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Abstract

This research used both quantitative and qualitative methods. Data were collected
from 15 key informants and 400 executives of leading brands. Exploratory factor analysis was
used to develop a model for music consulting services that aimed to create brands. This

service would bring advantages to companies competing in the music business.

The findings in this research were as follows :

1. The executives of leading brands believed that the music can help strengthen
their own brands and would be increasingly important in the future.

2. The most important factors which influenced decisionsrelated to choosing music
branding consulting servicesled to the creation of a strategic model called IMPRESS.
IMPRESS was comprised of seven sub-strategies : 1) imaginative solutions, 2) relationship
management, 3) results-based portfolio, 4) music and business research and development,

5) professional ethics and morals, 6) reliable service team, and 7) speed.
Keywords : music branding, music and marketing activities, music business
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