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I. EXECUTIVE SUMMARY 

Description of the event: ​ ​Firefly ​ is an annual music festival located in Dover, Delaware, held 

during the summer. The festival hosts a variety of popular musicians and vendors located across 

the US. The 2021 concert streams will be hosted: June 20th- June 26th with a week-long 

build-up of previous festivals dating back to 2016.  

Campaign Objectives: ​With COVID-19 tearing through our community, we sought to boost 

morale and bring us together as a community… WITH MUSIC!!! The 2021 ​ Firefly​ music 

festival is focused on creating a new era of community involvement through technology.  

Target Market of Campaign:  

Activities and Schedule:  

Starting May 24th, we will partner with popular radio stations located in the most music-centric 

states. These radio stations will air ads about the festival as well as host a music trivia game 

every Monday, Wednesday, and Friday leading up to the main festival. During the festival, we 

plan to collaborate with some of the artists and host a competitive video game live stream.  

Key Metrics: ​We plan to measure the base success of our festival through online foot traffic, 

streaming views, and merchandise sold. 

Benefits of ​Firefly​: ​ Boosts the local economy, fosters community pride in a time of isolation. 

Overall budget:  ​ $35,000 

Primary Demographic 

● Ages 17-27 

● Hip Hop, Pop, EDM, K-pop 

● National audience 

Secondary Demographic 

● Ages 28-38 

● Alternative Rock, Punk Rock, Pop 

Rock 

● International Audience 
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II. Description of the Event​: 

The Event: ​Started in 2012, the ​Firefly ​ Music Festival is an annual concert festival held at the 

beginning of summer. Located in the Dover, Delaware woodlands, the festival lasts three days 

and contains the biggest headliners from all genres of music creating a euphoric experience for 

all. 

This year: ​ Due to the safety threats posed by COVID-19, the 2021 ​ Firefly​ festival will see a 

change of habitat. For the best interest of our patrons, we have moved the entire festival online. 

With such a drastic change comes new ideas. This year, we will be streaming all past festival 

lineups leading up to the live streams of the 2021 ​Firefly ​ performances via ​YouTube Music​ on 

June 20th. The new lineup incorporates even more genres than previous festivals, allowing us to 

branch out to a larger fanbase. 

 

 

Strength 

● Popular (well known among east 

coast) 

●  Lasting partner relationships 

Weakness 

● Lose revenue from vendors who 

would be featured in person. 

Opportunities 

● Unite music lovers in a time of 

separation 

● Reach a larger national audience 

● More genres allow for a larger reach 

Threats 

● COVID-19 impacting financial 

opportunity  

● Other Online music festivals posing 

competition 



3 
 

 

III. Campaign Objectives  

A)  ​Primary Objectives: 

❏ Increase the attendees of ​Firefly ​ Music Festival  

❏ Increase awareness on Mental Health  

❏ Raise enough money to donate to Mental Health America  

B)  ​Secondary Objectives:   

❏ Increase value of the ​Firefly ​ Music Festival by appealing to the international 

market 

❏ Increase the value of Delaware 

❏ Make profit on merchandise    

 

IV. Campaign ​Target Market 

A) Primary:  

❏ Young adults from ages 17-27 years old that listen to hip hop, pop, electronic dance 

music (EDM), and Korean pop (K-pop) 

❏ National listeners of music 

B) Secondary 

❏ Adults from ages 28-38 years old that listen alternative rock, punk rock, and pop rock 

❏ International listeners of music 

 

C) Fans of hip hop, pop, and electronic dance music  

of potential markets 
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❏ Made up the majority of the 40,000 attendees of the 2019 ​Firefly ​ Music Festival 

Goal​: 

❏ Securing acts from people like ​Billie Eilish ​, ​Halsey​, ​Denzel Curry​, and the ​Weeknd ​ will 

ensure the repeat attendance of this fan base 

 

D) Fans of alternative rock, punk rock, and pop rock  

❏ Made up the majority of the attendees from 2014-2016. However, they were not targeted 

from 2017-2019, therefore sales went down 40% 

Goal: 

❏ Bring back this fanbase by making the music festival an online pay per view 

❏ Bring in fans from Europe 

 

E) Korean pop (K-pop) fans 

❏ K-pop group ​BTS ​' fanbase spends about $1,422 USD per person on concerts and 

merchandise 

❏ K-pop group ​TWICE​'s fanbase spends about $824 USD per person on concerts and 

merchandise  

❏ K-pop group ​BLACKPINK ​'s fanbase spends about $665 USD per person on concerts and 

merchandise  

These three groups are the most popular K-pop groups in the countries that spend the most 

money on K-pop: United Arab Emirates, Brazil, and the United States of America 

 

Benefits of the securing the K-pop market 
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❏ K-pop fans are known to promote and stream the artist they like, which will be free 

advertisement 

❏ K-pop fans spend a lot of money to support their artist 

❏ K-pop fans are all over the world 

 

V. Campaign Activities and Schedule 

Five Artist Stream Bundles (May 24) 

On the 24th of May, we will announce the Five Artist Stream Bundles. The attendees will have 

the opportunity to select a bundle of five carefully selected artists to save 10% off ($157.50) of 

the full price ($175) of paying for five artists. If the customer pays for the full price bundle ($175 

plus shipping), the package will come with merchandise. If the customer purchases a package for 

$190, they will have access to behind the scenes. Lastly, if the customers purchase a bundle for 

$210, they will receive a redeemable per day coupon from our sponsors. The artist will be 

grouped by an association of genre, fanbase, and collaborations. 

Benefits: 

❏ Strengthens the appeal to the target audience 

❏ Increases pathways of income 

❏ Strengthens our relationship with our sponsors 

Begin Radio Advertisements (May 24): ​Beginning May 24th, ​Firefly ​ will partner with multiple 

radio stations across the country in highly populated states, which tend to be extremely 

music-centric and have a popular reputation with the festival. The states included in these ads are 

Texas, California, Delaware, New Jersey, New York, Florida, and Virginia. These 

advertisements will air every Monday, Wednesday, and Friday leading up to the festival. 
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Begin Radio Trivia (May 31): ​Select radio stations will incorporate listener call-in trivia into 

their advertisements. The winners of these contests will receive merchandise from ​Firefly ​ and the 

station they participate with, as well as a one musician stream ticket. 

Benefits: 

❏ Attracts more attention to the festival 

❏ Brings in more money 

❏ Creates a better relationship with the potential attendees 

Raffle Announcement (June 1): ​Each customer will be offered a chance to enter the ​Firefly 

Raffle drawing. The customer could enter three different raffle tiers. General Admission, V.I.P, 

and Super V.I.P. If the customers win the raffle drawing for General Admission, they win a 

General Admission Ticket and a free merch bag. If the customer wins the raffle for the V.I.P tier 

they will win a Five Artist Stream Bundle and a merch bag. Lastly, if the customer receives the 

Super V.I.P tier drawing, they will win a Five Artist Stream Bundle, a merch bag, all access to 

the artist gaming streams, and a personal video call with the artist of their choice.  

Release ​Firefly​ Playlists (June 9): ​The week before airing the previous ​Firefly ​ festivals, we will 

release playlists across multiple music streaming platforms tailored around the artists included in 

Firefly's ​ lineups. Said playlists will be released on ​Spotify​, ​Soundcloud ​, ​YouTube​, and ​Apple 

Music​. 

Benefits: 

❏ Creates and strengthens the sense of community 

❏ Excites attendees for the upcoming festival 

❏ Increases the amount of potential attendees 
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Previous ​Firefly​ Festival Streams (June 16) 

On June 16th, we will build-up on the excitement of the released playlist by streaming the past 

concerts of ​Firefly. ​ The ​Firefly ​Festival Streams will kick off with year 2016 and end with year 

2019. 

Benefits 

❏ Creates nostalgia for past attendees, which improves brand loyalty 

❏ Builds community 

❏ Promotes attendance for the upcoming festival 

❏ Increases the amount of potential attendees 

Raffle Drawing (June 18): ​Two days prior to the main festival the winners of the drawing will 

be announced and contacted. 

Musician Video Game Stream (June 20): ​Throughout the main concert, there will be 

opportunities for consumers to watch some of their favorite artists collaborate and go 

head-to-head in a variety of popular games such as ​Among Us ​, ​Call of Duty​, ​Fortnite​, ​Super 

Smash Bros.​, and ​NBA2K 21 ​. 

Benefits: 

❏ Builds sense of community 

❏ Draws in more potential attendees 

 

 

 

VI. Budget 

Online media production Creating Ads $1,700 
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Total: $35,000 

VII. ​Key Metrics 

Exceed 90,000 attendees (the highest attendance record for ​Firefly ​ Music Festival) 

Distributing 

Total 

$1,700 

$3,400 

Merchandise Production Developing Merch 

Research and Distribution 

Total 

$7,000 

$1,000 

$8,000 

Radio Advertisements Individual Ads 

Music based Trivia 

Total 

$5,625 

$6,825 

$12,450 

Online maintenance  Lag and uptime management 

Website management 

Total 

$660 

$1,620 

$2,280 

Collaborative gaming efforts Streaming equipment 

Console and gaming devices 

Total 

$1,340 

$2,500 

$3,840 

Print media 

 

 

Billboards 

Flyers 

Art supplies  

Total 

$3,125 

$1,125 

$780 

$5,030 
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This means: 

❏ We managed to keep the hip hop, pop, and EDM fans 

❏ We managed to regain the alternative rock, punk rock, and pop rock fans 

❏ We gained the attention of the K-pop community 

❏ We gained the attention of the overseas market 

Exceed $8,000 to make a profit on merchandise 

This means: 

❏ We have a new way to obtain income 

 

The Future: 

❏ The success of an online concert could mean a combination of an in-person concert as 

well as an online concert. 

❏ In the future people may have a more personalized choice of how they want to view the 

concert  
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