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Abstract

Building long sustainable relationships with both local
and global communities through teaching, mentorships, and
innovation continue to be integral for musicians to cultivate
and grow a viable fan base and make a difference in local
and global communities. As Chahine points out, “Social entrepreneurship is a form of social service and, like all forms
of social service, is a path toward positive social change
to improve the conditions, livelihoods, and standard of living of populations and ecosystems.” The goal of Inbound
Marketing is to attract strangers or passive fans and funnel them through the four phases of the Inbound Marketing
model: attract, convert, close, and delight, and eventually,
make them promoters and fanatics. The attract phase, which
is the first phase of the Inbound Marketing model is where
social entrepreneurship plays an integral role in building
relationships with communities in addition to blogs, social
media, keywords, and pages. The conversion phase, which
is the second phase, is where teaching, mentorships, and innovation become key to connect with new audiences and
disseminate knowledge to communities that might not have
access to education and resources, necessary to pursue creative careers, higher education, and personal growth. The
close phase, which is the third phase, typically encompasses
big data to calculate progress and impact through key performance indicators, metrics, and analytics. The promote
phase, which is the fourth and final phase of the Inbound
Marketing model, creates symmetry and continuity through
social media, emails, workflows, and elements used in the
first phase of the Inbound Marketing model. The utilization
of the Inbound Marketing model makes social entrepreneurship in the arts, with a focus on building long sustainable
relationships with both local and global communities, less
complex and more manageable.
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