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PROJECT SUMMARY


This is a hypothetical marketing plan for Chloe Rona, an artist I am currently working to develop in a consultancy capacity. Chloe is at the beginning of her career and is currently preparing to release her third single. This marketing plan is not for the launch of her career however, instead focusing on the build-up and release of her hypothetical third album. In this hypothesised world, Chloe is an established artist in the industry – a B-list star looking to break into the elite tier - and is signed to a major record label. The strategies within therefore seek to be reflective of the best practices and the resources required to further develop an artist of that stature and scale. 

The marketing plan will focus on a period of one year, commencing nine months prior to the release of Chloe’s third album and ending following the album launch and the commencement of a world tour.

Chloe Rona is an archetypical modern ‘pop’ artist; positioned with a sound that heavily infuses elements of other mainstream genres such as R&B, hip-hop and rock, enabling Chloe’s music to cross-over genres and demographics while consequently enhancing brand awareness and reach. Chloe’s creative output, from her frank and attitude-infused songwriting to her artistic and captivating music videos, is intended to align with the market requirement of a consistently compelling product and story. 

The objectives of the year-long campaign are to maximise exposure and consumption of Chloe’s music, striving for a hit single and a successful album release, while building demand for her tour which will commence in final quarter of the campaign. 


















MARKET SUMMARY


The strategy behind the release of a major pop album in 2018 is markedly and inherently different in comparison to even 5 years ago, owing to the unrecognisable market landscape ushered in by the digital world. In the top two priority markets of the UK and U.S., music streaming comprises 46% (BPI, 2018) and 65% (RIAA, 2018) of recorded music revenues; a figure that skews higher for artists with young, streaming-native audiences and for pop or urban artists. Ultimately, it is reflective of the music industry’s fading reliance on selling physical products, and a modern release strategy competes primarily not in a monetary economy to sell consumers a CD, but in an attention economy full of other entertainment options for consumers’ time and engagement.  

The importance of streaming for Chloe is illustrated by U.S. market figures (Nielsen, 2018) showing that R&B/hip-hop leads among all genres on streaming platforms with 29.1% of all listening, while rock is second with 15.1% and pop is third with 12.9%. Chloe therefore has a significant and demographic-spanning addressable market, given her cross-over pop sound with elements of urban and rock music that enables her to potentially compete in all three lanes at once. 

Such ubiquitous artistic and commercial appeal is also vital for maximising overall brand awareness and reach, particularly in a decentralised and fragmented media landscape. Where once artist marketing was fixated on getting a video on MTV, a live performance on Top Of The Pops and a front cover on NME, today there are countless channels to promote music and reach consumers. Thus, an artist with greater appeal has more possible routes to market and will have a greater diversity of opportunities and potential revenue streams.

[image: ]Touring is an increasingly vital revenue stream for artists, comprising 43% of total industry revenues (MIDiA, 2017), although leading artists can make upwards of 80% of revenues from touring, as earnings disproportionately favour the biggest artists. While we expect moderate revenues from recorded music for Chloe, we expect live performances to form a majority of her earnings.
TIMELINE


The campaign spans one year, and with the exception of the final quarter of the campaign which sees the album release and tour on-sale, is focused on building momentum, awareness and engagement with casual and mainstream consumer segments. A successful single has been the age-old industry formula for successful campaigns and careers, and is a key focus across multiple singles for the campaign. Streaming platforms are accordingly an essential battleground and starting point for the campaign, though radio still has a key role when pursuing the scale and mainstream consumers required for chart success.
 
February

Begin to finalise asset development for single release and begin courting media and brand partners ahead of impending campaign launch.

March

Begin teasing upcoming return of artist via visual content on social channels. Launch ‘puzzle campaign’ to increase anticipation of core consumers.

April

Release single. Prioritize high-profile media appearances and performances across TV and radio to maximize visibility. Focus on radio and streaming platform playlisting. High concentration of advertising spend geared around raising consumer awareness of single release and ultimately driving streams. 

May

Continue driving radio and streaming plays for the single. Release two remixes of single, one featuring a prominent American rapper and one with an established Latin singer to expand global demographic and channel reach of single. Prioritize high-profile international media appearances and performances, particularly in U.S. market surrounding festival performance at Coachella. Release engaging and visual content to social platforms giving core consumers insight new music and Chloe’s personality.

June

Continue heavy radio focus for first single and begin teasing upcoming music video across social platforms. Time release of video to coincide with advertising-supported push for key chart positions – i.e. top 40 or top 10. Release second single, with less commercial appeal, targeted towards core consumer base and not widely promoted on mainstream channels or advertised. Select European festival appearances including Glastonbury.

July 

Sustain chart success of first single as long as possible and strive for a #1 single. Feature on a multi-genre pop/R&B hit single to maximise market exposure and reach new consumers. High profile media appearances/performances and brand partnerships/activations to maximize visibility, while avoiding substantial interviews. Select festival appearances including Wireless. 

August

Sustain chart success of first single if possible. Less high profile media appearances, avoiding interviews. Exclusive invite-only concerts in 3 key cities at small and intimate venues targeted at most engaged core consumers, to repay consumers’ loyalty and ensure continued loyalty. Select festival appearances including Reading/Leeds. 

September

Release second mainstream targeted single. Heavy focus on radio and streaming platform playlisting. High concentration of advertising spend geared around raising consumer awareness of single release and ultimately driving streams. Keep a lower media profile while doing TV performances, continuing avoiding interviews. 

October

Continue driving radio and streaming plays for second single, and high advertising spend to drive streams and chart position. Release remix of song with high-profile DJ to reach further demographics and channels. Release free online documentary on YouTube showing the ‘making of’ Chloe’s new music and her lifestyle/personality. Prioritize U.S. market towards end of month, with high-profile media appearances and both interviews and performances.






November

High media profile visibility across all channels, including revealing interviews to maximise mainstream exposure and conversation around Chloe ahead of album release. Release music video for second single. Announce tour and pre-sale ahead of release week, while also releasing another song from the album on streaming platforms. Brand activation/album-themed art installation ahead of release week to drive PR and awareness of album and engage with core fans. Release album during key pre-Thanksgiving release week to maximize physical sales. High advertising spend to drive album sales and streams and ticket sales for tour.

December

Continue high media visibility across all channels to drive album sales ahead of Christmas retail period. Retarget casual consumers in particular to drive concert ticket sales. Release Christmas single collaboration with established artist. 

January

Start promoting third single, with a new version featuring a young male pop star who will be supporting act on tour, to radio and release accompanying music video. If necessary, retarget casual consumers to drive concert ticket sales. Raise anticipation for tour with visual teasers across social platforms.

February

Tour rehearsals. High-profile appearances at the Grammys and at Fashion Week with partnered brands. If necessary, continue to retarget casual consumers to drive concert ticket sales. Begin tour at end of month.














CONSUMER SEGMENTATION AND JOURNEY


Consumer segmentation is increasingly complicated in today’s music industry, where a hit single is consumed across an array of channels with over 700,000 different revenue sources (Gray, 2015) and in excess of a billion different micro-transactions (Ross, 2018). Segmenting such a vast global consumer base, particularly for a mainstream pop artist, is not simple. Demographic segmentation by age or gender, as exemplified by Chloe’s media and streaming platform analytics below, is often limited in use; providing an overview but failing to account for unpredictable and wide-spanning modern consumer tastes and consequently not informing consumption or purchase decisions. Behavioural and psychographic segmentation are instead most effective when informing an artist marketing strategy, in distinctly different ways. 


Psychographic Segmentation
 
Many artists today are viewed aspirational brands, who attract consumer bases by capitalising on high mainstream visibility in a social media obsessed world to reach millions of consumers on a weekly basis. The role of music as a cultural good means that consumers are often drawn to social and lifestyle identifiers, which often stem from an artist’s background, values and ethos, which are reinforced by an artist’s market positioning and brand messaging. As a result, psychographic segmentation is most useful for understanding the core consumer base that is deeply personally invested in an artist and is likely to have the highest consumer retention and offer a principal foundation and a starting point when establishing brand partnerships. Mainstream success comes and goes, but acknowledging and super-serving this market segment with relevant and engaging content is important for building career longevity. 

Behavioural Segmentation

In a vast and fragmented market landscape, segmenting consumers by behavioural attributes is most frequently utilised for artist marketing as it provides for a complete view of the market, with segments that are distinct from each other yet sizable enough to be worth targeting. 

Understanding the three main segment groups - core, casual, and mainstream consumers - is key to optimising marketing campaigns and curating a distinct consumer journey to effectively engage with all three segments.

[image: ]Core consumer base 

14 to 25 years old, primarily female, residing primarily in metropolitan cities, likely identifies with Chloe’s personality and attitude in addition to music, digital native and active on Spotify and Instagram, consumes all of artist’s digital and social content, low to medium disposable income but likely sees artist as aspirational lifestyle brand so is more likely to spend, prioritizes experiences over products

Casual consumer base
[image: ]
Equally split between 14-25 and over 25s, male or female, resides in metropolitan cities or rural areas, likely enjoys Chloe’s music and has positive perception but not strong affinity to overall brand, overall digitally connected but tough to consistently engage with content, variable disposable income but requires convincing reason to spend

Mainstream consumer base 
[image: ]
Largely over 30, male or female, resides anywhere globally but primarily in western countries, listens to the radio as primary mode of music discovery and consumption, drawn to Chloe’s catchy songs but perhaps lacks awareness or interest in overall brand and persona, uses traditional media such as TV rather than music-focused channels such as Spotify, variable disposable income but doesn’t prioritize spending on music







Consumer Journey

The distinct behavioural differences within the three consumer segments underlines the importance of a comprehensive marketing strategy and consumer journey across a multitude of channels in order to reach each segment effectively. The consumer journey with artists is nuanced, with points of discovery and relationships varying and few effective platforms for direct mass communication with consumers. The typical consumer journey however ranges from ‘just aware’ to ‘fan’. It is important to note that in the chart below, ‘fan’ is the only category where the corresponding activities are squarely focused on high-margin monetisation; underlining the difficulty of making money as an artist.
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Horsburgh, 2017



















KEY STRATEGY AREAS



Release Strategy Overview

The campaign will begin with the release of the first single in April, which will be followed by a second single in September, both of which will be marketing priorities. An additional two songs from the album targeted at core consumers and not widely promoted will be released, in June and a week prior to the album release in November. The album release is timed to coincide with Thanksgiving and the biggest retail week in the U.S., while Christmas will also be a key sales period. 

The importance of commercial success for both the singles and album is paramount; a third album represents both a key development period where many acts falter and fail to engage with current and new consumers, and potential stepping stone to greater success and career longevity. The campaign will as a result be carefully monitored, refined and recalibrated when necessary, with analytics surrounding streaming, sales, and media impressions devised to inform strategy. This further enables us to employ and focus resources – time and money - efficiently and at opportune times. Furthermore, analytics will further inform us how a single is trending across the market, enabling us to delay or fast-track a future single depending on the life cycle of the previous single. 

In the event of a single underperforming, more resources can be allocated to promotion and advertising, or the decision can be taken to fast-track the next single in order to boost campaign momentum. As a result, all dates and strategies within are subject to strategic recalibration during the campaign.

Collaborations and Remixes 

Key for cross-genre exposure, collaborations will be selectively used at key times during the campaign. For the first single, a version featuring a mainstream rapper will be recorded and promoted via urban channels. Furthermore, a version featuring a collaboration with a Latin American star will also be released, seeking to expand global demographic and channel reach of single.

Chloe will feature on an established mainstream R&B act’s single in July, with a view to increasing awareness and reach among new demographics and maintaining momentum.

Remixes will be commissioned from influential electronic artists and serviced to club DJs, further broadening the appeal and potential points of discovery.




Streaming

Streaming is the vehicle behind a majority of consumer engagement with Chloe’s music and is an essential channel for chart success. As a result, streaming platforms will be a primary focus area throughout the campaign.

Pitching singles for inclusion on key playlists for pop and urban music will be a key objective, but we will also pitch influencers and ‘mood’ playlists. Chloe will also seek to grow followers and encourage ‘pre-saves’ for the album. 

Since there are four songs being released prior to the album launch, we will effectively ‘build’ the album as a playlist on streaming platforms, with each new song being added to the previous release rather than a new standalone release, in order to capture extended streaming activity for each song. For example, after the second song is released in June, it will effectively become a b-side to the first single. After the second single is released in September, it will be track #1 of a three song release. 

Promotional and editorial opportunities to collaborate with streaming platforms will further be embraced; acoustic versions and exclusive, vertical videos are current trends that require time but few financial resources.

Radio 

Radio will be a key component of the campaign, utilized primarily to drive reach and awareness of the singles with casual and mainstream consumers. While pop radio will be primarily targeted, urban radio will be serviced throughout the campaign, particularly with the version of the first single with a prominent rapper. We will also be servicing dance remixes of singles to club DJs which we believe are key influencers for reaching casual and mainstream consumers. 

Radio will also be a key promotional platform for reaching mainstream consumers, and interview or live/acoustic performance opportunities on popular radio shows will be a priority. Such opportunities to drive Chloe’s brand awareness and messaging beyond her music with mainstream audiences are valuable, which is also reflected elsewhere by the focus on TV appearances. 

Media 

We intend to employ a comprehensive international media strategy, seeking to maximise visibility during key campaign periods: to promote singles and the album release. Mainstream media will be essential for driving campaign awareness among casual and mainstream consumer segments, and is an unrivalled channel for communicating at scale the narrative of the campaign and artist messaging.

A publicity firm will be hired to procure coverage and public appearances across a multitude of channels. TV will be a focus, particularly late-night talk shows and live performances (Jools Holland/Saturday Night Live). Print media will be an additional focus, targeting select international music magazines but additionally fashion/women’s magazines. 

Interviews will be sparingly granted to leading, influential publications and will be concentrated around the first single release and album release. Interviews will be revealing and show a personable side to Chloe, while guiding the campaign narrative. 

Social Media 

Social media channels, most notably Instagram and Twitter, will be consistently used as brand-building and story-telling platforms, positioned to maintain Chloe’s visibility while enabling her to engage directly with her core fans. Instagram will provide the delivery vehicle for the visual narrative of the album, with regular short-form video content, along with multiple daily ‘story’ updates. YouTube, essential due to its scale and international reach, will host Chloe’s music videos and exclusive behind-the-scenes content. YouTube will also host a documentary giving an insight into Chloe’s new music and lifestyle, which will be released a month prior to the album release. 

While social platforms will enable Chloe to engage with her core consumer base, they will also be an essential tool for capturing new audiences and retargeting casual consumers, and will see significant advertising spend around key campaign moments; single and album releases and tour marketing. 

Viral Marketing

In light of the album being named Pieces, ahead of the first single announcement we will launch a website called Puzzle Pieces which will be targeted at increasing excitement among core consumers for the upcoming release. On the website, there will be a landing page with an image in the middle split into 12 jigsaw puzzle shaped pieces. On the first day of the website launch, upon clicking the individual pieces, only one will be interactive and will play a distorted and mysterious vocal sound, intended to be a distorted snippet of the upcoming single. Over the course of 12 days, one puzzle piece will be activated per day with a new sound. The website’s source code meanwhile while be edited daily to share a new lyric which will inevitably be discovered and shared among fan communities and heighten anticipation for new music.

Visual Content

Visual content and video will play a key role throughout the campaign, used to increase awareness and anticipation but also to convey brand identity and storytelling as a visual extension to the music. Visual content will play a key role in social media strategy, striving to create moments worthy of online virality via GIFs and memes. 

The week prior to the album release, an album-themed and branded art installation will be launched in London, targeted at core consumers and providing them with an immersive experience that is ripe for sharing on social platforms. Artistic visuals will also be devised across live performances, seeking to provide a holistic brand experience and reinforce artist messaging at all times.

Brand Partnerships

Appropriate and authentic brand partnerships will be carefully selected and integrated into campaigns at key times in an engaging manner. Any campaigns will avoid a ‘hard sell’ to consumers and instead provide consumers a unique experience, with the long-term benefit strengthening consumer loyalty and engagement. Synchronization opportunities, allowing brands to use Chloe’s music, will be carefully selected.

Chloe’s keen interest in fashion and style will be channeled into brand ambassador partnerships with buzzworthy fashion and lifestyle brands that fit Chloe’s aesthetic, seizing both modelling opportunities and wearing outfits during live appearances and performances. The strategic advantage is maximizing visibility and reaching new casual and mainstream consumers, while positioning Chloe as a style icon in the making. 

Advertising 

A large sizable of the total budget will be spent on advertising, in order to drive consumer awareness and consumption of singles, the album and subsequent tour. In line with other activities, advertising spend will primarily be concentrated towards key campaign moments and objectives; the first single, second single, and album release.

While some radio and outdoor advertising will be employed to announce the arrival of the first single and album, digital advertising on social media platforms will be the primary focus. The primary objective of digital advertising will be to expand the consumer base by retargeting casual and mainstream consumers, and pushing them to save and stream Chloe’s music on streaming platforms. 

The use to analytics will be essential to inform advertising spend and timing, with click and conversion rates being monitored and adverts being A/B tested, refined, and recalibrated to maximise efficiency and return on investment. 

CD/Vinyl

While CDs and vinyl may seem like niche products for a pop artist with a young audience, owing to the timing of the release around two key retail periods, Thanksgiving and Christmas, we expect CD sales to be significant if Chloe can position herself during the course of the year as a leading and definitive pop artist. Vinyl will also be pressed in limited quantities, aimed at collectors.

Live Performances

The strategy will generally be to underserve the market prior to the album release with a view to building towards a successful international headlining tour following the album release. Chloe will however play select leading summer festivals, live TV performances on late-night shows, and exclusive invite-only concerts in 3 key cities at small and intimate venues targeted at most engaged core consumers, to repay and ensure their continued loyalty. 

The international tour, with ambitiously sized 5k-10k venues dependent on market, will be announced and on-sale a week prior to the album release, aiming to capitalise on high media visibility and consumer interest. While the core consumer base is expected to purchase a sizable percentage of tickets through direct channels, casual consumers will be retargeted via social media platforms for any remaining tickets.

VIP options which see fans receiving exclusive merchandise and hospitality will be available, and professional photographers and videographers will be employed to capture compelling visual content surrounding tour. Consumers will also be able to participate in a Chloe Rona-branded digital photobooth experience, with photos shareable to their social media platforms to fuel virality and brand/tour awareness.
































BUDGET



	[bookmark: _GoBack]Content Production

	

	
	Album Production
	£50,000 

	
	Visual Content
	£!00,000

	
	Remixes/Feautres
	£25,000 

	
	Merchandise 
	£15,000 

	
	
	

	Media
	
	

	
	
Digital Advertising
	£150,000 

	
	Print/TV/Outdoor Advertising
	£200,000 

	
	PR
	£25,000 

	
	Streaming
	£20,000 

	
Radio Promotion

	

	
	Pop
	£100,000 

	
	Urban
	£20,000 

	
	Club Servicing
	£10,000 

	
	
	

	Performance
	
	

	
	
Tour Production
	£200,000 

	
	Showcases & Fan Events
	£20,000 

	
	Travel & Staffing
	£50,000 

	
	
	

	TOTAL
	
	£985,000
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April
Single Release


June 
Music Video Release & Key Promotional Period


July
#1 Single?


October 
Media Blitz & Documentary Release


November
Album Release, Tour Announcement & Key Sales Period


February
Tour Begins


September
Second Single Release










Revenue Share by Genre, U.S. 2017


R	&	B/Hip-Hop	Rock	Pop	Country	Latin	Electronic	Other	0.291	0.151	0.129	0.122	0.08	0.042	0.048	

Chloe Rona - Age Demographics by Media Platform

14-24	
FACEBOOK	SPOTIFY	INSTAGRAM	RADIO	46.0	63.0	69.0	25.0	25-34	
FACEBOOK	SPOTIFY	INSTAGRAM	RADIO	29.0	19.0	25.0	37.0	35+	
FACEBOOK	SPOTIFY	INSTAGRAM	RADIO	25.0	18.0	6.0	48.0	
% of Artist Reach




Chloe Rona - Gender Demographics by Media Platform

MALE	
FACEBOOK	SPOTIFY	INSTAGRAM	RADIO	46.0	40.0	45.0	57.0	FEMALE	
FACEBOOK	SPOTIFY	INSTAGRAM	RADIO	54.0	60.0	55.0	43.0	
%  of Artist Reach






1

image2.jpeg




image3.jpeg




image4.png
Though Recorded Music Is Now Making Up Ground, The
Balance Of Power Has Shifted To Live

Global MusicIndustry Revenue By Type, 2000 And 2016

Total 51.8 59.8

$3.2

Recorded music
(retail value)

mli .
Live music 33%

of
total

43%
of

W Music publishing total

Merchandise

= Brandingand
sponsorship

2000 2016

MID{A)




image5.png




image6.png




image7.png
= n-q
~ = :‘E’:




image8.tiff




image1.png




