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Secondary Research

Scholarly Articles
News Publications
Competitor Analyses

Primary Research
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INDUSTRY CONTEXT

Post-Covid Connection
Heavy Reliance on Social Media

Market of $4.61 Billion

Attendees want an experience
Increased Technology used:

HD Visuals

Immersive Sound
Interactive Art Dis

Augmented Reality

Design
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CATER TO 80% OF
YOUR AUDIENCE

Secondary Research

Young adults 18-35
49% male
51% female

Survey Results

80% 18-24yrs old
58% male
39% female
3% non-binary
89% live in CA, 66% live in SD
Income 54% make under $25k/yr




USER PERSONA

Interests Brands
¢ Indie, EDM, folk, music e Alo Yoga
e Collecting Vinyls e GT'’s Synergy
e Yoga Kombucha
e Camping e All Birds
e Shopping Vintage e Yeti

e Dr. Bronner's

Age: 29
Gender: Female
Location: Vista, CA
Occupation: Beginner Tattoo Artist

MINDFUL MANDY Income: ~$25,000/Yr

Social Media: Tiktok, Instagram, Youtube
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COMPETITOR ANALYSIS

DIRECT COMPETITOR DIRECT COMPETITOR INDUSTRY LEADER
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~4 joshuatreemusicfestival and 4 others
ﬂ' Joshua Tree, California

1,031 ENGAGEMENTS BY
POSTING FESTIVAL LINEUP
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e Collab increases reach to
each artist’s fanbase

e Future festival post allows
followers to share with others
to plan and save

e Higher intent to purchase
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1,935 COMMENTS BY
ENGAGING THE AUDIENCE

e | ow-Friction CTA
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h.-‘f . * 600% spike in comments
:ﬁu‘h#f?% XS 0T e Turn Comments into
| ﬁ;ﬂ ’ “’*“ Conversations
/ ® Direct feedback from
3 fanbase
Oriss Q1935 28 G 603 o e Higher intent to purchase
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Comment down below who you NEED to see next year
on beach. Genre doesn’t matter. Just good music



ﬁ' libfestival and thedolab
Lightning in a Bottle
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09% ENGAGEMENT RATE

®* | ineup posts start campaigns

* Multi-genre artists increase
viewership

e Posting future event allows
attendees to share and save

e Higher intent to purchase
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Social Media Takeaways

e Lineup Posts to Start Campaigns
e Collaborate with artists
e Other high-engagement trends
e Carousel photos with music
e Aftermovies
* Find ways to engage audience
o Low-Friction CTA
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PLATFORMS

Instagram

°© Primary
o Lineup reveals, artist spotlights,
reels, story Q&As & polls

TikTok

o Secondary
o “POV’ style, trendy edits, behind
the scenes

Facebook & Youtube

o Support
o After movies, long form edits,
informational
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CONTENT CALENDAR

30 day posting framework
o Warm up before major 4-6 week window

Organization and planning of posts

o Tiktok
© |Instagram

4 Pillars of content

o Artist announcement / Lineup
o Experience-Driven content

o Community and Values §
© Educational and Practical Content M

Formats

o Reels, Carousels, Stories
o TikToks

SPRIN G2026



CONTENT CALENDAR

e Objectives

O

O

O

O

Establish Identity
Build Community
Create Hype
Drive Conversions

e Balance Content
e Why It Works

O

O

Builds Digital Presence
Replicates Successful Competitor
Formulas

Consistent Branding

Naturally Builds Audience
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INFLUENCER STRATEGY

e Nano-influencers (1,000- e Possible Niches
10,000 Followers) ° Music
© Low cost per engagement ° Art
o Tight knit communities © Photography
© Wellness

o Aligns with community-oriented
brand identity

* Prioritize 5-10 nano- * Content

O A p— o Lineup Estimator
© Planning Videos

o Festival Hype Content

o Festival Culture




* Encourage attendees to
organically share content

O

O

O
O
O
O
O

Outfit Posts

Edits

Personal Experiences
Storytime / Recap
Photodumps
ighlights

Story Posts

UGC STRATEGY

branding
e Use CTAs to encourage

attendees and fans
© “Tag us”

o “Share your fit”

o Etc.

e Repost Content to reinforce
authenticity and community
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FINANCIAL SUMMARY

e Total festival cost: $265,000

Break-even attendance: 1,275 attendees
Required revenue per attendee: $208
Projected revenue: $270,000

Projected surplus: $5,000
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ASSUMPTIONS & KEY PARAMETERS

e Three ticket classes: Early Bird, GA, VIP

* Pricing based on industry averages and survey
data

e Attendance model: minimum 1,275 attendees
e Plug-and-play structure for scenario adjustments

e A 10-12% contingency protects against unexpected
costs
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REVENUE STRUCTURE

e Total Revenue: $270,000
e Ticket Sales: $216,000

e Vendor Fees: $12,000

e Sponsorships: $20,000

e Merchandise: $7,000

e Parking & RV Fees: $10,000

e Crowdfunding: $5,000



TICKET SALES BREAKDOWN

e Early Bird GA: 300 x $150 = $45,000

e Regular GA: 500 x $180 = $90,000

e VIP Passes: 150 x $300 = $45,000

e Camping Add-Ons: 600 x $60 = $36,000
e Total Ticket Revenue: $216,000

e Final Avg Revenue per Attendee: $208



EXPENSE STRUCTURE

e Production: $75,000 e Staffing & Volunteers: $20,000
e Safety & Infrastructure: $45,000 e Insurance: $15,000

e Venue & Permits: $30,000 e Marketing: $20,000

e Artists & Performers: $30,000 e Contingency: $30,000

Total Expenses: $265,000
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ATTENDANCE SCENARIO

* |ncreasing attendance from 1,275 to
1,000 significantly increases projected
revenue and profit

Profit Scenario Comparison

e 995 attendee difference increases
profit from 5k to over 40k

e This model is scalable and profitable

1275 Attendees 1500 Attendees
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BREAK-EVEN ANALYSIS

e Total Expenses: $265,000

e Break-Even Attendance: 1,275
attendees

e Required Avg
Revenue/Attendee: $208

e Projected Revenue: $270,000

e Net Surplus: $5,000
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RECOMMENDATIONS

General Admission

General Admission Plus

Main Stage VIP

Main Stage VIP - Seated

Super VIP

Secure Venue
Revenue Streams

Crowdfunding
Campaign

Sponsorships

Cost Control

Multi-Year Financial Plan
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CONSIDERATIONS/RISK MANAGEMENT

No Confirmed Venue
Ticket Sales
Production Costs
Nature - Outdoor
Data Collection

Volunteers

PAS



SEE YOU NEXT YEAR!
QUESTIONS?
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