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1. Introduction

	This report comprises a marketing plan, marketing strategy, budget, tour plan and timeline for upcoming Drum & Bass/Electronic/140 solo Mancunian artist Dub Phizix (real name George Ovens). All of the above have been created to support the release of his upcoming album named ‘From The Vault: Volume 2’ - due to be released on 30.10.2022. 

George has achieved a lot throughout his career, having first emerged onto the Drum and Bass scene back in 2009. Some of his statistics and achievements include:

· 21 singles & EP’s
· 24 remixes
· 10.3k Instagram followers
· 48,821 monthly Spotify listeners
· 2.6 million plays on his single with Manchester MC Strategy - ‘Marka’ 	 
· 42k Facebook followers
· Over 6 million views on YouTube on the ‘Marka’ music video

By looking at these already impressive figures, I believe that there is far more yet to be achieved for George. Over the next year, I believe we could achieve:

· Number 1 Single on Beatport Drum and Bass chart
· A play of a single on BBC Radio 1
· UK & International tour
· Album linked merchandise line
· 45k Facebook followers & 15k Instagram followers

The remaining aspects of this report will outline exactly how I intend to achieve the above through the use of effective and unique marketing strategies.

2. Artist Profile

2.1 Demographics and Psychographics

George's demographic overall falls into the ‘yuppie’ category. Young Urban Professionals, A.K.A Yuppies, are part of the newer generation, and are one of the more common segments in the market today. They are usually 22-32 years old, and live in more modernised parts of a country (Visvanathaiyer, 2018)

	Demographic
	Psychographic

	AGE: Between the ages of 16 - 35
GENDER: Male & Female - Split of 65:35 (M to F).
LOCATION: Major England cities - London, Manchester, Bristol, Leeds etc.
EDUCATION: A-Level / Undergraduate
MARITAL STATUS: Single 
OCCUPATION: 9-5, Creative role perhaps, hard working - i.e. Graphic Designer, Musician, Producer, Marketing, Events Promotion
	PERSONAL CHARACTERISTICS: Outgoing, confident, very social, extroverted
LIFESTYLE: Party people, drinking, recreational drug use, lots of socialising
ATTITUDES: Values freedom, self expression, enjoys festivals, creative individuals
HOBBIES: Partying, listening to music, attending gigs and festivals, gym
BEHAVIOURS: Hard working, spontaneous, creative, enjoys spending time with friends, goes to the pub 


The target market for Dub Phizix is very much the party generation, with most of his listeners having been around since his first hit release in 2011. His first album ‘From The Vault’ received huge success, and we plan to run with this and release Volume 2 to piggyback off the back of this. His fans have been publicly requesting another album since this was released back in 2018 - so I feel that now is the perfect time to release this album as we’re out of lockdown, clubs are reopened and normality is returning. My strategy for the release would include lots of build up, and a strong teaser campaign to get listeners and new audiences gripped and waiting for the release date way ahead of time. The album would feature a rebooted version of Marka - his biggest selling and most listened to track - which would undoubtedly draw a great level of attention.
2.2 Spotify Statistics
The below table shows the Spotify statistics of George's top 5 best selling releases.
	Music Format
	Title
	Year of Release
	Streams

	Single
	Marka
	2011
	2,680,692

	Single
	Buffalo Charge
	2014
	2,038,265

	Single
	The Clock Ticks
	2014
	761,580

	Remix
	Deadline
	2020
	286,841

	Single
	Hammerhead
	2022
	7,937


2.3 Online Artist Profile
Instagram
George has been an avid user of Instagram over the last few years, gaining himself an impressive 10.3k followers. This is a substantial starting point. Having recently put out his latest works, he has wiped his account of posts and posted only about his most recent works. This is a popular tactic for artists, however I feel that we shall not do this moving forward for the promotional campaign for the single, album and tour. It is important when attempting to reach a new audience, that these people can see who you are and what you are about - if they have not heard of you before. I will be ensuring that regular content is being posted onto his page to give it some substance again. Utilising paid advertisements to continually tap into a new audience, whilst consistently communicating with his current audience, will bring in continual growth when using the correct content and strategy.
With over 1,3 million monthly active users (90% of which follow at least one business account), Instagram has become an efficient and essential tool to promote your business and craft - both for brands and artists, including musicians (Martina, 2022). 
Dub Phizix Official Instagram Account: 
[image: ]
Through the campaign for From The Vault: Volume 2 - we shall be incorporating the use of Instagram reels. Posting regular reels with behind the scenes footage, the making of videos, snippets of tracks.. Really giving an insight into the story behind the album and getting listeners and followers excited for what is to come. Reels are one of the most recently added features and most-favoured features available to all Instagram users and content creators. In a world where video marketing is key, Reels offers musicians the potential to make their music go viral on Instagram. All the while exposing themselves to a larger audience and converting virtual followers into real-life listeners and fans (Ditto Music, 2022). 
George utilises mainly Instagram and Facebook for his music promotion, although he does have a TikTok account he has not yet used this. We will be sure to begin posting any video content into his TikTok account to further reach new audiences, as the more exposure - the better. George is most active on his Facebook account, and as this is where his larger following lies - we will be sure to hit Facebook hard for all aspects of this marketing campaign.
I feel it is important to also look at getting this account verified, this is something we will be looking into early in the campaign as I feel for those looking to potentially buy into something they’ve seen online - they will want to know this account is the ‘real deal’.
Facebook: 
The official Dub Phizix Facebook account has 42.8k likes and 45.5k followers. This is a fantastic starting point for our campaign, and through utilising Meta Business Manager and hitting retargeted and lookalike audiences with paid ad campaigns - the page will soon pick up strong traction. Ensuring we are posting at the correct times and frequency with strong, relevant content - will soon see a rise to success providing that the campaign is executed perfectly. 
Dub Phizix Official Facebook Account:
[image: ]

Branding:
As seen above on the Facebook and Instagram accounts, the branding for a previous release has been maintained throughout the pages for consistency and brand recognition. We will be following suit on the upcoming campaign. Re-creating the branding from the first From The Vault album release, to make it recognizable, but with a new twist to make it stand out as a new piece of work. The artwork used for the album will be used for banners, profile pictures, promotional videos, flyers, posters and also visuals on the tour itself to ensure complete consistency throughout the campaign. Brand consistency ensures that your brand is easily recognizable across all marketing channels and touch points. This creates a cohesive consistent brand identity, unified experience for both existing and potential customers (MarcomCentral, 2020).
Email Marketing:
Email marketing is key for any campaign, however I feel that for this campaign it is absolutely vital. By sifting through previous events and collecting data of those that have purchased tickets, bought merchandise from the website, or those that have already subscribed to an existing mailing list, we can collate a strong list of potential customers, existing fans and listeners to spread the word to about the release and eventually the announcement of the tour. By giving regular updates when any important information is released, fans feel they’re being kept in the loop and often enjoy the insider information and the novelty of knowing what’s happening often before anybody else.
When you promote music with email, you can let fans know about upcoming shows, albums releases, deals on band merch, band interviews, music videos, and more. Email offers direct access to your audience, which isn't always the case when it comes to social media due to algorithms (Ditto Music, 2018). 
Merchandise Line:
Drum and Bass event attendees are often seen wearing slogan tees or merch from their favourite artists, and are more often than not very keen to purchase memorabilia from events they’ve attended to keep as a physical memory. The most popular sizes are usually large as both males and females currently prefer to wear an oversized look rather than a fitted one. Bulk buying the large sizes will save money, as a pose to purchasing a larger number of each size.
Whilst we will sell branded tees, hoodies and vinyls at the national and international tour stops, throughout the album campaign and ahead of the tour dates, we will be dropping limited edition items sporadically with unique designs that will be totally one off. Although the designs will be unique they will all tie into the overall look and feel of the artwork design for the From The Vault: Volume 2 release. Some of the items sold on the tour stops will also feature the tour dates on the back.
3. Unique Marketing Strategies to Achieve Laid Out Objectives
3.1 Number One Single on Beatport Drum & Bass Charts
Problem
Beatport is the go-to website for DJ’s and music lovers to purchase music from their favourite artists. With hundreds of thousands of new tracks being uploaded to the site every single day, the market is extremely saturated. The official Beatport charts are dependent upon purchases of a single piece of work, those with the most purchases will rise to the top - charts are decided upon purchases within the last 7 days. 
Forward in 2021 wrote that:
“Every label and DJ should be concerned about their music getting into the Beatport charts but for this to happen first of all you need to release quality music as well as having a proper release promotion strategy (articles in magazines, blogs, premieres, promotions on social media like Facebook and Instagram), otherwise there is no chance to compete with the other releases coming out on the same day. Secondly, you have to involve your real fans to gain enough momentum in a short time.”
Idea
My idea to get a top spot on the chart would be to utilise the previously mentioned (and hugely successful) single ‘Marka’, but obviously release the rebooted version of this as another single. The original track featured fellow Manchester musician and MC Strategy. We plan to bring Strategy back again for vocals, and to recreate the Marka sound with more hard hitting drums and intense vocals.
By implementing a teaser campaign spanning over a number of months, we will get Georges fans talking and lots of excitement building. We will utilise a certain snippet of the rebooted single and upload it into Instagram and TikTok, and push it as a ‘challenge’ for followers to recreate the video - ultimately leading to the mass exposure of this certain soundbite. 
The video will feature George attempting to mime the lyrics that Strategy is spitting into a microphone, but making it funny. We will also have Strategy posting this video to his social media accounts, but this time of himself partaking in the challenge and making his own version of the video using the clip of the track over it. 
Both artists will post the video, saying something about their followers recreating this and that they will choose the best ones as the winners - they will also be reposting them to their stories once they’re uploaded and tagged. This challenge will be called the ‘Marka Challenge’. These videos will be posted onto both their Instagram as a reel and their TikTok accounts also. 
By executing this in the months leading up to the release date, people will want to get their hands on this track and will be waiting for the release day… ultimately leading to a surge of track purchases on beatport upon the release date.
I also feel that this strategy will massively boost another of our objectives of reaching a higher number of followers across the Dub Phizix social media pages. This tactic is cost free, and providing that it goes as planned - will be hugely impactful in achieving these two objectives.
3.2 Play of a Single on BBC Radio 1
Another objective was to have the Marka Reboot played out on BBC Radio 1. With George already being a well established underground drum and bass artist, he has already built a relationship with BBC Radio - having received numerous plays on their late night shows and Drum and Bass specials. 
My tactic to achieve the Radio 1 play, would be to offer an exclusive radio premiere play to Rene LaVice. Rene hosts Radio 1’s drum and bass show every Thursday night at 9pm, playing the hottest drum and bass tracks, exclusives and having guests on the show.
We will contact Rene LaVice directly, offering the track as an exclusive, and also offering an interview with George to discuss the upcoming single, album release and the tour announcement. This will give us fantastic exposure to our target audience and again build up excitement for what is to come from Dub Phizix as an artist.
3.3 Increased Followings on Socials
A key objective for us is to also boost George's social media followings across his Instagram and Facebook pages. We’re looking to increase his Facebook likes by roughly 3000, and his Instagram by around 4000. By executing the reel & TikTok challenge video correctly, this will most definitely have a positive impact across Georges socials, however more so obviously on his Instagram and his TikTok account.
To boost George’s Facebook account, I feel we will need to go down the traditional route of utilising the Facebook business suite and running paid, targeted ad campaigns. Facebook ads are a fantastic way to tap into new audiences, and also to allow you to reach all of your current and potential followers - as the algorithms do not show all of your followers your posts. The average organic Facebook Page post sees just 0.07% engagement (Newberry, 2022), which is why ads are so important to boost engagement and reach - especially on key posts (i.e. release announcements).
4. Unique Strategy for Album Marketing Plan
A unique album marketing strategy that made headlines was the Big Bad campaign from UK grime/rap artist Giggs. Island Records erected this mural in Shoreditch, London. By downloading an app via a QR code at the wall, fans could point their device at the wall and watch the hand-painted mural come to life with a scene based on the album launch video.
[image: ]
(IPM, 2019)
I’d like to recreate this idea, but rather than a mural, use billboards strategically placed in areas that have the highest number of Dub Phizix streams across the UK. Although I do not have access to George's streaming data - I'd hazard a guess and say that the UK cities with the most streams would be London, Manchester, Bristol and Leeds for example. I would place these billboards in locations nearby the major clubs, or locations best known for their drum and bass or underground events. 
The billboards would feature the Dub Phizix Logos, the From The Vault: Volume 2 wording as in the image above. When fans scan the barcode on the billboard it will bring the billboard to life with a snippet of the rebooted Marka single playing in the background, and a very tribal style video in a similar style of previous music videos from Dub Phizix (see below).
The video would finish with the tracklist and the album release date / this would switch to out now once released.
We would push this campaign massively across social media, challenging fans to find the billboard to unlock a special feature, to take photos and tag Dub Phizix, post it on stories etc. We would go to press with this, hitting publications local to the location of each billboard, informing them of this unique campaign and encouraging locals to find and interact with the billboard.
5. Tour
As the report outlines that Dub Phizix is a reasonably well established underground artist, I feel it would be appropriate to tour both the UK and Internationally for a total of 17 days. The locations for the tour would be determined by analysing the streaming data of Georges music on platforms such as Spotify and Apple Music. I do not have access to this current data, however as mentioned earlier in the report, UK stops would likely include major English cities such as London, Bristol, Manchester, Liverpool and Leeds.
The choice of venue for the tour dates would be roughly 1500 capacity, underground clubs, warehouses etc to match with the dark sound that George creates with his music. His listeners will not only be enticed by the fact that Dub Phizix is playing locally, but that he’s also playing the locally known dark and non-mainstream warehouse space - best known for its underground music nights and late night shows.
The tour would kick off exactly 2 weeks prior to the album release date, allowing fans to digest the new music and secure their tickets. The tour dates would only be Friday and Saturday nights due to the nature of the event. Attendees are more likely to attend should the date fall on a weekend due to the fact most people have to attend work, and drum and bass lovers typically enjoy indulging in alcohol and recreational drugs (as mentioned in the demographics and psychographics section earlier).
5.1 International
The international tour dates would follow on after the UK tour dates, with stops in locations again that have received the highest number of streams on Georges music. This cannot be determined without having the data to hand. However I would hazard a guess at locations such as Spain, Berlin and Italy. 
Again in terms of venue, we would go for the less mainstream, smaller capacity venues to give the intimate feel to the gig and to also ensure that the venues are full when the event itself comes around. Drum and bass fans are often found to be frequenting these darker, more underground venues as it adds to the overall experience and compliments the sound of the music perfectly.
5.2 Supports
As a stand-out Mancunian artist, Dub Phizix moves very much in the Manchester music circuit, often collaborating with fellow local musicians on music and playing at shows together frequently. George is often playing shows with the likes of Chimpo, Strategy, Biome - all of whom are in the same genre category and all of whom are Mancunian. It is highly likely that fans of Dub Phizix also listen to the artists I have just listed, so I would recruit those named to join on the tour and play supporting and warm up slots ahead of George's set. 
Strategy is also famed for his vocals on the hit single ‘Marka’ - so it would be fantastic to have strategy there to not only play this track live to his fans, but also for them to perform the rebooted version for all to enjoy with the live vocals. This would hugely improve the experience for fans and I feel this overall lineup would be a big hit and would massively boost ticket sales. All of these artists are also relatively well established but again underground artists, so none of them would ‘outshine’ George, but they would slot perfectly into this lineup alongside one another.
6. Marketing Budget			
I have created an estimated and actual budget, as specific companies have not confirmed costs - this can be seen below. I am unable to gain exact figures on the costs for a number of the items listed below, so I have placed estimates into the table.
TOTAL BUDGET: £20,000                                 OUTGOING: £14,300  REMAINING: £5,700
	
	MONEY OUT
	ESTIMATE

	Music:
	Album Recording, Mixing & Mastering
	£500

	
	Music Distribution
	£100

	Merchandise:
	T Shirts
	£500

	
	Hoodies
	£500

	
	Vinyls
	£500

	Promotion & Design:
	Social Media Marketing
	£2000

	
	Posters/Flyers
	£500

	
	Website
	£500

	
	Album Artwork
	£200

	
	Music Video (Marka Reboot)
	£1000

	
	Social Media Artwork
	£200

	Tour:
	Plane Tickets
	£2000

	
	Hotel Fares
	£1000

	
	Transfers
	£300

	Tech:
	
	

	
	Production
	£2000

	
	Soundsystem Hire
	£1000

	
	Rigging
	£1000

	
	Mics & Mixers
	£500

	TOTAL:
	
	£14,300


7. Marketing Timeline
I have created a marketing timeline to outline the plans for the tour, taking us from release date through to the final tour date. Please see the timeline below:
RELEASE DATE: 30th October 2022 - Album goes live
FIRST TOUR DATE: Friday 14th November 2022 - Manchester
SECOND DATE: Saturday 15th November 2022 - Leeds
THIRD DATE: Friday 21st November 2022 - Bristol
FOURTH DATE: Saturday 22nd November 2022 - London
FIFTH DATE: Friday 28th November 2022 - Spain
SIXTH DATE: Saturday 28th November 2022 - Italy
SEVENTH DATE: Friday 4th December 2022 - Berlin
*REMAINING DATES TO FOLLOW PATTERN, LOCATIONS TBC ONCE DATA ANALYSED* 
8. Marketing Asset Deliverables
There are a number of marketing asset deliverables required in order to run a smooth, impactful and successful marketing campaign. Please find below a list of deliverables that would be required in order to execute the outlined strategies in this campaign:
1. Press Shots of George
2. Social Media Album & Tour Assets - Profile Image, Banner Image, Story Images, Promotional Video, Teaser Assets, Tour Assets, Announcement Assets, Snippet Videos
3.  Billboards - Created as previously mentioned for the album launch campaign
4. Posters & Flyers - For distribution in selected locations
5. Merchandise - For sale on the official website and also at each tour date
6. Album Artwork - To be designed for use on both the online album and also the vinyls
7. Music Video - To be created for the Marka rebooted single
      9. Summary
This marketing report has analysed the already semi-established underground drum and bass DJ and Producer Dub Phizix. Several strategies have been demonstrated to outline how we would reach the objectives discussed in the introduction. 		 	 	 		
			
				
					
						
· 							 								
It has included a successful marketing plan, strategy, tour, budget, timeline and asset deliverables for his upcoming album ‘From The Vault: Volume 2’ to be released on 30.10.22. 
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