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Executive Summary 
 

This report analyzes the Pitchfork Music Festival – Paris edition organization. The festival is 

organized and produced by Pitchfork Media and the French agency Super!. It happens in Paris 

at La Grande Halle de la Villette and is held annually since 2011, the 2019 festival marking its 

9th edition. The last edition has seen a varied setlist composed of artists like the 1975, Charli 

XCX or Chromatics. 

 

The main producer of the event, Super!, is composed of a small permanent team that is part 

of a flatter organization, where communication is the most important, hierarchy is blurry. The 

company is composed of 5 departments, having different missions and goals but are intra-

connected to each other. 

 

This report will have an objective perspective on identifying the macroenvironment that 

surrounds the Pitchfork Paris festival by using the PESTEL model (Political, Economic, Social, 

Technological, Environmental and Legal). The microenvironment of the festival will also be 

studied, and competitors, customers, and stakeholders will be analyzed. 

 

The Pitchfork Paris has a particular way of being organized, which will also be reviewed by 

analyzing its ex-ante, mid-term and ex-post organizational process, to understand how this 

festival is being established and what makes it successful, or not. 

 

Finally, issues will be raised through a careful study of the SWOT analysis of the festival and 

recommendations will be given to the company to improve itself for the next edition of the 

festival, being held in Autumn 2020.  



 3 

Table of contents 

Executive Summary ..................................................................................................................... 2 

1. Introduction ........................................................................................................................ 4 

1.1 Background of the event – general ................................................................................................. 4 
1.2 Background of the event – 2019 edition ......................................................................................... 4 
1.3 Ownership of the event .................................................................................................................. 4 

2. Structure ............................................................................................................................. 5 

2.1 Organisational configuration .......................................................................................................... 5 
2.2 Event management team ................................................................................................................ 5 

3. Context ............................................................................................................................... 6 

3.1 Macroenvironment for Pitchfork in France .................................................................................... 6 
3.2 Microenvironment .......................................................................................................................... 7 

4. Plans, Decisions and Operations .......................................................................................... 8 

4.1 Ex-ante process ............................................................................................................................... 9 
4.2 Mid-term process ............................................................................................................................ 9 
4.3 Ex-post process ............................................................................................................................... 9 

5. Recommendations and Issues ........................................................................................... 10 

Appendices ............................................................................................................................... 11 

Appendix A – La Grande Halle de la Villette (Venue) .................................................................................. 11 
Appendix B – Pitchfork Music Festival: Paris 2019 line-up .......................................................................... 12 
Appendix C – Organisational Configuration ................................................................................................ 13 
Appendix D – Organisational Tree (Permanent Structure) .......................................................................... 13 
Appendix E – Macro/Microenvironments ................................................................................................... 14 
Appendix F – Pitchfork Music Festival Paris App ......................................................................................... 14 
Appendix G – Red Bull partnership on social media Instagram .................................................................. 15 
Appendix H – Before, During, and After Event Model ................................................................................ 15 
Appendix I – Survey on Facebook and Twitter ............................................................................................ 16 
Appendix J – SWOT Analysis ........................................................................................................................ 16 

Bibliography .................................................................................................................... 17 

 

 
 
 
 



 4 

1. Introduction 
 

1.1 Background of the event – general 
 
The Pitchfork Music Festival is an event taking place every year since 2006 at the Union 

Park of Chicago, in the USA, for three days at the end of July.  Since 2011, Pitchfork Medias 

decided to launch another version of this festival but in Paris, France. This one is taking place 

at La Grande Halle de la Villette in the 19th borough of Paris1, (North-East of the city) for three 

days at the end of October, beginning of November. The festival programming evolves around 

different genres of music like Rock Alternative, Rap, Hip-Hop, Electronic and Dance music 

(Bosse-Platière, 2012). Every year, the number of attendees is pretty constant and evolves 

around 20,000 people, which is the maximum number of people La Grande Halle can host 

(Bell, 2018). The festival also offers a market, vinyl pop-up stores, art exhibitions but also thrifts 

shops that are available during the length of the festival. 

 

1.2 Background of the event – 2019 edition 
 

Since 2019, the festival added up two scenes to the two original ones, so a total of 4, to 

accommodate more artists (La Grande Halle, La Petite Halle, the Nef, and The Studio). For 

example, this year, 55 artists produced themselves during the 3 days of the festival. Regarding 

programming, Thursdays are entirely dedicated to rap, hip-hop and urban culture in general. 

Fridays and Saturdays welcome artists with a pop, rock and electro background, respecting 

the image of what has made this festival a real temple for independent music (Pitchfork Music 

Festival Paris, 2019). 

What makes this festival special is its “avant-garde” side, making the three days into 

discovering new national and international artists plus inviting artists that are already pretty 

known, like Charli XCX or the 1975 for this year2. Every year, the number of attendees is pretty 

constant and evolves around 20,000 people, which is the maximum number of people La 

Grande Halle can host (Bell, 2018). 

 

1.3 Ownership of the event 
 
The Pitchfork Paris Music Festival is organized by Pitchfork Medias and produced by Super! 

(a Parisian events and label agency). Pitchfork Medias is a website based in Chicago since 

1995 and is a web musical magazine, run by Ryan Schreiber. The company is part of Condé-

Nast (Vogue, Vanity Fair, etc.)  since 2015 (Le Monde, 2015). The festival is organized every 
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year, is fully private, not public and is a for-profit event. The group Super! is also producing the 

French edition of the festival. They are an artistic agency created in 2006 by Julien Catala. 

They represent more than 300 artists, national and international ones that are rock, folk, pop 

or electronic oriented. They also help them being produced and known to the wider public, 

which is also the aim of the Pitchfork Festival (Super!, 2019). Even though these organizers 

are private, the festival has an impact on the local economy and increase the reputation of 

Paris (Chirieleison, Montrone, & Scrucca, 2013). Pitchfork Festival has an international impact 

because, according to Julien Catala, half of the public attending the festival is international, so 

around 10,000 foreign festivalgoers (Bordier, 2016).  

 

2. Structure 
 

2.1 Organisational configuration 
 
Organizing festivals are quite interested in a way that most of them possess a semi-permanent 

structure with a small number of permanent workers, since many festivals like the Pitchfork 

Paris happen 3 days per year. Therefore, it is important to have a strong knowledgeable 

manager since a lot of the knowledge is stored into organizers’ heads and they have to share 

information and communicate quickly and efficiently to relevant parties during the organization 

of the event (Abfalter, Stadler, & Müller, 2012). Many studies have been conducted concerning 

the types of organizational structures but the one study that has been retained in this report 

acknowledges 5 types of them: hierarchical, flatter, flat, flatarchy and holatric, with each 

containing strengths and weaknesses. The Super! agency, managing the Pitchfork Paris 

Festival, could be considered as a “flatter organization3”. It has been associated with this type 

of organization because it values a less formal hierarchy and a more openness for 

communication and collaboration since the company is small, as well as a good teamwork and 

openness to share information to managers (Morgan, 2015). 

 

2.2 Event management team 
 

As said before, the organization of festivals is made generally by a small permanent team and 

with seasonal teams. It is the case with the Pitchfork Paris Music Festival and its organizers 

from Super!4. The initial creators of the Parisian version of the festival are Pitchfork Medias 

and the owner is Ryan Schreiber. However, the event is produced by the agency Super! from 

A to Z. Julien Catala is the supervisor and the face of the festival, which means he is the one 
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in charge of managing the team and is the one responding to interviews and media concerning 

the festival. The Events Planning and Sponsorship team is in charge of finding sponsors like 

Red Bull, Converse, Chanel or Society to sponsor the event and therefore raise funds to 

produce it (Super!, 2019). The Communication and Partnerships department is in charge of 

the web and print communication of the Festival, but also of the media partners (like Konbini 

for this year, a media that targets young people) and the management of the ticketing. The 

Production of the event team is taking care of the coordination, logistics and general 

management during the event. They also take care of the conception and the follow up of 

production documents (contracts, bills, etc.) but also of the transport management and the 

artists’ accommodation. The Administrative department is taking care of all the administrative 

work of the agency but also its financial management (balance sheets, income statement, 

accounting, etc.). Last but not least, the Booking team is taking care of the booking of the 

different artists and performers of the festival, conform with the music style of the Pitchfork 

Paris. 

 

3. Context 
 

3.1 Macroenvironment for Pitchfork in France 
 
The macroenvironment5 assesses external factors that are not part of the business but still 

influence its success or unsuccess. Therefore, the festival has to make some relevant tactics 

and thinking to put these criteria at its advantage. To better understand the macroenvironment 

of Pitchfork Music Festival Paris, a PESTEL research has been conducted (Weeks, 2018): 

 

Political  

• Risks of terrorist attacks (80% less foreign people in 2016 at Pitchfork 

Paris Festival because of it) 

• Strikes happening often in Paris, blocking venues or public transports 

Economic  

• Arrival of competitive groups in the festival sector like Live Nation or 

Lollapalooza in France with known artists that increase the 

competition in the market 

• 1.2% economic growth in France in 2019 

• According to the OCDE, potential worldwide economic crisis will 

happen in 2020 

• Economic growth in France since 2012  
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Social  

• Deep issues sometimes with the line-up of festivals that are 

sometimes too white and male-dominated for instance 

• Increase in interest of independent and alternative music 

• Trend from millennials drinking less alcohol than previous generations 

(need to find alternatives) 

• Vegan and vegetarian adaptation on food stands 

Technological  

• 55.6 million internet users in France out of 67 million people  

• Possibility to buy tickets online on websites (Digitick, Ticketmaster…)  

• Trend of vlogging that can impact festival in a good way or a bad way 

Environmental  

• Great access in Paris with public transportation so less need to take 

the car and therefore less pollution 

• Raise in ecological activism so festivals need to be careful with 

recycling 

• Trying to find new alternatives to make a green festival like solar power  

• ISO 20121, international norm that can objectively certify if a festival 

is “sustainable”, meaning organizers are committed to minimizing their 

impact on the environment   

Legal 

• Broadcast authorization  

• Show Contractor License 

• When employing staff for a festival, need to respect these three 

contracts: distribution contract, license contract, exclusive recording 

contract 

• Event/festival request to the “Prefecture”, which will send a security 

commission, including firefighters, to make sure the location can 

receive public and is safe 

• Special Taxation for event tickets (Value-added Tax of 5.5% instead 

of 20%) 

 

3.2 Microenvironment 
 

To reduce any risks, many events and festival agencies are making preventions due to their 

macroenvironments, like the Pitchfork Paris Festival which took, for example, insurance in the 
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case of a terrorist attack (Bell, 2018). However, these external factors can also affect the 

microenvironment of the festival. The factors composing the microenvironments6 are 

composed of customers, competitors but also stakeholders (Camilleri, 2018). According to a 

study made by OnePoll, out of 2,000 festivalgoers, only 14% of the people interviewed were 

happy with facilities provided, and two of the main concerned raised were that they want to be 

notified which toilets are the busiest or not, and to have an interactive map to know where and 

what is happening in the festival (Wood, 2018). 

 

Because customer satisfaction comes first, Pitchfork Paris launched an app available on the 

App Store and Google Play Store7 in partnership with Code-Troopers that reunites the 

complaints made above but also food and water points for example (Pitchfork, 2015). 

Stakeholders in the case of the festival are mainly taking the form of sponsors and partners. 

To ensure profitability, both the festival and the sponsors need to match with the demographic 

attending the festival, this is why Red Bull8 or Converse sponsors the event since the public is 

mainly composed of millennials (Pitchfork, 2019). Furthermore, sponsorship in music-related 

event was worth $1.4 billion in 2016, so the planning, heavy work and effort is worth the time 

since it benefits both parties (Goldstein, 2019). Finally, competition can be pretty rough in 

France, especially during summer with 84% (out of more than 1,500) of the festivals happening 

from the 1st of June until the 31st of August (Nougnard, Dimitrijevic, & Thome, 2018). This is 

one of the reasons that pushed Julien Catala, the CEO of Super!, to produce the festival in 

Autumn, while it’s not too cold yet in Paris but also out of the frenzy of the summer. 

 

Since the festival has not only the reputation of the name Pitchfork that brings automatically 

people but also the financial power of the media to bring spectators, it can be hard for other 

festivals of the same “genre” of music to follow, like the Inrocks Festival (Davet, 2012). The 

programming of the festival itself is competitive with a setlist composed over the years of M83, 

Bon Iver, Mac DeMarco or more this year the 1975. Pitchfork Paris became a must-to-go 

festival in Autumn and learned how to distinguish itself from the competition (Berthelot, 2019). 

 

4. Plans, Decisions and Operations 
 

Events and festivals have most of them some chronology in terms of decision making and 

planning. There is a pre, during and after9, with each having different impacts (JICA, 2004). At 
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the beginning of the whole process, the decision-making and idea process takes place. 

Afterward, the operations and data gathering are implemented in order to have a successful 

event. In the end, information is gathered to know what was good or wrong to improve the next 

versions of the festival (Conceptually, 2019). 

 

4.1 Ex-ante process 
 
The ex-ante process is the idea of expressing what is happing before the realization of an 

event in order to make it successful. Pitchfork Paris is set at La Grande Halle de La Villette in 

inner Paris, therefore it is important as seen before to ask the permission of the Prefecture and 

the city hall to host the event at this location and to have a license (Juppé, 1997), even though 

the event is happening every year since 2011. The dates of the event are important too, 

Pitchfork Paris decides to do it every year the last days of October, beginning November: this 

year, it happened on the 31st October, 1st, and 2nd November. Therefore, it is also important 

for festival organizers to plan and execute their marketing tactics: banners, metro/bus 

advertisements, social media presence which is mostly Instagram, Facebook and Twitter, 

newsletter, sponsorships with different brands that are relevant to the campaign, press 

interviews and conferences to promote the event. Fundraising is also made to have a bigger 

budget; Pitchfork asks every year to the CNV (Centre National de la Chanson des Variétés et 

du Jazz) to have funds (Bordier, 2016). The festival has to book artists to come perform and 

make sure their musical genre is relevant to the festival spirit. 

 

4.2 Mid-term process 
 
The mid-term process is the idea of expressing what is happing during the event. The Super! 

team is present during these three days and each department has a special role to accomplish, 

like for example the production team is in charge of the general management of the event, or 

the booking team is in charge of managing the artists during the three nights. Staff has been 

hired from La Villette and external agencies to welcome people, have staff at the ticketing 

booths, or at food and drink booths. The Pitchfork launched an application and the team has 

to make sure it’s running smoothly. A hashtag (#P4Kparis) is set off on social media to have a 

direct reaction from participants and to respond promptly to it. Information and decisions need 

to be shared quickly in order for the whole organization to be efficient (JICA, 2004). 

 

4.3 Ex-post process 
 
The ex-post process is the idea of expressing what is happing after the event. It is necessary 

to gather data to learn valuable lessons, to better understand what to do and not do for the 
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next festival edition. If these lessons are positive, it is important to know how to replicate them; 

however if they are not positive, an ex-post evaluation can be efficient to do better (Schindler 

& Eppler, 2003). This is what Pitchfork Paris did by, for example, sharing a survey on Facebook 

and Twitter to improve their next year’s edition10. A good marketing strategy they did is that 

they will randomly one 3-day pass for the Pitchfork Paris 2020 to someone who has responded 

to the survey. One critique that can be made is that they waited until the 21st November to 

share this survey when it should have been done a little bit after the end of the event. It may 

have resulted in poor audience reaction to the posts (12 likes on Facebook and only 1 on 

Twitter). Also, this survey was not shared on their Instagram profile, even though they have 

17k followers neither on their website. 

 

5. Recommendations and Issues 
 
To better understand the Pitchfork Paris organization, a SWOT analysis has been made11. It 

helps in identifying the strengths and weaknesses of the event but also external factors 

affecting the festival like opportunities and threats. As seen in this analysis, it can be said that 

Pitchfork Paris is today a must-to-go show. The most important points to check out from the 

SWOT are that the festival knows how to be competitive, have relevant set lists and knows 

how to diversify its offers, to give more content to its customers than average festivals. Some 

issues have been noticed though, like expensive food and drinks inside, which can irritate 

festivalgoers who already paid tickets that are for a fact more expensive than other competitors 

(Inrocks or Solidays). Furthermore, fewer French artists are being produced (O'Connor, 2016) 

and surveys were posted too late on social media.  

Therefore, some recommendations can be considered: 

• Surveys need to be posted the next day following the event. The last festival day 
is on a Saturday so it’s best to post the survey on social media (including 
Instagram) AND the website on Sunday at 7PM (great audience activity). 

• Introduce a one-cup per person policy for the festival, to reduce the costs of 
several plastic cups: best for the environment and it can maybe reduce the pint’s 
price 

• The booking team needs to introduce more French artists, to have a real national 
impact and feeling of pride with Paris but also to make international festivalgoers 
discover francophone music art. 
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Appendices 
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Appendix B – Pitchfork Music Festival: Paris 2019 line-up 
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Appendix C – Organisational Configuration 
 

 
Appendix D – Organisational Tree (Permanent Structure) 
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Appendix E – Macro/Microenvironments 
 

 
 
Appendix F – Pitchfork Music Festival Paris App 
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Appendix G – Red Bull partnership on social media Instagram 
 

 
 

Appendix H – Before, During, and After Event Model 
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Appendix I – Survey on Facebook and Twitter 
 

 
 
Appendix J – SWOT Analysis 
 
Strengths 

- The name of Pitchfork giving 
the festival an automatic 
good reputation 

- Located in Paris 
- Diversify offers (food trucks, 

vinyl shops, art exhibitions, 
thrift shops…) 

- Small and strong permanent 
team 

- International impact (half 
attendees are foreigners) 

- Important sponsors like Red 
Bull, Converse or Chanel 

- Good national and 
international media exposure 

- Launch of an interactive app 
- Launch of a hashtag 

#P4Kparis  
- La Grande Halle is covered 

so no weather risks 

Weaknesses 
- Reliance on state and private 

organizations funds (CNV) 
- Very late survey post on 

social media, not present on 
their website and poor 
interaction from the audience 

- Dependence on sponsorship 
for the festival’s budget 

- Expensive 3-day tickets 
compared to competitors 
(120€, 54€ for one day) 

- Expensive drinks and food 
(7€ for a pint of Heineken or 
a galette-saucisse)  

- Fewer French artists over the 
years 

Opportunities 
- Only Pitchfork edition in 

Europe yet 
- Good public transportation in 

Paris 
- Not many festivals 

happening in Autumn 
- 12.5 million inhabitants in 

Paris and its suburbs 

Threats 
- Many strikes in Paris 

blocking venues and public 
transportation 

- Potential worldwide crisis in 
2020 

- Increase competition with the 
arrival of big festival names 
(Lollapalooza) 

- Risks of license revoked by 
the city hall (case of 
Electrobotik Invasion 2019) 
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