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This report outlines the marketing plan for up and coming artist Nic Christiana. It will focus on the marketing strategy, marketing timeline, budget, and promotion involved in the build up to the release of her first EP ‘Hide and Seek’.
Branding
Nic Christiana is a London based singer and rapper from Birmingham. She has been writing and recording music from the age of 15 and describes herself as a singer songwriter with a unique style of R&B and Hip Hop. Having come from humble beginnings, she has built her career independently from the bottom, and writes all her own music. Nic cites her main influences as British neo-soul artists Jorja Smith and Greentea Peng, as well as Eminem and Drake. Moving away from her earlier music, she is evolving into a more mature contemporary R&B and neo-soul sound, combining modern R&B and psychedelic beats ‘Hide and Seek’ with a unique mix of  soulful vocals and rap, shining the spotlight on social issues such as female empowerment and racism ‘Aint I A Woman’. Her Debut EP ‘Hide and Seek’ speaks on topics such as relationships, mental health, female empowerment, and the struggles of making it in the industry.
Nic’s look and sound can be compared to Jorja smith and Greentea Peng. Like Jorja, Nicole shines a light on social issues such as female empowerment and racism. She can mix genres such as R&B and hip hop and has a soulful sound. Her newer music has had more of a neo-soul and psychedelic sound, and can be compared to neo-soul singer Greentea Peng, who also mixes genres such as R&B, Hip Hop and Reggae. 
She has a strong focus on collaborating with other creatives and incorporating this within her artwork for her tracks. The cover art for her singles and EP are all illustrations designed by artist Tasia Graham, and this is a theme that will be running throughout the marketing campaign. 
Target Market
As Nic wants to move away from her old sound, there needs to be a focus on shifting her audience and gaining more of a female fan base. Analysing her current Spotify for artist statistics, women are her secondary audience (31%) with males making up 66% of her primary audience. The age ranges of her primary listeners are 18-22 (35%), with her secondary audiences being 23-27-year olds (23%) and 28-34-year olds (23%). The UK are where most of her listeners are located, mostly in Birmingham and London, but she has had some plays in other countries such as the US, Germany, Poland, and Argentina.
Demographics and Psychographics of Target Market
Age: 21 – 30 years old, Gen Z/Millennial
Occupation: Students/young creatives
Location: London/Birmingham
Ethnic Background: Mix of ethnic backgrounds, especially Black women, POC
Interests/Hobbies: art, culture, social issues, politics, spirituality



Marketing Strategy 

EP and Singles
The ‘Hide and Seek’ EP consists of six songs: ‘99 Problems’, ‘Aint’ I a Woman, ‘Hide and Seek’, ‘Entertain’, ‘Wants me’ and ‘Sublime’.
Three of those songs will be released as singles with accompanying videos in the follow up to the release of the EP. As Nic is technically starting from scratch with her new sound, it is important to build her listeners before the EP is dropped. After a meeting with a publisher, it was decided that the title track ‘Hide and Seek’ will be released first. The tracks vocals and beat perfectly reflects the new modern R&B and psychedelic sound that Nic wants to embrace, so it is important to her that this new sound is put out there for her first drop. ’99 Problems’ will be the second single to be released and is a modern R&B track speaking on the stresses and pressures of life. 
‘Aint I a Woman’ is a song in collaboration with artist and Illustrator Tasia Graham. It is accompanying Tasia’s art project of the same name that aims to highlight feminist issues and voice the experiences of black women. It Is a passion project that is very important and needs to have a good amount of exposure to get the message out there, so needs to be released once Nic’s following has begun to build through the previous tracks. It will be accompanied by a video that involves a time lapse of Tasia painting a piece of art behind Nicole, with the finished piece shown at the end, as well as celebrating a diverse range of black women. The project can be compared to Enny and Amia Brave’s track ‘Peng Black Girls’, which is a celebration of black womanhood. The track went viral after a remix was dropped with Jorja Smith via a COLOURS show. As the track holds such an important message, a social media plan has been made to elevate its reach, with a Tik Tok campaign that will encourage users to make videos to the song.
The first single will be dropping on the 26th August 2021, with an average of 3-5 weeks between the single releases, and the EP dropping on the 27th of November 2021. Acoustic versions of the singles can be recorded and posted to social media channels, and after the release of the EP, a house remix of ‘Hide and Seek’ can be commissioned to continue the hype around the release.

Spotify
Before each single release, the tracks will be pitched to Spotify playlists. The playlists that would have the most impact for Nic’s exposure would be Spotify’s own editorial playlists, such as ‘The Sound of UK Contemporary R&B’, ‘R&B UK’, ‘Rap UK’, ‘RedBull Grime + UK Rap’, and Spotify EQUAL UK & Ireland. Websites such as Soundcamp and Artist Republik can also be used to pitch songs to playlists and get feedback, with the average campaign costing around $50 (Soundcamp.com, 2021)

Spotify EQUAL Global Music Programme
To boost the exposure for Nic and the EP, pitching to join the Spotify EQUAL Global Music Programme could be a smart option. Spotify EQUAL is a ‘‘global commitment dedicated to fostering equity for women in audio and celebrating their contributions’’. It ‘‘shines a spotlight on women artists and podcast creators locally, regionally, and internationally through global partnerships, activations, new content experiences, and on and off platform support’’. (Music Week, 2021)
EQUAL has 35 local playlists from 50+ countries including the UK, and a “best-of” global playlist containing music from artists from the local playlists around the world. It gives artists the opportunity to takeover flagship Spotify and partner playlists, and each month, one artist is featured on the cover of their local playlist, in addition to receiving promotion on the platform in their home country and internationally. It also features a ‘Created by Women’ Playlist, with 40 songs completely written, produced, and performed by women song writers, producers, and artists (Spotify Newsroom, 2021).

Youtube
At present, Nic does not have a large following on Youtube. However, she has had moderate success with views on some of her previous videos that have been posted on GRMDaily (15k) and Linkup Tv (33k). The most views she has received on a video on her own channel is 20k. Before the release of the EP, it is important that her subscribers are boosted to gain views for her releases. To gain traction to her channel, it may be useful to join the Youtube Partner Programme. The Youtube Partner Programme gives independent artists the chance to monetise their work using advertising to generate revenue. It allows artists to focus on their music whilst being matched with advertisements that relate to their channel and fan base. Artists who are a part of the programme have an account that receives payment from the advertising revenue, and they can also make revenue through Youtube Premium, earning a share of the premium revenue depending on how many views they get from premium members. There are also standards that creators need to meet to be accepted on to the programme, including 1000 subscribers and at least 10k ‘lifetime’ views (Youtube Creator Academy, 2021)
Nic has a total of 26,183 lifetime views, enough to join the programme, but she does not currently have the required 1000 subscribers. This means that pre and post release of the first single drop, there needs to be a strong focus on building her Youtube content and gaining these 1000 subscribers. Other social media platforms need to be used to encourage fans to subscribe to her channel, releases, videos, and other content needs to be linked in social media bio’s, on her website and in blogs. It is also important to encourage people to watch the full video right to the end, as Youtube algorithm is based off ‘watch time’, which determines what videos appear in searches, on the homepage and as suggested videos
Between releases, content needs to continue to be made to boost engagement on Youtube and social media channels. Behind the scenes footage, acoustic covers and interviews can all be utilised. Regarding ‘Aint I a Woman’, a BTS video of the video shoot would be a great way to bring traffic to Youtube. Due to the contents of the video (Tasia creating the art), it would be great for fans to be able to see more of the process. It would also be a good idea to film an interview between Nic and Tasia, discussing the collaboration and the subjects behind it. This will not only boost the success of the track, but also give Nic an opportunity to connect with the audience, give exposure to the topics at hand, and show more of her personality.




Social Media

Tik Tok
As Previously stated, a Tik Tok campaign will be created for ‘Aint I a Woman’. The campaign will encourage fans to create videos to the track, promoting diversity and the message of the song. The Tik Tok’s can then be reposted on to other social media platforms, with the intention of the trend going viral. Tik Tok has around 1 Billion active monthly users, with 60% of these users being Gen Z, aged 16-24 (Wallaroo, 2021). This means that Tik Tok is an opportunity to reach a large amount of Nic’s target market. Over recent years, Tik Tok has significantly impacted the music industry, with ‘Tik Tok Challenges’ helping up and coming releases go viral, changing the landscape and allowing newer artists to gain exposure without labels. Not using Tik Tok in this instance would be a missed opportunity. Due to the demographics of the target market, early adopters of her music will most likely be young creatives/social media creators, who resonate with the message and care about social issues, meaning that the possibility of the track being shared and going viral will be even bigger. 

Twitter
Twitter is still a significant channel for sharing content and gaining fans. It is a social media app that when used right, can give an artist the opportunity to connect more directly with fans and show their personality. Pre- release, attention needs to put on building Nic’s Twitter page and followers. It can be used to share other content from Instagram and Tik Tok, and give fans live updates on releases, ticket sales and other projects.

Instagram
Instagram is the primary social media channel that needs to be focused on during the campaign. It is where Nic can build her aesthetic and give her audience an idea of the type of artist she is. Nearly everything that is produced during the campaign needs to be available on Instagram. Live Instagram stories and Q&A’s can be used as tools to connect with fans and give them a chance to get to know her better as a person as well as an artist. 
Before the release of the singles and the EP, Instagram can be used to build excitement by posting ‘coming soon’ posts and snippets of videos and other content. Once content has been dropped, follow up posts can be used to continue engagement with the content, such as the reposting of the Tik Tok videos, or snippets of the interview with Tasia can be posted to talk about the topics that were discussed, for example. After the release of the EP, a live stream can be planned to boost fan engagement.
Paid promotion and advertising can also be used on Instagram to further promote single releases, videos, the EP and the tour (see below). It costs around £360 to reach 100,000-270,000 people over 30 days, and around £1050 to reach 300,000-790,000 people over 30 days.


Website
Before the beginning of the campaign, a website needs to be created for Nic. The website should be a one-stop-shop for her fans, where they can access any information, content, and sign up to a newsletter for exclusive access. The website should have links to all her social media profiles, concert tickets and merchandise. A website is important as it will allow direct-to-fan interaction. The newsletter sign up will alert fans on ticket drops with early access, give access to exclusive merchandise and pre-releases of Vinyl’s/CD’s

Promotion

Radio
Radio play is still very important in the success of an artist, so it is important that the singles get radio attention. Investing in a radio plugger would be the first step, but tracks can also be sent to smaller/local radio stations to gain attention, such as BBC West Midlands and New Style Radio. Radio plugger and publishing tool Ditto Music charges just £19 per artist a year to release unlimited music for them to plug, so although it may not be necessary to have a radio plugger, this would be worth doing for the price.
The main station that would be significant to pick up the tracks would be Radio 1/1Xtra. After 7pm Radio 1’s music is picked by the DJs and show teams, and the playlist makes up the songs that are played in the daytime. The amount of plays a track gets is determined by the section of the playlist it is in (A, B, C). There is also a section of the playlist called ‘In New Music We Trust’, that tests out brand-new music. These songs will not get much airtime but will still be played in the daytime. The Radio 1 Playlist is decided in the weekly Radio 1 Playlist meeting, where producers listen to new music and decide if it should go in the playlist, so the tracks will have to be listened to in this meeting to get on the playlist. The singles can be given to producers via radio pluggers. 1Xtra also has ‘specialist shows’ that play music not on the playlist. Producers/Dj’s from the specialist shows are involved in the weekly playlist meeting, so it would be a good idea and may be more realistic to get songs to these DJ’s first (BBC Radio 1's Academy, 2021).
BBC introducing would also be a great way to get the tracks to the Radio 1 playlist producers, as the best shows from the local BBC Introducing shows get passed to the Radio 1/ 1Xtra. To get onto BBC Introducing, the singles can simple be uploaded. Due to the amount of music that is uploaded, as well as her tracks, Nic’s bio and press shots need to be unique and creative to gain the attention of producers. Press shots can be taken before the beginning of the marketing campaign to be ready to send to media.






Blogs
Before the release of the singles, EP and tour, blogs and magazines need to be contacted with press releases to draw media attention. The tracks can be submitted to tools such as Sharepro to send to blogs. Some Notable blogs to get attention from would be:
16.) HighClouds
17.) Xune Mag
18.) Cut The Pause
19.) FACT
20.) FUXWITHIT
21.) Ride Music
22.) Reyt Good Magazine
23.) 24 Hip-Hop
24.) Hip Hop Indie Music
25.) One Stop Record Shop
26.) Echoes Magazine
27.) Turtle Tempo
28.) Right Chord Music
29.) Gal-dem
30.) The Wire


1.) That Grape Juice
2.) A&R Factory
3.) We Plug GOOD Music
4.) STW
5.) The Playground
6.) FACT Magazine
7.) Alfitude
8.) Stamp the Wax
9.) Hit the Floor
10.) The Soul Mixtape
11.) Complete Music Update
12.) The Guardian R&B
13.) Urban Vault UK
14.) Drowned in Sound
15.) UKHH

Post Release Promotion
After the EP is released, there needs to be continued promotion through various channels. This will include promotion on billboards, touring, physical products, and brand collaborations. 

Tour
To aid with the promotion of her EP, Nic will commence a UK and European tour in March 2022. The ‘Hide and Seek’ tour will consist of 12 shows in the UK and 11 shows across Europe. UK Show Locations include London (x2), Birmingham, Nottingham, Manchester, Liverpool, Bristol, Glasgow, Edinburgh, Dublin, Belfast, and Cardiff. The European leg of the tour will commence in May 2022 and locations include Athens, Budapest, Milan, Geneva, Barcelona, Berlin, Stockholm, Copenhagen, Amsterdam, Brussels, and Paris. 
The tour will be promoted via social media, Nic’s website, posters and through live music discovery app Bandsintown. The app allows users to discover upcoming shows and live streams and sends alerts to fans when their favourite artists announce performances. Tickets can be purchased through the app, and it can be synced with user’s other music apps so that concert suggestions can be given based on their listening history. As a smaller artist, the app will allow Nic to connect directly with her fans when the tour is announced. The tickets for the tour will be placed at a low price of around £15-£20 (17-23 euro) as they will be held at smaller and more intimate venues. Fans signed up to Nic’s newsletter will receive first access to ticket sales.

Physical Product
Producing physical merchandise will be an opportunity to have more of a direct-to-fan relationship with the audience. Despite the rise of digital music platforms, people still like to have a physical copy of music and merchandise. Buying products is a great way to support lesser known artists, and the experience of listening to music on vinyl for example is completely different from listening on a digital platform (makeuseof.com, 2021). A vinyl of the EP will go on sale a couple of weeks after release. To reduce the cost of making the vinyl’s, there will be a limit of 100 being sold, with exclusive access being given to fans signed up to the newsletter. Tour merch will be able to be brought via the website before the tour commences. Fans who have signed up to the newsletter via the website will have exclusive access to a pre-sale and will have a wider variety of tour merchandise. The merchandise will also be sold at the shows for fans to have has memorabilia. 

Collaborations
After the release of the EP and the tour, it is important to keep the memento up. Collaborations with other media and brands would be an effective way of gaining exposure to a wider and more international audience. Fashion Brand Pretty Little Thing is known for its extensive collaborations with celebrities and influencers. They have had collections with international recording artists such as Doja Cat but have also collaborated with smaller home-grown talent. In 2019, the brand collaborated with British rappers Ms Banks, Lady Leshurr and Lioness on a collection, with an accompanying track ‘Pretty Little Things’ featuring will.i.am. Working with an established brand such as Pretty Little Thing would give Nic more commercial exposure, opening her up to a bigger audience. 










Marketing Timeline
The marketing campaign will run between July 2021-May 2022, when the European leg of the tour kicks off. Below is a timeline of all releases and marketing activity throughout the campaign.

July-August

· Press shots
· Create website
· Shoot video for ‘Hide and ‘Seek’
· Boost socials by clearing feed and post to show aesthetic- all posts do not have to be music related (show personality)
· Encourage current followers to subscribe to YouTube channel/follow other socials- can do this with teaser posts
· Send press release/bio to media before the release of ‘Hide and Seek’

August 

· Post ‘coming soon’ posts and teasers- encourage audience to sign up to newsletter
· Pitch to playlists, radio, and blogs
· Change headers on socials to artwork
· 26th August- ‘Hide and Seek’ drops
· Continue promotion through, social media, making sure links to the song and video are available on all platforms
· Paid promotion through Instagram to boost engagement 
· Engage with audience via Q&A/lives

September 

· Post ‘coming soon’ posts and teasers of ‘99 Problems’
· Pitch to playlists, radio, and blogs
· Change headers on socials to artwork
· 16th September- 99 Problems drops
· Paid promotion through Instagram to boost engagement
· Continue promotion, sharing content and engaging with audience
· Continue to encourage audience to subscribe to channel after watching the video
· Begin to tease collaboration with Tasia and use socials to discuss the topics at hand




October

· Post snippets of song/video
· Pitch to playlists, radio, and blogs
· 15th October- ‘Aint I a Woman’ drops
· Paid promotion through Instagram to boost engagement
· Encourage audience to make Tik Tok’s to the song
· Post a BTS of the video
· Post interview with Tasia discussing the collaboration and the topics at hand
· Repost Tik Toks on to socials
· Talk to blogs/do interviews about the track
· Post acoustic/live version of track (Post to Youtube channel)

November

· Continue promotion of tracks and begin to tease EP on socials
· Continue engagement with audience through Instagram stories/Tik Tok videos on own channel
· Photo shoot for EP
· Encourage audience to sign up to newsletter
· Send out press release
· Pitch to playlists, radio, and blogs
· Change headers/profile pictures to EP     artwork
· 27th November- EP drops
· Billboards
· Engage with audience- ask them what their favourite tracks are etc. 
· Post BTS videos/photos in the studio writing the EP
· Announce limited edition vinyl for newsletter members

December

· 10th December- announce tour
· Paid promotion for tour
· 16th December- drop tour dates and ticket links



January 2022

· Continued engagement with fans
· Announce ‘Hide and Seek’ house remix
· Drop tour merch through website
· Drop video for one of the other songs on EP to keep the momentum going


March
· 3rd March- tour kicks off
· Post videos to stories from tour
· ‘Thank you’ posts to fans

April

· Announce PLT collaboration
· PLT launch party- invite other artists/influencers/press (will be done by the brand) and post photos/videos from the event to socials


May

· 7th May- European leg of tour kicks off










Budget
The estimated budget for the marketing campaign is £10,000 (not including a separate touring budget). The budget includes Videos, social media advertising, billboards, radio plugging, press shots and the production of vinyl’s. Press shots need to be taken before the campaign, at an average price of around £100. Music videos need to be shot for the three single releases, with an estimated cost of around £5000. Ditto Music charges £19 a year for radio plugging, and the cost of two billboards on a high street for two weeks is around £600, which will be in both Birmingham and London. The cost of pressing vinyl’s is around £900 for 100 copies (Musicolrecording.com). The left-over budget is there for Merchandise and any wriggle room that is needed. 
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Marketing Budget - Nic Christiana Hide and Seek EP

Budget £10,000
Radio Plugger £19
Social Media advertising £1,440
Videos x3 £5,000
Press Shots £100
Vinyls £900
Billboards x2 £600

Total £8,059




