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Aramu Muru- who we are (ft. yemi bolatiwa)

Figure 1: Who We Are Single Artwork Created by Danny

1



project outline

For the Creative Music Management project, myself and my group were given the task of developing 
an artist campaign, working with a theoretical budget of £500. The campaign involved recording a 
single and planning its digital release, creating media assets to accompany the song for promotion, as 
well as a Remix. One of the members of the team were in the early stages of a electronic deep house 
music project with a friend, so we chose to focus the campaign on their debut single. The duo had 
already began making the song but did not yet have a name for themselves at the start of the project, 
therefore not having any prior promotion or social media. Ben and his creative partner Danny 
decided on the alias, ‘Aramu Muru’, which the team then created a social media presence for. The 
first stages of the project involved A&R sessions and sourcing a vocalist, leading to the recording, and 
mastering of the song, followed by digital distribution, the marketing plan and the creation of 
artwork and media assets. This portfolio goes into depth about the development of the campaign, 
highlighting my personal contribution to the project as well as the combined effort of the team.
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Zoom meetings and a&r session

At the beginning of the project, the group was 
made up of three members, myself, Ben and Aidan. 
The fourth member of the group, Kalina, joined 
the project later due to members of her original 
group leaving the course. All our communication 
during the course of the project was done through 
Whatsapp and Zoom, as our master’s degree is 
online, and also as we were unable to meet in 
person due to the COVID-19 pandemic. I created 
a Whatsapp group chat which would be our main 
source of communication throughout the process. 
It allowed us to communicate quickly and efficiently 
whenever we needed to, which was even more 
important considering the circumstances. 
In addition, we agreed to schedule a Zoom meeting 
at least once a week to check on progress and 
gather our ideas.

Myself, Ben and Aidan were present for our first 
Zoom meeting, where we discussed our initial ideas 
on who we think may be a good fit for the focus of 
the project. We used the Milanote project tool to 
collate our initial ideas, where we could post our 
suggestions for artists, songs, design mood boards 
and so on. When Kalina joined the group, we             
scheduled another Zoom meeting to show her the 
demo of the track and get her up to speed with 
what we had been doing so far. 

Figure 2: First Zoom Meeting With Emma, Ben and Aidan

Figure 3: Second Zoom Meeting With Kalina 3



After we decided on the song, Ben reached out to 
James from record label Xploded Music, and Harry 
from Armada Music, to get feedback on the track. 
Seeking this professional feedback was significant as 
it gave Ben an idea of the direction the track should 
go in. 

My idea was to focus the project on a friend of mine 
who is an up and coming female rapper/singer, as 
she has had decent exposure on platforms such as 
GRMDaily and Youtube, and had a catalogue of songs 
that she was planning to release. After pondering 
on it, this did not seem like the best route to go 
down as we needed a more solid foundation to work 
with, and it was unclear when or what she would be         
releasing as she was in-between management at the 
time. Aidan is an artist himself, so suggested we use 
a song that he had already recorded. He decided not 
to opt for this in the end, as his genre of music is rock 
and may have been harder to remix, and thought it 
would be better for the project to use a song that 
had not yet been recorded. Ben’s idea was to use 
the song ‘Who We Are’ that he had been working 
on as part of his new electronic music venture with 
a friend. After sharing all our ideas and hearing the 
demo of the track, we decided to go with
 ‘Who We Are’ as it was in the early stages of 
development, meaning we had more content that we 
could produce and build on. 

Figure 4: Email Exchange with James from Xploded Music

Figure 5: Email Exchange with Harry from Armada Music
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group roles
During the project, each of us were responsible for different areas of the campaign, and we decided on the roles of each team member 
during our first Zoom meeting. As the track was Ben’s, it made sense that he was in charge of sourcing a vocalist and creating the artwork. 
Ben also works for a music PR agency, so was put in charge of PR. Aidan’s role was to create or outsource the creation of media assets for 
promotional use, including a Spotify canvas and animations for social media posts. I was put in charge of creating and running the Aramu 
Muru social media pages, including Intsagram, Facebook and Tik Tok. This involved gaining a following for the pages, making posts and
creating the social media campaign and schedule. I was initially also in charge of managing the contracts and budgets, but this 
responsibility was passed to Kalina when she joined the group, where she oversaw the financial and legal aspect of the project. Once our 
roles were assigned, we continued to use Milanote to assign tasks.

Figure 6: Milanote Screenshot
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PROJECT MANAGEMENT TOOLS

As previously stated, the team used management tool As previously stated, the team used management tool 
Milanote at the start of the project. This helped us to collate Milanote at the start of the project. This helped us to collate 
all our ideas in one place and allowed us to assign tasks to all our ideas in one place and allowed us to assign tasks to 
each other once our roles were given out. A little while after, each other once our roles were given out. A little while after, 
we discovered another project management tool, Monday, we discovered another project management tool, Monday, 
that we used to for time management as it allowed us to that we used to for time management as it allowed us to 
create timelines for each part of the project. However, we create timelines for each part of the project. However, we 
had to stop using Monday as we did not realise it charged for had to stop using Monday as we did not realise it charged for 
the tool after a trial period, and we did not want to break into the tool after a trial period, and we did not want to break into 
any of the theoretical budget to pay for it. We continued to any of the theoretical budget to pay for it. We continued to 
use Milanote and then eventually Google Drive, whichuse Milanote and then eventually Google Drive, which
became our main platform for sharing files.became our main platform for sharing files.
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Figure 7: Google Drive Screenshot

Figure 7:  Monday Screenshot 1

Figure 8:  Monday Screenshot 2
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Figure 11:  Monday Screenshot 5

Figure 10:  Monday Screenshot 4Figure 9:  Monday Screenshot 3

Figure 12:  Monday Screenshot 6



creating ‘Who we are’/ Sourcing a vocalist
Ben and Danny are both experienced musicians who 
have released previous works, but ‘Who We Are’ is 
their first project under Aramu Muru. They started the 
duo out of their passion for putting a modern twist on 
old school sounds. 

The demo of the track was already created before the 
project began, but Ben decided that he wanted a vocal 
on top of the instrumental to elevate the track. He 
reached out to singer Yemi Bolatiwl to write and 
record vocals, giving her references and a basis for 
creative direction. Yemi is an experienced soul singer 
who has had exposure on BBC 1Xtra, BBC Radio1 and 
Kiss Fm. She also has a global reach on Spotify in over 
Five countries including the UK, US, Russia, Germany, 
and Spain. Yemi agreed to do the vocals for the track 
and a splits agreement was drawn up, with a 
recoupable advance of £100 to be paid to Yemi and a 
33% split of royalties each for Yemi, Ben and Danny, 
once recouped (see next page for contracts and splits 
agreement).
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Figure 13:  Yemi Press Shot

Figure 14:  Yemi Spotify For Artists



Ben outsourced the mastering of the track to Rob Small, 
whom he had previously worked with, for a cost of £12.50
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Figure 15:  BTS Video  Screenshot

Figure 16:  Rob Small Price List



Ben created a press release for the song, with a planned 
release date of the 7th May. Instead of a traditional EPK, 
Ben used cloud management tool Box to share press shots, 
a biography and other related assets via a link.
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Figure 17:  Press Release



Contracts and splits agreement
Regarding contracts, Ben contacted Ian Penman from New 
Media Law who drafted up a splits agreement for the track. 
Kalina also created a contract for the remix (see next page 
for more detail).
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Figure 18:  Splits Agreement

Figure 19:  Email from Ian Penman

Figure 20: Email to Ian Penman



As part of the release campaign, the group wanted to commission a club remix of the track. 
Aidan Reached out to a producer friend of his who agreed to do the remix for free- this is 
currently still in progress along with the accompanying artwork. 

Remix
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Figure 22: Remix Contract Page 1 Figure 23: Remix Contract Page 2

Figure 21: Screenshot of Email Confirming Remix



ARTWORK
The other half of Aramu Muru, Danny, created the 
artwork for the duo and for the track, which he then sent to 
me and Aidian to use to develop assets for promotional use. 
The original artwork had a spelling mistake, so Aidan had to 
fix this using Microsoft Paint as we were pushed for time. 

Aidan used the artwork to commission an animated 
snippet of the track with the circle spinning, to be used to 
post on social media. This was commissioned as none of the
team members had the skills to create it and the time 
constraints meant that it was easier to outsource the work. 
He created the snippet using video editor Videoleap, and the
animation was made by a creator called Bear_shadow who 
Aidan found on freelance service Fiverr. Additionally, Aidan 
also used Fiverr to commission the creation of an animated 
canvas using the artwork. This was made by creator 
Huzaifak27and was done so to be used for social media posts 
on the day of release. The canvas included a snippet of the 
song, animated sound waves and the streaming services that 
the song would be available on (see next page for interactions 
with the creators).

I used the artwork and the animations for the Aramu Muru 
social media pages. The Aramu Muru logo was used for 
display pictures, whilst the ‘Who We Are’ artwork was used 
for headers and promotional posts, along with the animations.
I also used the artwork when creating the social media 
campaign materials, as it was very important to have a strong 
brand identity running across all the social media related 
content. 
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Figure 24: Aramu Muru Artwork

Figure 25: Aramu Artwork 2

Figure 26: ‘Who We Are’ Artwork

Figure 27: Animated Canvas
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Figure 28: Exchange with Bear_Shadow
Figure 29: Exchange with Huzaifak27



marketing plan 
Ben created a marketing plan for the release, which included the press release and details of the target audience, 
key dates leading up to the release, marketing and promotion, and radio play. I created separate materials for the 
social media aspect of the campaign along with a social media schedule (see page 17).

15Figure 30: Marketing Plan Page 1 Figure 31: Marketing Plan Page 2
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Figure 32: Marketing Plan Page 3 Figure 33: Marketing Plan Page 4



Ben used his contacts to reach out to Dance Music 
Magazine We Rave You for promotion. They are a 
network within the dance music industry that provide 
tailored promotional services to artists, and we thought it 
would be a good idea to use them as they have a monthly 
reach of 2-5 million across all their platforms, and we felt 
that with it being a new project, it would help to 
promote to different audiences. They sent over their 
media kit with costs for advertising, and it was decided 
that we would utilise their ‘Track/Story Coverage’ and
 ‘Featured Category’ options, which can be seen in the 
budget section of this portfolio. The ‘Track/Story 
coverage’ costs $100 and includes an in-depth article 
about the track featured on the We Rave You website, 
and across all of their social media channels, including 
Twitter, Facebook and Soundcloud. The ‘Featured 
Category’ costs $15 and includes the article being posted 
on the front page of the We Rave You website to boost 
visibility. Additionally, we did consider using Spotify 
playlist pitching service Playlist Hunter for promotion, 
which gives access to contacts of playlisters for $15 a 
month but decided it would be better to use Ben’s 
contacts and spend the money elsewhere. We planned to 
pitch to Spotify independently and create our own 
Spotify playlist, so we could look at playlist trades. 
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Figure 34: We Rave You Media Kit Page 1

Figure 35: We Rave You Media Kit Page 3



Ben spoke with Point Blank Music School about potentially 
getting himself and Yemi in to do a talk with their students 
about writing to a brief, which would be shared on their 
Youtube channel with over 1 Million subscribers. The school 
has since confirmed that this will go ahead. In addition, he 
also reached out to music magazine Beat Selector about a 
possible feature around the track, which is currently live on 
their home page. Local Belfast radio station Cool FM also 
provided feedback for the track and confirmed that they 
will try to play the track on the station when It is released.
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Figure 36: Beat Selector Article

Figure 37: Point Blank Music School Email Figure 38: Cool FM Email



social media assests and Schedule
The primary role I had within the team was to be in 
control of social media. This involved setting up the 
Aramu Muru social media pages as they did not yet 
have a presence on any social media platforms.  It 
was my job to build a following on the platforms, 
create a brand identity and post content. 

The main platform that was used for promotion 
was Instagram. This is where Aramu Muru could 
build engagement with their audience, by setting 
the vibe of their project and interacting via posts of 
the promotional material on the page and stories 
leading up to release. Facebook was the secondary 
source of promotion, where promotional material 
could also be shared via posts and stories, and the 
Aramu Muru ‘About’ and contact information was 
displayed. 
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Figure 39: Instagram Screenshot

Figure 40: Facebook Screenshot



As a group we decided to use some of the budget for paid 
promotion advertisements on both Instagram and Facebook, 
the insights are displayed below. Facebook paid promotion 
to boost likes costs £50, a Facebook advertisement costs 
£50, and an Instagram advertisement costs £100. 
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Figure 41: Facebook Paid Promotion Insights Figure 42: Instagram Ad Audience

Figure 43: Instagram Ad Budget



The team decided that it would be a good idea to plan a Tik 
Tok campaign for the track, as the platform has had a 
significant impact on the music industry, with many songs 
going viral after being used in Tik Tok videos. 

I planned to begin the Tik Tok campaign after release, so 
that Aramu could use the other social media platforms 
to encourage their audience to make a Tik Tok to the ‘We 
are who we are’ lyric. The idea of the Tik Tok videos would 
be to highlight the message in the lyrics of being yourself, 
encouraging diversity. The Tik Tok’s could then be posted on 
the other social platforms, on stories or for a ‘best of’ post 
on the main feed. I laid out these ideas in a social media 
campaign plan, as well as creating a social media 
schedule for the weeks prior, during and after release 
(see next page).
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Figure 44: Tik Tok Mockup

Figure 45: Tik Tok Page
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Figure 46: Social Media Release Campaign 1

Figure 49: Social Media Release Campaign 4Figure 48: Social Media Release Campaign 3

Figure 47: Social Media Release Campaign 2
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Figure 50: Social Media Schedule Week 1

Figure 53: Social Media Schedule Week 4Figure 52: Social Media Schedule Week 3

Figure 51: Social Media Schedule Week 2



distribution

We decided to distribute the track using distribution service DistroKid, at a cost of £35.
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Figure 54: DistroKid Upload



budget
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Figure 55: Campaign Budget



video content
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Figure 56: BTS Video Figure 57: Yemi Acapella Video

Figure 59: Animated Artwork VideoFigure 58: Animated CanvasVideo
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