


W
ithin this report is a collection of diffe-
rent materials that depict the state of the 
global music industry today, detailing 

different aspects such as labels, formats, trends 
and the vast array of different stakeholders in-
volved. 
From that point on, the focus will be towards 
the original concept called ‘Psychodelic’. This 
concept will be specified via a mission, vision 
and value proposition, stating what the goals 
are associated with the concept. It will also be 
analysed in a variety of different ways, via tools 
such as a marketing plan, list of partners/affili-
ates and eventual budgeting plan. By the end of 
the report, the concept will be clearly detailed 
with the provision of accurate definitions of the 
artists, genres and customers involved.
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The recorded music industry creates, manufac-
tures, and distributes music. The products that 
this industry primarily creates and distributes 
are CDs, digital music (MP3s), and Vinyl LPs.
 Throughout the past few decades, the re-
corded music industry has changed drastically. 
Illegal downloading has run rampant, physical 
sales have declined, legal digital distribution 
outlets were created, music became more porta-
ble, cellular phones became media outlets, and 
alternative revenue streams for artists and labels 
have been developed.
 Decreases in the sale of music have cau-
sed artist and labels to look for sources of in-
come away from the recording industry to ge-
nerate revenue. Artists have started to focus on 
making the majority of their money on mer-
chandise, endorsements, and touring. The latter 
is not even much of a revenue stream for les-
ser known bands, who struggle to make a pro-
fit off the back of largely self-funded tours. Af-
ter record labels recognized that these revenue 
streams could generate profit for them as well, 
they started requiring artists to sign 360 deals, 
within which the label receives commission for 
each part of an artist’s revenue.
 The industry has also recently seen a 
shift in power from the labels to DIY musici-
ans. The accessibility home recording software 
e.g. Logic, Ableton and equipment has enabled 
artists to create their music at home recording 
studios. The concept of DIY music is very much 
aligned with the Psychodelic concept that we 
have created, as we look to focus on bringing lo-
fi DIY music to prominence.
(SOURCE https://themusicbusiness-
n e t w o r k . w o r d p r e s s . c o m / 2 0 1 0 / 0 5 / 0 8 /
an-over view-of-the-recorded-music-in-
dustry-market-structure-major-players-tech-
nological-changes/)

Table of contents

2
3

6
7
8
9

10

11

12

13

14

15

16

177

Contracts

introduction
Research

Global 
Music 

Industry 

2

W
ithin this report is a collection of diffe-
rent materials that depict the state of the 
global music industry today, detailing 

different aspects such as labels, formats, trends 
and the vast array of different stakeholders in-
volved. 
From that point on, the focus will be towards 
the original concept called ‘Psychodelic’. This 
concept will be specified via a mission, vision 
and value proposition, stating what the goals 
are associated with the concept. It will also be 
analysed in a variety of different ways, via tools 
such as a marketing plan, list of partners/affili-
ates and eventual budgeting plan. By the end of 
the report, the concept will be clearly detailed 
with the provision of accurate definitions of the 
artists, genres and customers involved.

Introduction and table of contents

Research Global Music Industry

Psychodelic: mission and vision

Company structure and A&R

Interview persons from porlock

Target audience and segmentation

Partners

Marketing

Sales and distribution 

Costs and revenue

Conclusion

Contracts and sources

Table of contents

introduction

2

3

10

12

13

16

20

21

26

27

30

31



3

Table of contents

W
ithin this report is a collection of diffe-
rent materials that depict the state of the 
global music industry today, detailing 

different aspects such as labels, formats, trends 
and the vast array of different stakeholders in-
volved. 
From that point on, the focus will be towards 
the original concept called ‘Psychodelic’. This 
concept will be specified via a mission, vision 
and value proposition, stating what the goals 
are associated with the concept. It will also be 
analysed in a variety of different ways, via tools 
such as a marketing plan, list of partners/affili-
ates and eventual budgeting plan. By the end of 
the report, the concept will be clearly detailed 
with the provision of accurate definitions of the 
artists, genres and customers involved.

Introduction and table of contents

Research Global Music Industry

Mission and vision

Value Proposition

Structure and in-house communication

Artists & Repertoire

Target audience 

Marketing 

Partners

Sales and distribution 

Costs and revenue

Excel files

Conclusion

The recorded music industry creates, manufac-
tures, and distributes music. The products that 
this industry primarily creates and distributes 
are CDs, digital music (MP3s), and Vinyl LPs.
 Throughout the past few decades, the re-
corded music industry has changed drastically. 
Illegal downloading has run rampant, physical 
sales have declined, legal digital distribution 
outlets were created, music became more porta-
ble, cellular phones became media outlets, and 
alternative revenue streams for artists and labels 
have been developed.
 Decreases in the sale of music have cau-
sed artist and labels to look for sources of in-
come away from the recording industry to ge-
nerate revenue. Artists have started to focus on 
making the majority of their money on mer-
chandise, endorsements, and touring. The latter 
is not even much of a revenue stream for les-
ser known bands, who struggle to make a pro-
fit off the back of largely self-funded tours. Af-
ter record labels recognized that these revenue 
streams could generate profit for them as well, 
they started requiring artists to sign 360 deals, 
within which the label receives commission for 
each part of an artist’s revenue.
 The industry has also recently seen a 
shift in power from the labels to DIY musici-
ans. The accessibility home recording software 
e.g. Logic, Ableton and equipment has enabled 
artists to create their music at home recording 
studios. The concept of DIY music is very much 
aligned with the Psychodelic concept that we 
have created, as we look to focus on bringing lo-
fi DIY music to prominence.
(SOURCE https://themusicbusiness-
n e t w o r k . w o r d p r e s s . c o m / 2 0 1 0 / 0 5 / 0 8 /
an-over view-of-the-recorded-music-in-
dustry-market-structure-major-players-tech-
nological-changes/)

Table of contents

2
3

6
7
8
9

10

11

12

13

14

15

16

177

Contracts

introduction
Research

Global 
Music 

Industry 

(The Music Business Network, 2010)



4
There are several different aspects to take ac-
count of within the music industry:

Artists and composers
Artists are the collection of soloists and bands 
that are created to try and become the next big 
thing. Despite a variety of different reasons 
artists have to become musicians, they are es-
sentially a product to be sold. Composers can 
also be artists, as long as they have contributed 
substantially to the creation of the material but 
do not necessarily have to be artists, with many 
songwriters being employed to create material 
for other artists.

Managers
Managers represent artists, composers and pro-
ducers in their dealings with recording and pu-
blishing companies and all other necessary in-
dustry bodies. Managers will employ, on behalf 
of their artists, accountants, lawyers, agents, and 
tour managers and deal with the day to day run-
ning of their artist’s career. It is a manager’s duty 
to act with the artist’s best interests in mind and 
often will not receive financial incentives at the 
beginning of the collaboration as they look to 
make their artist a success. In return, a manager 
will typically and eventually receive 20% of an 
artist’s income. 

Production companies
Production companies often comprise an allian-
ce of managers, producers, musicians and com-
posers who, with the knowledge they have ac-
cumulated, create an artist, typically with mass 
appeal in order to then sell the artist to a record 
company.

Publishing companies
A composer assigns their copyrights to a publis-
her with a ‘publishing deal’. Publishers license 
the use of these copyrights to record companies 
who record them. Every sale created generates 
a ‘mechanical publishing royalty’, which is paid 
by the record company to a Mechanical Copy-
right Protection Society, who then pass it on to 
the publisher who takes a cut and passes the rest 
to the composer. Typically, a publisher will take 
between 35% and 15% of the royalty depending 

on their deal with the composer. A publisher 
will also try to license their copyrights to film 
and commercial makers in order to generate a 
substantial secondary revenue stream. Benefits 
for a composer to sign to a publishing company:

1 / Through a structure of foreign offices and 
sub-publishing deals the publisher will be able 
to collect royalties on behalf of the composer 
world wide.
3 / Should a copyright infringement take place 

the publisher will have the financial might to sue 
the pirate on behalf of the composer.
2 / The publisher will promote and seek additio-
nal exploitation of the copyrights thereby gene-
rating additional income for the composer.

Record companies
Record companies exist to facilitate an artist’s 
creativity by providing financial and organisa-
tional structures to support the recording, ma-
nufacturing, distribution and promotion of an 
artists recorded work, with a view to hopefully 
making a long term cash cow. 

Distribution
The success or failure of a CD release is large-
ly determined by a record company’s ability to 
secure exposure on TV and radio (in previous 
years) and in the print and social media (in pre-
sent times) whilst also distributing copies effec-
tively to retail shops. 

Retail
As an independent music maker, you can ma-
nufacture and sell your physical formats to 
customers mail order one by one by promoting 
them in live performance, on your web site and 
through the print and broadcast media. Eventu-
ally, on-line delivery will be profitable and secu-
re. Despite the recent deaths of brick to mortar 
institutions such as Virgin Megastore and Free 
Record Shop, there is still life in record shops 
due to the rise in popularity of vinyl consumpti-
on and a shift towards selling music technology 
in retailers.
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MCPS (Mechanical Copyright Protection Society)In the UK, the MCPS exists to oversee the col-lection and distribution of “mechanical publis-hing/composer royalties” generated from CD, DVD etc sales. Royalties take the form of a li-cense fee that pays for permission to duplicate a recording. Therefore this fee is normally col-lected before duplication of a CD, DVD etc, alt-hough smaller labels and composers financing their own recordings and selling them can apply for a license that allows them to pay retrospecti-vely as sales income comes in.  It is possible to become a compo-ser-member of the MCPS yourself but a publis-her will be able to organise collection of your royalties for you worldwide. In the US, “mecha-nicals” are paid directly to the publisher or co-pyright owner by the record company at a statu-tory rate.

PRS (Performing Rights Society)Music copyrights generate royalties when per-formed or broadcast live. In the UK, the PRS exists to collect and distribute these royalties di-rectly to composers. Its counterpart in the US is ASCAP. Qualification for membership used to depend on having a number of “commercially released” compositions but nowadays you can join by paying a joining fee. (SOURCE http://www.planetoftunes.com/music-industry/mu-sic-industry-structure.htm#.V9g9GZN97FR)
Labels
The music industry is dominated by three labels: Warners, Sony and Universal. Universal leads the way and holds a 48% market share. However, despite all this control, there is not necessarily as much revenue as you might imagine. Thanks largely to the introduction and intensification of digital content, particularly from free services such as YouTube, labels are losing a lot of poten-tial revenue. Despite the fact that YouTube hits are measured for charts such as Billboard 100, each hit does not necessarily mean it is a sale and as a result of this, the big 3 are re-negotia-ting their deals. (IB Times, 2016) The big three have several reputable sub labels within their rosters e.g. Geffen, EMI, Re-public are all owned by Universal Music Group alone and were once prominent labels in their own right. Independent labels have had healthier times in the grand scale of the pop music timeli-ne. Although the purchasing power is largely in the hands of the big 3, some independents ma-nage to hold their own by landing quality artists to multi album deals and some of these labels have managed to hold some very healthy and beneficial relationships e.g. XL Recordings have 

arguably the biggest artist in the world in Adele on their label and have done since her integrati-on into the pop scene. 

Format
The recording industry is a mixed-format busi-ness, offering music fans a diverse range of formats, including hundreds of streaming ser-vices, and everything from downloads to CDs and vinyl. While mobile-connected music fans are principally driving streaming, physical for-mats remain important in some major markets such as Japan and Germany. For example, whi-le still a very small fraction of the market, vinyl has proven successful in some high-streaming markets, reflecting some consumers’ appetite for high-quality sound, artwork and a tangible product they can collect and own. Music streaming is revolutionising the experience of the music fan and transforming the recording industry. Streaming has helped reboot many markets such as Sweden and the Netherlands, leading to increased investment by record companies. It has also opened up access to markets where licensed recorded music mar-kets barely existed, such as China and Mexico. Streaming platforms such as Spotify, Apple Mu-sic, Deezer and Tidal have all had substantial success in recent years.

On the right is a collection of data showing the changes in format purchasing trends over the last 50 years:

1973 – LP/EP 62%, Cassette 4%, 8-track 24%, Vinyl Single 9%, Tapes 1% 
1983 – LP/EP 45%, Cassette 48%, Vinyl Single 7%, CD 0.5%
1993 – LP/EP 0.1%, Cassette 29%, CD 65%, Mu-sic Video 2.1%, Vinyl Single 0.5%2003 – LP/EP 0.2%, CD 95%, Cassette 1%, Mu-sic Video 3.4% DVD Audio 0.1%2013 – LP/EP 3%, CD 30%, Single Download 22%, Album Download 18%, Paid Subscriptions 9%, SoundExchange Distributions 8%

Value gap
The volume of recorded music consumption to-day is greater than it has ever been in history. However, as a result of a critical distortion in the market, a large share of music consumption on digital platforms today is not fairly remunera-ting artists and investors in music. This is the “value gap”, a fundamental anomaly underlying the digital music market on which the interna-tional creative community is now focused. The effects of this abuse of “safe harbours” rules are:  An unfair negotiating situation. 

Claiming exemption from liability prevents a free and fair negotiation when those services come to negotiate licences. It allows them to take an “act first, negotiate later” approach, fun-damentally distorting the negotiation process.  Reliance on an ineffective “notice and takedown” system. Most user upload platforms implement a notice and takedown system to re-move infringing content but the system is inef-fective. The system does not properly protect the rights of artists and labels and instead allows the platforms to build a business on the back of the availability of unlicensed content.  Unfair payment to rights owners. Whi-le the availability of music generates substanti-al value for large technology companies, rights holders are being deprived of a fair reward for their work.
 Fair competition undermined. Fully li-censed digital services and new market entrants have to face unfair competition in the market-place from services that have access to music at below market rates. This stifles growth, inno-vation, competition and consumer choice. The misapplication of safe harbours also distorts competition for subscription services subject to normal licensing conditions, such as Spo-tify and Deezer, limiting their ability to attract subscribers to their premium model. (SOURCE http://www.ifpi.org/news/IFPI-GLOBAL-MU-SIC-REPORT-2016)

MOST IMPORTANT TRENDS IN 2016 (IFPI Global Music Report 2016)- The global music market achieved a key milestone in 2015 when digital became the pri-mary revenue stream for recorded music, over-taking sales of physical formats for the first time.

- Global music revenues increase 3.2% as digital revenues overtake physical for the first time.- Digital sales contribute 45 per cent of industry revenues; overtake physical’s 39 per cent share.- Streaming revenues up 45.2 per cent, helping to drive 3.2 per cent global growth.- Music consumption is exploding globally, but the “value gap” is the biggest brake on sustaina-ble revenue growth for artists and record labels.- Total industry revenues grew 3.2 per cent to US$ 15.0 billion, leading to the industry’s first significant year-on-year growth in nearly two decades. 
- Digital revenues now account for more than half the recorded music market in 19 markets. The revenues, vital in funding future investment, are not being fairly returned to rights holders.

Interaction
There are many industries that have a direct ef-fect on and rely on the recorded music indus-try’s products: 
- The recordable media manufacturing industry relies on the recorded music industry to provi-de them with master copies of albums, to mass manufacture CDs and other physical products (like Vinyl) that the recorded music industry produces. 

- Record, big box retail, online retail stores, and department stores rely on the recorded music industry to produce and supply finished and packaged products for sale (in their respective stores) to consumers. 
- Audio production studios rely on the recorded music industry to generate revenues. The recorded music industry, after finding ar-tists and prior to having a finished product that is ready for mass manufacturing, relies on audio production studios to record, mix, and master artists’ tracks for inclusion on albums. - These industries have a significant impact on the recorded music industry and without their inter-linkage, the recorded music industry would not be able to operate effectively.(SOURCE: httpno- Audio production studios rely on the recorded music industry to generate revenues. 

The recorded music industry, after finding ar-tists and prior to having a finished product that is ready for mass manufacturing, relies on audio production studios to record, mix, and master artists’ tracks for inclusion on albums. - These industries have a significant impact on the recorded music industry and without their inter-linkage, the recorded music industry would not be able to operate effectively.  On the other hand, this global music industry is also relying on media platforms and PR. The fact that the global market, in terms of music 

(Planet of Tunes)
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Sorry. Let us try that again:

- Audio production studios rely on the recorded 
music industry to generate revenues. 
The recorded music industry, after finding ar-
tists and prior to having a finished product that 
is ready for mass manufacturing, relies on audio 
production studios to record, mix, and master 
artists’ tracks for inclusion on albums. 
- These industries have a significant impact on 
the recorded music industry and without their 
inter-linkage, the recorded music industry would 
not be able to operate effectively. (SOURCE: 
https://themusicbusinessnetwork.wordpress.
com/2010/05/08/an-overview-of-the-recor-
ded-music-industry-market-structure-ma-
jor-players-technological-changes/) 
 On the other hand, this global music 
industry is also relying on media platforms and 
PR. The fact that the global market, in terms of 
music and media has been growing so fast, ma-
kes it impossible to separate the two things. 

A
ccording to the ‘PR is Essential in the Music 
Industry’ article, an artist should run as fast 
as they can to reach the charts. In contrast, 

not everyone can make it, resulting in different 
incomes for different artists. Public relations de-
partment in the music industry, also known as a 
publicity team, needed someone to be creative, 
smart, and an individual that is able to build an 
image of the artist. In which, this artist’s image 
will change throughout time as the artist grows 
(Akbarian, 2010).
 Not as how it used to be in the past, PR 
has been done in a digital way too. Instead of 
promoting artists through live performances, 
they started to promote their artists through on-
line platforms. It is because the consumers no-
wadays are in a high demand of online things. 
This is including music. Where online streaming 
is now a hit (Akbarian, 2010). 
 In addition, online media platforms, in 
this case, social media, has actually broke down 
the wall between musician and fans, which has 
had a massive impact on interactions.
 It is also shown that even in the U.S, 
people spend more than an hour daily on social 
media, and most of them own a Facebook ac-
count. This creates a huge deal when it comes to 
promoting the band. As they are able to get their 
words out about their album releases, live shows 
even other details such as merchandise (Evans, 

2015). 
 Also benefitting artists and labels is 
continuous integration with celebrities in other 
fields.  For example, Boy Better Know (BBK) is 
an independent grime label founded in 2005 
by grime artists JME and Skepta. The former 
collaborated musically and visually with stars 
of emerging markets such as YouTube entre-
preneur KSIolajidebt. These collaborations in-
creased the worldwide reach of JME and BBK 
associated acts greatly and introduced the vi-
brant grime scene of London to the world. Ten 
years after the label’s creation, they now have 
affiliations with rap’s biggest stars of today such 
as Kanye West and Drake, despite the fact that 
BBK’s music has not differed at all during this 
time. This goes to show that the ability to under-
stand and appreciate new art and entertainment 
forms can invigorate the success of your project 
(Evans, 2015).
Conclusions
With the information above and the 2016 Glo-
bal Music Report, we have been able to identify 
key conclusions regarding today’s music indus-
try:
- Streaming remains the industry’s fastest-gro-
wing revenue source. Revenues increased 45.2 
per cent to US$ 2.9 billion and, over the five year 
period up to 2015, have grown more than four-
fold. (SOURCE: https://freeleaseit.com/blog/different-business-mo-

dels-in-the-music-industry)

- Helped by the spread of smartphones, incre-
ased availability of high-quality subscription 
services and connected fans migrating onto li-
censed music services, streaming has grown to 
represent 19 per cent of global industry reve-
nues, up from 14 per cent in 2014. Streaming 
now accounts for 43 per cent of digital revenues 
and is close to overtaking downloads (45 per 
cent) to become the industry’s primary digital 
revenue stream.
- Full album downloads are still a major part of 
the music fans’ experience.
- Performance rights revenue grew. 
- Revenue generated through the use of recor-
ded music by broadcasters and public venues 
increased 4.4 per cent to US$2.1 billion and re-
mains one of the most consistent growing reve-
nue sources. 
- Revenues from physical formats declined.
More opportunities for collaboration and cre-
ation of networks to keep musical institutions. 
(https://www.theguardian.com/cities/2015/sep/09/the-slow-death-

of-music-venues-in-cities)
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Do you remember how Alice got into 
the Wonderland? First she followed the 
White Rabbit and eventually found a 

very small cake, on which the words “EAT ME” 
were beautifully marked in currants. “Well, I 
will eat it,” Alice said, “and if it makes me grow 
larger, I can reach the key; and if it makes me 
grow smaller, I can creep under the door: so ei-
ther way I will get into the garden!”. Now let us 
tell you something… We are the White Rabbit 
that knows all the secret spots of this Wonder-
land, so if you are the magical Alice, let us help 
you find the entrance and walk you through it. 
This is where it gets extremely psychodelic…
 We are representatives of five different 
venues from all around the country: ACU in 
Utrecht, Sleeping Beauty in Nijmegen, OCCII 
in Amsterdam, Paardcafe in Den Haag and Hall 
of Fame in Tilburg.
 We are looking for talented, unique, 
loud and proud Alices to raise them, sometimes 
feed them with cake, but mostly support, guide, 
love and effectively bed them into the world of 
music. 
 We united with a mission to keep out-
standing, lo-fi live music alive and give the pure, 
unpolished, raw and authentic sound the credit 
it deserves. Our main focus is based on creativi-
ty, freedom of the artists, creating and maintai-
ning a strong, alternative community and provi-
ding our artists with a vast network to give them 
the right kick-off into this insane music indus-
try.
 We are nurturing the live music cultu-
re, therefore, we mostly scout for our artists at 
live concerts. As representatives of different al-
ternative venues, we get a lot of band messages 
to our inbox, we’re constantly meeting people 

who introduce us to interesting musicians, in-
vite us to live shows etc. Since we are creating a 
community of music enthusiasts, we are more 
than happy to take recommendations from our 
supporters. We created a Psychodelic Facebook 
group where anyone can join and share demos 
or live videos of unknown bands. We try our 
best to go through them all, but point of this is 
also the exchange of music between members of 
community we are creating. Our label also col-
laborates with bloggers that focus on more al-
ternative music and can introduce us to a lot of 
exciting new acts.
 In terms of specific genres, the sounds 
and artists we have collected thus far range from 
psychedelic rock to indie and punk. These gen-
res are a great starting point for the concept, but 
ultimately we want to host to a wide range of 
genres that are bound together by the need for a 
vibrant underground live scene.
 So, Alices of this world, do you want to 
know a secret? It was not just a dream... Won-
derland is real, so follow the white rabbit and let 
the adventure begin!

Psychodelic mission
vision

value proposition

keeping the live music culture alive 

Psychodelic Records is not only a kick-off platform for unknown 

artists who we believe have “that something special”. Psychodelic 

is about connecting these talented artists, alternative clubs and 

venues, independent record labels and publishers, booking agen-

cies and all music enthusiasts that want to be involved in crea-

ting a force that is making alternative music scene stronger. We 

are carrying this power forward by building a forward-thinking, 

family-oriented community of passionate, open-minded music 
lovers.

Wonderland can indeed be a dangerous and chaotic place, but Psychode-

lic has its strong and loyal army of professionals from a variety of music 

industry segments. Independent labels, publishers, distributors, promotors, 

alternative clubs and venues, the best music festivals, the coolest managers 

and agents, wicked music lawyers, the biggest music enthusiasts - they are 

all sitting by the table at our Mad Tea-Party! 

 Psychodelic is about creating a crazy, innovative, daring commu-

nity! It is a family-orientated, creative, active network that is nurturing the 

most exciting lo-fi live music of today. We are the biggest fangirls of our 

musicians and we truly believe in 

their music, so we want the world 

to hear it, too. 

 Psychodelic Records helps 

musicians with every aspect they 

need and ask for. We want to keep 

our label small, open-hearted, 

focused and effective by giving 

our wisely selected artist our full 

attention. We make the boring 

part of the music business fun and 

artistic freedom and artists’ control 

of the creative process means a lot 

to us. We also encourage and assist 

collaborations with other actors in 

the scene, whether it is exchanging 

talent, knowledge, equipment or 

support. That way we aim to boost 

the creativity and open new doors 

into the world for artists we repre-

sent. After all, one of our missions 

is connecting the alternative music 

scene and making it stronger.
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<-- This playlist is the sound of Psychodelic.
It represents the music range we are focusing 
on at the beginning of our story. For starters, 
persons from porlock are the first band signed 
to Psychodelic Records. They are leaving ZARŠ 
Records in Slovenia and moving to the Nether-
lands. We are planning to also invite Nairobi 
Golf Kid and Mooon, who we saw perform at 
this year’s Popronde in Utrecht, and also Kinoo, 
that we spotted at Incubate festival in Septem-
ber 2016. We noticed a great talent, vibrant 
energy within all these four bands that shows 
on stage and a real passion to persuade their 
careers in music.

We did an interview with persons from porlock 
just before they closed themselves in their re-

hearsing room to record a new single. They are 
doing everything themselves - from recording, 

mixing, mastering, artwork, music videos… 
The bass player actually produced their debut 

album. They told us more about the kind of 
music they are making, where the hell is this 

Porlock, what was touring and recording of the 
first album like for them and we discussed lo-fi 

music, DIY producing and the scene in general.
-->

NIKOLAJ (vocals, rhythm guitar): Hey, I’m Ni-
kolaj and I sleep a lot. Other than that, I play a 
rhythm guitar and whine into the microphone.
VASJA (drums): I’m Vasko, I play drums and I 
don’t sleep enough.
GREGOR (bass guitar, producer): Hello, my 
name is Gregor. I record bands and I like to 
play bass.
MARTIN (lead guitar): Hello, my name is Mar-
tin, I guitar sometimes. (laugh)
 
Cool. Let’s start with some very basic stuff. I’m 
curious about when and how did this band start. 
Can you tell me the story?

GREGOR: Yeah, it’s gonna be this guy (hints at 
the vocalist)
NIKOLAJ: How does it go again? Amm, we 
started playing together about 3 years ago. Me 
and Martin would sometimes jam together 
beforehand, but this one time we were casually 
walking down the street and we walked into 
this guy (points at Vasko, the drummer). Vasja 
and Martin used to be friends...
MARTIN (interrupts): Used to be! We’re not 
anymore...
NIKOLAJ: Used to be, haha! Yeah, so, he was 
just like “Yo, wanna come along and jam?” and 
we were like “Yeah, sure”, so the rest is histo-
ry. So then after a while this guy came along 
(Gregor), became our sound technician and 
eventually got demoted to a bass player.
GREGOR: Damn right!
VASJA: It’s a pretty basic story.
 
So, persons from porlock... Tell me, what is Por-
lock?
 
MARTIN: Porlock is a state of mind.
VASJA: Porlock is a place at the end of the Uni-
verse where all the good this happen.
MARTIN: Where there is pussy and liquor.
(all laughing)

What kind of music comes from Porlock?

MARTIN: Yes. (all laughing)
VASJA: Yes, very much. Hopefully more in the 
future and lit and thick (laughs weirdly).
NIKOLAJ: Anti-music.
GREGOR: Psychedelic rock, schizophrenic 
pineapple pop.
NIKOLAJ: We play music that was popular 5 
years ago.
MARTIN: Because we’re from Slovenia, haha. 
Everything comes 5 years later.

Compa
ny struc 

ture

Eva Kristina Filipcic
Project manager
spokesperson, managing meetings with 
bands and relationships with stakeholders, 
agenda and deadlines, evaluating, networ-
king

Florian Kalkhoven
Business administrator
business processes, revenue streams, cost 
structure, infrastructure

Richard Cejer
Marketing
interactive marketing through various plat-
forms, promotion of artists and brands, 
branding of label, PR, merchandise and 
e-store

Stefanie Djurasovic
Designer
designer of website, visualization, design of 
press releases and posters

Jackie de Korte
Copywriter and designer 
copywriting, press releases, artist’s bios and 
design Psychodelic report 

Repertoi 
re  ar 

tists

3. persons from porlock, Slovenia
genre: schizophrenic pineapple pop
record label: ZARŠ Records (independent record 
label)

6. 2. Haiku Garden, Slovenia
genre: shoegaze, dream pop
record label: KAPA Records
 
3. Inwolves, Belgium
genre: dark-dynamic-soundpainting
record label: Consouling Sounds
 
4. Statue, Belgium
genre: noise - psychedelic - experimental
record label: FONSrecords

1. 5. Fai Baba, Switzerland
genre: psych pop
record label: A Tree In A Field Records
 
620. Vague, Austria
genre: post-rock-psych-pop 
record label: Siluh Records
 
7. Kinoo, The Netherlands
genre: 70’s krautrock
record label: unsigned

8. Mooon, The Netherlands
Genre: Garage/blues with a little taste of surf 
and psychedelics.
Record label: unsigned 

9. Creepy Karpis, The Netherlands
Genre: garage
Label: Purple Noise Record Club

10. Nairobi Golf Kid, The Netherlands
Genre: Indie / Psychedelic / Experimental Rock
Label: unsigned

What kind of people attend your concerts?

persons from
 porlock 

press photo
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NIKOLAJ: 16-year-old girls with daddy issues 
and 50 year old bearded man who like Pink 
Floyd.
GREGOR: And Japanese businessman.
VASJA: Oh, yeah, and don’t get me started on 
the Japanese businesswomen!

And what kind of concerts do you like to visit? 
What bands or musicians influence your music?

VASJA: Japanese businesswomen, haha! No, 
amm, right now it’s Death Grips all the way for 
me.
MARTIN: It changes from month to month 
or even from week to week. Depends on the 
mood.
VASJA: Yeah, it’s hard to say. I don’t think we 
can really point out any specific bands, because 
we all listen to such a variety of different music 
genres and stuff. Our inspiration is basically 
everything... It can be trap, it can be pop-rock, 
it can be rap, it can be anything. At the end, you 
just do what it feels right.
 
You had two little tours around Slovenian 
alternative venues so far. One was with Klubski 
maraton in 2015, which can be compared to 
Popronde here in the Netherlands, and the other 
one was this spring after the release of your debut 
album called “things people don’t like”. How 
would you compare the experience between these 
two tours. How were they different, how did they 
affect you?

NIKOLAJ: I think the first one with Klubski 
maraton was much more intense, at least for 
me personally, because I think we felt like we 
needed to prove something. And the second 
one, after the release of our album, was much 
more relaxed one, just going around and sha-
ring our music.
VASJA: Yeah, cause we’ve been through it once 
before and we kinda knew what to expect. But 
both were a pleasant experience.
GREGOR: Yeah, and I was a sound technician 
for the first tour, now I play bass in the band, 
but I’m still the main driver, hah. It’s also dif-
ferent when you organize or arrange concerts 
by yourself or when there is a certain level of 
organization already being involved. Every Fall 
Radio Student chooses six unknown bands and 
takes them on a tour around alternative clubs 
in Slovenia. They basically arranged everything. 
If you do it yourself, it’s a lot harder.
MARTIN: Luckily, our manager did all this 
things, so for us it wasn’t that much of a diffe-
rence.
 
How do you feel about Slovenian alternative 

scene in general? Do alternative bands have 
enough support from the music industry in 
Slovenia? Are there enough opportunities to play, 
enough chances to develop? What do you think is 
still missing?

NIKOLAJ: Slovenia has a very strong under-
ground scene that’s very supportive and lively, 
but I wouldn’t call it a music industry. I mean, it 
is, but it’s very closed off, it’s pretty mainstream 
and reserved for the most popular crap. There’s 
a huge number of great alternative bands here, 
but there aren’t many that are marketable or 
whatever.
VASJA: Or that they even want to be market. A 
lot depends on you, how you approach it and 
how ambitious you are.
GREGOR: I’d say that you have a scene-takers 
and a scene-givers. The scene-takers are acti-
vely participating and sometimes even taking 
advantage of the scene, but the scene-givers 
kinda create it. Jaka Berger is a good example, 
because he does a lot of stuff and almost eve-
rything he does it’s for the scene. He makes 
his own music, but also creates opportunities 
for other musicians to participate and grow 
within this scene. Jaka and other people that 
work at Metelkova are setting a great platform 
for bands to perform live even if they’re not the 
most marketable or radio-friendly.
NIKOLAJ: What Grega said... This scene is like 
a community and you can use this opportu-
nity to go further, but it kinda goes back to 
the scene vs. industry thing, because I don’t 
think there is a music industry in Slovenia for 
underground music. If you want to succeed as 
an underground band, you have to go abroad. 
We’re too small to have a market for the under-
ground music. The only market is this scene. It 
doesn’t work like an industry, but I think that’s 
a good thing.
GREGOR: Yeah, it’s all about music and people 
here.
NIKOLAJ: Community, yeah.

Could you maybe give examples of some good 
Slovenian bands that are the most active in the 
alternative scene at the moment?

VASJA: Matter, Nina Bulatovix.
NIKOLAJ: Koala Voice.
GREGOR: Maybe .čunfa, also Blaž.
MARTIN: Haiku Garden, ŠKM banda, Canon 
Observer... Actually, most of the bands under 
Kapa Records.
 
I already mentioned Klubski maraton (Clubs 
marathon), which is organized by Radio Student, 
the oldest still operating alternative radio in 

Europe.
 
(the band starts clapping and cheering)
 
You actually recorded your debut album in their 
studio and released it at their record label. How 
did this process look like? How did you get the 
offer, how was the recording, who produced the 
album etc.?
 

(they all start laughing)
 
GREGOR: Well, I would first like to point out 
that some bands are made for the studio and 
some aren’t.
MARTIN: And we’re the second one!

GREGOR: Haha, yeah, we’re the second one. 
Some bands just work better in more homey 
environments. When we were in the studio 
for the first time, we were doing everything by 
ourselves, we were scared, didn’t know what to 
do...
MARTIN: There was this sort of a pressure, you 
know...
NIKOLAJ: Yeah, it’s a special atmosphere. You’re 
behind this huge, thick glass, like you’re isola-
ted, you’re on the spot, there’s a bunch of scary 
gear around you...
GREGOR: Exactly. Like I said, it’s not for eve-
ryone. We got an offer to record an album and 
we felt like we just sorta happened to be there 
doing what we weren’t sure we had the know-
ledge to do. I think we recorded something just 
because we created something. This was actu-
ally the first album I produced and I feel like 
we didn’t really have a fixed idea on what we 
wanted at the time. But these guys considered 
me as a part of the band even before I really be-
came one. A band really has to stick together to 
endorse a process like that. There was a result at 
the end, but I can’t say it has that x factor that 
people are usually looking for in a recording. It 
has a few good songs, but it’s not the best as a 
whole. But yeah, it was definitely a great learn-
ing experience, also to discover what works for 
us and what doesn’t.
 
How do you record your new material?

MARTIN: We’re recording a new single as we 
speak... Well, not as we speak-speak, but yeah...
GREGOR: We also listen to other lo-fi bands 
and we realized this is something that fits us. 
We embraced the lo-fi. A lot musicians that we 
admire do it the same way. Kevin Parker, for 
example... He’s a great influence to us. Our mu-
sic isn’t really a studio quality, but to be honest, 
it’s not the sound that is important, it’s the idea 
that is important. The sound will evolve natu-
rally. We’re now trying to find our own way.
NIKOLAJ: Exactly. We’ll just do our own thing 
and figure it out as we go along. That has 
proven to be way more successful than follo-
wing someone else’s instructions, or even trying 
out so many different techniques and ideas of 
how it should be.
GREGOR: Preparation for recording is also 
very important for a project like that. We learn 
it from our first studio experience and I feel 
we’re better prepared now. After all, this band is 
about learning and growing together.



NIKOLAJ: 16-year-old girls with daddy issues 
and 50 year old bearded man who like Pink 
Floyd.
GREGOR: And Japanese businessman.
VASJA: Oh, yeah, and don’t get me started on 
the Japanese businesswomen!

And what kind of concerts do you like to visit? 
What bands or musicians influence your music?

VASJA: Japanese businesswomen, haha! No, 
amm, right now it’s Death Grips all the way for 
me.
MARTIN: It changes from month to month 
or even from week to week. Depends on the 
mood.
VASJA: Yeah, it’s hard to say. I don’t think we 
can really point out any specific bands, because 
we all listen to such a variety of different music 
genres and stuff. Our inspiration is basically 
everything... It can be trap, it can be pop-rock, 
it can be rap, it can be anything. At the end, you 
just do what it feels right.
 
You had two little tours around Slovenian 
alternative venues so far. One was with Klubski 
maraton in 2015, which can be compared to 
Popronde here in the Netherlands, and the other 
one was this spring after the release of your debut 
album called “things people don’t like”. How 
would you compare the experience between these 
two tours. How were they different, how did they 
affect you?

NIKOLAJ: I think the first one with Klubski 
maraton was much more intense, at least for 
me personally, because I think we felt like we 
needed to prove something. And the second 
one, after the release of our album, was much 
more relaxed one, just going around and sha-
ring our music.
VASJA: Yeah, cause we’ve been through it once 
before and we kinda knew what to expect. But 
both were a pleasant experience.
GREGOR: Yeah, and I was a sound technician 
for the first tour, now I play bass in the band, 
but I’m still the main driver, hah. It’s also dif-
ferent when you organize or arrange concerts 
by yourself or when there is a certain level of 
organization already being involved. Every Fall 
Radio Student chooses six unknown bands and 
takes them on a tour around alternative clubs 
in Slovenia. They basically arranged everything. 
If you do it yourself, it’s a lot harder.
MARTIN: Luckily, our manager did all this 
things, so for us it wasn’t that much of a diffe-
rence.
 
How do you feel about Slovenian alternative 
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enough chances to develop? What do you think is 
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ground scene that’s very supportive and lively, 
but I wouldn’t call it a music industry. I mean, it 
is, but it’s very closed off, it’s pretty mainstream 
and reserved for the most popular crap. There’s 
a huge number of great alternative bands here, 
but there aren’t many that are marketable or 
whatever.
VASJA: Or that they even want to be market. A 
lot depends on you, how you approach it and 
how ambitious you are.
GREGOR: I’d say that you have a scene-takers 
and a scene-givers. The scene-takers are acti-
vely participating and sometimes even taking 
advantage of the scene, but the scene-givers 
kinda create it. Jaka Berger is a good example, 
because he does a lot of stuff and almost eve-
rything he does it’s for the scene. He makes 
his own music, but also creates opportunities 
for other musicians to participate and grow 
within this scene. Jaka and other people that 
work at Metelkova are setting a great platform 
for bands to perform live even if they’re not the 
most marketable or radio-friendly.
NIKOLAJ: What Grega said... This scene is like 
a community and you can use this opportu-
nity to go further, but it kinda goes back to 
the scene vs. industry thing, because I don’t 
think there is a music industry in Slovenia for 
underground music. If you want to succeed as 
an underground band, you have to go abroad. 
We’re too small to have a market for the under-
ground music. The only market is this scene. It 
doesn’t work like an industry, but I think that’s 
a good thing.
GREGOR: Yeah, it’s all about music and people 
here.
NIKOLAJ: Community, yeah.

Could you maybe give examples of some good 
Slovenian bands that are the most active in the 
alternative scene at the moment?

VASJA: Matter, Nina Bulatovix.
NIKOLAJ: Koala Voice.
GREGOR: Maybe .čunfa, also Blaž.
MARTIN: Haiku Garden, ŠKM banda, Canon 
Observer... Actually, most of the bands under 
Kapa Records.
 
I already mentioned Klubski maraton (Clubs 
marathon), which is organized by Radio Student, 
the oldest still operating alternative radio in 
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(the band starts clapping and cheering)
 
You actually recorded your debut album in their 
studio and released it at their record label. How 
did this process look like? How did you get the 
offer, how was the recording, who produced the 
album etc.?
 

(they all start laughing)
 
GREGOR: Well, I would first like to point out 
that some bands are made for the studio and 
some aren’t.
MARTIN: And we’re the second one!

GREGOR: Haha, yeah, we’re the second one. 
Some bands just work better in more homey 
environments. When we were in the studio 
for the first time, we were doing everything by 
ourselves, we were scared, didn’t know what to 
do...
MARTIN: There was this sort of a pressure, you 
know...
NIKOLAJ: Yeah, it’s a special atmosphere. You’re 
behind this huge, thick glass, like you’re isola-
ted, you’re on the spot, there’s a bunch of scary 
gear around you...
GREGOR: Exactly. Like I said, it’s not for eve-
ryone. We got an offer to record an album and 
we felt like we just sorta happened to be there 
doing what we weren’t sure we had the know-
ledge to do. I think we recorded something just 
because we created something. This was actu-
ally the first album I produced and I feel like 
we didn’t really have a fixed idea on what we 
wanted at the time. But these guys considered 
me as a part of the band even before I really be-
came one. A band really has to stick together to 
endorse a process like that. There was a result at 
the end, but I can’t say it has that x factor that 
people are usually looking for in a recording. It 
has a few good songs, but it’s not the best as a 
whole. But yeah, it was definitely a great learn-
ing experience, also to discover what works for 
us and what doesn’t.
 
How do you record your new material?

MARTIN: We’re recording a new single as we 
speak... Well, not as we speak-speak, but yeah...
GREGOR: We also listen to other lo-fi bands 
and we realized this is something that fits us. 
We embraced the lo-fi. A lot musicians that we 
admire do it the same way. Kevin Parker, for 
example... He’s a great influence to us. Our mu-
sic isn’t really a studio quality, but to be honest, 
it’s not the sound that is important, it’s the idea 
that is important. The sound will evolve natu-
rally. We’re now trying to find our own way.
NIKOLAJ: Exactly. We’ll just do our own thing 
and figure it out as we go along. That has 
proven to be way more successful than follo-
wing someone else’s instructions, or even trying 
out so many different techniques and ideas of 
how it should be.
GREGOR: Preparation for recording is also 
very important for a project like that. We learn 
it from our first studio experience and I feel 
we’re better prepared now. After all, this band is 
about learning and growing together.
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Target audience 

1 / a niche market
2 / open-minded, liberally thinking teenagers/

young adults who, like us, have a passion for 
high quality live performances

3 / interactivity
 

We wish to engage our target audience within 
a strong community, which holds a place for 

everyone who is like-minded yet driven away 
from the standard chart music you hear today. 

They can actively contribute, share engaging 
music and ideas. We strive to nurture co-cre-
ators and allow them artistic freedom as they 

are so very valuable to our concept. In turn, we 
provide them with new music and guidance as 

they look to make a name for themselves.

persona stella
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they look to make a name for themselves.

persona stella



Ultimately, Chris and Stella are motivated to find 

a niche scene to their liking but we know that 

they are bound to see an appeal in the Psycho-

delic concept. They are looking for like-minded 

young liberals, who want to be part of vibrant 

underground live scene, all of which Psycho-

delic will facilitate. With the concept up and 

running, it will grow as we find more and more 

people like Chris and Stella who are willing to 

interact with each other regarding their passi-

ons in similar fields. The circle of Psychodelic 

community is expanding among friends, who 

look at this concept as one of their own, want 

to be included in the process and like to spread 

the word about it, because they feel emotionally 

attached to it.

Geographic segmentation
Nationality: A 50/50 mix of Dutch and European 

citizens, who are ingrained in city life. Upon re-

aching success, we will definitely look to expand 

in other markets, specifically the US.

Demographic segmentation
Age: The range is between 16 and 27, that way 

we can attract the younger generation who stri-

ve for nostalgia and more live orientated music, 

as well as the generation previous, that is already 

very ingrained in live music due to it being more 

prominent back then. 
Gender: 60% guys, 40% girls
Family size: Not that big, perhaps one sibling

Generation: Millennials who strive for nostalgia 

Income: Low to Average
Occupation: The segment will likely still be com-

pleting their higher education. If not, they will 

hold starter positions and be towards the bot-

tom of the ladder at companies.
Education: Higher education
Ethnicity: Mainly caucasian due to the nature 

of the scene and where we are located, although 

Psychodelic holds no discrimination. 
Nationalities: As we are based in the Nether-

lands, the majority of our segment will be Dutch 

but such is the nature of exchange programs and 

the popularity of cities such as Amsterdam and 

Rotterdam, more and more international stu-

dents find themselves settling down in the coun-

try. This is important to us as we search throug-

hout our international talent pool 
Religion: Religion is excellent for use in com-

position themes but our target segment are not 

believers, with many being atheist and agnostic

Social class: Middle class 

Psychographic segmentation
Activities: Playing music, visiting cultural even-

ts, experimenting with drugs, hanging out with 

friends
Interests: Music, art, cultural events, drugs, 

friends, philosophy, politics, design
Opinions: Liberal. Strongly opinionated or less 

caring, yet anarchic. Socialistic
Values: Animal rights, freedom, friendships, the 

environment, some alone-time

persona chris
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PARTNERS

(other venues around the country + abroad, 
record labels, publishing companies, agencies, 
festivals, music media, blogs, forums, organisa-
tions etc.)

Richard-publishing companies, booking agen-
cies, festivals, organisations

Psychodelic is an independent label based in 
Utrecht, The Netherlands, although the founders 
are from different cities. Utrecht is one of the city 
full of students and different events going on, 
competing with other cities. Therefore, basing 
ourselves here, we believe we could build a label 
and help our artists to go big. In addition, as a 
stepping stone for them, we are in need to create 
a community with similar minded people, so we 
are able to share and exchange our ideas. To be 
able to do this, we are working in a close relati-
onship between venues around the country, as 
well as abroad. ACU and EKKO are two of our 
venues which hosts similar live music events. 
The fact that not only stated venues held events, 
places like theaters, cafes, vintage clothing stores 
are also where we build our connection for our 
artists to be able to promote themselves during 
events, for instance. 
Besides local venues, record labels are also im-
portant for us. Because as previously stated, as a 
stepping stone for our artists, working with re-
cord labels will allow us to open a door for them. 
For instance, Embrace Record Amsterdam and 
Purple Noise Record Club which based in The 
Netherlands. We also work other independent 
record labels from Slovenia, Serbia, Austria, and 

Belgium.  
In addition, our partners are not only from the 
venues, we are also trying to build relation with 
publishing companies in The Netherlands, such 
as Audio Network Holland B.V., Collect Music 
Publisher B.V. (Independent music publisher). 
Not forgetting about our artists and target au-
dience, we as a label are also trying to reach 
publishing companies that work for art, culture 
and theory, namely, Alauda Publications. Wor-
king close with them, we are hoping that we can 
create a community where we can discuss about 
art, music under a legal and professional com-
pany.
Several festivals that fits our label and artists are 
sometimes held throughout the year in Utrecht. 
We are also on the list of performance for 
Popronde, it is a chance for our artists to be able 
to get known and to share their music with pu-
blic. As the event is not only focusing on a spe-
cific music genre. As well as other similar event 
like Like Guess Who and Culturele Zondagen.
One of our blog and forums that is becoming 
our best friend and place to help us promote 
our artists is alternatiefgenieten.nl. They are fo-
cusing on giving out information of events and 
venues across the country.

Record labels: Embrace record AMsterdam, 
ZARS records (slovenia), KAPA, Consouling 
Sounds, FONS Records, Purple Noise Record 
Club, Monlee Records 
Publishers: Audio Network Holland B.V., Col-
lect Music Publisher BV (Independent), Alauda 
Publications (contemporary art, culture, theory)
Theater/place: RASA Theater, Kikker, Sleeping 
Beauty (NIjmegen), OCII (Amsterdam)
Cafe (usually these places al

Label mission: what is our label for?
As stated before, our label mission is to keep 
live music culture alive by establishing a for-
ward-thinking alternative community. This 
community connects artists, alternative clubs 
and venues, independent labels, publishers, 
booking agencies and most importantly the mu-
sic enthusiasts to each other. 

Where do we want to be?
In order to achieve a community with strong 
connections we need to establish and maintain 
good relationships with affiliates.  

How do we get there? 
Ambassadors: ‘Psychos’ 
Important in our marketing and promotion is 
the use of ambassadors. They are music enthusi-
asts with a great passion and drive for live alter-
native music. They help market Psychodelic via 
word of mouth, are volunteers during gigs, help 
out with promotional activities such as handing 
out flyers and are active on social media. 

Point system
An ambassador manager occasionally checks 
whether Psychos are helping Psychodelic acti-
vely. A point system gives insight in and keeps 
track of their activities. The ambassadors can 
exchange these points for rewards, such as en-
trance tickets, merchandise etc. The manager 
also recruits new ambassadors and keeps them 
motivated.  

Online
Sharing music in the Facebook group
Psychos are members of our closed Facebook 
group and can share their favorite new tunes 
with us. If they’ve discovered a new band they 
can share it with us. If Psychodelic decides to 
sign the band, the Psycho gets rewards such as 
free merchandise. Fans help the label by provi-
ding upcoming bands and thus are actively part 
of the community. 

Contributing on website 
Psychos can send in album reviews, columns, 
and any other pieces of writing to publish on the 
Psychodelic website. This way the website has 
valuable content and the Psychos get the fee-
ling they are taken seriously and their voices are 
heard. 

Increasing reach on social media
Because they are active on social media like Fa-
cebook, Instagram and Twitter, Psychos help in-

creasing reach by liking, sharing, commenting 
on and tagging in posts.  Because they are mu-
sic enthusiasts by heart, they love being active 
on social media. It is also a good way to keep in 
touch with fellow music fans. 

Offline
Volunteering at venues
Psychodelic evenings are held in venues such 
as Ekko and ‘t Oude Pothuys. To keep entrance 
fees low, Psychos volunteer so venues need less 
paid staff members. They help out at the war-
drobes, behind bars, cleaning and such. 

Pop-up gigs in stores and at festivals
Stores like Plato and festivals like food festi-
vals are great places for pop-up gigs. Whenever 
a band is releasing a single, EP or album, they 
showcase their new work with a lo fi live gig. 
Psychos help carrying and setting up the equip-
ment, promoting the band and their releases etc. 

Flyers, posters, stickers
Psychos get sent the newest posters, flyers and 
stickers so they can put them up at venues, local 
bars etc. This saves a lot of money in the promo 
budget. It is occasionally checked whether Psy-
chos are helping with these activities.

Use of social media 
Of course, Psychodelic uses social media to reach 
fans and possible visitors. 

Facebook page
Psychodelic has a Facebook page on which it 
publishes posts, events, photos, videos etc. Fans 
can interact by commenting, liking, sharing

Facebook group
As discussed in the Ambassador section, the 
Psychodelic Facebook group is a closed page 
which only Psychos have access to. They can see 
their amount of collected points and share new 
songs/bands which might be of interest to the 
label. The ambassador manager uses this group 
to ask who is available to help at events, promo-
tional activities and such. 

Twitter
Psychodelic uses its Twitter account to tweet 
updates, new releases, new gigs, new signings 
etc. A benefit is tagging other bands, venues, af-
filiates and such. They can retweet to increase 
reach. 

I

marketingPsychodelic is an independent label based in 
Utrecht, The Netherlands, although the foun-

ders are from different cities. Utrecht is one 
of the city full of students and different events 

going on, competing with other cities. Therefo-
re, basing ourselves here, we believe we could 
build a label and help our artists to go big. In 

addition, as a stepping stone for them, we are in 
need to create a community with similar min-

ded people, so we are able to share and exchange 
our ideas. To be able to do this, we are working 
in a close relationship between venues around 

the country, as well as abroad. ACU and EKKO 
are two of our venues which hosts similar live 

music events. However, it is not only stated 
‘official’ venues who hold music events; places 
like theaters, cafes, vintage clothing stores and 
even ambassadors’ bedsits are non-traditional 

locations where we build our connection for our 
artists to be able to promote themselves during 

events. 
Besides local venues, record labels are also 

important for us. Because as previously stated, 
as a stepping stone for our artists, working 

with record labels will allow us to open a door 
for them. For instance, Embrace Record Am-

sterdam and Purple Noise Record Club which 
based in The Netherlands. We also work other 

independent record labels from Slovenia, Serbia, 
Austria, and Belgium.  

In addition, our partners are not only from the 
venues, we are also trying to build relations with 
publishing companies in The Netherlands, such 
as Audio Network Holland B.V., Collect Music 

Publisher B.V. and Cloud 9 Publishing. Not 
forgetting about our artists and target audience, 
we as a label are also trying to reach publishing 
companies that work for art, culture and theo-

ry, namely, Alauda Publications. Working close 
with them, we are hoping that we can create a 

community where we can discuss about art, mu-
sic under a legal and professional company.
Booking agencies are essential towards en-

hancing the reputation of a vibrant live scene. 
By striking relationships with live orientated 
agencies, the Psychodelic acts will in turn re-

ceive more opportunities to play shows. In the 
Netherlands, the largest agency is Mojo. 

Under the umbrella of Live Nation, Mojo deals 
with a large chunk of contemporary perfor-
mances in the Netherlands. Friendly Fire is also 
considerably large, boasting a vast domestic 
and international roster with a variety of pop 
and underground artists. Agents After All is 
also very reputable but focuses towards Dutch 
artists. Blip and Belmont are two agencies well 
suited to the Psychodelic way. They deal with a 
lot of underground and exciting content, simi-
lar to what you can find within the Psychodelic 
roster.
There are several festivals held throughout the 
year which fit our label that are dealt with by 
such booking agencies. We are also on the list of 
performance for Popronde in Utrecht, which is 
a great opportunity for our artists to be able to 
get known and to share their music with public 
in an intimate live setting. Popronde is held 
on different days in a variety of venues within 
several cities around the Netherlands and can 
act as a stepping stone for an artist’s enhanced 
exposure. From that point, live orientated and 
popular events like Le Guess Who and Culturele 
Zondagen would be ideal and compatible events 
for the Psychodelic artists to showcase their 
talent. 
During the summer, there are also several 
festivals that have established strong followings, 
from local festivals such as Bevrijdingsfestival to 
national festivals such as Into The Great Wide 
Open or Best Kept Secret. All of these festivals 
are opportunities for lesser known bands to 
display their abilities to a larger audience. What 
could also be considered is the smaller stages at 
considerably larger festivals such as Lowlands, 
which would enhance the atmosphere whilst 
extending the audience capacity.
One of our blog and forums that is becoming 
our best friend and place to help us promote 
our artists is alternatiefgenieten.nl. They are 
focusing on giving out information of events 
and venues across the country. Other indepen-
dent but affiliated blogs are VRWRTS and Here 
Comes The Flood, who are positioned around 
genres which suit Psychodelic. They will play 
the music of our artists is they truly enjoy it as 
they, particularly HCTF, still completely hold 
their own opinion.
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PARTNERS

(other venues around the country + abroad, 
record labels, publishing companies, agencies, 
festivals, music media, blogs, forums, organisa-
tions etc.)

Richard-publishing companies, booking agen-
cies, festivals, organisations

Psychodelic is an independent label based in 
Utrecht, The Netherlands, although the founders 
are from different cities. Utrecht is one of the city 
full of students and different events going on, 
competing with other cities. Therefore, basing 
ourselves here, we believe we could build a label 
and help our artists to go big. In addition, as a 
stepping stone for them, we are in need to create 
a community with similar minded people, so we 
are able to share and exchange our ideas. To be 
able to do this, we are working in a close relati-
onship between venues around the country, as 
well as abroad. ACU and EKKO are two of our 
venues which hosts similar live music events. 
The fact that not only stated venues held events, 
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Netherlands. We also work other independent 
record labels from Slovenia, Serbia, Austria, and 

Belgium.  
In addition, our partners are not only from the 
venues, we are also trying to build relation with 
publishing companies in The Netherlands, such 
as Audio Network Holland B.V., Collect Music 
Publisher B.V. (Independent music publisher). 
Not forgetting about our artists and target au-
dience, we as a label are also trying to reach 
publishing companies that work for art, culture 
and theory, namely, Alauda Publications. Wor-
king close with them, we are hoping that we can 
create a community where we can discuss about 
art, music under a legal and professional com-
pany.
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sometimes held throughout the year in Utrecht. 
We are also on the list of performance for 
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to get known and to share their music with pu-
blic. As the event is not only focusing on a spe-
cific music genre. As well as other similar event 
like Like Guess Who and Culturele Zondagen.
One of our blog and forums that is becoming 
our best friend and place to help us promote 
our artists is alternatiefgenieten.nl. They are fo-
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venues across the country.
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Publishers: Audio Network Holland B.V., Col-
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Beauty (NIjmegen), OCII (Amsterdam)
Cafe (usually these places al

Label mission: what is our label for?
As stated before, our label mission is to keep 
live music culture alive by establishing a for-
ward-thinking alternative community. This 
community connects artists, alternative clubs 
and venues, independent labels, publishers, 
booking agencies and most importantly the mu-
sic enthusiasts to each other. 

Where do we want to be?
In order to achieve a community with strong 
connections we need to establish and maintain 
good relationships with affiliates.  

How do we get there? 
Ambassadors: ‘Psychos’ 
Important in our marketing and promotion is 
the use of ambassadors. They are music enthusi-
asts with a great passion and drive for live alter-
native music. They help market Psychodelic via 
word of mouth, are volunteers during gigs, help 
out with promotional activities such as handing 
out flyers and are active on social media. 

Point system
An ambassador manager occasionally checks 
whether Psychos are helping Psychodelic acti-
vely. A point system gives insight in and keeps 
track of their activities. The ambassadors can 
exchange these points for rewards, such as en-
trance tickets, merchandise etc. The manager 
also recruits new ambassadors and keeps them 
motivated.  

Online
Sharing music in the Facebook group
Psychos are members of our closed Facebook 
group and can share their favorite new tunes 
with us. If they’ve discovered a new band they 
can share it with us. If Psychodelic decides to 
sign the band, the Psycho gets rewards such as 
free merchandise. Fans help the label by provi-
ding upcoming bands and thus are actively part 
of the community. 

Contributing on website 
Psychos can send in album reviews, columns, 
and any other pieces of writing to publish on the 
Psychodelic website. This way the website has 
valuable content and the Psychos get the fee-
ling they are taken seriously and their voices are 
heard. 

Increasing reach on social media
Because they are active on social media like Fa-
cebook, Instagram and Twitter, Psychos help in-

creasing reach by liking, sharing, commenting 
on and tagging in posts.  Because they are mu-
sic enthusiasts by heart, they love being active 
on social media. It is also a good way to keep in 
touch with fellow music fans. 

Offline
Volunteering at venues
Psychodelic evenings are held in venues such 
as Ekko and ‘t Oude Pothuys. To keep entrance 
fees low, Psychos volunteer so venues need less 
paid staff members. They help out at the war-
drobes, behind bars, cleaning and such. 

Pop-up gigs in stores and at festivals
Stores like Plato and festivals like food festi-
vals are great places for pop-up gigs. Whenever 
a band is releasing a single, EP or album, they 
showcase their new work with a lo fi live gig. 
Psychos help carrying and setting up the equip-
ment, promoting the band and their releases etc. 

Flyers, posters, stickers
Psychos get sent the newest posters, flyers and 
stickers so they can put them up at venues, local 
bars etc. This saves a lot of money in the promo 
budget. It is occasionally checked whether Psy-
chos are helping with these activities.

Use of social media 
Of course, Psychodelic uses social media to reach 
fans and possible visitors. 

Facebook page
Psychodelic has a Facebook page on which it 
publishes posts, events, photos, videos etc. Fans 
can interact by commenting, liking, sharing

Facebook group
As discussed in the Ambassador section, the 
Psychodelic Facebook group is a closed page 
which only Psychos have access to. They can see 
their amount of collected points and share new 
songs/bands which might be of interest to the 
label. The ambassador manager uses this group 
to ask who is available to help at events, promo-
tional activities and such. 

Twitter
Psychodelic uses its Twitter account to tweet 
updates, new releases, new gigs, new signings 
etc. A benefit is tagging other bands, venues, af-
filiates and such. They can retweet to increase 
reach. 
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mass market but there is a real niche for lo-fi 
music.
 
Consumers
- Nostalgia lovers, with a particular fondness for 
60’s/70’s psychedelia and specific bands such as 
Pink Floyd, The Guess Who, The Beta Band
- Teenagers and young adults with an internati-
onal outlook (between 18 and 27)
- The music is not only popular among young 
people, but 40 percent of people aged 50 to 59 
and 20 percent of those in their sixties say they 
listen to electronic dance music.
 
Competitors
Within the Netherlands, there are several lo-fi 
artists that are already somewhat established in 
the indie scene e.g. Ronde, Nairobi Golf Kid. 
However, the psychedelic genre has not been 
particularly implemented so there is an oppor-
tunity for persons from porlock to stand out. In 
their native country of Slovenia, there is a vi-
brant niche scene and the band are very active 
within this. However, there is less competition 
and more of a community associated with this 
scene, as they are all looking to succeed in a con-
siderably less powerful music market.
 
External analysis - DESTEP
Demographic aspects
- Many students and young adults within the 
Netherlands, especially of an international 
background. This is a key demographic for the 
band, as we will look to engage with it as much 
as possible.
 
Economical aspects
- The Dutch market has been stronger economi-
cally but it is stable with an opportunity to grow. 
Many budding entrepreneurs and businessmen 
are coming out of the Netherlands and there are 
some very strong industries within the coun-
try e.g. medicine, aviation, not to mention the 
country is somewhat of a tax haven.
- The live and electronic music scene are eco-
nomically vibrant. There is certainly more mo-
ney being gained in the latter, with DJs such as 
Tiesto, Armin Van Bueren and Martin Garrix 
having worldwide success and hailing from the 
Netherlands. In recent years, there has been no 
band to have similar success in the live indus-
try, in fact the most known live musician nowa-

Instagram 
The Instagram account is mainly used for pos-
ting photos and videos of live performances. It is 
about setting the lo fi live vibe and sharing that 
feeling with everyone. 15 second snippets of up-
coming releases are also shared, together with 
the artwork. 

Snapchat
Psychos are given access to the Snapchat ac-
count. They are free to add any snaps to the Sto-
ry of Psychodelic, as long as they are relevant to 
the label. The ambassador manager guides them 
and makes sure nothing unfitting is posted. 

Website
Of course, Psychodelic has an official website. 
The site has a clear menu with the following ca-
tegories:
- Home
- Releases
- Artists
- Events 
- Affiliates
- Ambassadors Psychos 
- About + contact 
- Shop 
Social media buttons
Search site option 

Store - merchandise
Psychodelic related merchandise is sold at gigs 
and via the online store. Fans can buy t-shirts, 
sweaters, beanies, lighters and posters. Band-re-
lated merchandise is sold at gigs and via the on-
line store. Fans can buy singles, EPs and albums, 
apparel and whatever other merchandise the 
band has. 

Planned messages
Besides publishing posts on social media and the 
website, Psychodelic also sends out a mailing to 
its ticket buyers, fans and ambassadors. 

Corporate identity
Psychodelic focusses on live alternative music. 
Therefore, the artwork is alternative with a psy-
chedelic twist. We chose persons from porlock 
as our house artist, because her art fits with the 
message we want to carry out. 

Introduction to the artist
 persons from porlock are a Slovenian psychede-
lic band. They are a lo-fi orientated, with a com-
plete passion for live performance and quirky, 
non-related slogans. The band were all previ-
ously acquainted at their old school but bonded 
many years after meeting after attending gigs 
separately but conversing together. From that 
point, they began hanging out in friend’s living 
rooms, talking purely about music whilst sha-
ring new and old bands that they love with each 
other. Naturally, the conversations switched to 
creating their own music and the band was born 
with a view to bringing back a vibrant, under-
ground live music scene.
 
Goals
We have set three targets for persons from por-
lock:
- Establish a local awareness of the band via a 
combination of online and offline promotion
- Gain contacts with a view to having the band 
play a selection of shows
- Introduce the band formally by the release of 
a new single
 
Main target group
Young teens and adults with a liberal mindset, 
between the age of 18-27 and a love for psyche-
delia and drugs
 
Existing customers
Strong Slovenian fan base of friends and ac-
quaintances
 
Potential target group
Like-minded bands, booking agents and local 
promoters

By implementing the Psychodelic concept, we 
are creating a blue ocean strategy.

Internal analysis
Market
Music market is growing, greater volume of DIY 
bands. Streaming is becoming a big part of mu-
sic market, physical formats declining but vinyl 
is doing well. DJs & Dance music industry is the 

plan days could well be Carice van Houten and she is 
known more for her acting exploits.
 
Social (cultural) aspects
- There is a very liberal feeling in the Nether-
lands that could be manipulated (so to speak) 
in line with the band’s sound. Many teenagers 
and young adults are becoming disorientated 
with society, in particular with political goings-
on and the feeling is growing. persons from por-
lock have the potential to act as a soundtrack to 
this disengagement.
- Several smaller yet reputable venues to play. 
The Netherlands is full of small venues that have 
garnered a strong reputation with alternative 
fans. Ekko in Utrecht, Pacific Parc in Amster-
dam and many others garner good crowds re-
gularly of people looking to stray from the mass 
dance scene.
- Little physical interaction. This is linked to 
technological aspects but social media is eve-
rywhere, to the point where interaction with 
strangers in a public place is dying. Although we 
want to market the band as physically as pos-
sible, in order to optimize the band’s reach we 
will have to construct a strong online message/
portfolio.
 
Technological aspects
- As mentioned before, digitisation is rampant 
in the Netherlands. Everywhere you look, peo-
ple are updating statuses, taking selfies and ge-
nerally ignoring surroundings, making a strong 
online presence essential towards enhancing 
success.
- Music software is improving and becoming 
much more accessible. persons from porlock 
want a lo-fi sound, meaning more physical in-
strumentation and lesser sound quality, which 
goes against the norm of everything on one lap-
top and some audio interface.
 
Ecological aspects
- Corporate Social Responsibility is one of the 
biggest trends these days. Many festivals bene-
fit from a ‘green image’. Persons from porlock 
could certainly benefit from integrating a more 
ecologically friendly outlook, it would draw si-
milarities to the hippy movement from the 60’s, 
which has had a musical influence on the band’s 
sound. 
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not business savvy, unaware of current music 
industry situation, unestablished in The Nether-
lands, face an intensive campaign to raise awa-
reness, costing time and money, limited online 
content, strong views on music could clash with 
successful direction, infrastructural difficulties

EDM/dance music in general is massive. Al 
thought that is mass market, it is difficult to 
compete in terms of spreading a message. live 
music is declining, near impossible to make 
profits from small tours, more focus towards 
backing tracks rather than complete live perfor-
mances 

Political-legal aspects
- Strong drug scene within the Netherlands. 
We know that many tourists come to Amster-
dam for the marijuana alone, not to mention 
the more psychedelic stuff. Although we won’t 
look to endorse drugs, the music that the band 
creates has the nature that it will become more 
transcendent when under the influence of cer-
tain substances. You could draw similarities bet-
ween them and other bands such as Tame Impa-
la and The War On Drugs. However, regulations 
are becoming much stronger, although police 
still tend to turn a blind eye.
 

a unique genre, DIY recording (less costs, less 
bureaucracy and adds to unique style), have 
creative control, already established in native 
country, appealing image

very like-minded bands around The Nether-
lands, chance of creating affiliations, established 
live orientated booking agencies like Agents 
After All, Friendly Fire, more intensified social 
media effort could garner a larger reach, smal-
ler yet popular venues like Ekko, Pacific Parc, 
strong link towards art, could attract wider tar-
get group e.g. via Instagram templates

SWOT
strenghts weaknesses

opportunities threats

Ansoff Matrix
The focus for introducing persons from por-lock to the Dutch market will be diversificati-on. The band do not have a sound that people are used to but we know it will still be intri-guing to many. Also the established genres in the Netherlands are all electronic orientated, with techno, EDM house and hip-hop all being the standard set.

Product – the band is a lo-fi orientated group, 
with a focus on regenerating a vibrant under-
ground live scene
Promotion – a mixture of offline/online and 
physical/digital promotional tools will be im-
plemented, keeping the band’s image in mind 
whilst adhering to promotional trends
Place – whilst maintaining a focus in the 
band’s home nation, the main focus will be 
on gaining the interest of the Dutch alterna-
tive scene. This can happen by focusing plugs 
at local record stores, fanzines, online blogs, 
social media and underground venues.
Price – until the band have created their LP, 
the material will be available for free. Upco-
ming bands are more or less forced to give 
away their music in order to garner a fan base, 
due to the volume of artists around now and 
the ease of illegal downloading. Live shows 
however will be priced between 5 and 10 
euros, depending on how many artists are on 
the line-up.
People – as mentioned before the focus will 
be on engaging teens and young adults bet-
ween 18-27 with a passion for psychedelic and 
drugs, whilst holding a liberal agenda.

5Ps ->4
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only 85% of the royalties, 15% goes to tuneco-re, but for the sales they take 0% commission. Tunecore charges yearly fees for all songs and albums you distribute through them, they char-ge $49,99 per album (first year will cost $29,99) and charge $9,99 for each single. They also can provide discount on promotion tools from their partners. 
 Tunecore will be the first option to go with when it comes to distribution of music. This is because Tunecore can provide a total package of distribution and publishing. They cover a worldwide area and provide various deals for record labels.

Physical sales and distributionApart from digital sales and digital distribution there is also the physical record sales. The re-cords will be only produced on vinyl. There will be no more cd format. The only physical record that can be obtained is a vinyl record.  The reason Psychodelic has chosen to only produce vinyl records are because our tar-get audience is made up of collectors, and since vinyl records are becoming more and more of a collector’s item the decision has been made to only produce and sell vinyl records. Not only is a vinyl record a collector’s item but also the vinyl record is making its re-turn (Resnikoff, 2016).  Last year the vinyl’s re-venue hit $422 million in the US alone. In com-parison to 2008 were the revenue was only $60 million. Vinyl records are making a big come-back these days (Luimstra, 2016). That’s also a reason to only produce vinyl records. In order to make the records, producti-on is needed. In the Netherlands you have only a few options when it comes to pressing records. In the Netherlands you have Mediadub, de cd-perserij, replifact and mediatrack. Costs for pro-ducing the records depend on the amount of vi-nyl you order, if you order 100 units’ prices will be around €2,00 for 7 inch records to €2,40 for 12 inch records (mediatrack). If you get more records costs will be cheaper, for example a 1000 12 inch records will cost you €0,60 per record. Labels will cost €0,14 per record when ordering 1000 units, and vinyl covers will cost €0,38 per record when ordering a 1000 units. Records will be sold through the web shop from the Psychodelic website. For delivery of the orders we will use standard package deli-very deals from Dutch postal service. For sales in other country’s than the Netherlands we will use DHL as delivery service. Another way to purchase a record is through a record shop. Wholesale to record shops can be done by contacting Psychodelic.

Small record label, small budget. When star-
ting a label with a really small budget, it all 
comes down to careful cost management 

and creative approach. We do need some money 
behind us to really get going, but we also count 
on our ability to do a lot of work in-house and 
save money. Realistic expectations, musicians 
who are interested in growing with us and tons 
of hard work!
Just like we appreciate a DIY music approach 
from our artists, we like to improvise ourselves. 
We want our community to get involved in what 
we are doing as much as possible. That means 
that we take donations, borrow equipment if ne-
cessary and always get extra hands when nee-
ded. 
 Aside from improvising, we understand 
a clearly defined and realistic budget is one of 
the key steps of getting a good record. We nur-
ture lo-fi music, indeed, but that does not mean 
we do not strive for a high quality. And that al-
ways costs some money! There are a number of 
factors that indie labels need to take into con-
sideration. Budgeting for a recorded release in-
cludes revenue projections, ancillary revenue 
activity, online sales projections, royalty and co-
pyright obligations, marketing costs, recording 
spend, manufacturing, shipping and handling, 
distribution costs, interest on loans given, sales 
escalations, domestic and foreign licensing sales 
and expenses, investor reimbursements, opera-
tional overhead and most dizzying of all, recor-
ding and marketing recoveries.
  The exact price tag for these things can 
vary so wildly it is hard to even give a starting 
point. It all comes down to decision making. We 
will prepare a cost-managing plan, but we think 
the point is to find a compromise that legitima-
tely saves money, not ideas that save cash in the 
short term. We want to hobble our project in the 
long term.
 An important flow of income for our 
label comes from the founding venues: 20% of 
the monthly venue income goes to running Psy-
chodelic Records. The percentage of product 
sales is quite low, since we mostly release debut 
albums of unknown artists, so for organising 
tours we look for some investors. These can be 
either “music business angel investors “ (rich 
people who are interested in investing in start-
up companies), venture capitalists, art councils 
etc. (McDonald, 2016). Everyone involved in 
our community can contribute with their do-
nations for exchange to some discounts on our 
products, concert tickets, thank you messages 
and a lot of love.

EXPENSES
Business Start-Up Costs

Cost of filing for business name and license.
Lawyer costs (for basic business agreement with 
partners/co-founders + Legal Advice for Artist 
Agreements) (McDonald, 2016).

Recording costs
Studio fee, equipment: 
When we say we give our artists the creative 
freedom, we mean it. With the focus on lo-fi 
music, the DIY approach often comes along in 
the same package. That means that if the band 
we are working with wants to use homemade re-
cordings, we can also make only licensing or dis-
tribution deals, where we offer them exposure 
and support for the release, but without having 
to invest in their recording costs. In that case, we 
still ensure a certain professional level has been 
reached, and that the recordings are mixed and 
mastered in a way which suits the format we de-
cide to make the release on. We believe this DIY 
kind of approach can produce amazing results 
and gives the band their significant sound that 
we highly cherish.
 If the band does not want to go that way 
or does not know how to make their own recor-
dings, we sign artistic or 360 deals and enable 
them with a free, but limited (as discussed in 
advance) studio time. 
 Florian, a co-founder of Psychodelic, is a 
sound engineer, the manager of one of the foun-
ding venues - ACU and owns his own little, fully 
equipped (basic equipment) studio in his home 
in Utrecht. That means Psychodelic does not 
pay a studio fee, only a sound engineer (usually 
a professional from ACU), if Florian can not be 
present during recording. There is also a room 
with 8 beds and a bathroom next to the studio 
if the band wants to crash there (free of charge). 
We provide a basic backline, but no other extras 
(food, drinks, drugs etc.)
 
Producing (mixing + mastering)
A lot of our artists are “bedroom producers”. We 
like bands that produce their own records - not 
only because we do not have to pay for it, but 
also because the producer has an important cre-
ative influence on the sound and this way the 
band gets to keep their music fully authentic - 
and this we highly praise in music. However, we 
still expect a certain standard of quality.
 Since everyone working at Psychodelic 
has a good network in the music bizz, we colla-
borate with many great producers who are wil-
ling to either just guide or fully work with our 
artists. Most of them do both - mixing and mas-
tering. We only make one-time deals, so that the 
vast of royalties go to artists. The standard fee 
for producers involved in our projects is around 

Psychodelic will sell their records through 
two different platforms. These are:
- Digital sales, these will be done through 

spotify and youtube;
- Physical sales, the only form of physical sales 
will be vinyl records.
 In order to sell the digital records a digi-
tal distributor is needed. And in order to sell the 
physical records a company is needed to produ-
ce the records and to distribute them. This will 
be done through 2 ways; first there is the web-
shop on the Psychodelic website, and the second 
way is through recordshops.

Digital sales and distribution
The digital part of the music distribution con-
tains 2 streaming services on which Psychode-
lic will let the public listen to their music. The 
first service is spotify and the second service is 
youtube. The reason Psychodelic choose to use 
these two services is because together they have 
the biggest market share of the streaming in-
dustry (Richter, 2016). The total market share of 
these 2 services is 920 million people, and from 
the 100 million Spotify users 40 million are paid 
subscribers. 
  In order to reach all these users a form 
of digital distribution is necessary. This will be 
done with the help of a so called digital aggre-
gator, which will distribute the music efficiently 
to various streaming services. In order to find 
the best digital distributor which fits best with 
the Psychodelic label, we looked into some of 
the worldwide known companies.  (Herstand, 
2014). Companies that are interesting to look 
into are CDbaby and tunecore. There are also 
some Dutch companies in the market but these 
do not fit with our label because they represent 
mostly DJ’s and Dutch folk music.
 Cdbaby can distribute music very fast to 
almost all digital platforms. They charge no an-
nual fees for albums and single songs but take a 
commission 9% on the sales of songs, 91% is for 
artists. They also provide a music publishing ad-
ministration deal. But this deal only covers the 
US and Canada, and they take 15% commission 
on the song writing revenue. 
 Tunescore can distribute music to va-
rious platforms such as Spotify, iTunes, Deezer 
and many others. Apart from the distribution 
of the music Tunecore can also provide a mu-
sic publishing administration service (Tuneco-
re, sd). This means that tunecore will not only 
collect royalties from the selling or distribution 
from the master recording but also collect the 
royalties for the creation side of the music. On 
the music publishing agreement you get 
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only 85% of the royalties, 15% goes to tuneco-re, but for the sales they take 0% commission. Tunecore charges yearly fees for all songs and albums you distribute through them, they char-ge $49,99 per album (first year will cost $29,99) and charge $9,99 for each single. They also can provide discount on promotion tools from their partners. 

 Tunecore will be the first option to go with when it comes to distribution of music. This is because Tunecore can provide a total package of distribution and publishing. They cover a worldwide area and provide various deals for record labels.

Physical sales and distributionApart from digital sales and digital distribution there is also the physical record sales. The re-cords will be only produced on vinyl. There will be no more cd format. The only physical record that can be obtained is a vinyl record.  The reason Psychodelic has chosen to only produce vinyl records are because our tar-get audience is made up of collectors, and since vinyl records are becoming more and more of a collector’s item the decision has been made to only produce and sell vinyl records. Not only is a vinyl record a collector’s item but also the vinyl record is making its re-turn (Resnikoff, 2016).  Last year the vinyl’s re-venue hit $422 million in the US alone. In com-parison to 2008 were the revenue was only $60 million. Vinyl records are making a big come-back these days (Luimstra, 2016). That’s also a reason to only produce vinyl records. In order to make the records, producti-on is needed. In the Netherlands you have only a few options when it comes to pressing records. In the Netherlands you have Mediadub, de cd-perserij, replifact and mediatrack. Costs for pro-ducing the records depend on the amount of vi-nyl you order, if you order 100 units’ prices will be around €2,00 for 7 inch records to €2,40 for 12 inch records (mediatrack). If you get more records costs will be cheaper, for example a 1000 12 inch records will cost you €0,60 per record. Labels will cost €0,14 per record when ordering 1000 units, and vinyl covers will cost €0,38 per record when ordering a 1000 units. Records will be sold through the web shop from the Psychodelic website. For delivery of the orders we will use standard package deli-very deals from Dutch postal service. For sales in other country’s than the Netherlands we will use DHL as delivery service. Another way to purchase a record is through a record shop. Wholesale to record shops can be done by contacting Psychodelic.

Small record label, small budget. When star-
ting a label with a really small budget, it all 
comes down to careful cost management 

and creative approach. We do need some money 
behind us to really get going, but we also count 
on our ability to do a lot of work in-house and 
save money. Realistic expectations, musicians 
who are interested in growing with us and tons 
of hard work!
Just like we appreciate a DIY music approach 
from our artists, we like to improvise ourselves. 
We want our community to get involved in what 
we are doing as much as possible. That means 
that we take donations, borrow equipment if ne-
cessary and always get extra hands when nee-
ded. 
 Aside from improvising, we understand 
a clearly defined and realistic budget is one of 
the key steps of getting a good record. We nur-
ture lo-fi music, indeed, but that does not mean 
we do not strive for a high quality. And that al-
ways costs some money! There are a number of 
factors that indie labels need to take into con-
sideration. Budgeting for a recorded release in-
cludes revenue projections, ancillary revenue 
activity, online sales projections, royalty and co-
pyright obligations, marketing costs, recording 
spend, manufacturing, shipping and handling, 
distribution costs, interest on loans given, sales 
escalations, domestic and foreign licensing sales 
and expenses, investor reimbursements, opera-
tional overhead and most dizzying of all, recor-
ding and marketing recoveries.
  The exact price tag for these things can 
vary so wildly it is hard to even give a starting 
point. It all comes down to decision making. We 
will prepare a cost-managing plan, but we think 
the point is to find a compromise that legitima-
tely saves money, not ideas that save cash in the 
short term. We want to hobble our project in the 
long term.
 An important flow of income for our 
label comes from the founding venues: 20% of 
the monthly venue income goes to running Psy-
chodelic Records. The percentage of product 
sales is quite low, since we mostly release debut 
albums of unknown artists, so for organising 
tours we look for some investors. These can be 
either “music business angel investors “ (rich 
people who are interested in investing in start-
up companies), venture capitalists, art councils 
etc. (McDonald, 2016). Everyone involved in 
our community can contribute with their do-
nations for exchange to some discounts on our 
products, concert tickets, thank you messages 
and a lot of love.

EXPENSES
Business Start-Up Costs

Cost of filing for business name and license.
Lawyer costs (for basic business agreement with 
partners/co-founders + Legal Advice for Artist 
Agreements) (McDonald, 2016).

Recording costs
Studio fee, equipment: 
When we say we give our artists the creative 
freedom, we mean it. With the focus on lo-fi 
music, the DIY approach often comes along in 
the same package. That means that if the band 
we are working with wants to use homemade re-
cordings, we can also make only licensing or dis-
tribution deals, where we offer them exposure 
and support for the release, but without having 
to invest in their recording costs. In that case, we 
still ensure a certain professional level has been 
reached, and that the recordings are mixed and 
mastered in a way which suits the format we de-
cide to make the release on. We believe this DIY 
kind of approach can produce amazing results 
and gives the band their significant sound that 
we highly cherish.
 If the band does not want to go that way 
or does not know how to make their own recor-
dings, we sign artistic or 360 deals and enable 
them with a free, but limited (as discussed in 
advance) studio time. 
 Florian, a co-founder of Psychodelic, is a 
sound engineer, the manager of one of the foun-
ding venues - ACU and owns his own little, fully 
equipped (basic equipment) studio in his home 
in Utrecht. That means Psychodelic does not 
pay a studio fee, only a sound engineer (usually 
a professional from ACU), if Florian can not be 
present during recording. There is also a room 
with 8 beds and a bathroom next to the studio 
if the band wants to crash there (free of charge). 
We provide a basic backline, but no other extras 
(food, drinks, drugs etc.)
 
Producing (mixing + mastering)
A lot of our artists are “bedroom producers”. We 
like bands that produce their own records - not 
only because we do not have to pay for it, but 
also because the producer has an important cre-
ative influence on the sound and this way the 
band gets to keep their music fully authentic - 
and this we highly praise in music. However, we 
still expect a certain standard of quality.
 Since everyone working at Psychodelic 
has a good network in the music bizz, we colla-
borate with many great producers who are wil-
ling to either just guide or fully work with our 
artists. Most of them do both - mixing and mas-
tering. We only make one-time deals, so that the 
vast of royalties go to artists. The standard fee 
for producers involved in our projects is around 

Psychodelic will sell their records through 
two different platforms. These are:
- Digital sales, these will be done through 

spotify and youtube;
- Physical sales, the only form of physical sales 
will be vinyl records.
 In order to sell the digital records a digi-
tal distributor is needed. And in order to sell the 
physical records a company is needed to produ-
ce the records and to distribute them. This will 
be done through 2 ways; first there is the web-
shop on the Psychodelic website, and the second 
way is through recordshops.

Digital sales and distribution
The digital part of the music distribution con-
tains 2 streaming services on which Psychode-
lic will let the public listen to their music. The 
first service is spotify and the second service is 
youtube. The reason Psychodelic choose to use 
these two services is because together they have 
the biggest market share of the streaming in-
dustry (Richter, 2016). The total market share of 
these 2 services is 920 million people, and from 
the 100 million Spotify users 40 million are paid 
subscribers. 
  In order to reach all these users a form 
of digital distribution is necessary. This will be 
done with the help of a so called digital aggre-
gator, which will distribute the music efficiently 
to various streaming services. In order to find 
the best digital distributor which fits best with 
the Psychodelic label, we looked into some of 
the worldwide known companies.  (Herstand, 
2014). Companies that are interesting to look 
into are CDbaby and tunecore. There are also 
some Dutch companies in the market but these 
do not fit with our label because they represent 
mostly DJ’s and Dutch folk music.
 Cdbaby can distribute music very fast to 
almost all digital platforms. They charge no an-
nual fees for albums and single songs but take a 
commission 9% on the sales of songs, 91% is for 
artists. They also provide a music publishing ad-
ministration deal. But this deal only covers the 
US and Canada, and they take 15% commission 
on the song writing revenue. 
 Tunescore can distribute music to va-
rious platforms such as Spotify, iTunes, Deezer 
and many others. Apart from the distribution 
of the music Tunecore can also provide a mu-
sic publishing administration service (Tuneco-
re, sd). This means that tunecore will not only 
collect royalties from the selling or distribution 
from the master recording but also collect the 
royalties for the creation side of the music. On 
the music publishing agreement you get 
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aging materials for recordings;
social media ads and paid campaigns;
merchandise (stickers, T-shirts, artistic posters 
made by the members of our community etc.);
Website maintainance;
live concerts (staff - mostly volunteers, promo 
materials etc.);
videos;
public relations;
mailing costs.
shipping to customers/promo
shipping promotional copies: the postal rates of 
PostNL (delivery option: Packet Tracked)

Miscellaneous costs
This category is for all other costs associated 
with the project that just do not fit anywhe-
re else. Things such as sample clearance fees, 
long-distance phone charges, paper, office, office 
supplies, staff, gas, taxes, travel expenses, insu-
rance etc.

INCOME
Interest free loans
Psychodelic Records is an independent label 
that gets financed by its owners. It combines five 
alternative venues from the Netherlands that 
divide 20% of their monthly budget to running 
this record label. 

Product sales
We focus on producing limited edition vinyl 
collections. Most of the vinyls cost between 15 
and 20 eur. For online purchases, we charge for 
a standard shipping fee of 2 eur for shipping 
around the Netherlands and 5 eur for shipping 
abroad. Orders over 40 eur get free shipping. 
The income also comes from merchandise, 
which we also share with our artists. Since we 
mostly make artist or 360 deals, half of the in-
come goes to our artists and half to us, as stated 
in the contract, but we can only start paying the 
artist after we recover the release costs. When 
considering our overall income from sales, we 
need to exclude sales tax.

Download sales and streaming
Spotify pays royalties for all of the listening that 
occurs on their service by distributing nearly 
70% of all the revenues back to rights holders 
(distributor, label and publisher, which then at-
tribute royalties to the artists) (Spotify, 2016).
1 play = 0.011 eur
YOUTUBE: 
1 play = 0.003 eur

Recording Copyrights
With a master recording copyright, we as a re-
cord label seek to collect royalties from the use 

100 eur per one mix and 50 eur for the master 

(we can usually negotiate for a quantity deal 

with them).
 
Session musicians
Our community consists of some great musici-

ans who are available to our artists if they need 

session musicians. Depends on the person, but 

we usually make a deal for 100 eur for one songs 

or 300 eur per day. 
 
Copyrights
As a label, we are mostly dealing with only one 

kind of royalties: mechanical royalties.
  In order to release albums, we have to 

obtain a mechanical license. As a label and in 

most cases a master (co-)owner, we are obligated 

to pay mechanical royalties to songwriters and 

composers (at Psychodelic, the songwriters and 

composers are usually the whole band) when 

their music is sold and also streamed (streaming 

mechanicals) “on-demand” (like Spotify and 

Youtube).  We make a payment to the mechani-

cal royalty collection group STEMRA for each 

copy of an album we press, and then STEMRA, 

which is actually a part of BUMA/STEMRA - a 

collecting society in the Netherlands, distributes 

the royalties accordingly to songwriters, artists 

and also publishers. If the songwriter and the 

composer are two different entities, each gets 

30% of these royalties and publisher usually gets 

30% as well.
 Mechanical royalties are set by govern-

ment through what is called a compulsory licen-

se. In the Netherlands, they can very between 

7 to 19 cents in digital sales and between €0,70 

and €1,20 per album sale (McDonald, 2016).

 For the publishing purposes, we collabo-

rate with Tunescore and Cdbaby is our distribu-

tor.
The music publisher signs exclusive contracts 

with composers and lyricists, either for author-

ship in general, or on a track by track basis. This 

contract allows the author to transfer rights of 

use to the publisher, in order to make profit 

from every possible media source – primarily 

via synchronisation. 
Another part of the music publisher’s job is the 

administrative management of a piece of music. 

The publisher registers titles with the collection 

society, administrates them as part of their ca-

talogue, and registers them internationally via 

sub-contracted publishers. 
We closely collaborate with Tunescore, keeping 

a very strong communication between us anD 

we also consult our artists on the administrative 

stuff.
 If the artists wants to make a deal with 

other music publisher, we are willing to discuss 
other options.

ROYALTY FLOWS
Streaming  [Future of Music, date]

Digital sales (mechanical) [Future of Music, 
Date]

Radio and webcasting (performance and publis-
hing) [Future of Music, DATE]

Manufacturing costs
Vinyls -Art work
  The production of vinyls is more expen-
sive in comparison with CDs, but the price for it 
is higher as well. 
1. Initial product order
Via Mediadub, de cdperserij, replifact and me-
diatrack.
100 units = €2,00 for a 7 inch record or €2,40 for 
a 12 inch record = €200 or €240
1000 units = €0,60 per 12 inch record
In this part, it is important to know the pricing 
materials from prospective duplicators and to 
decide how many vinyls we can afford on our 
initial order and what the per-unit cost will be. 
The quantity of the order varies from artist to 
artist, depends on what we think the demand 
will be. We also keep in mind the additional 
charges such as shipping, bar-code, glass mas-
ter, print set-up etc.  (http://www.guitar9.com/
labelprofit.html)
 Since we are an indie label, our orders 
are quite small. We like to keep our records ex-
clusive and always exciting by releasing limited 
editions, which go up to maximum 100 pieces 
per order.
 2. Reorder product
Reordered product is generally cheaper than the 
initial order, but we like to focus on limited edi-
tion products with different designs, which adds 
some additional charges.
 3. Promo/free product
Sending some free copies of new released re-
cords to radio stations, newspapers, magazines, 
etc. is a part of generating publicity. For every 
release we decide how many copies can we af-
ford to give away. As a starting point, we usually 
give away 15 to 20% of the initial order for pro-
motional purposes.

Advertising
As an independent label, we generally budget 
10% of projected gross sales of all recordings an-
nually and selectively allocate that budget (Row-
sell, 2016). We are not planning to use a pro-
fessional radio plugger or PR company to help 
us out, because we believe we have a strong net-
work and a supportive community who helps us 
spread the word. We are trying to keep most of 
the promotion “in-house” and we count on the 
word-of-mouth marketing. Connections from 
the venues we work at are also very useful in 
terms of marketing and help our label and our 
artists get a better media coverage. We operate 
with our own blog as well and use it as one of 
the promotional tools. However, nothing in life 
is really free (he-he), so here are some monthly 
advertising costs:
designing and printing promotional and pack-

Royalty flows
Streaming (Future of Music)

Digital sales (mechanical) (Future of Music)

Radio and webcasting (performing and publishing) 
(Future of Music)
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Website maintainance;
live concerts (staff - mostly volunteers, promo 
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videos;
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mailing costs.
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shipping promotional copies: the postal rates of 
PostNL (delivery option: Packet Tracked)
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This category is for all other costs associated 
with the project that just do not fit anywhe-
re else. Things such as sample clearance fees, 
long-distance phone charges, paper, office, office 
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INCOME
Interest free loans
Psychodelic Records is an independent label 
that gets financed by its owners. It combines five 
alternative venues from the Netherlands that 
divide 20% of their monthly budget to running 
this record label. 

Product sales
We focus on producing limited edition vinyl 
collections. Most of the vinyls cost between 15 
and 20 eur. For online purchases, we charge for 
a standard shipping fee of 2 eur for shipping 
around the Netherlands and 5 eur for shipping 
abroad. Orders over 40 eur get free shipping. 
The income also comes from merchandise, 
which we also share with our artists. Since we 
mostly make artist or 360 deals, half of the in-
come goes to our artists and half to us, as stated 
in the contract, but we can only start paying the 
artist after we recover the release costs. When 
considering our overall income from sales, we 
need to exclude sales tax.
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Spotify pays royalties for all of the listening that 
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70% of all the revenues back to rights holders 
(distributor, label and publisher, which then at-
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cord label seek to collect royalties from the use 

100 eur per one mix and 50 eur for the master 

(we can usually negotiate for a quantity deal 

with them).
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ans who are available to our artists if they need 
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we usually make a deal for 100 eur for one songs 

or 300 eur per day. 
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As a label, we are mostly dealing with only one 
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to pay mechanical royalties to songwriters and 
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composers are usually the whole band) when 

their music is sold and also streamed (streaming 
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Youtube).  We make a payment to the mechani-
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copy of an album we press, and then STEMRA, 
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Another part of the music publisher’s job is the 
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Via Mediadub, de cdperserij, replifact and me-
diatrack.
100 units = €2,00 for a 7 inch record or €2,40 for 
a 12 inch record = €200 or €240
1000 units = €0,60 per 12 inch record
In this part, it is important to know the pricing 
materials from prospective duplicators and to 
decide how many vinyls we can afford on our 
initial order and what the per-unit cost will be. 
The quantity of the order varies from artist to 
artist, depends on what we think the demand 
will be. We also keep in mind the additional 
charges such as shipping, bar-code, glass mas-
ter, print set-up etc.  (http://www.guitar9.com/
labelprofit.html)
 Since we are an indie label, our orders 
are quite small. We like to keep our records ex-
clusive and always exciting by releasing limited 
editions, which go up to maximum 100 pieces 
per order.
 2. Reorder product
Reordered product is generally cheaper than the 
initial order, but we like to focus on limited edi-
tion products with different designs, which adds 
some additional charges.
 3. Promo/free product
Sending some free copies of new released re-
cords to radio stations, newspapers, magazines, 
etc. is a part of generating publicity. For every 
release we decide how many copies can we af-
ford to give away. As a starting point, we usually 
give away 15 to 20% of the initial order for pro-
motional purposes.

Advertising
As an independent label, we generally budget 
10% of projected gross sales of all recordings an-
nually and selectively allocate that budget (Row-
sell, 2016). We are not planning to use a pro-
fessional radio plugger or PR company to help 
us out, because we believe we have a strong net-
work and a supportive community who helps us 
spread the word. We are trying to keep most of 
the promotion “in-house” and we count on the 
word-of-mouth marketing. Connections from 
the venues we work at are also very useful in 
terms of marketing and help our label and our 
artists get a better media coverage. We operate 
with our own blog as well and use it as one of 
the promotional tools. However, nothing in life 
is really free (he-he), so here are some monthly 
advertising costs:
designing and printing promotional and pack-



of a specific recording of a song. Master royalties 
are paid to us, as master owners, by a neighbou-
ring rights society SENA and STEMRA, which 
is a part of BUMA/STEMRA and deals with 
mechanical rights, when our recording is used 
in an advertisement, film, television program, 
streaming service or other medium. Master ro-
yalties are typically paid in addition to synchro-
nization or public performance royalties (Royal-
ty Exchange, 2016). 

Licensing
We grant our rights to other independent labels 
nationally and (eventually) worldwide to exploit 
our recordings in other territories. 
Synchronisation
With the help of Psychodelic Records network, 
we do our best to exploit our artists’ music to 
other sectors, such as advertisements, movies, 
animations, art installations etc. We also get a 
royalty if we are master (co-)owners, which is 
not always the case (depends on the deal we 
make with our artists).

360 Degree income
If we make 360 deals with our artists, we also 
get a share from merchandising, touring, spon-
sorship etc. Again, this is not always the case, 
because we let our artists decide what kind of 
agreements they want to sign with us. If we 
make a 360 deal, we mostly make 50-50 split.

360 deal
If we make 360 deals with our artists, we also 
get a share from merchandising, touring, spon-
sorship etc. Again, this is not always the case, 
because we let our artists decide what kind of 
agreements they want to sign with us. If we 
make a 360 deal, we mostly make 50-50 split.conclusion

With the research that has been done and with the decisions that have been 
made throughout this report, Psycodelic has a chance to achieve its goals and 
objectives. By following the steps that have been created in this report there 
is potential to setup a new type of record label, a label which is not only there 
for selling records but also to keep the live music culture alive by creating a 
community which cares for live music. This is the ultimate goal of Psycodelic, 
creating a community for likeminded people can be achieved by following the 
decisions that have been made for the sales, marketing, distribution and pro-
duction in this report. With this strategy the goals can be achieved and Psyco-
delic will become a new player in the music industry.

Eva Kristina Filipcic   1704331
Jackie De Korte   1634101

Florian Kalkhoven   1627951
Stephanie Djurasovic   1656697

Richard Cejer   1655903

The goals of psycodelic can be split up into two sorts 
of goals. There are marketing goals which are focus-
sed on the community and the amount of followers, 

and there are goals that are focussed on sales and 
band activities.

For the marketing goals Psycodelic has formulated 
the following goals:

At the end of year one, the amount of followers on 
the social media page should have reached 10.000 

unique accounts/followers;
The website of Psycodelic has to reach 7.000 unique 
visitors on average monthly basis at the end of year 

one. In the following years the amount of visitors on 
the website should expand with 20% every year;

Psycodelic has recruited 100 Psycho’s at the end of 
year one.

The sales and band activity goals have been formula-
ted as:

Psycodelic has at least one album per each year (as 
agreed to in the contracts between band and Psyco-

delic);
The total amount of sales per album should be at least 

2000 at the end of year one. This is for every album 
that has been released in year one;  

Amount of streams at the end of year one should 
have reached at least 8000 on Spotify and 10.000 on 

YouTube; 

goals
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of a specific recording of a song. Master royal-
ties are paid to us, as master owners, by a neig-
hbouring rights society SENA and STEMRA, 
which is a part of BUMA/STEMRA and deals 
with mechanical rights, when our recording 
is used in an advertisement, film, television 
program, streaming service or other medium. 
Master royalties are typically paid in additi-
on to synchronization or public performance 
royalties (Royalty Exchange, 2016). 

Licensing
We grant our rights to other independent labels 
nationally and (eventually) worldwide to ex-
ploit our recordings in other territories. 

Synchronisation
With the help of Psychodelic Records network, 
we do our best to exploit our artists’ music to 
other sectors, such as advertisements, movies, 
animations, art installations etc. We also get a 
royalty if we are master (co-)owners, which is 
not always the case (depends on the deal we 
make with our artists).



appendix - sources



Contract example

On behalf of Psychodelic Records ________________________________________________ 

And      __________________________________________________

also known as the artist named as  ________________________________________________

A party 1 also known as Psychodelic, referred to as record label, label or Psychodelic.

B artist known as ________________ referred to as artist. Both agree with the following terms and conditions:

1. The Artist will be exclusively signed to Psychodelic Records. If the artist wants to record for another company or 

person, they will need to ask permission first from Psychodelic Records

2. The contract signed with the artist is for the duration of the creation of four albums.  

3. Artist will be accounted every 3 months. 
4. Psychodelic will have hundred percent of the master recording rights for the albums for a period of 24 months.

5. Psychodelic guarantees to fund the four albums that should be created by the artist. The artist has 16 months to 

record and deliver the mixed masters.
6. Compensation for the exploitation of the recordings will be 50% for the artist and 50% for the label. This compensa-

tion will also include the mechanical royalties. 
7. Whenever the opportunity comes along that another label wants to buy out the artist in question, Psychodelic will 

agree with the buyout if the payment for the artist exceeds $______ amount.

8. Psychodelic will provide the artist with the producer for the albums. The producer will be contracted as work for 

hire, and shall transfer all rights to the artist.
9. Costs for the recording, mixing and mastering of the records will be split between the artist and Psychodelic Re-

cords. The split for the costs will be 50% for the artist 50% for the label.

10. Psychodelic will handle the artist recording budget. This will be done by a mutual approved budget that fits both 

parties.
11. The approved budget for recording shall be handled by Psychodelic. 

12. Publishing of the music works shall be done through a partner organisation. The tradable part of the music publis-

hing deal shall be split 50% artist and 50% label, the label will pay the fees required for the publishing agreement with 

organisation. 
13. Psychodelic requires that all songs that the artist provides are unreleased to the public before.

14. Distribution of the records will be done through two ways, digital and physical. Digital distribution will be done 

through a partner company of Psychodelic records, physical records will be sold through the web shop and record 

stores worldwide.
15. Website of the artist is part of the website of Psychodelic. Psychodelic Records has no control over what artist put 

on their site, but should be informed of all the content that will be uploaded to the website on forehand.

16. Psychodelic will handle promotion
17. Psychodelic will handle marketing
18. Artwork for ie covers of LP’s or for on website are the artist own responsibility, but can however work together with 

designers from Psychodelic team. Artwork needs to be approved by Psychodelic first before using it.

19. At the end of the term of the label deal artist cannot record songs that they have been recording under the Psycho-

delic deal for a period of 3 years, without permission from Psychodelic Records.

20. Merchandise from the artist will be provided by Psychodelic Records, artwork and design are created by artist, ma

nufacturing and distribution of merchandise will be done by Psychodelic. Costs for merchandise will be split in 50% artist 

and 50% label. The profits of merchandise will be split 50% artist and 50% label.

21. Merchandise is available at the concerts and venue’s the artist play at. Staff to sell merchandise should be at expense of 

artist himself. 
22. Merchandise will be available from the webshop on the website of the artist himself and the Psychodelic website.

 Both parties, the record label and the artist agree to accept the terms and conditions that are within this contract.

Date: 
Place:

Signature Psychodelic Records: _____________________________________________________

Signature Artist known as _______________  : _________________________________________

Psychodelic



nufacturing and distribution of merchandise will be done by Psychodelic. Costs for merchandise will be split in 50% artist 

and 50% label. The profits of merchandise will be split 50% artist and 50% label.

21. Merchandise is available at the concerts and venue’s the artist play at. Staff to sell merchandise should be at expense of 

artist himself. 
22. Merchandise will be available from the webshop on the website of the artist himself and the Psychodelic website.

 Both parties, the record label and the artist agree to accept the terms and conditions that are within this contract.

Date: 
Place:

Signature Psychodelic Records: _____________________________________________________

Signature Artist known as _______________  : _________________________________________

Psychodelic



Licensing deal Psycodelic Records
On behalf of company A,  Psychodelic Records 

Name: _________________________  Signature: ____________________

And company B, the licensing party

Name: ________________________           Signature: ___________________       

Both parties accept the following terms and conditions in this document, starting from (date) till (date). The terms 

and conditions are as follows.

A: the right of the copyright holder to reproduce, perform or broadcast the copyrighted work for a 

flat fee for the license and the royalties according to the standard law In the Netherlands.

 
B: The licensor of the copyrighted work is company A, Psycodelic records

C: The licensee in this contract is company B, (name and company name)

D: The product that can be used by licensee is the musical composition (x) and can be used to perform in public in the 

following territories:
Netherlands;

E: The length of the license contract is a period of (x) years, starting from xx-xx-xxxx to the end date of xx-xx-xxxx.

F: The license contract is an exclusive license only, no other company’s are involved or can prodit from the license deal 

between company A and company B.

Both parties hereby accept the stated terms and condition:

Psycodelic Records:     Company B:

______________________    _______________________

Date:       Date: 

       

Psychodelic
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Income statement
Psycodellic 2016

Revenues:
physical sales 12.984,40€               
digital sales 16.200,00€               
spotify 44,00€                     
youtube 6,00€                       
merchandise 4.500,00€                 
performance 3.000,00€                 
total 36.734,40€               

Costs:
production 3.000,00€                 
pressing 14.640,00€               
merchandise 3.130,00€                 
marketing 3.673,44€                 
royalties 2.850,00€                 
distribution 500,00€                    
total 27.793,44€               

Total: 8.940,96€                 

Income statement and 
balance sheet

Balance sheet
Psycodellic 2016

Assets Liabilities
Fixed assets Fixed liabilities
inventory 2.500,00€              Longterm loans 10.000,00€                     

Current assets
Vinyl supplies 25.960,00€            Current liabilities

Creditors 8.885,00€                       
Merchandise supplies 10.500,00€            Interest 5.100,00€                       

Rent 229,00€                          
Debtors 200,00€                Wages 7.623,00€                       

Liquidity assets Equity
Bank account 8.223,86€              equity 7.500,00€                       
Cash on hand 894,10€                

Profit/loss
Retained earnings 8.940,96€                       

Total: 48.277,96€            Total: 48.277,96€                     


