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Executive	Summary	
 
One of the biggest opportunities for composers has been the advent of the modern internet.  Prior to the internet, 
there were only traditional sheet music publishers distributing music.  Very few opportunities outside of the long, 
and drawn out editorial selection process of sheet music publishers were available to composers, aside from limited 
and often cost-prohibitive self-publishing and promotion opportunities.   
 
Fast forward to the invention of the internet.  There is a new opportunity for many artists.  There is no longer a 
gatekeeper protecting a static magnum opus of previously published works, and now anyone can “hang a shingle” 
and publish their own music.  The only problem?  The vast anonymity and perceived complexity of the internet.  
How does a new composer get “found” online? And what expertise is required to create a website, or what resources 
would a composer need to have in order to pay someone else to develop it?  And how do thousands of self-published 
composers compete simultaneously for attention online? 
 
Sonatino offers to bridge the gaps of anonymity and traditional publishing by creating a site where users can create a 
profile, and use their own social media presence, and the combined social media power of potentially thousands of 
other users, to create a website marketplace that can become a hub of the independent industry.  This combined 
collaborative web presence coupled with the power of social media advertising offers a new opportunity to struggling 
composers to have their new, and innovative content be shared with a hungry world of performers and music 
directors. 
 
This plan looks at the benefits of this website, along with a comprehensive plan to launch the website with a strong 
social media push, and will show the viability of the website concept. The social media goals of this plan are to: 

• Launch the brand 
• Locate independent composers who are looking for publication opportunities 
• Use social media to rapidly expand the consumer base 
• Generate buzz that will attract even more composers, performers, musicians, and music directors via 

networking and website sharing   
• Promote collaboration between composers and performers to allow new content, and/or music 

arrangements for specific groups 

Brief	Overview	
 
The typical experience of a new composer follows this basic outline: the composer submits an arrangement of a song 
to a publishing house, and waits.  After months of silence, composers will get a form letter back from the publishing 
house stating that they have a contractual interest in protecting their previously published works by other 
composers.  New compositions and arrangements often compete with similar works from already published titles, 
leading to the traditional publishing house’s preference of protecting instead of expanding their existing music 
catalog. 
 
For independent composers, the internet cuts in two ways, it empowers and enables, and anonymizes and dilutes at 
the same time.  On a website, compositiontoday.com, Christian Morris expands on this composer’s dilemma.  
“Composers of contemporary classical music, however, just don't have the profile to promote their music simply by 
putting it on their website. For this reason most would prefer to win a traditional publishing contract, leaving the 
sales and promotion to someone else.”1 
 
                                                        
1 Morris, C. (2012, Nov 20). Self-publishing. Retrieved May 22, 2016, from compositiontoday.com: 

http://www.compositiontoday.com/blog/175.asp 
 



Sonatino offers the opportunity to build upon both the strengths and the weaknesses of the internet.  It creates the 
ability of the composer to collaborate with content consumers, and reduces the need to keep separate websites for 
composers.  By centralizing and using the collective strength of composers Sonatino offers composers a dynamic 
environment that will allow users to highlight their compositions, and to reduce the cost of using other companies 
who often charge an exorbitant amount for their publication services. 

Social	Media	Presence	
 
Sonatino is a new web startup company, and therefore has no existing social media presence to rely on for 
information and direction.  It is however expected that after fully implementing and launching the site that social 
media will be a valuable tool to determine both the popularity and demand for this type of website.  This social 
media campaign will utilize many traditional channels of social media to help spread and expand the presence of the 
brand, and attract a new pool of composers who are looking to publish their works.  The following key metrics will 
help guide the rollout of this website and should be updated with current information after the successful launch of 
the website. 
 

Metric Sentiment Reach Company 
Posts Feedback Average Response 

Time to Feedback 

Facebook Page Positive  --% 
Negative   --% 10,000 Fans 3-4 daily 5 comments and 10 

likes daily 12 hours 

Twitter Account Positive  --% 
Negative   --% 1,000 Followers 3-4 daily 5 @tweets, 10 

retweets daily 6 hours 

YouTube Channel Positive  --% 
Negative   --% 

1,000 
Subscribers 1 weekly 5 comments per 

video monthly 1 day 

SoundCloud  Positive  --% 
Negative   --% 1,000 1 weekly 5 comments per 

audio file monthly 1 day 

 

Competitive	Analysis	
 
The	Online	Competitive	Landscape	
 
Sonatino would bring a community of composers together to create a critical mass of works that would attract other 
composers, musicians, and directors to the site in an interactive multimedia forum that can share not only recorded 
music, sheet music, and videos, but insights, stories, and performance notes – the metadata of music.  It would also 
have forums for discussion of pieces, highlighted composers, and a vast library of works, genres, and resources for all 
involved in music. 
 
A brief internet search of “online sheet music publishing” shows the presence of traditional music publishers such as 
Hal Leonard and J.W. Pepper Sheet Music, both major players in music publishing.  It also shows an interesting 
website called Sheet Music Plus.  On this webpage, it offers to publish the work of composers, in return for a royalty 
of 45%.  Which means they will gladly collect 55% of the sale of other people’s music on their website.  This is the 
high price of admission.  Sonatino would eliminate these middle-men and enable the composer.  



 

Sonatino 
sonatino.wixsite.com/sonatino 

Hal Leonard 
halleonard.com 

Sheet Music Plus 
sheetmusicplus.com 

OVERVIEW: A quickly growing forum of 
NEW music and arrangements for a wide 
variety of instruments and voices.  It would 
allow self-published composers to 
collaborate with musicians, other 
composers, and directors. 

OVERVIEW: The world’s 
largest traditional music 
publisher.  It has been in 
business since 1947.  They 
have an extensive catalog of 
music in all genres and have 
been purchasing music and 
performance rights and even 
startup websites such as 
noteflight.com to eliminate 
potential areas of competition 
online. 

OVERVIEW:  The largest 
online sheet music publisher, 
with over 1 million titles.  They 
have been operating since 1996, 
and offer a full catalog of 
classical, popular, and 
contemporary music. 
 

Additional value: 
A personal connection between composers 
and musicians, beyond just the sheet music. 

Additional value:   
A trusted and well known 
source of musical scores 
spanning centuries of musical 
compositions.  They reach a 
large, worldwide audience of 
musicians. 

Additional value: 
A simple interface and search 
engine that allows you to not 
only purchase music, but to 
transpose it to that appropriate 
key for your needs. 

Details:  
An interactive website that allows 
composers to not only publish their pieces, 
but interact with their customers.  It would 
have chat forums, highlighted composers, 
search by genres, and additional 
information provided by the composers. 

Details:   
Pretty simple, they publish 
music.  If you want them to 
publish your music, you have 
to be someone, know someone, 
or be struck by lightning. 

Details:   
They have an online service that 
offers composers the 
opportunity to be published on 
their website, paying a 45% 
royalty. 

Cost:  
Composers would pay an access fee based 
on the amount of music they are 
publishing.  Consumers would pay the 
composer directly, without a middleman. 
 

Cost:  
Varied depending on the 
music.  From a few dollars for 
a choral score to thousands of 
dollars for full symphonic 
scores. 
 

Cost:  
Varied depending on the music.  
From a few dollars, to tens of 
dollars for most pieces. 

 
	
SWOT	Analysis	
 
Sonatino has many advantages over traditional and other online music publishers.  The following table outlines the 
Strengths and Weaknesses internal to the website, and the Opportunities and Threats External to the website.  By 
using strategies to maximize strengths to overcome threats (S-T Strategy), and minimizing weaknesses by developing 
the opportunities available (W-O Strategy) there is a greater chance of success for this business startup. 
  



 
 

Sonatino SWOT Analysis 

Strengths Weaknesses 
• A multimedia collaborative 

environment 
• Centrally located 
• Composers can present their art as 

they wish 
• Forums allow interaction with 

composers, performers and 
directors 

• Offers opportunities to be seen, 
heard, and performed for 
composers 

• Reduced cost for publishing 
• Offers video and audio sharing 

• A successful website may become 
too big to help new composers 

• Difficult to gain sufficient presence 
• Limited exposure through 

mainstream channels 
• Complex website to initially build 
• How to attract initial composers? 
• Reaching critical mass quickly 

enough 

Opportunities Threats 
• Music publishing is very top heavy; 

this is a bottom up approach 
• Potential to outcompete stagnant 

music publishers who have vested 
interests in already published 
catalogs 

• Can connect disparate composers 
and audiences across the globe 

• Go beyond simple sheet 
music/MP3 publishing 

• Self-publishing 
• Mainstream music publishers 
• Many established online sheet 

music publishers 
• Existing composer forums 

 

Goals	
 
In consideration of the above analysis, there are significant opportunities for Sonatino to attract a diverse audience 
of music composers, musicians, performers and music directors to collaborate and use the collective power of an 
integrated social media and interactive website to create a new and dynamic music experience. 
 
The following social media goals are designed to successfully launch this website: 

• Launching the website and Facebook channels – “Calling all composers” 
• Use existing social media connections of composers, musicians, performers, and music directors, to expand 

the social media presence of Sonatino 
• Help foster the development and posting of interactive discussion forums 
• Promote composers and performers videos and audio files of performances to enhance the website 

experience 
• Generate buzz by promoting composers and performances through Facebook, Twitter, YouTube and 

SoundCloud accounts. 
• Optimize website SEO by using links to external websites of all composers and their Facebook accounts, 

thereby improving search rankings. 



Strategies	
 

Listening – Use social media channels to determine what users are saying about their website and interactive 
experiences, categorized by each persona segment listed below.  

 
Interacting and Connecting – Using the power of social media channels to spark conversations and make lasting 
connections between composers, musicians, performers, and music directors.  This is the key to success with the 
website. 

 
Engaging and Influencing – Use interactive elements – forums, video, and audio – to stimulate innovation, and 
consumer purchase behaviors.  Using forums can spark new compositions for specific ensembles, videos can 
highlight performances, and audio recordings can show the potential sound of compositions.  All are vital 
decision making elements to continue forward with a relationship between composers, musicians, performers, and 
music directors. 

 

Target	Market	
 
Musicians	/	Performers	

 
Musicians can be hobbyists or professional performers and 
everything in-between.  Most have taken years of lessons and are 
often seeking new music to perform, but often do not select the 
music, deferring to directors or instructors. 
 

• Early teens through 70s 
• Usually middle-class 
• Male or Female 
• Artistic 
• Love music 
• Often divided between soloists or ensemble performers 

 
v “I have been taking lessons and performing for many years.” 
v “I enjoy being challenged.” 
v “I perform because this is my passion.” 
v “This is my creative outlet.” 

 
Composers	
 

Composers are a somewhat diverse group, male, female, young and 
old, usually post-college graduates – Bachelor’s or higher – but they 
all share a common need.  They need people to buy their work.  
The internet provides a way for Composers to share in an 
interactive format.  
 
Often composers are self-published, because getting a music label to 
publish for you is a long-shot at best. So, composers need a forum 
to present their work. 
  

Figure 1. Image Courtesy of pixel2013, Pixabay.com 
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• College educated 
• Usually middle-aged 
• Predominantly male (85%) 
• Middle-class 
• Creative and artistic 
• Opinionated 
• Passionate 
• Often work in non-related fields 

 
v “I am trying to sell my art.” 
v “I need a forum or marketplace to showcase my work.” 
v “I would like to share my music with the world.” 
v “My creations are unique and challenging.” 

 
 

Directors	
 

Music directors are those tasked with plotting the course for an ensemble, 
choosing music, rehearsing, directing productions, etc.  Directors often 
would like to hear a sample recording of a work, be able to preview the 
sheet music, and also read about the work and performance history of a 
composer. 
 
• College educated 
• 40-65 years old 
• Mostly male, more females becoming involved 
• Visionary 
• Reserved when considering risk 
• Bold when assured of artistic success 
 
 

v “I live or die by my audience.” 
v “I want to try new things, but cannot take too many risks.” 
v “Programming and performing new music is high risk, high reward.” 
v “I revere music history, but don’t want to present only ‘museum pieces’ in my concerts.” 
v “I want my audience to feel my passion and understand my programming.” 

 

Tools	
 
This website is envisioned to be a dynamic, content-driven market place.  The tools necessary to make this happen are 
fairly common, are currently beyond the capability of Wix as the Content Management System. 
 

Personalized webpages -  Composers will be able to create a fully personalizable webpage within the website.  
This will include links to their videos, sample pages of their compositions, lists of compositions, audio files, bios, 
blogs, etc.   

 
Web Marketplace – There will be a commercial element where composers can receive payment for their 
compositions.  One common approach is to allow immediate printing and/or purchase of a piece, with a validation 

Figure 3. Image Courtesy Wikimedia Images, Pixabay.com 



sticker or certificate that makes the copy official, and prevents consumers from purchasing one copy and making 
multiple copies.  Without the validation, the consumer is in direct violation of copyright, and that is clearly stated 
on the download. 
 
Forums – An interactive area where people can make requests for compositions, discuss performances, and 
interact with composers, and fellow musicians.  Forums will require the use of administrators and/or moderators 
to make sure topics stay civil, and users will also be given an option to flag inappropriate content. 

 
Social Media Plug-Ins – Composers will be able to market themselves via Facebook, Twitter, YouTube, or 
SoundCloud directly from their pages.  Fans can also like pages and share content. 

 
Highlighted Content – Content will be able to be highlighted on the front page of the website, giving greater 
access to new composers and compositions. 

Implementation	
 
Platform	Specific	Tactics	and	Tools	
 

Facebook	
With over a billion users, Facebook will be the primary method of social media outreach.  The social media 
personnel will monitor Facebook, responding to requests in a reasonable time period.  There should be 3-4 
weekly posts, consisting of highlighting featured composers, sharing new compositions or other shared 
media, in order to drive people to the website.  Additionally, advertising should be purchased as the website 
ramps up to target potential new users. 

 
Twitter	
Twitter will have less of a role than Facebook, but will still be important in mirroring the posting of 
Facebook posts and content, and tweeting important updates to the website functionality, etc. 

 
YouTube	
The YouTube Channel will highlight performances and compositions that have been specifically selected, or 
potentially sponsored by composers.  This is one of the best ways to share new content and will be integrated 
with Facebook and Twitter posts. 

 
SoundCloud	
SoundCloud is an important tool for composers, as it has some unique features that allow users to comment 
at specific moments of time during playback of audio files.  This is an important feature to most composers, 
and most musicians, performers, and music directors do not have time, or even potentially the skills to read 
printed music.  By providing a sound file, even with synthesized content, users can get an idea of how a 
composer wants a piece to be performed, and allows users to experience the content prior to purchase. 

 
Content	Development	
 

Content development will mainly be the purview of content developers, mainly composers.  The dynamic 
environment of the website will lead to competition between composers, so there will be a market incentive 
for composers to keep their content fresh and their page updated.  The webmaster will only have to choose 
composers to highlight on the front page, and rotate that so that the front page is always new and dynamic.  

 
Assignments	
 



It is unclear how many people would be required to run this website efficiently after it scales up, but a 
conservative estimate of a staff of 2-3 persons would be reasonable.   
 
Webmaster – The Webmaster would be in charge of website design, user accounts, and keeping the site up 
and running, and monitoring analytics 
 
Communications – A communications and/or marketing director would be useful in selecting content for 
the front page, as well as creating social media postings, and replying to comments, and forum moderation 
requests. 

 

Budget	and	ROI	
 
Budget		
Budgeting for social media and website management is perhaps the most important aspect of this website.  Due to 
the potential rapid expansion of this website, it is important to be prepared for any contingencies to ensure its 
success. 
 
Below is a rough estimate of the potential costs for the first year of operation: 
 
Website Manager  $55,000  
Communications and Marketing Manager $45,000 
Facebook Ads  $10,000  
Google AdWords $10,000 
Website Development, Software, and Operation $50,000  
Additional Expenses (R&D, Legal) $10,000  
Total Expenses for the Year  $180,000  

 
Return	on	Investment	
 
The potential return on investment is unclear, as website will be unpredictable for the first year since there are no existing 
metrics to use.  It is also unclear how much profit there may be as they will be dependent on a portion of user sales, from 
sponsored content, and website advertising revenue.  A consulting service should be contracted to determine revenue.  It is 
likely that this website may operate at a potential loss for the first few years, as is common with web startups. 
 
 

 	



Appendix:	
 
Website	Wireframe	
 

 
 
Branding	Research	
 
Three ideas for a name were developed:  Solilo, Sonatino, and Composé.  After doing a trademark search, on 
trademarkia.com there were no US trademark search hits on any of these potential brand names. 
 
Each of these are simple names, not in common use, and easily remembered.  The logos created all incorporate a 
simple musical theme into each of theme. 

 
 



	

	
The results of the survey were nearly identical for Sonatino and Composé.  However, due to the difficulties to get a 
website for Composé (using an accented character in a web browser in the US is difficult, and similar website names 
without the accent were already taken), it was decided that Sonatino would be the ideal name for the website. 
 
The informal survey had 12 respondents, with 5 preferring Composé as their first choice, and 5 preferring Sonatino, 
with only 2 preferring Solilo.  All results were positive for Sonatino, with respondents saying that the logo was 
creative (7 respondents), appealing (10 respondents), and musical (12 respondents) in nature. 
 
A copy of the survey is posted below. 



	
 



 
 



 
 



 
 



 


