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Executive Summary

Every magazine or newspaper reports weekly about our impact on the environment and the damages we cause. Eco-friendly products are gaining popularity and the environmental awareness increases amongst the audience. However, when it comes to possibilities for spending an evening out the non-eco friendly options tend to rule the roots. The Sustainable Dance Club has been created to solve this problem and to contribute to the more sustainable lifestyle of a person. 

Since many years the place-to-be for amazing parties is Berlin. The city is famous for its club scene and is therefore the best location to research the possibilities for more sustainable solutions in that sector. The question for this paper is: “Is there a demand for a Sustainable Dance Club (SDC) in Berlin?”

This paper firstly explains the Sustainable Dance Club, its mission and objectives. A closer look is taken into the technological aspects that are creating the sustainability. The strengths and weaknesses are summarized in the internal analysis. 

To export this concept of a club to Berlin it is crucial to know how the city looks like. It is a rather young city with an extraordinary history that contributed to its existence today. The second chapter discusses the city by using the DESTEP analysis. The target group – 20 to 35 years old -  is illustrated and their demands are pointed out. A visual impression of the SDC visitor is also given. Moreover, the Sustainable Dance Club’s main competitors are outlined with their features and compared in the benchmarking of the club scene. 

Section three starts with the SWOT-analysis and the proposed strategies. The five tools – Product, Place, Personnel, Price and Promotion – provide the information on the implementation of the club concept in Berlin.  

The last section gives an estimate of the costs and revenues of the club during the first year after opening. This includes an overview of the number of concerts and club evenings with an expected number of visitors. 

The entire research concludes that a Sustainable Dance Club has a chance to become successful when entering Berlin’s club scene. There is a large competition in the club scene, but the uniqueness of the club should be emphasised and used as a competitive tool. Threats are the high technological investments and the audience, who is trend-sensitive. However, being sustainable is more than just a trend and Berlin is a city that needs an alternative option for its party culture: a Sustainable Dance Club could be the answer. 
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Welcome to the Sustainable World 

There are already so many clubs in the world, so why export another club concept?  Simply put, because this club is different from others in many ways. Nowadays it requires more to be successful than only a nice idea. You have to win the publics loyalty and they are more and more demanding. People want to know what they are eating, where their shoes are produced, and even if the cows making the milk for their latte are free to roam the fields (free range). The environmental awareness amongst the audience has increased. For an organization it is therefore impossible not to think about and be responsible for their actions and choices.
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Every aspect of life can be delivered in an eco-friendly way. However, when a person wants to go out at night, eco-friendly options are hard to find and the non-eco-friendly tend to rule the roots. In the summer, there are numerous open-air festivals to attend, but in the winter, considering Europe’s inhospitable winter weather, this is hardly the best solution. The Sustainable Dance Club has been created to solve this problem and contribute to the more sustainable lifestyle by minimizing its influences on the environment. 

A person can attend a concert or dance all night long, and visitors will feel good about themselves not only because they had a splendid evening, but more perhaps because that they know that their actions promote sustainability. Being aware of how you affect the planet is both smart and attractive; exactly what a sustainable dance club is. 

This project has been developed from an existing Dance Club in Rotterdam: WATT. However, there is a demand for more sustainable solutions in The Netherlands and especially those to be applied in the club scene. When I first visited Berlin a couple of years ago I realised that there is more attention paid for sustainable products and ecological food and drinks are more accessible in comparison to the Netherlands. The city seemed more open towards new sustainable developments and therefore I decided to research the possibilities for new sustainable solutions on other aspects of life in Berlin.  The central question of this paper is: 

“Is there a demand for a Sustainable Dance Club (SDC) in Berlin?

Some relevant sub questions are the following: 
· What are the SDC’s strengths, weaknesses, opportunities and threats?

· How does the club scene look like in Berlin? 

· Who are SDC’s competitors? 

· How sustainable and ecological is the city?

The thesis is based on desk- and field research. The desk research is entirely completed by the use of the Internet since it is a ‘young’ topic and there are not any books to be found; especially about the club scene. I have spoken with Mr. Peter van der Stelt, who works for WATT, Rotterdam. Furthermore, many people in my surroundings are Berlin fans too, and known with its club scene. A couple of them have even moved to Berlin and could give me insiders’ information. 

The thesis consists of a description of the Sustainable Dance Club (SDC) and its technological features that are concluded in the internal analysis. Section two deals the city of Berlin and points out the main competitors in the scene. After developing the threats and opportunities, the marketing mix is created in section three. Section four gives a cost and profit indication and in section five the conclusion is outlined. 

1 A Sustainable Dance Club

1.1 The Club 

At first sight, a sustainable club differs little from an unsustainable club. The club looks trendy, the DJ is spinning music and people are having a good time. The aim of the club is and will be to offer people the possibility of spending a splendid night. However, upon closer inspection, the differences are indeed visible, not only on the outside but inside as well. This paper defines sustainability as trying to minimize the impact of our actions on the world by making more eco-friendly choices. (WATT Rotterdam [WATT], 2008)
To be a Sustainable Dance Club a club must meet SDC™ criteria (as per their guidelines). The organization Enviu and architecture firm Döll has originated The SDC™. This collaboration has created the idea and implemented into a project that the two organizations launched in 2006 in club Off Corso in Rotterdam. After that club WATT was born. 

Most importantly, a SDC should produce considerably less pollution in comparison to what “normal” dance clubs produce. This means the following reductions: 

· 30% on energy 

· 50% on water

· 50% on waste

· 30% on CO2
Moreover, sustainability must be well integrated within the organization as well as in the building where the club is situated. In the venue itself should at least 3 SDC visual elements be installed that give visitors a overall sustainable idea. These installations are discussed later on. Inside the organization itself, a written communication plan must be  written on how to inform the public about the SDC, its aspects and philosophy. Finally, a sustainable business plan with yearly targets and evaluations is required. (Sustainable Dance Club [SDC], 2007)
At the beginning of December 2008, former Nighttown re-opened under the name SDC WATT (Rotterdam, the Netherlands) and became the world’s first sustainable dance club. (see photographs below)
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1.2 Mission

A sustainable club’s mission is to contribute to a sustainable lifestyle. A sustainable lifestyle means that a person can live her or his life and do whatever they want as long as it minimizes their impact on the environment. It is idealistic but not impossible considering modern technology and knowledge. 

A message to everyone is that doing something for the environment does not immediately mean that it is something boring. On the contrary, highly developed techniques and modern equipment in combination with design are making this possible. The motto of the Sustainable Dance Club is: “Having fun and doing it in a sustainable way.” (SDC, 2008).

1.3 Goals and objectives

As the description of the SDC shows, there are a few important criteria which must be met to function as a real SDC. At the same time, these criteria are part of the SDC’s objectives, and the goal is to go beyond them and to attain even more sustainability. The goal is not only to represent itself as a SDC, but to fulfil and exceed the requirements. Every aspect of the SDC must be inter-connected. For example, wanting to minimize its waste, the SDC should take this into account in their internal communication plan by using only digital communication tools. Therefore, the club should gather a team and management that shares the SDC beliefs and together strives for success. 

1.4 Special features 

1.4.1 The Sustainable Dance Floor 

The Sustainable Dance Floor (DF) is most probably the club’s eye catcher. Over time, it has received the most attention. The DF was developed by a collaboration of several organizations in the Netherlands (SDC, 2007).
The function of the floor is to capture the energy created by the dance crowd. Movement produces energy that is converted into electricity, which is then used to create an interactive dance floor that reacts to the dancer. The visual experience varies depending on the energy created by the individual dancer.  The effect can be mediocre or explosive. The DF is unique in that it gives the dancer a real experience through real-time interaction, interaction which is possible thanks to modern technologies. Every move on the Dance Floor contributes to something new. The DF is like a chain which is continuously followed up. This is how sustainability must be seen, and the Dance Floor visualizes this. (see Appendix 1 for a full technical description of the DF)
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Close up of the Sustainable Dance Floor
The Sustainable Dance Floor can be designed as a mobile or permanent version. It is made of separate tiles (65 cm x 65 cm) that are ‘clicked’ into place. The system allows a lot of creativity and freedom. Any size or layout can be made and used in a variety of ways. Very few limitations exist on how the DF can be used. If possible, the DF should be a permanent installation at the club. The system is not fragile, though disassembling it weekly may harm its performance. The mobile version can be set up almost anywhere, though if it is used in an open-air setting, a tent covering is required (SDC, 2007).

1.4.2 The Zero Waste Bar 

The Zero Waste Bar is the other central point in the club, since the public generally enjoys having a drink in hand. On average, a visitor goes to the bar at least twice an evening, therefore, the bar should receive a lot of attention. Over the years many companies have improved on bar facilities to make sure bar work goes smoothly and efficiently. This includes speed rails for strong liquor, automatic beer taps and soda systems. Unfortunately, not enough attention is paid to bar waste and the use of materials behind the bar. Club WATT already has an experimental ‘minimal waste bar’. The aim is to make a bar with zero total waste, which would mean zero energy, time and money waste. 

The characteristics provided by the SDC™ are:
· Drinks are served only by tap rather than in separate bottles

· All used material are being separated

· Materials are recycled

· Minimal use of electricity and water 

· Taps behind the bars must be ‘water-saving’

· Central cooling systems

· Use of so-called “Eco-cups” made from recycled materials

· Smart stocking

· Responsible usage of materials 
(WATT, 2008, “Products in Development” section).

Zero Waste Bar

[image: image8..pict]WATT, Rotterdam

On paper this plan looks extremely smooth and perhaps a little idealistic. Key to success and attaining zero waste is to recruit personnel that is concerned with and cares about sustainability. Such staff also wants to contribute to sustainability and keeps this goal in mind at all times. The club, on the other hand, should make sure that the mise-en-place is carefully prepared and that everything is ready before an event. This will eliminate the problem that, for example, due to a lack of cups, the bartender grabs normal plastic cups or does not separate the waste. Based on WATT’s bar experience, a report should be written with recommendations and changes to be included in the new SDC. (WATT, 2008, “Minimal Waste Barren” section).
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The Pee Experience

The Pee Experience, which can be simply referred to the toilets, is another new development. The sustainability reaches a visitor even here. A clear (transparent) flushing cistern allows you to see the amount of water (normal or water-saving button) one flush requires. Flushing the toilet is something that people do not normally think about. In Berlin, as in Rotterdam, the weather varies and during the fall and winter a good deal of rainfall is expected. This rainwater can be collected on the roof, stored in a barrel and, through piping, led into the restrooms. An underground tank, which purifies the water, can store about 550,000 litres that can be used for approximately 80,000 flushes per year. 

For the gentlemen the installation offers more – the urinals are “waterless” and save approximately 1000 m3 of water per year. This is comparable to 1.5 full-sized swimming pools (SDC, 2007). 
1.4.4 Additional hidden aspects. 

Behind the scenes there are a few more things that the club should take into account and introduce in the venue: 

Energy

· Only LED (light-emitting diode) lighting 
· Use of green energy

· Try to create a system to circulate warm air throughout the building without wasting it 
· CO² regulation that is adjusted to the situation in the venue. Depending on the number of visitors, the supply of fresh air is regulated. The more people, the more air and vice versa. 

Waste

· Minimal amount of waste behind the bar 

· Purchases preferably in big packaging

· Digital communication flow internal as well as external 

· Choice for sustainable transport, packaging, handling 

· Material choice; for example the floor is made of used tires (WATT, 2008, “Onzichtbaar” section)

And more:

There are endless sustainable possibilities to create within the SDC. Depending on the location these three should be seriously considered. 

· Green Area

· Solar panels

· Wind turbines
1.5 Internal analysis

	
	Strengths
	Weaknesses 

	Concept
	New and unique so far
	Expensive

	
	Environmentally friendly 
	Test period; the bugs are still being worked out of the program.  

	
	Positive corporate image
	

	Programme
	Diverse by music choice
	Too broad for the audience

	
	Include multiple purposes for the venue (concert, party, workshop etc.)
	

	Innovation
	Highly innovative technology
	High investments 

	
	Open platform for new developments in sustainability
	Installations require high degree of monitoring

	
	
	Continuous need for updates

	
	
	

	Management & organization 
	Management that is familiar with the Berlin nightlife
	Long staff recruitment process 

	
	Young people working in the club 
	Continuous training takes time and money 

	
	Environmental oriented and motivated
	

	
	Share the same values
	

	Marketing
	Venue sells itself
	The sustainable aspects will not be noticed by the visitors.

	
	Everyone can find an aspect which interests them
	

	
	Environmental awareness 
	

	
	
	


2 External analysis
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Visitor analysis

[image: image11..pict]People cannot be put into clear-cut categories, but a visitor profile can, nonetheless, be sketched. The SDCs main target group is young adults between 20 and 35 years old: students, artists and young professionals.  This is a vivid group which goes out a great deal, attends festivals and travels.  This group is keen on picking up new trends and on creating them. The creative platform the SDC provides could be an essential way for these youngsters to show their work and interests. Young professionals are interesting for the SDC because they have more money to spend than do, for example, students and they can visit the SDC more often. A common characteristic of all visitors is that they enjoy dazzling events in a nice venue with addictive music, and they are aware of the sustainable contribution they add.
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In general, the rents are relatively lower in Berlin than for example, in Amsterdam; therefore young people can spend more money on the activities they enjoy in their free-time. 

Furthermore, after having spoken with Mr. Peter van der Stelt from WATT, Rotterdam, it is clear that the SDC in Rotterdam is not attempting to stereotype its visitors. In any case, stereotyping is not possible due to the variety of the program.  
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Here four visitor types are shown, which were visually created for the SDC in Berlin. Distinctive of the Berlin youth is that they are fashionably dressed, though they do not care (or do not seem to care) about it; style there is all about being laidback and open-minded. When going out, nobody will wear their newest shoes, because the party will probably last all night and if a person is lucky, it will continue until the following afternoon.
2.2 Market definition

The market of a sustainable club is the overall club scene, including restaurants and cafés, since the club can fulfil this function during the day. During the evenings it will not only be used as a dance club, but also as a cultural centre and concert. With the choice of fulfilling various functions this will attract a very diverse audience and will lead to variety in the venue’s program. 

2.3 DESTEP analysis: 

2.3.1 Demographic

 “Berlin reflects the rapid succession of influences and trends, and this juxtaposition and collision of styles makes the city especially appealing to young people from all over the world. Berliners set the new trends and, with their individualized lifestyles, are part of the creative atmosphere the city generates.” (Berlin.de, n.d. “Berlin: creative and international” section).
Berlin is the capital of Germany and also its largest city with approximately 3.4 million inhabitants (as of June 2008). It is a huge city and is the eighth most populous urban area in the European Union. (Berlin.de, n.d. “Facts and figures” section). 
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Figure 1 : Berlin’s population 

Berlin is, in comparison to other European cities, relatively young with its less than 800 year’s existence. Its residents reflect this short history; the city is home to 800,000 people under the age of 25. This equals 23,2% of the total population. The figure on the next page shows the age structure of Berlin’s residents in 2009 the city which is a positive fact (Amt für Statisik, 2009).
[image: image15.jpg]


Figure 2: Berlin’s Population in 2009

Besides this, the city attracts more than 8 million visitors each year from all across the globe. Over the years Berlin has evolved as a city that never sleeps and in which a person never experiences a dull moment. Moreover, Berlin is a multicultural city that understands well the dialogue between various cultures. It has experienced a flow of immigrants earlier than other parts of the country. Nowadays, the city is home for more than 473,000 people from 195 different countries. In reality, the number is much higher since many people have received German citizenship. This diversity can be seen all over the city and has contributed greatly to its cosmopolitan character. 

2.3.2 Economy 

Germany has a healthy economy and is fifth in the world (in PPP terms). In Europe it has the largest and strongest economy. GDP was estimated on $2.918 trillion in 2008. The worldwide crisis has affected Germany, though mostly because growth abroad has decreased and Germany has an export-dependent and service sector economy.  (Central Intelligence Agency, 2009). 

In 2008, Berlin’s nominal GDP saw a growth rate of 1.6% and totalled €83.0 billion. The unemployment rate started to decrease and reached 13.3% in September 2008.  However, the situation for this year and 2010 is less promising and shows a small rise in unemployment, also in Berlin. (Institute for the Study of Labor [IZA], 2009, “Economic Forecasts for Germany”). 

Berlin is home to many German and international companies’ headquarters or secondary departments. A couple of the fast growing sectors include media and music, advertising and design, communications and environmental services. (“Hip Troubled Berlin”, 2006).

Furthermore, the tourism sector is increasing rapidly; Berlin is the third most-visited city destination in Europe. In 2008 the city counted 17.8 million overnight stays by 7.9 million hotel guests in 659 hotels according to Der Tagesspiegel (2008, “Jedes Jahr ein neuer Rekord”). 

GDP - per capita (PPP) in Germany:

€ 23,292 (2008 est.)

2.3.3 Social – Cultural 

Berlin sets trends for the rest of Europe and is the cultural centre for young people and international artists. Since the 1990s the club scene in Berlin has been one of the ‘have-to-be’ destinations and this vibrant nightlife still attracts. After the fall of the Berlin Wall the city was left in a dilapidated state and many buildings were left empty. The DJ culture developed and Berlin became a fertile ground for this culture. The revolution that followed illegally occupied these empty places and created all sorts of underground and counter-culture gatherings. This is symbolic for the Berlin club scene and it has not changed since; it has only gotten bigger and better. 

It is common knowledge that in times of crisis creativity rises. Over the years Berlin has been a poor city and even after the reunification the differences between East and West were visible. Nevertheless, this led to a creativity that enriched its surroundings. 

The club scene is not the city’s only vibrant scene; the art scene is just as diverse and interesting. The city is home to around 420 art galleries where new talents have the chance to show their work. But there is more: more cultural institutions, open-air events and exhibitions. Berlin houses 51 theatres with almost 10,000 performances a year, 285 movie theatres, and numerous open-air events and exhibitions. (Berlin.de, “Berlin: Creative and international” section). Moreover, the city has more than 170 museums, and 5 of the most famous ones are located on ‘Museum Island’, an island between the Kuphergraben and the Spree River. (Berlin.de, “Berlin: Museum Island”). The number of clubs and bars are countless. Every neighbourhood, or even street, has its Eckkneipe or ‘corner bar’. The parties start only after midnight and party goers can party well into the night thanks to liberal licensing laws. This fusion creates the city’s hip image and talented young people continue to settle here and they city continues to expands its cultural wings. 

2.3.4 Technological 

Germany is a country that has achieved a great deal of success when it comes to technological developments. Since the industrial revolution the country has been following this trend and has tried to be innovative in multiple areas. The number of goods sporting the label ‘Made in Germany’ is proof of its success. Besides being well-developed in terms of technical and engineering products and services, Germany has also worked hard to establish an expansive infrastructure which it continues to improve. Its train and highway networks are both practical and functional (National Hi-Tech Crime Unit, 2008).
More important developments for the SDC can be traced back to the music revolution that has contributed to the Berlin nightlife scene. Techno, electro and minimal music find their roots in Germany and Japan, and Berlin played a large role in their development. The minimal music that we know nowadays has developed itself in the city, which is essential to electronic music. This can be traced back to the many DJ’s living and working in Berlin and the popularity of their compilations elsewhere. During the opening of the Olympic Winter Games in 2006, the minimal DJ Richie Hawtin had the honour to spin the records. 

2.3.5 Ecological 

Germany has long since been aware of its pollution problem coming from the Ruhr industrial area. The overall idea of sustainability and ecological products and services are generally more positively accepted. The third largest electricity company in Germany, Vattenfall, is located in Berlin and is well aware of its impact on the environment. The company’s goal is to become a climate-neutral company by 2050. To make this possible the company will modernize their power plants and increase the share of renewable energies. This shows the company’s awareness of the demand for sustainable solutions. (Vattenhall, 2009)
What stands out is the large number of shops with biological products and the numerous café’s with a similar menu. The drink ‘Bionade’, a non-alcoholic drink that is made from natural raw products of organic quality, can be bought in every club or bar. (Bionade, n.d.) 

Ecological development events are organized in various categories. This year has been the premier of ‘The GREEN Showroom’, an eco-event that is an innovative platform for sustainable and innovative design from different countries. All the labels have used ecological materials and products, up to beauty products and accessories (Imgenberg, A. & Müller, S.A. (2009). More and more eco-fashion shops are opening its doors in Berlin, such as Wertvoll this year (Wertvoll, n.d.).
An organization that supports young designers in Berlin and Germany to work with sustainable materials and likewise vision is ‘The Sustainable Fashion Agency’. The aim is to stimulate the design students with an education and advice program (Grass Routes, n.d.).

2.3.6 Political and legal 

The mayor of Berlin is the SPD (Social Democrat) Klaus Wowereit. He has been re-elected for the second term, winning almost 31% of the votes. He has gained many supporters by trying to draw more visitors to the city by, for example, keeping museums open and promoting culture, even though the city already breathes culture. Others do find that the mayor should put more effort into trying to revive the economy of the city. This is because it struggles with a high unemployment rate compared to other capitals. Mr. Wowereit is also fairly popular among the younger generation since he came out in terms of his sexuality. He said: “Ich bin schwul und das ist auch gut so – I am gay and that is not a bad thing”  (City mayors, 2006). This shows the open-minded atmosphere embracing the city and many inhabitants share this thought. Why else would the Love Parade have attracted around 1 million ‘lovers’ each year? 
Germany too had to deal with a legal ban on smoking in public buildings, but also in bars and restaurants. However, the court has decided there will be some exceptions made to prevent small bars from going bankrupt. At the moment, smoking is allowed in one-room bars and clubs that are smaller than 75m2 given that there no food is served. Moreover, minors are refused entrance. In other cases, a separated smoking area must be created. (Focus, n.d.) 

2.4 Industry analysis

Michael Porter’s Model – the Diamond
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Threat of new entrants





MEDIUM

In Berlin there are many empty locations such as old factories and warehouses. This means there are many possibilities for transforming these places into future art locations or clubs. The chance that a second SDC will be opened in Berlin is small, although there is always a demand for new attractions. The city’s nightlife scene cannot be compared with that of any other European city. The “party-tourist” is not a stranger in Berlin and some parties last from sunrise till sunset, just like the closing party of the club ‘Ostgut’ in 2003. This party lasted 30 hours to make sure that everyone had a chance to say farewell to the club (All Experts, n.d.). The SDC will be unique and the sustainable aspect will be important for the marketing. Another club would have to come up with something new. 
Threat of substitute product (concept) 



MEDIUM
Currently, there is no other sustainable club, except Watt in Rotterdam, as well as a plan to create one in Shanghai. However, in Berlin there is no such development. The chance that comparable clubs will be open is low to medium. They might share the same values but the SDC would be the first one created and launched. An important fact is that technology improves every day and other clubs might have new ‘installations’ that are (more) sustainable in a while, but that is a challenge for the organization to be flexible and go with the times and the publics demands. 

Bargaining power of buyers (visitors)



LOW

The buyers, in this case the visitors, do have an indirect and important role, but do not have a strong direct impact. If a person dislikes something about the SDC, whether it is the queue outside or the music of that evening, he or she has the choice to go somewhere else. The SDC should account for this ahead of time and make sure that all activities satisfy the needs of the target group. Therefore, bargaining power is low. 
Bargaining power of suppliers (artists/ performers)

HIGH

The power of suppliers, in this case the artists, performers and DJ’s, is high. In the end, the event of the evening is the most important thing in terms of attracting visitors and moreover, to have them return. As already mentioned, music is crucial for creating an atmosphere and part of the instruments that make the club successful. When the performers enjoy setting up a show in the SDC and the club maintains good working relationships the result can be beautiful. 

Competitive rivalry within the industry



MEDIUM
Berlin has so many clubs and countless bars and still they are all doing very well. The competition is different in comparison with for example The Hague in The Netherlands. Here there is a strong competition going and the audience is more loyal to clubs. Perhaps that is the reason that the clubs exist well next to each other in Berlin. If a club closes, the reasons are mostly due to legal difficulties or for a renovation. It hardly ever happens that it is due to financial problems. Therefore, rivalry is present and its threat is ‘medium’. 
Conclusion
After analyzing the external influences with the five forces model of Porter, it can be concluded that the Berlin market should be possible for the SDC to enter. The competition and threat of new clubs is medium and the expectation of the power of bargaining power of visitors low. The SDC should distinguish itself with the unique features and promote those to create a strong position amongst its competitors. 
2.5  ‘Competitors’ analysis

Berlin during the day is wonderful, but at night visitors experience the real Berlin. Visitors have a broad choice of venues and multiple nightlife possibilities. The underground scene is immensely popular in Berlin. The SDC may have an ‘underground look’ but will be more accessible to everyone. 

Many clubs and venues use certain elements of sustainability, for example replacing the incandescent light bulbs by the LED’s. These are used primarily to lower energy consumption and extend bulb lifetime. Moreover, they can be disposed of along with the regular refuse rather than at a chemical disposal point. Yet, this is just one element and being a SDC means that all elements of the club are well integrated into the policy plan of the organization and with consistency put out to every aspect.  
Nevertheless, the SDC will have competition from unsustainable clubs, most importantly:

· Tresor

Club Tresor could be the SDCs main competitor. The club has existed since March 1991 and is located in the “Mitte” neighbourhood. The club achieved fame for being the first techno club established after the fall of the Berlin Wall. Nowadays it is a hotspot for techno lovers that want to party until the early morning hours. 
The venue is located in an old Wertheim department store and many elements are still visible from its past.  The club’s interior has the atmosphere the SDC strives for (Tresor, 2009).
Neighbourhood: Mitte 
· Watergate

The Watergate deserves it name. It is a two level club with a panorama overview over the river Spree on the lower level, where a visitor can step outside. Visitors have the sensation that they are partying on a ‘waterfloor’. The club plays primarily house and drum&bass music (Water gate, n.d.)
Neighbourhood: Kreuzberg

· Club der Visionaere
This bar is not a club but also so much more. It is located at the Spree, almost hidden away and difficult to find if a person does not know the place. During the day it functions as a bar and which serves food. In the summer numerous parties are organized and once a week there is a movie night. The most extraordinary aspect of this venue is the laidback atmosphere. Everyone thinks that the venue is a very nice and joyful location with great parties (Kolk, M. van der, n.d.).
Neighbourhood: Kreuzberg 
· Arena
Arena is a venue divided into several halls which is mostly used for concerts and large dance parties. In the summer there is an outside pool in the Spree where one can relax while listening to the DJ. The venue is large and can be used for various activities (Arena, n.d.)

Neighbourhood: Mitte



· Weekend club
At Alexanderplatz there is the Weekend Club which is located on the upper floors of an old office building. A significant plus for this club is definitely its view of the city and the rooftop terrace. The club is only open from Thursday to Saturday; however the roof terrace is accessible every day in the evenings. The Weekend Club is a typical dance club where various DJ’s play mostly electronic, house and pop music (Amondson, 2009).
Neighbourhood: Mitte

· Berghain / Panorama Bar
A former power plant has been transformed into Berghain and is enormous. (Berghain, n.d.) It has space for 1500 guests and when entering it is hard to not notice the 18 meter ceilings and the minimalistic steel and concrete interior. The club has gotten its fame as being the follow up for the ‘Ostgut’ club. There is a strict door policy but inside the people are very open minded and there are long queues to get in. On top the less extravagant Panorama Bar is located and offers a great view over East-Berlin (Slinky. 2008).
Neighbourhood: Border of Kreuzberg and Friedrichshain 
2.6 Benchmarking

In the following table we have created a benchmarking of the SDC and our main competitors on several criteria.  

	
	Tresor
	Watergate
	Club der Visionaere
	Arena
	Weekend Club
	Berghain/ Panorama Bar
	SDC

	Club
	√
	√
	
	√
	√
	√
	√

	Bar
	
	
	√
	
	
	√
	

	Multiple areas
	√
	√
	
	√
	
	√
	√

	Open during the day
	
	
	√
	√
	√
	
	√

	Possibility to eat
	
	
	√
	
	
	
	√

	Nature element 

(Lake, river, grass field)
	
	√
	√
	√
	
	
	√

	Terrace
	
	√
	√
	√
	√
	
	

	Extraordinary  interior
	√
	√
	
	√
	√
	√
	√


Conclusion: 
None of our main competitors scores on all the criteria, however Arena has 6 out of the 8 elements and therefore our closest competitor, followed by Club der Visionaere.
2.7 Opportunities & Threats

	
	Opportunities
	Threats

	Berlin
	Berlin’s nightlife scene is dynamic and popular even beyond Germany’s borders
	The city is trend-sensitive; what is hip today could be out-of-style tomorrow

	
	There is attention for new (sustainable) developments. 
	The technological investments will be too expensive 

	
	The ability to adjust to visitor demand quickly (make the club ‘flexible’)
	

	Visitors
	City has many young residents 
	The club will not reach the desired target group, because they are very flexible and influenced by trends

	
	Many (party) visitors / tourists from all over Europe
	

	Political 
	The government supports cultural developments 
	

	The scene
	The Berlin music scene is a premium European scene, and a epic one for techno and electro music
	The sustainable aspects will not be followed up by the personnel or will be difficult to maintain

	
	The city is very art-orientated 
	


3 Confrontation matrix / SWOT

	SWOT – analysis

	Strengths
	1 New and unique so far

2 Environmental friendly 

3 Positive corporate image

4 Diverse by music choice

5 Include multiple purposes for the venue (concert, party, workshop etc.)

6 Highly innovative technology

7 Open platform for new developments in sustainability

8 Management that is familiar with the Berlin nightlife
9 Young people working in the club (environmental oriented and motivated)
10 Venue sells itself

11 Everyone can find an aspect which interest them
	Weaknesses
	1 Expensive

2 Test period; the bugs are still being worked out of the program
3 Too broad for the audience

4 High investments 

5 Installations require high degree of monitoring
6 Continuous need for updates

7 Long staff recruitment process

8 Continuous training takes time and money 
9 Certain sustainable aspects remain unnoticed

	Opportunities 
	1 Berlin’s nightlife scene is dynamic and popular even beyond Germany’s borders 
2 There is attention for new (sustainable) developments. 
3 The ability to adjust to visitor demand quickly (make the club ‘flexible’)
4 City has many young residents 

5 Many (party) visitors / tourists from all over Europe

6 The government supports cultural developments 

7 The Berlin music scene is one of the premium ones in Europe, and a epic one for techno and electro music

8 The city is very art-orientated

	Threats
	1 The city is trend-sensitive; what is hip today could be out-of-style tomorrow 
2 The club will not reach the desired target group 

3 The sustainable aspects will not be followed up by the personnel or will be difficult to maintain

4 The technological investments will be too expensive




3.1 Proposed Strategy

SO1
By creating a platform for new developments the club can be always ahead of the competition and gain market share (visitors).

SO2
The venue will sell itself since it is unique and new and will attract (party) tourists from not only Germany. 

SO3
Create a diverse programme that will appeal to a large part of the target group

SO4
Get the maximum out of the venue by using it for multiple purposes. 

SO5 
Create a new platform for young artists in multiple artistic areas. 

SO6
To be ahead of the competition with new (sustainable) developments.
ST1 
Local personnel that know the club scene and can easily adjust to the demand of the visitors when it comes to music and other features.

ST2
Create a good promotion plan to emphasis the sustainable aspect.

WO1
The government and European Union stimulate sustainable projects and can support the technological developments.

WO2 
Many young people live in Berlin and that can help finding the right personnel that shares the same values. 

WT1
The technological investments and the continuous need for updates are going to be expensive. 

Product development strategy is the proposed strategy. The existing target group has to be triggered to visit the SDC and make them aware of the sustainable aspects. 

3.2 Product

Due to the fact that we are not exporting a product, but a service, it is more important to focus on personnel, since they represent the SDC and play an important role within the organization. (see section one of this paper)
3.3 Place

To find a venue that can be transformed into a SDC might take some time, but the areas where to look are already known. The three main areas in Berlin are: Mitte, Kreuzberg and Prenzlauerberg. Mitte is the heart of the city and the other two are close to the centre. Especially during the last couple of years the two other neighbourhoods have attracted a young crowd that have put fresh input to the neighbourhood by opening new bars, shops and ‘tiergartens’. The reason for the large number of new habitants is the lower rents, as compared to Mitte. In all the three neighbourhoods there is the possibility to open the SDC as there are also mainly the other clubs and bars situated in the areas. This does not necessarily have to be a threat because whenever a venue becomes overcrowded there will always be something close by where to go to. 
The venue itself should be multifunctional and used to the maximum. During the day the front part of the club will function as a café with the possibility of having lunch or dinner there. If possible, this or another place could be designed for internal meetings or for external organizations. It is common knowledge that employees function better in an inspiring environment; therefore it could be used for meetings or workshops. Other than that, if BMW plans to launch a new hybrid car and the SDC would be a perfect choice as a location for the presentation or after party, since both shares the goal of sustainability.
3.4 Personnel

A club without a well-functioning and organized team is not worth starting. In the end, visitors will be dealing with personnel at the entrance, bar and backstage and not with the management that created it all. Therefore, it is extremely important that personnel be selected carefully and that all staff shares the environmental-awareness feeling of the SDC. The motivation of the personnel will be higher if they work for an organization that they support. To have a local club manager is crucial. The local manager should be a person with experience in the scene and who knows all the ins and outs of the industry plus the right people. 
3.5 Price

Berlin is cheaper than other European capital city. According to the ECA International worldwide Cost of Living ranking 2007, Berlin is ranked on the 26th place and not in the top 15 with the most expensive cities to live in. 

A couple of students from The Hague University moved to Berlin and one of the first things they noticed is the price difference, in comparison not to only the Netherlands.  Rents are much lower than one would expect in such a huge city and therefore, especially students, spend much of their free-time and money on partying. It is a common fact that youngsters from all over Europe go on party-weekend trips to Berlin and party hop 24/7 until they drop from exhaustion. 

The entrance prices for a regular club night differ from: 5 to 10 euro. When there is a special party the price may be higher. For concerts the prices are from 15 to 30 euro, depending on the artist. 

A club membership card would create a stronger bond between the visitor and the club. Various benefits could be linked to the membership and if it evolves and the SDC cooperates with for example, a bike- taxi company the visitor could receive a discount for using this facility. 
3.6 Promotion

An opening, and in particular the first Sustainable Dance Club in Berlin, will attract a lot of attention. To make sure all possible media will be put into use for the promotion it is necessary to write a detailed promotion plan with a time-schedule in advance. This plan will indicate which communication channel will be chosen to target which target group and moreover, what kind of information will be sent. The (local) marketing manager will be in charge of this as well as to supervise its implementation.
The promotion of the SDC must be broad and reach an extensive audience. An advantage of this club is that it is not only interesting for future visitors, but in general, for everyone. A division in the information focuses is required: Dance Club information and Sustainable club information. In addition, the media will be divided into free- and paid publicity. 
Once word about the club reaches it recipients, the SDC has to be ready to answer all the questions and process further information requests. Promotional materials should be prepared in advance. It is also important to think about the logo, corporate style and all the required information on the venue, its special features and mission. The logo should be recognizable without text and should immediately refer to the SDC. Decisions on poster design should be made by professional designers and correspond with the interior of the club to create a ‘whole’. With everything the SDC will do, it should be well considered what kind of information is going to be provided. All explanations given towards the public are important in establishing the desired club image. 

A website should be launched in the very beginning, because nowadays it is the first thing people reach for when they want to find out more about a product or service. The website must be clear and easily accessible, yet attractive and conform to the corporate style. There can be photographs and a 360 degree video posted to give future visitors a preview. A competition can be created with guest lists and entrance tickets to win. Moreover, information should be provided concerning the club’s main mission or question: “Why is this all sustainable?” The answer to this question should be clear after visiting the website. The visitor can too join the Mailing list and be kept up-to-date about the coming events. 

Furthermore, the club could choose an Ambassador who would represent the club and act as a media spokesperson.  This person can be a famous person but it is important that he or she has a link with the club and the idea of sustainability. In Rotterdam this role is played by Ted Langenbach, who has been famous in the club scene since his involvement with the club Now&Wow and who has organised many parties over the years. 

It is important to get as much free publicity as possible and that after word has gone round about the club, the media will contact the SDC instead of the other way around. Starting on national level, the SDC should address national newspapers such as: ‘Der Spiegel’ and ‘Focus’, and national TV concerning the development of the SDC. Emphasis should be on the sustainable feature and the technology used at the venue. This information is essential for everyone, Also, an older audience that perhaps will not visit the club for a dancing night but would like to know more about the sustainable concept and how it has been implemented. This should be done at least a half a year in advance. 

From a national focus the club moves to a local focus, since the ‘Think global, act local’ marketing rule here is crucial.  Nowadays city-branding is a hot topic; what are the city’s key features and unique characteristics. The first step would be to contact for example, Berlin Tourist Information and organizations that promote the city and its attractions; all their editorial offices should be contacted and updated when necessary. If it is interesting enough they will write an item about it - and that is the goal. Local TV and the most popular magazines such as 030, Zitty and Tipp and online publications should also be contacted. Posters should also be hung around the city because, wherever one looks there is another party, club or performance promoted. The distribution of flyers at bars and shops should also be included in the plan. Other than flyers, the SDC can create small booklets with the program for the upcoming two weeks or even month, if possible. 

The more local the promotions, the more detailed information to be provided – more of a focus on the exact programme with the various parties, events, concerts. 

There are also possibilities for business-to-business promotions; companies can host an event or organize a business party at the venue.

A day before the opening there should be a press conference. Local and national media sources should be invited for a sneak-peek tour and to ask questions. Media guests can even try the dance floor to see how much energy they generate. 

Basically, the SDC should be promoted in the scene by people from the scene. A promotion team, in cooperation with other organizations, advertisements in magazines and on websites, mailing lists and an ambassador should make the promotion a success. 

4 Financial analysis
The previous renovation of the venue where WATT is located cost around 2.2 million euro. (3voor12, 2005). The SDC should apply for a subsidy from the European Union for supporting sustainable developments. However, the budget for the programme should be around 1.5 million per year. In the calculation other expenses like insurance, loan interest, installation maintenance and the costs for (inter)national bands and performers are not calculated. Hereunder is an estimate given of the first year.  

Investment 

Purchase price venue
        1.000.000,-
Renovation

        1.500.000,-

Technological installations        500.000,-
Web site design


  3.000,-

Corporate style design

  5.000,-         +  
Total 


        3.008.000,-         €


A month’s fixed costs:  

Personnel (20 fulltime)

42.000,-

Advertisement


  1.500,-

Website banner


     200,-

Promotion team


     500,-         +  

Total 


             44.200,-         €


A month’s variable costs:


1 x 5000 flyers


     200,-

2 x 1000 flyers


     150 
4 x 500 A0 posters

  1.950,-
Posters
+ hanging up

  1.000,-

Personnel (10 freelance)
  1.300,-

DJ’s



20.000,-        +

Total 



24.600,-        €


The variable costs will be divided into costs for an organized concert and a club night: 

Concert: 16.400,- euro
 

Club night: 8.200,- euro

	Number of events per quarter

	
	Q1
	Q2
	Q3
	Q4

	Concerts
	12
	24
	24
	24

	Club night
	24
	24
	36
	48


	Additional information 

	
	Per concert
	Per club night

	Average number of visitors
	500
	600

	Ticket prices in euro
	15
	6

	Ticket revenues per event
	7.500,-
	3.600,-

	Amount of money spend during an evening in euro
	20
	30

	Bar revenues per event
	10.000,-
	18.000,-


The overall overview for the first year

	Description
	Q1
	Q2
	Q3
	Q4

	Costs

	Investment
	3.008.000
	0
	0
	0

	Fixed costs
	44.200
	44.200
	44.200
	44.200

	Variable costs

	concert
	196.800
	393600
	393600
	393600

	club night
	196.800
	196.800
	295200
	393600

	
	
	
	
	

	Total costs
	3.445.800
	634.600
	733.000
	831.400

	

	Revenues 

	Tickets

	concert
	90000
	180000
	180000
	180000

	club night
	86400
	86400
	129600
	172800

	

	Bar

	concert
	120000
	240000
	240000
	240000

	club night
	432000
	432000
	648000
	864000

	
	
	
	
	

	Total revenues
	728400
	938400
	1197600
	1456800

	

	Total profit
	-2.717.400
	303.800
	464.600
	625.400


After 7 quarters the break-even point will be reached and there will be real profit made of 552.600,- euro. 

Conclusion 

Berlin is and will be a dazzling city with an extraordinary nightlife scene that is diverse and attracts many people from all over the world. The city and its residents are continuously looking for new trends and are fearless for new experiments and technologies. Being sustainable and environmental aware seems to receive much more attention in daily life than in any other capital. More and more events (e.g. Fashion shows) are being organized that share this believe and therefore the Sustainable Dance Club should explore this opportunity and open a venue in Berlin. 

The internal analysis shows the strengths of the club: the technological features that are part of the whole ideology of ‘sustainable clubbing’. The concept in new and does perfectly fit into a sustainable lifestyle, something that is setting a trend more and more at this moment. These elements should be emphasised in the promotion plan by sending the message of the club to its future visitors. The club will be used for multiple purposes and will reach by this a large audience and increase its sustainability by using the venue to the maximum.

The external analysis shows that the club scene in Berlin is big but more stable because of the huge number of young people living in the city and the number of tourists accompanying them. 

Yet, the Sustainable Dance Club would have to deal with several competitors; however none of them is to be compared with this club, because of the key elements. This report shows that the biggest threat would be that the expensive technological installations will stay unnoticed by the desired target group. To prevent that, the promotion plan should be prepared in advance. Also there should be taken a look at the reviews of the first year after opening WATT in Rotterdam, to prevent making the same mistakes twice. 

To conclude, yes there is a demand for a Sustainable Dance Club in Berlin. The club is a niche in the club scene-market, but they should act soon. In meantime, Berlin will party on and without doubt, its residents will have enough energy to make the Sustainable Dance Floor light up tot its maximum during the opening night. 
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6 Appendix  

Appendix 1 Technical Description Sustainable Dance floor

SPECIFICATIONS
Size:
Maximum deflection:
Materials top section:
Weight:
Connections:
Power consumption:
Sustainable Dance Club
Pannekoekstraat 106
3011 LL Rotterdam
T 010-2762213
F 010-4257094
info@sustainabledanceclub.com
www.sustainabledanceclub.com
650x650x195mm
10mm
Reused PVC , hardened glass
and RVS316L
45kg
Data in / out
Power in / out
0,2A @ 24V, 5W max
Energy Generated:
10W continuous output at 18VDC for
adults dancing on the module
20W continuous output at 18VDV for
adults jumping on the module
maximum allowed load: 150kg
Sustainable Dance Club
Energy Floor Module specifications
APPLICATION
The energy floor module is a 650x650x195mm-sized module that collects the energy produced
by the people dancing on it. Multiple modules can be connected to each other to create a dance
floor. Inside the module there are led lights that respond to the people dancing on it. All energy
floor modules are connected to the controller module. The energy is stored in the controller
module again fed to the led lights inside the energy floor module.
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