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ABSTRACT 
 

 This paper aims to solve the task of marketing and branding Vinyl Tap: A Vinyl Record 
Listening Lounge and Bar. This paper identifies the rise, fall and resurgence of vinyl records in 
the past twenty-five years by conducting descriptive research. Books, observations, and scholarly 
articles were studied in order to understand the specific target market that Vinyl Tap will cater to 
two different target segments: the retro-innovative millennial and the nostalgic Gen X-er. 
Through extensive research, this paper aims to identify and detail the path to execution of the 
most successful touch points in terms of branding and selling something that is relative to both 
the music and bar/restaurant industry.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



record listening lounge & bar



2 3 



4 5 

INTRODUCTION
In a time where music exists 
in an overwhelmingly digital 
atmosphere, the process of 
obtaining a song can be 
extremely impersonal. For 
millennials, this is all 
they know but for Generation 
X, they are familiar with a 
much more intimate process 
of obtaining music. 

 At its height between 1960 
and 1990, the vinyl record 
not only offered music in its 
most true and rich form but 
also created an addicting 
environment for music lovers 
that offered a sense of 
community, belonging, and 

passion for music. Records 
were held in high regard 
and seen as a piece of art 
with never ending potential. 
With the digitization of 
music, the experience of 
listening was lost.

 Cassettes and CDs could 
not elicit an emotional 
response similar to that 
of the record. However, 
according to the Recording 
Industry Association of 
America, as of 2015 records 
sales have risen over 32% 
to $416 million, which is 
reportedly their highest 
level of sales since 1988.  

The current customer falls 
into one of two categories: 
Generation X seeking 
nostalgic experiences, and 
millennials embracing past 
cultures. Because of the 
over-saturation of music 
store chains in the US 
today, it is difficult for 
these target markets to 
satisfy the type of unique 
and independent experience 
they are looking for. In 
order to bring back some 
of the most authentic 
experiences for those who 
yearn to listen to music on 
vinyl, the business Vinyl 
Tap has been created.
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THIS PROJECT INVOLVED THE MARKETING 
AND BRANDING OF VINYL TAP, A RECORD 
LOUNGE AND BAR. VINYL TAP INCORPORATES 
PRIVATE LISTENING ROOMS AVAILABLE FOR 
RESERVATION, A RECORD LABEL, AND AN 
OPEN BAR FOR COMMUNITY LISTENING. 
THIS WILL BE ACCOMPLISHED THROUGH 
COMPREHENSIVE RESEARCH ON THE HISTORY 
OF THE VINYL RECORD INDUSTRY, REASONS 
WHY ITS SALES ARE CURRENTLY AT AN ALL 

TIME HIGH SINCE 1988, TARGET MARKET, 
COMPETING BUSINESSES, THE HISTORY OF 
ART ON ALBUM RECORDS AND WITHIN RECORD 
STORES, BRANDING, AND THE MOST USEFUL 
DESIGN EXTENSIONS. RESULTS INCLUDE AN 
ESTABLISHED DYNAMIC BRAND IDENTITY 
SYSTEM, DESIGNED STORE COLLATERAL SUCH 
AS MENUS, TSHIRTS, BUTTONS, GLASSES, AND 
AD CAMPAIGNS THAT SPAN ACROSS PRINT, 
DIGITAL, SOCIAL MEDIA, AND WEB PLATFORMS.
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METHODOLOGY

BOOKS

In order to understand the bar, restaurant, and vinyl 
record industry descriptive research was used to gather 
information. Descriptive research is the process of 
obtaining both quantitative and qualitative information 
about a phenomenon that is under study. It refers to the 
type of research in question, the design, and the analysis 
of all found data.  

The book Record Store Days 
was used for this project, 
written by Gary Calamar and 
Phil Gallo. Gary Calamar is 
the President of GO Music 
and a five-time Grammy-
nominated music producer 
Phil Gallo is currently a 

senior correspondent for 
the renowned Billboard  
magazine. This book gives 
insight into the history 
of how Record Store Day, 
a day celebrating vinyl 
and independent record 
stores, came to be. By 
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including interviews, iconic 
photography, and guest 
narratives, the book is able 
to illustrate the growing 
popularity of the record and 
music industry throughout 
the second half of the 
twentieth century, and 
the beginning of the 
twenty-first century.

 Vinyl Junkies by Brett 
Milano speaks to the culture 
of record collecting. This 
information is valuable to 
this project because it 
delineates the specifics of 
a current target market of 
those who still choose to 
listen to their music on 
vinyl. Milano started as a 
music critic and columnist 
but has since moved all 
around the country writing 
about the music industry. 
Vinyl Junkies is one of 
his four publications. 
His travels and in depth 
research lead to the concise 

conclusions drawn about 
the psychological driving 
force behind collecting and 
listening to music on vinyl.  

 The book In the Grooves: 
The Visual History of the 
Vinyl Record that was put 
together by Paperbacks 
LLC was also used for 
this project. This book 
is strictly visual and 
depicts the progression of 
the vinyl record from its 
standard black appearance, 
to shaped vinyl, to image 
printed vinyl. There is no 
author for this book because 
it is strictly visual and 
uses popular records to 
depict the progression. This 
proved useful in design 
inspiration, as it goes 
through the progression of 
the different sizes, shapes, 
and versions of vinyl. 

 Vinyl: A History of the 
Analogue Record written by 

Richard Osborne details in 
great depth the history of 
the vinyl record. Osborne 
is the professing leader 
of various art programs 
at Middlesex University 
London, and has published 
many other works that fall 
under the theme of music. 
In this book, he touches 
on the relationship that 
a record has with music 
and the listener and how 
it has shaped music in the 
twentieth century. This book 
also touches on the cult 
like attitude of those who 
listen to records. Lastly, 
he touches on vinyl’s impact 
on current subject matter in 
art and advertising.

 America Eats Out by John 
F. Mariani details the 
history of the restaurant 
culture in the United States 
and how it has progressed 
through time. The specific 
sections of this book 

that proved useful were 
the ones that included 
description and history of 
the speakeasy, as well as 
a bar. Author John Mariani 
is one of the top food 
authors and journalists. He 
began writing for the New 
York Times and has since 
published over ten books 
about food and culture. 
He has been a three-time 
nominee for the James Beard 
Journalism Award and this 
particular novel helps 
detail how an entrepreneur 
of the restaurant, bar, and 
speakeasy business should 
run their establishment.

 Alina Wheeler’s Designing 
Brand Identity: An Essential 
Guide for the Whole Branding 
Team, Edition 4 identifies a 
specific five step process in 
order to achieve successful 
branding for a newly 
launched business. The book 
goes into brand strategy, 
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design development, how to 
develop successful brand 
standards, and launch and 
governance. This specific 
edition delves into how 
the realm of branding and 
advertising has been changed 
by the use of social media 
trends and mobile devices.

 Record Label Marketing by 
Thomas William Hutchison, 
Amy Macy, and Paul Allen 
details the process of how a 
record label goes from the 
plant to making a connection 
with the customer in the 
arena of the store. The 
authors use very detailed 
visuals and rely heavily on 
statistics to detail what a 
modern day record label’s 
marking plan should be.

 Denise Yohn’s What Great 
Brands Do gives insight into 
the seven key principles on 
how to build a successful 
brand. Yohn has worked as a 

strategist for a plethora 
of advertising agencies and 
worked on accounts such as 
Burger King, Land Rover 
and Jack in the Box before 
landing a position at Sony 
Electronic Inc.’s first brand 
office. She now runs her own 
firm and has become a sought 
after keynote speaker on 
brand engagement and has 
written one other book 
as well, which is titled 
Extraordinary Experiences: 
What Great Retail and 
Restaurant Brands Do which 
was also looked at for this 
project. This book gives key 
insight on how brands create 
a unique customer experience 
that continues to drive new 
people in.

 Power Branding by Steve 
McKee was used in order 
to gain insight in what 
brands of all sizes do in 
order to grow. McKee is 
the co-founder of McKee & 

Wallwork company, which is a marketing firm that was formed 
in order to help revitalize stuck or stale brands. He’s 
had over thirty years working with brands that need help. 
In this book he explores branding and marketing techniques 
that delineate how to successfully brand your business in a 
timeless way so that it does not stumble as some brands may.

ARTICLES
An article entitled “Why 
Millennials are Buying More 
Vinyl Records” published by 
Kate Rogers with CNBC was 
helpful in providing insight 
into why the record industry 
has resurged. The article 
gives statistics in current 
vinyl sales and demographics 
of those contributing to the 
statistics. This article 
also focuses on the sole 
fact that vinyl creates an 
experience for the listeners 
that a digital download 
cannot provide.

Kristina Monllos published 
an article on Adweek titled 
“With Vinyl’s Resurgence, 
Here’s How Brands Are 
Capitalizing on Music’s Most 
Analog Medium”. This article 
delineates the growth 
certain companies that have 
catapulted sales due to 
the rise in record sales. 
Certain start-ups that have 
varying concepts have been 
able to succeed and grow 
rapidly among those who buy 
vinyl. Their success rates 
are documented within this 
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OBSERVATIONS

Off The Record in Dallas was 
observed. This is a record 
store located in Dallas, 
Texas in the neighborhood 
of Deep Ellum. This store 
serves cocktails to shoppers 
while they browse the record 
collection. While the store 
offers vinyl for purchase, 
they do not offer a means to 
play the record that they 
are selling or providing 
for the customer. They play 
music over a stereo system 
throughout the store. The 
observations made were 
useful in understanding the 
target market and how the 
consumer interacts with the 
vinyl record within a 
bar-like setting.

article and it also provides 
useful insight into what a 
current proposed business 
in the record industry’s 
business path may look like.

 Tom Donker’s thesis 
The Regeneration of 
Vinyl Records details 
the resurgence of vinyl 
records among millennials 
in the Swedish culture. 
Although this data cannot 
be directly applied to the 
target markets in the United 
States, his findings prove 
relative to the habits and 
compulsions of the same 
target market here in the 
USA. He is able to pinpoint 
how and why this resurgence 
came about in regards to the 
psychological tendencies of 
millennials. 
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Vinyl records look back 
to Emile Berliner’s 
1880’s gramophone as their 
precedent. However, the 
most important aspect of 
how the vinyl record came 
to be was not the disc 
itself, but the grooves. 
In 1877, Thomas Edison 
released his phonograph, 
which had a similar concept. 
Both the words “gramophone” 
and “phonograph” stem from 
the root of the Greek word 
for “song-writing”, which 
references the groove of 
the record (Osborne 4). 
However, the groove was 
conceptualized before Edison 
or Berliner could get to 

RESULTS OF THE RESEARCH LED TO VALUABLE 
INFORMATION REGARDING THE HISTORY OF 
THE VINYL RECORD INDUSTRY, THE FORMAT’S  
RESURGENCE, THE TWO SPECIFIC TARGET 
MARKETS FOR THIS BUSINESS MODEL 
(MILLENNIALS AND GENERATION X) DESIGN 
CONSIDERATIONS FOR CREATING COLLATERAL, 
AND ADVERTISING PLATFORMS FOR VINYL TAP. 

BACKGROUND INFORMATION
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it first. They both drew 
inspiration from Edouard-
Léon Scott de Martinville 
who made a playback 
device in 1856 called the 
Phonautograph. However, this 
machine differed from what 
both Edison and Berliner 
thought was possible with 
the developed technology. 
Thomas Edison was actually 
the first to be able to 
engineer a machine that 
could reproduce sound 
audibly, whereas Scott was 
aiming to reproduce sound in 
a visual manner. 

 This transfixed Edison on 
the mechanical reproduction 

of visualized sound. There 
was something to be said 
about Scott’s technology 
however. It would transmit a 
sound wave onto a cylinder 
covered with a piece of 
paper. According to author 
Richard Osborne of Vinyl: 
A History of the Analogue 
Record, the sound waves 
would then be traced on the 
paper from a cylinder that 
would hang down and move 
from the vibrations of the 
sound waves (14).  It was 
clear that this process 
could not be completed 
without the use of grooves 
to capture the sound in 
time. Edison was able to 
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get a US patent on his 
phonograph in 1878, which 
led to conflict for anyone 
wishing to produce a similar 
product – they would either 
have to buy into Edison’s 
franchise or come up with a 
new process for creating a 
groove. By the time Edison’s 
phonograph had been released 
to the market, he was not 
really sure what its exact 
purpose was. Many were in 
awe by the magical science 
behind it, but few saw the 
practical applicable use.
 
 Interest petered out in 
the phonograph until Charles 
Sumner Tainter, Chichester 
and Alexander Graham Bell 
released their Graphophone 
to the market. They were 
able to patent it in 1886 
(Osborne 15). This machine 
takes the root of what 
Edison was doing, but made 
some changes to make it more 
applicable. They were able 

to make enough changes to 
the base of what Edison had 
done so that it was different 
enough to get a patent – 
they replaced the tinfoil 
base with cardboard coated 
with wax, and brought in a 
floating needle device that 
would function as a result 
of the grooves on the record 
that were now incised. 
Edison was quick to pick up 
these changes as well in the 
face of a challenge with 
his “Perfected Phonograph” 
in 1888. Both machines 
were picked up by Jesse H. 
Lippincott and marketed to 
the masses as a dictation 
machine for businesses.

 Meanwhile, Berliner 
decided to continue down 
a different road with the 
intention of his gramophone. 
He was able to get a patent 
in 1887 and use his device 
for discs for music purposes 
rather than office use. While 

the patents of Edison, Bell, 
and Tainter were focused 
more around the engineering 
of the machine, Berliner’s 
was focused on the grooves 
of the disc and chose to 
use a lateral method of 
movement for his discs 
(Osborne 18). This lateral 
groove movement was used 
up until Alan Blumlein had 
the idea to put grooves on 

both sides of the disc that 
moved both laterally and 
vertically and it went on to 
be eventually denoted as the 
record industry standard in 
the year of 1958.
 Then came the question 
as to how to mass-produce 
a record, to which Thomas 
Edison found a solution. He 
took the cylindrical form 
used for his phonograph, 

“GROOVES 
ON BOTH SIDES 

OF THE DISC”
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flattened it, and took a 
plaster cast of it so that a 
master copy of the grooves 
were made. Edison was not 
interested in using this 
technology for the music 
industry, however others 
took it there and ran. It 
completely changed the 
convenience of listening 
to music. By being able 
to produce more than one 
copy, music could now be 
heard recurrently. At this 
time, the longest possible 
duration on a record was 
about two minutes, and 

the process was so time 
intensive that artists had 
to master everything before 
they got to the studio. If 
they were to incorrectly 
make the master recording, 
the whole record would be 
thrown away and the whole 
process would begin all over 
again. 

 As the process began 
picking up speed, there was 
an increased need to advance 
the technology and materials 
of the disc format. 
Materials used progressed 

from wax, to shellac and 
then finally rested on vinyl. 
Shellac was pushed off the 
table due to the fact that 
it was hard to obtain on a 
geographical level. In the 
early 1930s, The US Union 
Carbon and Carbide Company 
was the first to “manufacture 
polyvinyl chloride” (Osborne 
67).  Using vinyl propelled 
the music industry further 
than some could imagine, 
while sticking with its 
roots. The material was 
durable and allowed for the 
grooves of the record to be 

placed closer together and 
this made the creation of 
the LP possible. The use 
of vinyl gained popularity 
during World War II and the 
introduction of the V-discs. 
Over eight million records 
were produced between the 
years of 1943 and 1949 
for the servicemen and 
women overseas. By using 
vinyl for this initiative, 
this specific materiality 
of record was gaining 
popularity fast, and its 
increased groove capacity 
and now six minutes of 



24 25 

playing time cleared the way 
for the invention of the 
long-playing record (LP).

 According to Record Store 
Days, in 1946 RCA Victor 
began to use vinyl for 
only certain projects, 
but Colombia Records took 
it upon themselves to 
further the technology into 
something for the mass 
consumer audience in 1948 
(Calamar and Gallo 24). They 
were the first to introduce 
the LP as a standard in 
the music industry that 
had a higher rpm than what 
RCA Victor had released. 
It was widely accepted by 
consumers because they had 
been used to various formats 
of vinyl records being 
released at this time. The 
consumers felt that it was 
not the material that was 
innovative, but the ability 
to fit more music onto a 
similar sized disc as used 

prior to vinyl. People 
were not worried about the 
increase in price point 
because they felt it was 
justified for the increased 
quantity of music that they 
were now able to get on a 
single disc. 

 This produced a need for 
record stores – an outlet 
where the audience could 
purchase these records 
for themselves and where 
recording studios could sell 
their mass-produced product 
to the public in an orderly, 
documented fashion. In fact 
the record store became a 
“point of inspiration” for 
record labels and companies 
(Osborne 78). In Record 
Store Days, George Calamar 
asserts that the retail 
experience behind buying 
music is almost as important 
as the music itself. Record 
stores quickly became known 
for their unique interior 
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and its emotion evoking 
properties. Stores would 
fill aisle after aisle with 
colorful LP and EP sleeves. 
Promotional posters for 
bands would be plastered 
over each other so that no 
wall could show through. The 
Record stores took a unique 
positioning of establishing 
themselves as an integral 
and irreplaceable part of 
the music culture. Stores 
would be the place where 
people would go for hours 
to congregate, form new 
friendships, talk music, 
and drink wine. A lot 
of stores implemented 
listening booths into their 
architectural plans so that 
customers knew that music 
came first – above profit 
and the commercial format 
of the music. According to 
composer William Bolcom, 
there is a lot of value in 
the listening booth for 
past and present record 

stores. Being able to hear 
the grain and quality of 
a record in store before 
you buy it “revolutionized 
musical taste” (Calamar and 
Gallo 44). In addition, 
Wenzel’s Music Town in 
Downey, California took an 
extra leap and included a 
recording studio within 
their store.
 
 In the early 1950s, we 
see the influence of vinyl 
expanding internationally, 
and the value of the 
record store increased 
exponentially. Vinyl and 
LPs were becoming widely 
accepted as the mainstream 
and now affordable form of 
obtaining music for at home 
listening. Sales skyrocketed 
in various countries: 60 
million sold in England, 30 
million sold in Germany, 
15 million in Brazil, and 
8 million in Argentina 
(RIAA Database). However, 

it wasn’t until the 1960s 
that record buying became 
a habit for some people, 
and it was all due to The 
Beatles craze. In 1965 Glen 
Wallichs, head of Capitol 
Records, estimated that “53% 
of all records were being 
sold to teenagers” (Calamar 
and Gallo 65). 

People did not really begin 
to look at numbers until 
1991 when Nielsen SoundScan 
started tracking sales data. 
This amplified the importance 
of promoting a record and 
ultimately reconfigured the 
path that a record would 
take to retail. It also 
put more value on record 
labels, as it redefined 
the understanding of a 
label’s success in terms 
of a data-oriented chart, 
which affected its market 
share and drove certain 
labels to advertise more 
heavily in order to boost 



28 29 

“...LEFT CRAVING
THE EXPERIENCE

& CULTURE OF
RECORD STORES.

sales. However, technology 
continued to push forward 
and the introduction of 
the compact disc (CD) 
drastically changed the 
landscape of the music 
industry. People were 
viewing a CD as a cheaper, 
more disposable form of 
music. It was cheaper to 
buy, and it didn’t tend 
to get damaged as easily 
as a record. It was more 
disposable and people felt 
they could be a little more 
reckless with it without 
losing any quality of the 
music on the disc. Many 
people made the switch from 
vinyl to CD at this point.

 With the dip of vinyl 
sales, stores sought 
alternative solutions in 
order to stay alive. Tower 
Records founder Russ Solomon 
stated that “the change in 
retail between 2003 and 
2009 was one of the most 

dramatic periods” he’s ever 
seen in over sixty years in 
the music business (Calamar 
and Gallo 48). A lot of 
major chains closed, but 
some altered their business 
model in order to survive. 
Record stores were expanding 
inventory so that they could 
make money off of products 
other than the vinyl record 
and in doing so, the stores 
lost their unique quality. 
Many of the independent 
record stores that refused 
to make this shift were 
placed out of business at 
this time because the choice 
to sell exclusively vinyl 
was not enough at this 
time. By losing the unique 
quality of the stores, the 
remaining populations who 
listened to music on vinyl 
and enjoyed the experience 
were generally left craving 
the culture of the past.

 However, some record ”
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stores have been able to 
survive due to the fact 
that there are segments 
of individuals in each 
generation that are consumed 
with the experience of 
listening to music on 
vinyl. It is easy for those 
who grew up with vinyl to 
romanticize this time, and 
it is easy for millennials 
who are interested in music 
to make a connection to the 
past and place themselves 
in the history and defining 
culture of the music 
industry. Origami Vinyl in 
Los Angeles, California can 
be looked at for inspiration 
in the development of Vinyl 
Tap. Opening in 2009, the 
store stayed confident in 
its decision to carry only 
vinyl, but offered a unique 
perspective in regards to 
upholding record industry 
culture. Afterhours the 
store hosts a gathering 
across the street in the bar 

where vinyl lovers alike are 
invited to talk about and 
listen to specific artists 
for that week. It is likened 
to the modern day version of 
a record club and continues 
to remind attendees of the 
sense of community music 
– specifically vinyl – can 
invoke. Neil Schield, owner 
of Origami Vinyl asserts 
that “social networking 
tools bring that sense of 
community, and we have 
people following us all over 
interacting over records” 
(Calamar and Gallo 64). 

 In 2008, an annual Record 
Store Day was created in an 
attempt to respark the mass 
interest in vinyl. The day 
was conceptualized by the 
Music Monitor Network, the 
Coalition of Independent 
Music Stores, Alliance of 
Independent Media Stores, 
and Newbury Comics for 
independent companies and 

music lovers alike. On a 
retail side, in order to 
participate in Record Store 
Day you had to be a physical 
retailer that carries at 
least fifty percent music, 
at least 70% of the store’s 
ownership had to be located 
in the state where the store 
was operated, and the store 
could not be publically 
traded. Vinyl records were 
still on the backburner in 
relation to the digitization 
of music and the convenience 
it brought for the consumer. 
The first year did not yield 
a great response, however, 
the second year it was 
celebrated it was a large 
success. In 2009, New York 
Mayor Michael Bloomberg 
officially made April 22nd 
Record Store Day. Stores 
hosted free performances 
and offered a plethora of 
exclusives on vinyl in order 
to encourage the purchase of 
the records. 
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According to the Recording 
Industry Association of 
Ameria’s US sales database, 
during the first year of 
Record Store Day 1.9 million 
records were sold. However, 
in the first half of the 
year of 2009, 1.2 million 
records were sold. This 
is a dramatic increase in 
comparison to the sales the 
year before. Between 2009 
and 2015, the format has had 
206% growth in sales. More 
recently, in 2015 it was 
recorded that the sales of 
vinyl records were again on 

the rise, with the first half 
of the year selling over 
nine million LPs and the 
end of the year capping off 
with a 32% increased revenue 
of $416 million, which is 
the highest level of sales 
vinyl has been at since 1988 
according to the Recording 
Industry Association of 
America. The RIAA also found 
that while the sales of 
the CD results in a higher 
income, sales were down 17% 
for this format of music. 
The RIAA also puts this 
number into perspective. The 

database delineates that the 
sales of vinyl last year 
were higher than that of 
streaming services such as 
YouTube, Vevo, and Spotify’s 
free service, which only 
amounted to $385 million.

 One thing that has 
definitely contributed to 
the increase in sales of 
vinyl is the fact that it 
is now being sold in retail 
stores such as Barnes & 
Noble, Urban Outfitters, and 
Whole Foods and because 
of this, more mainstream 
artists are now releasing 
their albums on vinyl at 
the same time is their CD 
release. By including it for 
purchase in a wider variety 
of stores, it is now being 
pushed to a different target 
market all together. Barbara 
Kraus, director of research 
at Parks Associates claims 
that these companies are now 
able to “capitalize on the 

RESURGENCE STATISTICS

nostalgia wave” while also 
“creating a new experience 
for people who were born in 
the digital age” (Rogers, 
“Why Millennials Are Buying 
More Records”). Another 
aspect that is helping to 
boost vinyl sales is the 
fact that record-pressing 
plants can utilize the 
Internet to sell. By selling 
vinyl on the Internet, they 
make it convenient for the 
millennial shopper who may 
not be fully aware of the 
experience that a record 
store can bring.
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TARGET MARKET

The Retro-Innovative 
Millennial and The 
Nostalgic Collector

The target market for Vinyl 
Tap can be separated into 
two segments. The first 
segment can be defined as 
the “retro-innovative” 
millennial. MusicWatch, 
an industry researcher, 
reports that half of vinyl 
records sales are from 
individuals under 25, and 
more are male than female. 
This specific group of 
millennials was born in 
1990 or after (Rogers, “Why 
Millennials Are Buying 
More Records”). According 
to psychologist Thornton, 
this group of millennials 
desires to reject what has 
become standard in their 
current mainstream society 
because non-conformist 
Generation X adults raised 
them, however they feel 
they need to do so in 
their consumption patterns 
(Donker, “The Regeneration 
of Vinyl Records). These 
consumers are concerned 

with what is going on in 
popular culture, but also 
have the desire to be 
unique. Because this group 
has grown up in the age of 
consumerism, consumption 
is viewed as something 
that shapes a millennials’ 
identity. Therefore, in 
the music industry, they 
turn to mainstream music, 
but in unique format. The 
vinyl record can be viewed 
as a retro-innovation and 
gives them a sense of 
differentiation. This feeds 
into the need for uniqueness 
(NFU) that this group of 
millennials feels. This 
concept is directly related 
to what the consumer feels 
their identity is and can 
help explain why they feel 
the need to be differentiated 
among others. There are 
many ways for this group 
to combat falling into the 
current trends, and that is 
by turning their attention 
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to vintage or antique goods 
that are available for 
purchase in independent 
markets. However, while 
millennials are starting to 
purchase records, the RIAA 
has found that about half 
do not have the means to 
play the records that they 
are purchasing (RIAA Sales 
Database). 

 Researchers Tepper, 
Bearden, and Hunter have 

categorized this need for 
uniqueness into three 
separate psychological 
dimensions: creative 
choice counter conformity, 
unpopular choice counter 
conformity, and avoidance 
of similarity (Donker, 
“The Regeneration of Vinyl 
Records”). Creative choice 
counter conformity is 
defined by the consumer’s 
search for something that 
would set them apart in 

a social setting. This 
encourages the consumer 
attempt to find creative 
solution to something 
mainstream in order to 
boost their positive social 
image. However, this 
type of choice has a low 
risk for disapproval by 
peers. Unpopular choice of 
counter conformity has a 
high risk of disapproval 
by peers because it is 
clear that the consumer 
is using the product to 
challenge consumer norms 
and establish himself or 
herself as different. Lastly, 
avoidance of similarity 
is characterized by when 
a consumer no longer is 
interested in a product 
that they use based on its 
frequency of purchase among 
peers. When a consumer with 
a strong need for uniqueness 
latches on to the idea 
that a product is becoming 
commonplace, avoidance of 

similarity tends to be the 
psychological dimension that 
is the most recurrent. 
These three categories are 
crucial when defining this 
segment of the target market 
for Vinyl Tap. Because the 
record has a strong symbolic 
value and is a vintage tie 
to the past, it is clear why 
the vinyl record appeals to 
this specific market. The 
psychological dimensions 
strongly argue in favor of 
the reasoning behind why 
this generation has had 
an immense impact on the 
resurgence of vinyl records 
and would be attracted to 
the concept of Vinyl Tap.

 The second segment of the 
target market are those 
who grew up when vinyl 
records were in the height 
of their popularity and 
would be interested in a 
concept like Vinyl Tap 
for nostalgia purposes. A 

HALF THE MILLENNIALS WHO BUY VINYL 
DO NOT HAVE THE MEANS TO PLAY IT. 

“
”
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specifically relevant type of 
consumer in this segment is 
the record collector.  The 
fixated consumption of the 
record collector expresses 
an impassioned dedication 
in regards to time and 
money for a certain product 
– in this case, the record 
(Milano 46).
 
 From a nostalgia 
viewpoint, those who grew up 
with record stores at the 
apex of their popularity 
recount their memories on 
how big of an effect the 
stores would have on their 
life. According to Record 
Store Days, kids at this 
time would use record stores 
as a place to “congregate 
and form friendships” 
(Calamar and Gallo 16). 
They would come together to 
listen to music and drink 
wine in the parking lots. 
The record store was a place 
of community and those 

consumers lost the ability 
to use the record store in 
the same sense when sales 
dipped and music became 
mainly accessed digitally.
Those who grew up listening 
to and collecting records 
have an appreciation for 
the experience that comes 
along with the format that 
would be easy for Vinyl 
Tap to capitalize on. The 
fascination comes from the 
record as the object, and 
the interaction that comes 
along with it. Being able 
to place the needle on the 
groove is not the same 
experience as pressing play 
on a CD player for this 
group. Brett Milano, author 
of “Vinyl Junkies” asserts 
that if you were a serious 
fan of music in the 1970s, 
you automatically were 
“something of a collector” 
due to how many records you 
would generally have. With 
the way the music industry 

was digitalized, it’s “made 
collectors even hungrier 
for the peak experience” 
of listening to music on 
vinyl (Milano 31). For this 
segment, it speaks to the 
immortality of the record 
and the psychological 
satisfaction they receive 
from listening to it in this 
format.
 
 In “Vinyl Junkies”, Bob 
Irwin (owner of the Sundazed 
label) gives insight into 
why the target audience he 
is a part of loves the vinyl 
record. He asserts that at 
the time, the culture of 
getting a record was more 
than just the music – “it 
was the smell of it, the 

look of the inner sleeve” 
and the experience of 
sharing it with others and 
“running back and forth 
from the shelves to the 
turntable” (Vinyl Junkies 
54). Musician Roger Manning 
also asserts that his target 
market does not “get enough 
stimulus from what’s going 
on currently” in the music 
industry in regards to how 
music is produced. The 
experience of being taken 
on a journey through the 
grooves of the record for 
this segment has been lost, 
and they tend to gravitate 
towards establishments that 
will provide and preserve 
this experience for them.
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It’s been found by Scott 
M. Davis in Brand Asset 
Management that the average 
consumer is exposed to about 
six thousand advertisements 
in one day (Davis 5). 
They’re also exposed to more 
than twenty-five thousand 
brand new products each 
year. In this regard, the 
branding of a company and 
its apparent message is the 
utmost important thing. 
According to Moira Cullen, 
Senior Director of Global 
Design at The Hershey 
Company, the design of a 
brand “differentiates and 
embodies the intangibles 
– emotion, context, and 
essence – that matter most 
to consumers” (Wheeler 72). 
A brand is based on a big 
idea and must be able to 
apply to the many facets of 
a brand: strategy, behavior 
actions, and communications. 
This business will employ 
a monolithic brand 

architecture, in which it is 
defined by a single master 
brand. This kind of business 
relies heavily on customer 
loyalty, brand promise, and 
persona. The big idea can 
help lead to a name, which 
should be timeless and easy 
to remember. 
 
 With this in mind, the 
name Vinyl Tap was carefully 
chosen. Specifically as a 
reference to Spinal Tap, 
a parody heavy metal band 
in the 1980s. Their music 
was released onto vinyl, 
and a documentary was 
released detailing the 
comedic journey of this so-
called rock band. It was an 
incredibly popular craze and 
is representative of part 
of music culture at this 
time. The specific reference 
appeals more prominently 
to the record collector 
segment of the target market 
but also the millennials 

MARKETING 
& PROMOTION
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it makes the consumer 
feel, the products and 
experiences they offer and 
create, etc. Denise Yohn, 
author of Extraordinary 
Experiences: What Great 
Retail and Restaurant Brands 
Do, contends that most 
people are not concerned 
with what the logo looks 
like because that is not 
the main reason they keep 
coming back. If the brand 
can convey authenticity 
within their identity and 
create something that is 
well designed and supports 
the culture created, they 
will be very successful in 
attracting new customers 
while also retaining 
their current ones as 
well. In order to achieve 
authenticity, a brand 
must have “communication 
architects, information 
architects, designers, 
and engineers” so that 
everything comes together 

who have a strong need for 
uniqueness and differentiate 
themselves by focusing on 
past crazes. The name is 
also relevant to the type of 
business proposed because 
it will be a bar where all 
of the beer is served on 
tap. By simply replacing the 
word “spinal” to “vinyl” 
it retains the same rhythm 
and perfectly captures 
the attitude, nod to the 
past, and services this 
establishment will offer.

 Because this business will 
be relying heavily on some 
of its customers coming 
from the period of time 
where vinyl records were 
the most important aspect 
of the music industry, 
brand authenticity is 
vital. In part, a brand 
captures a person based on 
what it does for a consumer 
each time they step into 
the establishment, how 
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websites for restaurants: 
information, accessibility 
and engagement. And in 
conjunction with this, 
Wheeler asserts that the 
website must answer a few 
vital questions: Who is 
the company, why should 
the customer know about 
it, what services/products 
do they provide, and what 
is in it for the customer? 
Having a strong web presence 
can engage viewers from 
around the world and 
encourages quick sharing 
and communication which 
can be achieved through 
clear hierarchy and easy 
navigation throughout the 
site. A restaurant or bar 
should offer a web version 
or downloadable PDF of 
their menu, and specifically 
for Vinyl Tap, it will be 
important for the customer 
to be able to make a 
reservation for one of the 
private listening rooms 

important to have a digital 
presence in communication 
as well. Companies are 
starting to create branded 
e-signatures in light 
of using the US postal 
service less for simple 
communication. 
 
 Web presence is also 
important in regards to a 
bar or restaurant. In this 
digital area, people are 
turning to the World Wide 
Web in order to obtain 
information about a certain 
place before they go there. 
Many look to services like 
Yelp and Urban Spoon in 
order to make a decision 
about where to go, and it 
is important that this be 
able to be linked to a 
website that communicates 
the experience of the 
establishment in order to 
draw in customers. There 
are three important key 
factors when it comes to 

and communicates effectively 
(Wheeler 152). While it 
is important to remain 
authentic however, it 
cannot give into temporary 
trends. A brand should have 
a lifespan of twenty years 
or more. 

 In this day and age, it 
is also important that the 
brand can be communicated 
quickly through any means 
of collateral. A restaurant 
lends itself to many touch 
points when it comes to this 
category and it is important 
to keep the identity of the 
brand consistent throughout 
all pieces. Alina Wheeler 
states that the “best 
collateral communicates 
the right information at 
the right time” with any 
customer (Branding Identity 
150). Collateral should 
increase brand recognition 
and make it increasingly 
easier for the customer to 

understand all that there 
is to know about the brand 
in order to make buying 
decisions.
 
 There are many ways to 
expand the brand of a 
bar and restaurant. Any 
business needs a stationery 
package, but specifically a 
business card is important 
for those in the bar and 
restaurant industry. There 
are many vendors that need 
a point of contact with the 
restaurant when it comes to 
food, beverage, furniture, 
interior design, inspection, 
and more. However, it is 
becoming increasingly 

BRANDS
COMMUNICATE
QUICKLY.
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online for convenience. 
Because mobile traffic is at 
46% of all web usage, it is 
increasingly important that 
this be functional on mobile 
devices. Websites are also a 
great point of reference for 
your social media accounts. 
Having Instagram, Facebook 
and Twitter engages audience 
interaction and gives a 
chance for a consumer to 
get a quick glance about 
consumer culture in a 
concise manner.

 Thomas William Hutchinson, 
author of Record Label 
Marketing claims that the 
primary form of advertising 
for the recorded music 
industry is print “done in 
conjunction with retail 
stores” – more commonly 
known as co-op advertising 
– but also relies on 
radio, television, outdoor, 
Internet, and magazine 
advertising (Hutchison, 

Macy, and Allen 238). It 
is important to apply 
this information to Vinyl 
Tap since it is not only 
promoting the sale of music 
but food and beverage as 
well. Advertising can be 
leveraged not only on a 
digital level but also on 
a print level. Advertising 
has the power to influence, 
persuade, and communicate 
vital information to the 
customer. Since the amount 
of mobile trafficking has 
risen, as aforementioned, 
it will be incredibly 
important to promote the 
brand through various 
social media channels. 
Through this medium it is 
easy to continually release 
promotional images, video, 
consumer driven content, and 
more to remind your customer 
of your establishment. 

 Lastly, the environment 
of a dining establishment 
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tables. Towards the back entrance of the store, there is 
about 10 feet of shelving with three rows of vinyl to 
peruse and purchase. You can order a drink and browse the 
selection, but you cannot listen to it. The emphasis here 
is not on the experience of the vinyl, but it attempts to 
make the connection. The floor plan and layout of Vinyl Tap 
must emphasize the importance of music and vinyl in its 
experience, and this can be done by relating the interior of 
the bar more to that of a record store.

opened in 1957 and now sells 
CDs and vinyl. This store is 
very small, but continues to 
retain the personality of 
record stores during that 
were opened in that time 
period. It has posters of 
bands hung up around its 
walls, and the owner is 
extremely passionate about 
records. 

 Off The Record in Dallas 
is a bar that also sells 
vinyl records in addition 
to their sales of alcohol. 
The concept of this bar 
is the closest existing 
establishment to what 
Vinyl Tap would be, but 
here records are only 
available for sale and not 
to be listened to. The 
interior of this bar is 
vital in the atmosphere and 
experience it creates. It 
has a vintage quality with 
exposed brick walls with 
a marble bar and wooden 

is especially important. 
People will often continue 
to go back to a restaurant 
or bar because of its 
ambiance, not because of 
its food and beverage. 
Ambiance is affected by the 
establishment’s floor plan, 
worker’s attire, interior 
design, indoor signage, 
color, attitude, and ease of 
experience. In order to gain 
a deeper understanding of 
how to appeal to the current 
demographic listening 
to vinyl, observations 
were conducted at various 
establishments that have 
to do with the purchase 
of vinyl records. There 
are a handful of record 
stores today that retain 
the same layout and feel 
that was once commonplace. 
Observations were done at 
Record Town in Fort Worth 
and Off The Record in the 
neighborhood of Deep Ellum 
in Dallas. Record Town 
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In order to create a 
cohesive, authentic brand 
Vinyl Tap must think heavily 
on typography, color and 
pattern. When it comes to 
designing anything related 

to recorded music, it is 
imperative that there be a 
consistency between “arist 
photos, themes, color, 
font, pattern, and texture” 
(Hutchison, Macy and Allen 
240). In this sense, it will 
be important to establish 
a photography style in the 
brand standards. By looking 
to past record sleeves, 
promotional posters, 
advertisements, and record 
store logos it will be 
easier to get a general idea 
of the look and feel that 
the logo and its collateral 
should have. 

 In regards to the 
typography for Vinyl Tap and 
its collateral, it will be 
important to find a marriage 
between vintage and modern. 
While the vintage quality 
will appeal to the older 
segment, it is found that 
millennials respond more 
positively to brands that 

DESIGN CONSIDERATIONS
incorporate a modern and 
clean look. Generally, one 
to two type families are 
used to create a consistency 
throughout the brand. The 
typography must also have 
a “unique personality 
and inherent legibility” 
(Wheeler 144). It can be 
used to be expressively and 
obviously communicative, 
but at the same time it can 
imply a subliminal message 
that gives insight to much 
more personality of the 
brand than first glance would 
let on. 

 Color is also important 
when it comes to creating a 
brand. It can create brand 
association and evoke an 
emotional reaction from 
someone. According to 
Wheeler, the “brain reads 
color after it registers 
shape and before it reads 
content” (Wheeler 140). 
Because of this, it is 
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and predictable. When 
creating patterns for 
Vinyl Tap, color is also 
incredibly important. 
While a pattern is a lot 
of visual information, 
it must not be harsh to 
look at or distracting to 
what it is being combined 
with. Patterns can be 
“overwhelming and over-
stimulating in conjunction 
with a brand” but when done 
right, it can create a 
visual identity apart from 
the logotype for your brand 
and continue to push brand 
recognition (McKee 152). 

incredibly important that 
the color be able to tie 
back to the music industry 
and replicate the emotion 
that music can also invoke. 
In order to do so, it needs 
to be fully understood how 
the brand should undoubtedly 
be perceived. The color 
choices also need to be able 
to be registered across 
all forms of collateral. 
It is vital that the color 
patterns do not relate 
closely to any sort of 
palette chosen by direct 
competitors. In doing so, 
the market that the design 
is trying to survive in 
becomes oversaturated 
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VINYL TAP IS A PRIVATE LISTENING LOUNGE AND BAR 

FOR VINYL RECORDS. IN ORDER TO APPEAL TO THE TWO 

SPECIFIC TARGET MARKET SEGMENTS, A COMBINATION 

OF TRADITIONAL AND DIGITAL ADVERTISING WILL BE 

USED HEAVILY. IN ORDER TO APPEAL TO THE “RETRO-

INNOVATIVE” MILLENNAIL SEGMENT, VINYL TAP WILL 

IMPLEMENT SOCIAL MEDIA AD CAMPAIGNS, CREATE VIDEO 

GENERATED CONTENT TO USE ACROSS VARIOUS MEDIA 

PLATFORMS ETC., AND CREATE GUERILLA MARKETING 

CAMPAIGNS. THIS WILL BE DONE IN ORDER TO CATER 

TO THEIR NEED FOR UNIQUENESS THAT THIS SPECIFIC 

GROUP OF MILLENNIALS EXPERIENCES THAT CAUSES 

THEM TO TURN TO VINTAGE FORMATS OF MUSIC. IN TERMS 

OF APPEALING TO THE NOSTALGIC GENERATION X-ERS, 

TRADITIONAL PRINT ADVERTISING WILL BE USED THAT WILL 

BE PUBLISHED IN RENOWNED MUSIC PUBLICATIONS THAT 

THIS SEGMENT HAS BEEN SUBSCRIBED TO FOR YEARS. BY 

DOING SO, VINYL TAP WILL AIM TO PLACE MUSIC BACK 

AT THE HEART OF  SOCIAL INTERACTION & SERVE AS A  

COMMONALITY FOR THE DIFFERING TARGET MARKETS.
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Based on the results of the research, a number of designs 
were executed including a dynamic brand identity system, 
store collateral such as coasters, pins, t-shirts, menus, 
cocktail glasses, beer glasses, and wine glasses, a print 
ad campaign, a responsive website, an outdoor ad campaign, 
a Spotify ad campaign and a proposed sponsorship event with 
Record Store Day.

ACTIONS TAKEN

BRAND IDENTITY

In order to appeal to both 
diverse target market 
segments, the name Vinyl 
Tap was chosen for this 
establishment. It appeals 
to both segments because it 
is a pop culture reference 
to Spinal Tap. In looking 
at successful branding of 
music related brands, a lot 
inspiration was drawn from 
the dynamic branding of MTV. 
Vinyl Tap’s branding is 
also a dynamic system: an 
identity that can be changed 
but has an unchanging basic 
underlying element. The 
unchanging element is the 
shape of a 45-rpm adapter. 
This element is relevant to 
the process of listening 
to a record; it is a small 
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plastic piece that is placed 
in the middle of a 45-rpm 
record so that it can be 
played on a turntable that 
is fashioned for an LP or 
a 78-rpm record. A pattern 
was applied to the shape of 
the 45-rpm adapter that is 
referential of the popular 
trend of marbling records. 
The color choices are 
directly related to different 
genres of music as well. 
The various patterns and 
colors that blend together 
are also representative of 

Vinyl Tap’s goal to blend 
two diverse target market 
segments and form a common 
ground. The symbol is paired 
with a static type treatment 
of Vinyl Tap in the modern 
rustic font Garage Gothic. 
Because this brand is 
selling the experience 
of listening to music as 
well as the music itself, 
a lot of imagery is being 
implemented. The stationery 
set has three different 
versions that can be sent 
out in order to remain 

aligned with the dynamic 
brand identity system. A 
clear plastic envelope 
was used to reference the 
plastic sleeves that comes 
with a record. The return 
address is printed with 
the logo and the backside 
features the name of the 
bar with the same type 
treatment as the back of the 
letterhead. When you fold up 
the letterhead, the image on 
the back of the letterhead 
folds up so it can be seen 
through the clear plastic. A 
halftone pattern and texture 
was added to the imagery and 
type in order to give it 
a more rustic and vintage 
look to continue to appeal 
to both target markets. 
Each decision of the three 
variations of the stationery 
system was deliberate. It 
is important that the brand 
remain consistent in its 
different applications and 
variations so that no matter 

which set of stationery 
you receive, it clearly 
depicts Vinyl Tap as an 
establishment.
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record listening lounge & bar

GARAGEGOTHIC BOLD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

Courier Regular
AaBbCcDdEeFfGgHhIiJjKkLlMmNnOo
PpQqRrSsTtUuVvWwXxYyZz
0123456789
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IMAGERY STYLE

In terms of brand imagery for Vinyl Tap, black and white 
photos should be used at all times. These photos can 
either remain black and white and use a dust scratch 
texture, or the image has the option of having a screened 
back color corresponding to a color within the pattern 
of the respective logo being used on that specific piece 
of collateral with a halftone texture overlaid as well. 
The imagery included covers but is not limited to famous 
musicians performing, photos of vinyl records being played, 
or consumers interacting within Vinyl Tap’s space.

LOCATION
Vinyl Tap is located in the 
Old Town neighborhood of 
Chicago, Illinois. Chicago 
is known as the birthplace 
of jazz and blues music, and 
continues to foster musical 
innovation today. Chicago 
has a number of various 
size venues in the area as 
well, and is a sought after 
stop on all musician’s 
tours. They host music 
festivals yearly, such as 
the Pitchfork Music Festival 
and Lollapalooza. This city 
ranks number twenty-nine on 
the Consequence of Sound’s 
(an online Chicago-based 
music publication bridging 
the gap between pop culture 
and underground music) 
released list of top music 
cities to date. The list 
is compiled off of various 
data points such as bands 
per capita and the strength 

of attendance at all music 
events in the area.  Chicago 
also has a number of 
breweries within its city 
limits. Brewery tours are 
a point of interest for 
tourists and because of 
Vinyl Tap’s close location 
to a number of breweries, 
obtaining draught beer would 
be fairly simple and is an 
added point of interest for 
tourists.
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FLOOR PLAN

A quick floor plan was devised in order to communicate the 
business plan of Vinyl Tap. The first floor offers an open 
bar with a DJ in the corner, spinning records as he pleases. 

The second floor is the one that holds all of the private 
listening rooms of various sizes. 
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STORE COLLATERAL

Many different store touch 
points were designed as 
well. Cocktail glasses, beer 
glasses, and wine glasses 
were all branded in order to 
subtly remind the consumer 
of the brand while they’re 
enjoying the services. 

T-shirts were screen-printed 
for employees to wear while 
working. The t-shirts have 
various phrases on them 
such as: “We keep the room 
and the record spinning”, 
“Catch ya on the flip side”, 
and “Put the needle to the 

groove”. The t-shirts will 
also be available for sale 
to the consumer in order to 
related it back to the music 
industry and the popularity 
of band branded shirts. 
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Pins were also made with these sayings and the Vinyl Tap 
logo as a take away for consumers when they get their 
bill. They are encouraged to put them on their backpacks, 
purses, jean jackets, sweaters, etc. to continue to be a 
walking brand for Vinyl Tap. Coasters were made with widely 
recognizable and collected record labels with the 45 mm RPM 

converter placed in the middle, as it would be on a record. 
There is also a set with the three sayings created for the 
t-shirts. These can also be collected and brought home by 
consumers. Custom beer tap handles were made to serve the 
purpose of reinforcing that Vinyl Tap specializes in (but is 
not limited to) the draught beer category. 
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Because Vinyl Tap offers 
vinyl records for customers 
to peruse and listen to 
if they choose not to 
bring their own, it is 
important to have a way 
to establish what is the 
store’s inventory and 
what customers bring from 
their own collection. The 
record players are a brand 
extension and serve as 
another branded touch point 
for the consumer while they 
are in the private listening 

LASTLY, RECORD 
ALBUMS & RECORD 
PLAYERS WERE 
BRANDED FOR EACH 
OF THE PRIVATE
LISTENING ROOMS.
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Because Vinyl Tap is a 
bar, a menu is needed to 
categorize the types of 
beverages and food items 
served to customers. A 
staggered menu design was 
chosen for simple navigation 
and easy tabbing. Imagery 
was included in the menu 
of well-known musicians to 
continue to remind customers 
what is at the heart of 
Vinyl Tap. Song lyrics 
related to each section 
of the menu were included 
as well to continue to 
reference pop culture and 
the music industry. Vinyl 
Tap’s most extensive section 
of the menu is the draught 
beer because of their focus 
on providing draught beer as 
delineated in the name of 
the establishment. 

MENU
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 A responsive website was designed in order to detail Vinyl 
Tap’s background and consumer offers. The homepage of the 
website features imagery paired with one of Vinyl Tap’s 
slogans. The next page on the continuous scroll details 
Vinyl Tap’s concept and experiences they offer, leaving no 
questions unanswered for potential customers. The page 
links to the next on the scroll, which is a reservation 
page. This is where you can request to reserve one of the 
private listening rooms for an evening out with friends. The 
next page on the scroll is a compilation of all events and 
social media posts in a real time environment. Each image 
and picture will link to the event or post detail. The last 
page on the screen is a contact page where consumers can find 
location information and a point of contact.

RESPONSIVE WEB DESIGN
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GET INTO THE 

GROOVE
GET INTO THE 

GROOVE
GET INTO THE 

GROOVE
GET INTO THE 

GROOVE
GET INTO THE 

GROOVE
GET INTO THE 

GROOVE
GET INTO THE 

GROOVE

VINYL TAP: RECORD LISTENING LOUNGE & BAR

Vinyl caught the groove. Can you?
The best musicians deserve to be listened to they way they were meant 

to be: beginning to end, uninterrupted... Until the next round.
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An ad campaign was developed for Vinyl Tap. Print ads will 
be placed in established music publications such as Rolling 
Stone, The Pitchfork Review, and Billboard Magazine in 
order to communicate to the target segment that remains 
invested and subscribed to these magazines. The concept of 
the print ad ties song lyrics back to vinyl records. By 
using lyrics from artists such as Madonna, The Jackson 5, 
and The Beatles, the ads become easily recognizable. The 
ads’ headlines are relative to the act of coming together & 
listening to music on vinyl while the body copy explains the 
services that Vinyl Tap offers.
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“MILLENNIALS 
ESTABLISH BRAND 

LOYALTY BY FOLLOWING A  
BRAND’S SOCIAL MEDIA ”

A social media ad campaign 
was devised for applications 
such as Instagram, Twitter 
and Facebook. According 
to Tom Donker’s research 
aforementioned, millennials 
establish their identity 
through the brands they 
buy into and therefore 
represent. Millennials are 
very brand loyal, establish 
their brand loyalty by 
following that brand’s 

social media presence. By 
having a widely followed 
brand presence on social 
media, Vinyl Tap can 
communicate events and 
information to the target 
market with real time 
updates. Social media 
channels are also a way to 
involve the customer by 
posting all of their user 
generated content.
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This ad campaign was then extended to 
outdoor advertising. The same concept 
was appropriated to outdoor signage in 
areas of heavy foot traffic to communicate 
to those who may not be subscribed to 
music publications. Outdoor advertising 
also speaks more directly to the retro-
innovative millennial segment of the target 
market due to its placement outside of 
traditional print advertising.

OUTDOOR
ADVERTISING
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 Because of Vinyl Tap’s 
unique platform, a 
sponsorship event with 
Record Store Day would be 
proposed and advertised 
on the Record Store Day 
website. Vinyl Tap will 
receive access to all 
exclusive album releases 
of the year and have a 
listening party in the 
open bar area the night 
before Record Store Day. 
This would then encourage 
customers to go out to their 
neighborhood’s independently 
owned record store and buy 
the album the next day. 

This concept is similar 
to that of the listening 
booths that old record 
stores would implement into 
their architecture in order 
to sell music based on the 
quality of it and not the 
profit. By providing a first 
listen and advertising the 
event on the Record Store 
Day website and featuring 
the social media post about 
it on the real time update 
section of the site, both 
establishments will be able 
to drive traffic to each 
other’s sites and encourage 
the sale of vinyl records.

RECORD STORE DAY
SPONSORSHIP EVENT 
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SPOTIFY CAMPAIGN
Lastly, a Spotify ad campaign was 
devised in order to communicate 
to the specific millennial target 
market that continues to stream 
their music and may not realize 
they are missing out on an entire 
facet of the music industry. 
Because Spotify generates ads based 
on user’s accounts by location, 
this ad would populate on user’s 
apps in the Chicagoland area and 
be able to link directly to the 
establishment’s website. This ad 
could then be expanded and placed 
in various public transportation 
services such as trains and buses, 
which are generally a place where 
people plug in their headphones and 
stream music to block others out.
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Throughout the process of marketing and branding Vinyl Tap, 
a vast amount was learned about the recorded music industry 
as well as the bar and restaurant industry. The two distinct 
target markets that are continuing to buy into vinyl are 
growing and that is supported by the undeniable resurgence 
of vinyl as proven by their sales statistics recorded by 
the Recording Industry Association of America. By tapping 
into the social habits of millennials and the culture of the 
record store to appeal to the nostalgic collector target 
market, Vinyl Tap’s unique brand concept can be projected to 
succeed. The marketing and branding of Vinyl Tap required 
a musically inclined approach that conveyed the history of 
all formats of music and how it came to be viewed as such a 
social experience and a way to bring people together.

THANK YOU
FOR MORE, VISIT MIRANDASPEIR.COM
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