		 		 		 		 		
14	 		 		 		 		 		
15	 		 		 		 		 		
16	 		 		 		 		 		
17	 		 		 		 		 		
18	 		 		 		 		 		
19	 		 		 		 		 		
20	 		 		 		 		 		
21	 		 		 		 		 		
22	 		 		 		 		 		
23	 		 		 		 		 		
24	 		 		 		 		 		
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Attachments	5.	Sponsorship	Packages	

	

	

Platinum	 Gold	 Silver	 ronze	

Free	entrance						
(4	p)	

Free	entrance						
(4	p)	

Free	entrance					
(4	p)	

Free	entrance			
(4	p)	

5	drinks	pp	 5	drinks	pp	 5	drinks	pp	 5	drinks	pp	

Logo	on:	

Clothing	crew	

	

*	
	 	 	

Beer	glasses	 *	 *	
	 	

City	map	/	program	 *	 *	 *	
	

Posters	 *	 *	 *	 *	

Website	 *	 *	 *	 *	

Application	 *	 *	 *	
	

Price	in	€	 750	 450	 300	 200	

	 	 	 	 	 	 	 	 	 *packages	are	negotiable	
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