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I. EXECUTIVE SUMMARY 

1 | Management Team 

ALESSANDRA CRISPINO 

Artistic Direction / Business Development Manager 
In charge of finding and signing relevant and strategic partnerships 
with cultural organisations to upload content aligned with our values 
on the platform;
In charge of creating strong and lasting relationships with our part-
ners;
In charge of identifying new opportunities to expand the project.
 
 Copyright Manager 
In charge of solving possible copyright issues and finalizing the con-
tracts closure;

PR Manager
In charge of planning PR campaign and strategies;
n charge of creating a good reputation for the company and good re-
lationship with media. 

SEBASTIANO GOGGIA

Operations and Production Manager
In charge of overseeing the company’s operations, making sure that 
processes run efficiently and that everyone is completing his tasks 
properly at the right time;
Financial Officer
In charge of overseeing the expenses and assets of the project, re-
sponsible for the cash flow and the financial success;
Funding Member
In charge of finding relevant investors, sponsors and external funding 
opportunities;
in charge of applying to funding opportunities.

ROXANE BARON

Marketing & Communications Manager
In charge of creating relevant marketing and communications strate-
gies for the promotion of the platform;
In charge of content editing for the promotion of the platform on va-
rious social medias.
 

Customer Service Representative
In charge of maintaining positive relationships with the customers - 
making sure that the customer questions and doubts are answered in 
an accurate manner. 

Financial Officer Assistant
In charge of helping the Financial Officer to create an accurate finan-
cial strategy;
In charge of revising the financial reports.
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III. UNIQUE SELLING PROPOSITION

1 | Spin off products

Through the immersive exploration of OSMOS digital space, the 
customer has access to experimental, radical and visionary perfor-
mances and artworks, strongly related to recent digital technolo-
gies inventions.
In addition to the content provided by our partners, such as music 
live performances and audio-visual artworks, OSMOS will provide:

1) Conference & Talks to spread new knowledge in the society and 
to support artists professionalisation.

This service is aimed at:
Regular public (electronic arts lovers, festival goers etc.);
Artists;
Professionals in the digital creativity sector (cultural managers, PR 
etc.)
 
addressing relevant topics:
new models that drive the creative industries and digital arts;
new recent trends and inventions in the technological/digital sec-
tor; 
critical technology-related political and ethics issues emerged 
from recent events;
alternative monetization possibilities.

2) Renting platform service
Cultural organizations outside of the partner’s circle can rent 
OSMOS platform for a limited period in order to broadcast online 
their cultural projects through our digital distribution channel. 
 
They benefit from: 
OSMOS digital/technical expertise;
a customizable web development of the event;
all other features of OSMOS platform (interface, interactive chan-
nels, excellent -video/audio quality etc.).
 
By placing their digital event next to our established festival par-
tners on OSMOS platform, these cultural organizations can get a 

wider visibility on digital arts scenario and, therefore, the possibi-
lity to reach new audiences. Moreover, this service can be a good 
starting point to conclude new partnership agreements with cultu-
ral organizations.
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IV. STAKEHOLDERS

1 | Partners
To demonstrate why we chose those partners, it is necessary to 
present each project, in order to show how their values align with 
ours.

MUTEK (Barcelona, Spain)

MUTEK is a non-for-profit organization dedicated to the dissemi-
nation and development of digital creativity in sound, music, and 
audiovisual art.Their goal is to provide a platform for the most ori-
ginal and visionary artists currently working in their fields, with the 
intent of providing an outlet of initiation and discovery for their au-
dience.
MUTEK’s principal activity is the annual presentation of its name-
sake festival, which has taken place in Montreal since 2000. Since 
the first edition, the MUTEK festival has distinguished itself as an 
international rendezvous for original and avant-garde program-
ming. In terms of content, the festival’s range strives to be diver-
se, with interests in both the experimental and the playful sides of 
digital creativity. MUTEK’s programming intends to create a sonic 
space that can support innovation in new electronic music and di-
gital art.
The project has expanded itself greatly over the years, presenting 
today editions in Buenos Aires, Mexico, San Francisco, Tokyo and 
Barcelona.
Since its creation in Barcelona, it has become strongly implemen-
ted in the creative sector of the city. As the project is present inter-
nationally, we could benefit from this collaboration by involving in 
the future the other editions of the festivals presented worldwide.

LOOM FESTIVAL (Barcelona, Spain)

Loom was born in 2004 among a group of creative entrepreneurs 
from different origins with a great involvement in the cultural sce-
ne in Barcelona. Loom Festival is an interdisciplinary art festival 
that combines performing arts, audio-visuals, musical arts, techno-
logy and educational programs in an interactive circuit.
With the mission of impending change and representing a new ge-
neration of creatives, Loom works to promote values of inclusivity 
and diversity in its programming as well as promoting emerging 
and local talent through its network.

MIRA.mov (Barcelona, Spain)

MIRA is a digital arts festival based on exhibition, dissemination 
and education, it is held annually in Barcelona (since 2011) and 
has held two editions in Berlin (2016 and 2018). Focused on the 
intersection between art and digital culture, the festival offers a 
program consisting of audio-visual performances, digital art instal-
lations, full format screenings, lectures and workshops.
MIRA aims to bring the public closer to the different worlds of ar-
tistic creation in an event with two main objectives: to serve as 
a platform for new creators and a showcase for world-renowned 
names; to create unique experiences through digital and techno-
logical innovation, always mixing live music and visual arts.
MIRA favours artistic collaborations and encourages the creation 
of new projects that support relationships between groups, asso-
ciations and artists in the world of digital arts and technologies. 

Les Nuits Sonores (Lyon, France)

Created in Lyon in 2002, Nuits Sonores was conceived as a space 
for mixing ideas, artistic projects and cultural initiatives. The festi-
val revendicates itself as a cultural, artistic and urban laboratory. 
For 15 years the festival has been building, little by little, a deman-
ding and editorialized panorama of independent, electronic and 
digital contemporary cultures.
In tune with the times and all the creative futures, Nuits Sonores 
has always had a forward-looking and pioneering vision, in search 
of tomorrow’s artists and emerging aesthetics, always on the lo-
okout for new uses and innovative practices.
The festival combines the values of openness and crossbreeding, 
claims the universality of music and cultivates the transversality of 
the arts, thus multiplying the incursions into all creative fields, from 
design, image, graphics, food culture or architecture.

TERRAFORMA (Milan, Italy)
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Terraforma is an international music festival dedicated to artistic 
experimentation and sustainability. The three-day event has ta-
ken place since 2014 in the garden of Villa Arconati, near Milan. 
The artists range from early innovators and genre precursors to 
young and promising talents of the experimental music scene, 
defined for an ever-evolving approach to active and creative re-
search.

Choosing sustainability as the festival’s modus operandi, throu-
gh the maintenance of Villa Arconati’s park, the aim is to disco-
ver new sustainable resources and to reduce the environmental 
impact. The main goal of the festival consists of creating a new 
form of perceiving musical experiences through the fusion of an 
accurate selection of experimental artists (whose personal rese-
arch is somehow connected to nature), the surrounding environ-
ment and the spirit and soul of the audience itself. The festival 
innovates the concept of musical experience by emphasizing 
the relationship between event and impact, incubating moods 
and forms of sensibility durable in time.

2 |  Quantitative research

To define our target audience, we made some assumptions that 
we verified through our market research. We indeed send a sur-
vey and we got 156 responses from people coming from all over 
the globe, making it the perfect sample size for a relevant study. 
In this part, we will present each of the assumptions and how 
they have been verified or not by the results we have collected 
from our survey. 
 The first assumption we made was about the profile of our main 
audience. We thought that people that would be interested in 
OSMOS would be mostly young people (aged between 16 and  
40 years old). 
This assumption was verified through the results of our survey. 
Indeed, 88% of the respondents aged between 16 and 25 years 
said they would be interested in our project. At the same time, 
68% of the respondents aged between 26 and 40 years said 
the same. If we combine the two age groups, we can see that 
the majority of them are interested in our project as 72% of the 
total participants aged between 16 and 40 years old responded 
that they would be interested in accessing our platform. 
To define the profile of our audience in more detail, we made 
the assumption that people willing to connect on our platform 
would be highly interested in music, audio-visual art and tech-
nological innovations. We supposed they are attracted by the 
new trends in music and audio-visual art realized with the use 
of new technologies.
This assumption was also verified through the results we col-
lected. Indeed, most of the respondents aged between 16 and 
40 years said they would be highly interested in seeing original 
cultural content on the platform other than the traditional music 
performances. 
Indeed, 82% of the respondents aged between 16 and 25 years 
old said they would also like to see other types of content like 
audio-visual performances or an art gallery. 85% of them said 
they would be interested in seeing professional and educa-
tional content on the platform, like seminars, conferences and 
workshops. For the 26-40 year old respondents, 75% of them 
said they would be interested in content like audio-visual per-
formances or a virtual art gallery on the platform or professional 
content. 
The third assumption we made is that this segment is used to 
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the current technology and is already consuming a lot of cultural 
content online. 
This assumption was also verified looking at the results of our sur-
vey. 30% of the 16-25 years old respondents said they were consu-
ming online cultural content multiple times a week, 28% said they 
were consuming it everyday, and 18% once per week. It means that 
76% of that segment is consuming online cultural content at least 
once a week, which shows that people aged between 16 and 25 
years old are mostly big consumers of online cultural content. 
For the segment of respondents aged between 26-40, 39% said 
they were watching cultural content online multiple times per 
week, while 34% said they were watching it everyday. The respon-
ses showed us that 87% of this segment is consuming online cul-
tural content at least once a week.
Moreover, 83% of the respondents that are watching cultural con-
tent multiple times a week said they would be interested in our 
platform. 87% of the respondents watching cultural content every 
day said they would be interested. 81% of those watching cultural 
content once a week also said that they would be interested. This 
reinforces our assumption on the fact that this segment of people 
would actually subscribe to OSMOS. 
 
Another assumption we made about our potential audience is that 
part of the reason why they like watching online performances 
is because they can connect and interact with people while wa-
tching the online show. 
One of the most important factors why people liked watching per-
formances online was the platform used as well as the audio/video 
quality of those performances, 30% of the segment of responden-
ts aged between 16 and 25 years said they liked the experience 
because they could interact with other people on the platform. 
22% of the respondents aged between 26 and 40 years said the 
same. Although this is not the most important factor to consider for 
the development of the platform, we acknowledge that we should 
make our platform interactive to attract this segment of our au-
dience. 
 The final assumption we made about our potential audience is that 
the people in this audience are going regularly to festivals to di-
scover new emerging artists in an inspiring environment, in which 
they can share their emotions with the community.
This assumption was also verified through our market research. 
39% of the 16-25 years old who responded to the survey said they 

liked to participate in cultural events and they attended once a 
week, where 18% said they liked to participate in festivals more 
than once a week. For the respondents aged between 26 and 40 
years old, 24% said they were participating in cultural events more 
than once a week, and 32% once a week. 92% of the responden-
ts participating in several cultural events a week said they would 
be interested in our platform, while 84% of those participating in 
one cultural event per week said they would be interested. There 
is thus a clear correlation between the frequency of participation 
to cultural events and the interest put on our platform. We can thus 
conclude that this assumption is true.
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3 | Advisors

As 3 young cultural managers, we are conscious that we need 
the experience and the advice of people working in the sector 
for several years in order to develop our project correctly. Their  
advice would help us greatly to create a correct strategy. We 
have identified 3 possible advisors: 

Alberto Nerone - Director of MUTEK Barcelona 
We worked closely with MUTEK to develop their strategy for their 
own virtual platform displaying  music and audio-visual content. 
As already agreed, MUTEK will join OSMOS for the launch of the  
platform. Therefore, we could benefit from its advice on the good 
ways to implement to make our  platform work the best way pos-
sible. We will also benefit from advices on which communication  
strategy to implement to attract more people on the platform. 

Nuria Oller Castells - Director of the Music Department and Di-
rector of Digital Projects of LA  CAIXA Foundation 
 During our market research, we had the chance to speak with 
Nuria Oller Castells. She has been  developing the digital side of 
the LA CAIXA Foundation, one of the most iconic art foundations 
in  Spain. This past year, LA CAIXA Foundation has been uploa-
ding interactive content on its website  to attract their audience 
to connect online. Also, they have developed the project “SYM-
PHONY”, an  immersive experience related with classical music 
using new technologies like VR glasses. In those  aspects, we 
are confident that her expertise and knowledge will benefit the 
development of our  project.

CTM Festival 
In the future, we would like to develop a lasting relationship with 
CTM Festival, a project from Berlin centered around experimental 
music and audiovisual installations.
As the festival was not able to execute a physical event this year, 
they engaged themselves in the process of creating an interacti-
ve and immersive virtual experience. CTM created a virtual spa-
ce that could be explored by the virtual user. The audience could 
choose an avatar and walk through this virtual space presenting 
different stages of the festival. 

 Developing this partnership with them, we could benefit from  pre-
cious advices on approaches to undertake in order to create an 
interactive and immersive experience through our platform.

 Mariolina Pacelli - Graphic designer 
Mariolina, an experienced graphic designer, has been helping us 
since the premises of the project. She indeed helped us with the 
graphic direction of our project, creating our logo as well as cre-
ating the designs for our first communication campaign. She has 
proven herself very competent and an excellent advisor for our 
graphics, bringing OSMOS’s aesthetic to life. In the future, she will 
continue to advise us with her skills for the graphic designs we 
may have to create. 

UIC Barcelona 
The 3 founding members of OSMOS have been completing their 
Master in Arts and Cultural Management in UIC (Universidad In-
ternacional de Catalunya). Having kept close link with their pro-
fessors, they know that they can count on them with their help. If 
needed, they will respond to questions concerning the business 
development of the project, the legal side or the communication 
strategy. 
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V. DIAGNOSIS

1| PESTEL Analysis

Politics
Spain is divided into 17 autonomous regions. Each one of this re-
gion have their own directly elected governing bodies, which make 
the politics of Spain decentralised and different from region to re-
gion.
Spain has a particular politics policy, as the country is both a demo-
cratic government and a constitutional monarchy. The hereditary 
monarch is the head of state and the prime minister is the head 
of the government. The organisation of the government between 
those two bodies is disputed by the citizens and leads to frequent 
protests, making the politics of Spain unstable. For example, the 
imprisonment of the rapper Pablo Hasel after openly criticizing the 
monarchy and the police in his lyrics led to protests lasting weeks 
in different spanish cities.
 
The instability of its politics is also characterized by the ongoing 
debate for the independence of some of its regions, particularly 
Catalunya. The region has been fighting for its independence for 
a long time, plunging Spain into its biggest political crisis for 40 
years. The independence bid, regular demonstrations, violent cla-
shes and jail sentencing of some Catalan politicians and activists 
have deepened the crisis badly.
Spain plays an important role in the EU and is part of the Schengen 
space, which facilitates exchanges with the other member states 
and encourages tourism.

Economics
Spain is the 13th biggest economy in the world. The economy has 
been growing well through the last five years, but the country is still 
recovering from the crisis of 2007. From 2007 to 2014, 3,8 million 
people lost their jobs and the average wages decreased by 10%. In 
2019, Spain had the second biggest unemployment rate in Europe 
(14.2%). Moreover, the pandemic is leading to another economic 
crisis that the country will have to face.
The economy of Spain depends a lot on tourism. The country is 
the second most visited country in the world, attracting 75 million 
tourists every year. Barcelona itself is a highly touristic city. In 2019, 

it broke its record with more than 12 million tourists visiting the 
city. Also, the tourism sector represents 9.1% of the jobs in the city. 
However, the pandemic has deeply affected the tourism sector in 
Spain, which will have a lot of negative economic impact on the 
country and Barcelona. 
 
Socio-cultural
As the politics of Spain is decentralized, so is the politics in terms 
of culture, which depends from the government bodies of each re-
gion. Catalunya and especially its capital (Barcelona) have a strong 
cultural policy, encouraging the ongoing cultural development of 
the region.

Barcelona is considered as one of the best creative and cultural 
cities in the world. The city is characterized by its unique identity 
and was home of many internationally renowned artists, such as 
Picasso, Gaudi or Miro. Today, the city is still welcoming a lot of 
artists from different disciplines and is home of many innovative 
and alternative projects. According to Isabel Roig, the director of 
the Barcelona Design Centre (BCD), “the companies that want to 
come and undertake an investment project in Barcelona take into 
account the fact that there is a creative infrastructure and facilities 
for connecting with the local networks, creators, creative start-ups 
and entrepreneurs”.
 However, Spain is facing a lot of social challenges that need to be 
addressed, such as the ageing of the population, pressure on the 
health care system, low incomes and the growing gap between the 
richest and poorest families.

Technology
Spain is an advanced nation in technology. It is one of the first 
countries in the EU to have issued all national identity cards in an 
electronic format. Spanish companies have been at the forefront 
of technological development and innovation. Their contributions 
in air and road traffic control, international securities, renewable 
energies, civil engineering, and mobile communications are well-k-
nown around the world.

Ecology
Spain is one of the greatest holiday destinations in the world. It 
is one of the sunniest countries in Europe. Its sunshine, world’s 
most visited cities such as Barcelona, Madrid, Valencia, Seville, and 
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Malaga, great Alhambra, stunning beaches, ancient sites, beautiful 
mountains, and world class food make it a great tourist destination. 
In fact, tourism is one of the dominant industries contributing ap-
proximately 11% to the Spanish economy.
However, environmental challenges such as deforestation, air pol-
lution, water pollution, and desertification have been some of the 
major concerns for the country. Likewise, over focus on tourism has 
been blamed for high levels of noise caused by airplanes and cru-
ise ships, abuse of natural resources, and loss of public spaces.
 
Legal
The legal system of Spain facilitates the implementation of start-
ups. Among other things, the low wages of Spain are attracting a 
lot of companies to implement themselves in the country. In recent 
years, Spanish cities have cultivated innovation ecosystems with 
success, namely, Barcelona, Madrid, Malaga and Valencia. Today, 
Barcelona is home to 1 500 start-ups, a number that has increased 
by 38% over the last three years.
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2|SWOT Analysis

STRENGHTS

Interactivity 
Immersive experience

Variety of content 
Effective user experience

Partnerships with established festivals
USP

Skilled team 
Competitive price                                                           

Among our strengths we can find our USP. It is represented by the 
immersive and effective user experience we are offering through 
our platform. Moreover, we emphasize a priority given to the crea-
tion of an interactive experience which will allow our audience to 
connect between itself as well as artists presenting their artwork 
on OSMOS. Also, the content that we will offer will be varied, 
always keeping in mind our determination of signing partnerships 
with different, innovative, and established cultural organizations.
Thanks to our paywall formula and partnerships created with other 
cultural institutions, our projections tell us that we will be able to 
position our service at a lower price compared to the competition.
Finally, one of our main strengths is represented by our founding 
team. With different backgrounds, experiences and skills, we can 
state that our team is complementary and will successfully carry 
out the creation of the project. 

WEAKNESSES

High initial investment
Difficulty to engage the audience online 

Limited amount of content at the beginning
Low leverage in the negotiation with our partners

Difficulty to engage the middle-age target audience
Fast customer turnover

Potential platform failure 
Dependence from a Web Development Agency                                                      

How to avoid weaknesses: 

A high initial investment can be avoided with creativity in the fun-
ding process. It means we need to be attentive and rely on diffe-
rent types of funding systems (both monetary and non-monetary). 

As we plan on hiring a Web Development Agency to create our pla-
tform accurately, we put ourselves at risk in case of a platform fai-
lure. Indeed, we need the agency to be reactive in case of an emer-
gency but we can not ensure that it will be. To avoid this situation, 
we need to be taught basic operations in order to act by ourselves 
in case of a platform failure. 

Creating engagement in the digital space is part of our mission, and 
crucial for the success of the project. In this sense the platform will 
be developed with great attention and details in order to avoid the 
sensation of a boring experience for our potential audience. 

Based on our market research results, we believe that a midd-
le-aged audience is now ready to consume digital content and it 
constitutes the reason why we want to connect with them. We will 
combine various marketing strategies, using conventional and un-
conventional media. In this way, we hope to be able to appeal to 
this previously unfamiliar segment of the market. 
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OPPORTUNITIES

Opportunity for the cultural sector to be reshaped
Digitization transition

Support of political authorities (local, national and EU grants)
Creation of an international network made of innovative projects                                                          

Opportunities we can catch:

Following the trend of the digitalization of the cultural sector, poli-
tical authorities are becoming more interested in funding projects 
like ours. 

With our project, we can consequently rely on a large number of 
grants for the next years to keep improving and experimenting with 
the platform. 

Also, the current situation has shown us that the cultural sector 
needs to be reinvented and some changes in the direction of the 
digitalization of the sector will help us to be ready to be establi-
shed in the market when the situation will be normalized. 

At the end, the international network we will create thanks to the 
partners will be crucial to be recognized in variegated markets; 
this means that we will trace the upcoming trends in different na-
tions to diversify our offer.

THREATS

Uncertainty of the post pandemic scenario
Large amount of content for free on other online platforms 

Cultural sector crisis
Technical problems 

Experimentation with new technology                                                        

Main threats to face: 

There is a high risk represented by the uncertainty in which the 
sector will operate in the short and long term due to the pandemic. 
The cultural sector is one of the industry most affected because of 
COVID and is already facing an unprecedented crisis. Consequent-
ly, there might be less physical events happening and less choice 
for us to develop partnerships. 
Another potential threat is represented by platforms like Vimeo, 
YouTube and Twitch, which are proposing to their audience to 
enjoy their uploaded content for free. Therefore, they are our direct 
competitors and could overshadow us, as the audience might be 
reluctant to pay for the content we propose. It is the reason that 
pushes our project to offer a innovative service that would allow  us 
to differentiate ourselves from those platforms. 
Moreover, we have to note that our project is highly innovative and 
we put ourselves at risk with the use of new technologies that we 
might not be able to control perfectly. 
Finally, we have raised our concern about the success of our pla-
tform in the long term. With the pandemic ending and the return of 
physical events, people might loose interest in consuming cultu-
ral content online. We can ask ourselves about the viability of the 
project in the future.  
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3 | MARKET RESEARCH

3.1| Benchmark

To validate our assumptions, we compared OSMOS to other similar 
projects that are now offering music and audio-visual art content 
on digital platforms. By analyzing their main features, the marketing 
and communication strategies and more in general the user-expe-
rience, we will be able to demonstrate that OSMOS is a pioneering 
project, able to successfully enter the market of music and audio-
visual digital content.  

CLUB HOUSE GLOBAL
Very recent digital platform  aiming to support Djs and more broadly 
the music industry sector, it reached more than 23.000 viewers in 
only ten month after the pandemic. Club House global shows up as 
a community platform, allowing the watchers to interact through a 
chat with other people and with the artists, with the possibility to 
support them with a virtual donation during the streaming live set. 
Clubhouse provides its content without using a personal channel 
of distribution, but instead redirecting the viewer to Twitch pla-
tform, that contains every kind of content in a very confusing and 
decentralized way. So Clubhouse is obliged to adapt to the general 
Twitch structure and interface, missing the opportunity to perso-
nalize their content and to strengthen their identity as a cultural 
player in the sector.

Main Features
Every week they propose a different schedule of both established 
and emerging artists performing live dj set;
Clubhouse doesn’t use a personal channel of distribution, it redi-
rects the user to Zoom or to their Twitch profile, currently followed 
by 23.196 people;
Access to Clubhouse video archive only subscribing to their Twich 
channel (4,99 $ per month);
Research of content filtered by only 3 categories (broadcasts/ hi-
ghlights videos/ past premieres;
Listeners can connect to other people on the Twitch chat, that can 
be used also to financially support the streamer artist, by sending 

him a “Bit” (twitch virtual coin).

STRENGTHS
Possibility of interaction with other users;
Space and Visibility to emerging artists;
Strong presence on Instagram to reach the target audience.

WEAKNESSES
Clubhouse is obliged to adapt to the general Twitch structure and 
interface, missing the opportunity to personalize its content and 
extend to other offer possibilities;
Confusing and disorientating organization of content;
Not very efficient Interface.

NTS RADIO
NTS RADIO is an online radio station based in London with studios 
in L.A, Shangai and Manchester. In efforts to combat the spread of 
COVID-19, NTS has closed physical studios but they continue to 
broadcast 24/7 across both live channels, streaming home broa-
dcast (new in-house show format) from Nts residents and specia-
list NTS mixes. 
One of the strengths of this online radio is the accurate selection 
of alternative music content. They have a very diversified archive 
split in different genres and sub-genres, so that the listener can be 
guided in the selection of new content to discover.

Main Features
LIVE ONLINE RADIO 24/7 (through MixCloud channel);
“EXPLORE” SECTION : diversified radio archive split in several gen-
res and sub-genres, helping the listener in the selection of new 
content to discover;
“NEWS” SECTION : to promote the launch of new radio programs, 
album releases and artists collaborations;
“ARTISTS” SECTION : short description of the artist and episodes 
(live performances, collaboration with other artists, mix) in which 
he appears;
“SUPPORT NTS ”-> 3,50 €/month to support and to ensure long-
term sustainability of a forward-thinking radio. NTS Supporters get 
access to live track listing, the NTS supporter newsletter and a 
20% discount for the NTS store;
“NTS FRIENDS” -> NTS membership club, 60 €/year. Nts Friends 
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get access to a collection of five limited edition artist prints, early 
access to an enhanced listener experience, 20% off NTS merch, a 
numbered black metal NTS Friends card.

STRENGTHS
ACCURATE SELECTION OF CONTENT : “NTS is where eclecticism is 
celebrated and niche music takes centre stage. It’s where passio-
nate people, not algorithms, play exceptional music that is hard to 
find anywhere else”;
INTERFACE CLEAR & EASY TO USE: the user can easily navigate the 
site and make his choice of listening, depending on his interests. 

WEAKNESSES
NO VIDEOS of live performances;
NO CHAT: audience of listeners disconnected between each other. 
Absence of interaction with other people or artists.

CTM FESTIVAL
The annual CTM FESTIVAL is a music and visual arts event held in 
Berlin, Germany. Founded in 1999, it’s now one of the most popular 
festivals of its kind in Germany. 
The interesting thing they are doing is to develop different platfor-
ms for different cultural projects to give the opportunity to live an 
event both in a physical and digital way. Since they already sche-
duled physical events starting from May, their idea is to use these 
platforms to broadcast them online.

MAIN FEATURES
Vr immersive experience to live the digital edition of the festival: 
visitors can explore the space as avatars; 
interact with other users via chat and movements. Different ae-
sthetics and sound environments can be found in its multiple ro-
oms;
Free access during the week of the festival;
Strong presence on social media.

STRENGTHS
flexible and new content, they are trying to develop a new format, 
experimenting with different alternatives;
by summer 2021 they will start with a new hybrid format for their 
events (physical and digital);
an innovative digital experience.

WEAKNESSES
strong development and high costs to find the right format;
probably they are offering content mostly for free: this means that 
they are not able to find a USP that their usual consumer will find 
attractive enough to pay for it;
The idea of having different "platforms”, or projects, could be diffi-
cult to manage. They will stabilize with a hybrid, final format in the 
next months.
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3.2| Competitor analysis

Our selling proposition, identified with the value curve analysis, 
consists in the capacity to deliver better possibilities of Personali-
sation for content creators and Innovation regarding the delivery of 
the products and the website architecture, offering it at one of the 
most competitive Prices.
Regarding the Brand, Twitch and Arte are already well-known 
established entities all around the world in case of the first pla-
tform, while the second is more focused in the European market.
The biggest Content variety in the musical/audio-visual scenario 
is offered by Shape, counting performances from more than 15 fe-
stivals. However, the Video/audio quality is the lowest since they 
utilize an external website for the streaming (such as YouTube) 
that does not permit the highest quality of video upload. In this 
category the best score is given to the platform that uses their own 
player to stream, namely DICE, OSMOS and ARTE.
The best Artistic direction is offered again by Shape, with the most 
coherent offer of content.
DICE obtains the best score for the User experience, giving the 
customers the possibility to purchase and keep virtual and phy-
sical tickets, together with a Spotify connection to check for their 
favourite artist’s next concert.
The following list enlists all the potential competitors taken into 
consideration for this analysis with their relative website. Some of 
them are not present in the value curve calculation for graphic and 
space reasons. We therefore proceed by selecting the closer com-
petitors to evaluate their USP.

3.3| Qualitative market research

Always with the aim of validating our assumptions and refining our 
project, we interviewed an expert of the sector, Alberto Nerone, ge-
neral and artistic director of MUTEK,, a non-for-profit organization 
dedicated to the dissemination and development of digital creati-
vity in sound, music, and audiovisual art. To face the big challenges 
provoked by the pandemic, the last edition of the festival has been 
adapted to a new hybrid format through the introduction of a new 
digital platform, aimed at broadcasting performances and artworks 
showcased for the festival. 
As a result of our discussion, we came to the following conclusions:

DONATION STRATEGY  
Based on their experience with the last MUTEK edition, they had 
a participation of about 11.000 donating 1 dollar (on average) to 
every person. Hence, they potentially made more profit not making 
them pay a fixed ticket but pushing on the idea “donate to support 
the artist and the community”.
However, 1000 people every month for a start-up could be too op-
timistic.

MONTHLY SUBSCRIPTION
Monthly subscription is not the best option, considering that the 
audience will probably have a low propensity to remain engaged in 
the platform in the long-term.
On the other hand, a solution could be to fit the paywalls on an 
event to event base. In this case it will be easier to have “con-
nections” during the event and profit possibilities for the REPLAY 
option.
Suggestion: split the budget event by event (6 event + 6 re-edition 
of the same)
Reminder: For the “replay section” a specific copyrights model will 
be needed. it will be a relevant part of the negotiation with our par-
tners. 

TARGET
Be more focused on a specific target audience, to capitalize more 
while providing the same content and to get your name known in a 
niche rather than competing “tout court” in the market. 
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USP CONSIDERATIONS
In addition to a strong, flexible and tested platform, OSMOS team 
has the technical know-how that can be offered to  other  potential 
stakeholders. Moreover, it’s important to develop the adaptability 
of the interface for other potential partnerships.
Since we will acquire data on the behavior of our audience, we 
could also try to be a consultant to our partners clients and indica-
te them how they could/should operate, based on data analytics. 

INITIAL INVESTMENT
Based on Mutek’s experience, the development of a digital pla-
tform will cost around 80.000 euros.

SUSTAINIBILITY IN THE LONG RUN
Better to start thinking on a 3 year objective. This also reflects the 
type of relationship we can create with our partners, so they can 
develop and learn with us the potentialities of the project.

VIII. PRODUCTION, PLANNING, 
ACTIONS

3.3| Operational Plan
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2| PERT Chart

Beside studying the action plan and producing a GANTT chart to 
better understand every task and how to implement it, we decided 
also to produce a PERT chart only for the launch of the platform. Ac-
cording to the analysis shown above we need 32 weeks to develop 
our most important asset (red path).
Our chain begins with the registration of the company, to have a 
registered legal entity that can operate in the market and sign, 
among others, contracts with legal value. This process is estima-
ted to last for 4 weeks. After that we will start, at the same time, 
negotiations with the platform developers (8 weeks) and with the 
partners that will provide the digital content (16 weeks). After the 
finalisation of action B it will be possible, while waiting the end of 
action D, to start with the platform development. After this process 
is terminated, it will be possible to operate a stress test (depen-
dent from C) to check that everything works fine. At the end, we will 
upload the content (dependent from D and E) to finally prepare the 
platform for the launch.
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IX. ORGANIZATIONAL STRUCTURE

1| Legal structure

OSMOS is a non-for-profit organization. Indeed, the main objective 
of our company is not to maximise our profit, but it is to support the 
cultural sector and help cultural projects to follow the digitalization 
trend. We desire more than anything to give an international visibi-
lity to innovative cultural projects inspiring the future of the sector. 
We want to strengthen the network and relations of the community 
revolving around audio-visual art and music, as well as between the 
cultural projects we will partner with. We want to bring something 
different to the cultural sector, something innovative that will at-
tract the audience for them to discover visionary cultural projects. 
In brief, we desire to work to transform and enhance the cultural 
sector following the digital revolution trend. 
 
Thus, we are responding to the need of the sector to shift to the 
online world, and we are responding to a social cause. Indeed, we 
understood the current need to help cultural projects to still be 
active and have visibility despite the current situation. We provide 
a public benefit by permitting the audience to explore innovative 
cultural projects for a competitive price. For all these reasons, it 
appears clear to us that we needed to register as a non-for-profit 
organization. 
 
It is important for us to keep in mind the advantages and disadvan-
tages of our status. Below, you will find the advantages and disad-
vantages of being a non-for-profit organization, explaining more in 
depth some of the reasons we decided to register as one. 

ADVANTAGES

•Separate entity status. A non-for-profit corporation (or LLC) has 
its own separate existence. It can enter into its own contracts, 
sue and be sued in its own name and is responsible for its own 
contractual and other obligations. In an informal or non-statutory 
non-for-profit, the person entering into contracts in his or her own 
name can be liable if there is a breach of the contract.
 
·Perpetual existence. A non-for-profit corporation or LLC has a sta-
tutory right to exist in perpetuity. An informal organization does not 
have that.
 
·Limited liability protection. A non-for-profit corporation (or LLC) 
protects directors, officers and members (if it has any members) 
against being held personally responsible for their company’s 
debts and liabilities. Because that limited liability protection is pro-
vided for by statute, an informal organization does not have that.
 
·Tax-exempt status. Non-for profit corporations (or LLCs) can apply 
for both federal and state tax-exempt status.
 
·Access to grants. Being a non-for-profit organisation permits us 
to be eligible to receive public and private grants/funds, indispen-
sable for the development of the project. Thanks to this status, we 
will apply to public grants such as grants opened for new cultural 
projects in the city we are based in, Barcelona. We can also apply 
for grants. Also, donations made by individuals to the non-for-profit 
organisation are tax deductible.
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  Credibility. There may be more established credibility for a non-
profit corporation than for a person or persons informally trying to 
accomplish their nonprofit purpose. Donors may prefer to donate to 
nonprofit corporations because of this credibility. Also, the status 
gives us more credibility in attracting the support of private foun-
dations and mentors coming from the cultural sector. 

DISADVANATGES

·Expenses. Forming a statutory non-profit company requires filing 
documents with the state business entity filing office - which me-
ans filing fees. In most states there will be annual fees to pay to the 
state as well. 
Ongoing compliance obligations. Statutory non-profits also have to 
comply with the provisions of the statute under which they were 
formed. That can mean, among other things, the need to file an 
annual report, draft bylaws, retain certain books and records, and 
make filings with the state upon certain important changes to the 
company.
 
·Lengthy wait time for exemption status 
 
·Directors and officers do not receive profits. In a normal corpora-
tion, the directors and officers get a cut of the profits, but that is 
not allowed in a non-for-profit organization. Making a cut of the 
profits can lead to a wide variety of penalties, which could even in-
clude losing the tax-exempt status of the organization. Any profits 
earned by a non-for-profit organization must be invested back into 
the corporation’s cause. 

2| Roles and expected salaries

The following description of the roles is intended from the first year 
after the launch of the platform.
Given the projections of the next few years, we will be able to raise 
our wages and then, according to the ergonomic development of 
the projects, hire more figures to complement every skill needed.

YEAR 2022
 
SEBASTIANO GOGGIA
Operations & Production Manager    
Financial & Funding Officer

1.115€ (NET) + Transportation and food services costs

ROXANE BARON
Marketing & Communications Manager 
Public Relations Manager

1.115€ (NET) + Transportation and food services costs

ALESSANDRA CRISPINO
Artistic Director-Copyright Manager 
Business development Manager

1.115€ (NET) + Transportation and food services costs
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X. COMMUNICATION PLAN
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X. COMMUNICATION PLAN
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XI. FINANCIAL MANAGEMENT

1| Initial investment considerations

Payment to web development agency: in this block we considered 
the payment we will have to face because of the external develop-
ment of the platform. The final amount, however, is 80.000€ but in 
order to keep the initial costs as low as possible we will contract 
with the development agency an initial payment of 50.000€. The 
remaining 30.000€ will be paid as 1 additional installment at the 
end of year one, so as to settle the debt. (see P&L, under the voice 
“workers compensation”).

DONATION IN KIND
Negotiation for reduced cost for the creation of the platform 
(60.000€ instead of 80.000€);
First payment (30.000€ instead of 50.000€);
Remaining cost (30.000€) to be paid at the end of the first year.

Borrowings required: based on our funding plan, we are aiming to 
receive 10.000€ from our sponsors or private investors (founda-
tions) during the first year after the launch of the platform. Another 
solution could be to get a start-up loan to cover the initial costs – in 
this case we should consider and add interest to be paid in the P&L 
of the successive years.
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2 | P&L considerations 
year 1
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2 | P&L considerations
year 2
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2 | P&L considerations
year 3
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SALES: The sales are calculated over the model explained in the 
paragraph “Pricing strategy”(p.11). Giving that the attendees ave-
rage of our partners is around 2.500 people for each festival, we 
considered selling 12.500 tickets over 5 festivals every year, with a 
single ticket price of 10€ (12.500 x 5 x 10€: 125.000€). 

COGS: In our case, we considered in the cost of goods sold only 
the cost of the maintenance of the platform and the eventual adap-
tations on the graphic line performed by the programmers of the 
platform when required. 

Co-working space: since we are planning to start our business 
renting 3 desks in a co-working space, electricity/water/internet 
connection/etc. are not present in this calculation and already in-
cluded in the rental contract.

No grants/sponsors: In this calculation, grants/sponsors or private 
funding are not included.

Depreciation: is calculated only on the physical equipment (e.g 
laptops) and it does not consider the platform because we already 
have encountered these particular costs under the voice “COGS”.

Production costs: those costs will be supported by the partners 
and, therefore, are not included in our financial statements.

Video hosting costs: represents the annual fee to be paid to a stre-
aming service to store and broadcast the videos (potentially, one 
year of premium account in VIMEO).

Wages: the final value is NET; the GROSS total is obtained by coun-
ting the “superannuation” - in particular, being a non-profit legal 
entity allows us to work in the entity as autonomous, therefore ta-
king advantage of a favourable tax regime which results, for the 
three salaries, in the figure presented in the table above.

Contingency: We decided to add a small percentage (almost 5%) 
calculated on the total expenses to give us some room in case of 
miscalculation.

Break even point: at the end of the first year, after sustaining the 
last installment to be paid for the platform, we will reach the break 

even point. In the next few years, since we are forecasting to obtain 
the same model of income, the increased profit is only due to the 
reduction of the cost structure.
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3| Funding opportunities

YEAR 0 : SEED FUNDING 

Based on our financial analysis, we concluded that our initial in-
vestment would reach 60.000€
We hope to count on our friends, family and “fools” (FFF) to help us 
for the first year of the project by contributing to our project with 
30.000€.
This money received from FFF will first allow us to cover our first 
initial costs.

The rest will allow us to approach a web development agency that 
will work with us to develop the platform. The platform creation 
with a web development agency will cost us 80.000€ in total. 
Our idea is thus to develop a lasting relationship with a Web Deve-
lopment agency, highlighting the benefits of working with us. Inve-
sting in our project will permit the web development agency to be 
part of a pioneering project and benefit from visibility with a brand 
placement on the platform. 

In this way, we hope to be able to negotiate a reduced cost of 
20.000€ for the creation of the platform. In that sense, we hope to 
be able to invest 60.000€ instead of 80.000€. As part of the ne-
gotiation, we will propose to pay 30.000€ at the beginning of the 
project (money received by FFF) and to settle the 30.000€ debt by 
the end of the first year.

YEAR 1
     
SPONSOR FUNDING 
During our first year of activity, we hope to develop a collabora-
tion with a well-known company in Barcelona sharing our values 
and who would be interested in investing in our project. Our idea is 
to develop a lasting relationship with a 3 year contract, attracting 
in this way 10.000 euros of investment per year. In exchange for 
being our sponsor, we will offer the company a great visibility on 
OSMOS, proposing to the company to develop their very own vir-
tual stage on the platform. 

FOUNDATIONS FUNDING
We are aware that cultural foundations might be interested in inve-
sting in our project, as OSMOS will empower the public access to 
culture in the community. Partnering with us will allow the founda-
tion to take part in the process of the digital transformation within 
the cultural sector. Innovative foundations like LA CAIXA in Barce-
lona might be willing to partner with us for example. We thus hope 
to be able to develop this partnership with them to attract 10.000€ 
of investment. 

YEAR 2 

PUBLIC FUNDING
As our project will be running and will start to be well implemented 
in the cultural sector of Barcelona, we desire to apply for funding 
coming from the city of Barcelona, with the objective of raising 
30.000€  from them. 
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We will thus apply for the funding program “ICUB Convocatoria 
General Subvencions 2023” from the Ayuntamiento de Barcelona. 
This program aims to fund cultural projects that are contributing 
to the cultural activity of Barcelona. Its objective is also to finance 
projects that are focused on the dissemination of culture in all its 
aspects like the promotion of research and innovation in pedagogy, 
awareness and artistic practice. 
As we will promote cultural projects coming from Barcelona and 
that we will propose educational programs on our platform with 
workshops and seminars given by professionals of the sector, we 
hope to be eligible for this funding program. 

We decided to also apply for the funding program “Plan de la Cul-
tura Digital Par La Empresas Creatives Catalanes 2023-2025” from 
the Generalitat de Catalunya. This funding program aims to place 
Catalan cultural and creative companies at the forefront of innova-
tion, technology and the digital world. As we will be promoting cul-
tural projects from Barcelona on an innovative digital platform, we 
are confident that we will be able to access this funding program. 

INSTITUTIONAL CULTURAL ORGANISATIONS FUNDING 

As we are also promoting cultural projects from Italy and France, we 
will approach the Italian consulate in Barcelona (Consolato Gene-
rale d’Italia a Barcellona) as well as the French consulate (Consulat 
General de France à Barcelone) to seek funding from them. We will 
propose to them to invest in training programs given by French and 
Italian artists to the local artistic community of Barcelona through 
our platform. We hope to be able to raise 5.000€ from both, raising 
10.000€ in total. 

YEAR 3 

As part of our funding plan, we will apply once again to grants offe-
red by the Ayuntamiento de Barcelona and the Generalitat de Bar-
celona, with the objective of raising 30.000€ during our third year 
of activity.

After those 3 years of activity, during PHASE 2, we will have the 
opportunity to apply for the program “CREATIVE EUROPE” of the EU 
jointly with the cultural partners that will showcase their works on 
our platform. This program aims to promote the cultural diversity 
of the Member States of the EU, to supplement Member States’ 
cultural policy in areas of digitization and online access of cultural 
content and to strengthen the collaboration between Member Sta-
tes in the cultural sector. 
Our objective is to extend our project by developing partnerships 
with fast-forwarding projects coming from other European States 
by offering them an innovative virtual space to showcase their 
work. As our objective aligns with the one of the funding program, 
we hope to be able to raise 100.000€ from it. 
This amount of money will allow us to be able to create OSMOS FE-
STIVAL, a physical event that will take place in Barcelona with the 
aim of showcasing the work of our partners. 
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XII. EVALUATION METRICS

2 | Future Outlooks 

When the first phase of the project will end it is our intention to 
consequently adapt and tweak our business model in a way that 
will permit us to successfully survive also in the next phase, called 
phase 2, starting from April 2025.

On a financial point of view, even now it is clear to us that our in-
come structure, in case of positive performances recorded in the 
first three years, can be increased thanks to the introduction of 
new solutions:

1) OSMOS MEMBERSHIPS PAYWALL
For the potential consumer that will not buy the festival’s physical 
ticket together with the online service offered by OSMOS, it will be 
possible to enter the platform with a fixed ticket with a duration of 
one year, and for a total price of 40 euros. Also in this case, the con-
sumer will have a virtual wallet and will access the same services 
mentioned for the first paywall - making it become to all effects a 
member coming from outside of the community of OSMOS.

2) RENTING PLATFORM SERVICE
Cultural organizations outside of the partner’s circle will have the 
possibility to rent the OSMOS platform for a limited period in order 
to broadcast online their cultural projects through our digital di-
stribution channel. Those organizations will not be partners, in the 
sense that they are not bound by a contract of at least one year of 
partnership with OSMOS and therefore they will contact us only to 
use the platform, for a short period of time, through a determined 
price. Those prices will be variable and agreed with potential cu-
stomers based on their needs.

3) OSMOS FESTIVAL
Without a physical event, we would not be completely fulfilling the 
premises related to the hybridization goal of the project. Therefore, 
it is our intention to organize a physical festival in which we will 
gather the strengths and skills of our partners to collaborate in the 
realization of a unique event.

4) EXPAND OUR TARGET AUDIENCE
Lastly, we want to adjust our communication campaign for the next 
phase. We have already planned that the strategies related to the 
promotion of the platform and, more in general, the marketing plan 
will be changed and adapted every year during the first phase. In 
order to keep growing we will start from April 2025 to develop a 
strategy that will allow us to reach ambitious targets, who will be 
more than 40 years old.
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