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ENGLISH VERSION:

Japanese Hip-hop/Soul artist Kingo crafts his music as the wvehicle to
explore his diverse life experiences, and desire for personal growth -
using his meditative nature as the driving force in this pursuit of
self—-actualisation. Although he was born in Japan, Kingo spent the
majority of his formative years between his native Japan, a post—-war
Cambodia, and the United States - acting as the foundation for his
distinctly international perspective, and his unmistakable brand of
creative expression.

Taking inspiration from Hip-Hop, Funk, RnB, and J-pop to name a few

- Kingo marries his personal, intimate lyrics with a razor-sharp flow

that is characteristic of his dynamic, exhilarating sound. He illustrates

his versatility by seamlessly alternating between English and Japanese

like a Rap-Artisan - evoking a sense of familiarity in the listener as
he invites them into his world.

In this world, Kingo drops his guard - opening up to his listeners 1in
the hopes of reaching those facing life s challenges. With his music,
Kingo aims to soften the soul - sparking important heart-to—-hearts

that lead to a shared sense of companionship, mindfulness, and a
renewed spirit to persevere through difficult times.
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‘NOT SO FAR AWAY’

By Kingo



Campailgn Narrativ:'

We want to explore the dynamic between
Kingo with other international artists
within the hip-hop genre - showing that
despite having different backgrounds and
experiences, their form of creative

expression ties them together.




= '-_|i
i

B,

W
a0
N

[ = =

Ly

R e e e

=Lt =

E "".-"Iﬂ.'ﬂ;l

A .:'.ll'

L J-._I:.h-lll:-l
Tl
Tl
1] :‘f-_ 1‘_.1-

_Social Strate

il
4
R i



Campaign Activities in Detail (1/3):

The primary project content: 'Not So Far Away', is going to be a “documentary
style” video series surrounding various collaborations that Kingo does with UK
based artists (playing into the Trigger Cities' desire to see western and other
foreign content of interest [Japan & Korea in particular]). However, this will
need to evolve over the course of the campaign to see what works best.

This content will follow the pillar method (Keyes, 2018); creating large high-
production value content and breaking it down into smaller content to be
repurposed in various edits for short—form content & ads.
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Campaign Activities in Detail (2/3):

During the process of creating the content, we will also be creating and posting BTS
content (candid photos, videos, stories, audio clips, scans of lyrics, artwork, papers etc.)
from the collaborations and using this as material to post on social platforms in order to
tease each new video release + song release.

The collaborations will result in: Youtube Video showing the entire collaboration process
of making the music, artist backgrounds/stories, visualisers, Music to be released on
Streaming Platforms, BTS content, and the Music Video itself to be used on youtube (lyric
video or visualiser style) + all socials and Spotify canvas.

All content will be hosted on Kingo's personal channels, marketing it as a project he s
ooing to carry out in order to learn/grow from, share and embrace his international
perspective through this project.
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LONG FORM VIDEO CONTENT & SOCIAL CURRENCY/PROOF:
(REDBULL 'Check Your DMSs' - Bilingual Content)

RedBull Music ran a Long—-form Video content campaign that involved the collaboration of wvarious artists across the
globe to create some music, talk about themselves and their background, and then release a track. Amassing 165k
Views, and 155k Streams - resulting in an incredible 94% (assumed) Conversion rate. Of course RedBulls' & the artists'
respective audiences will have contributed to the overall views/streams — regardless, this is a fantastic result.

All In

Single « 2020 « 1song

> RVNORE

# TITLE

N L mm -
700 v oy R o

I'm originally from Kobe city in

&= fHyogo prefecture S _ _
— ) s @ B & [& O 8] o Listen to the full song and more here: https://www.redbull.com/int-en/shows/...

All In

155,046
DJ Q, Gaidaa, tofubeats

#RedBullMusic #Tofubeats #Gaidaa
UK Garage meets Japanese Rap and Dutch Soul in New Online Collab | Red Bull Check Your DMs EP 1 ) : : : :
165,242 views 22 May 2020 Red Bull Check Your DMs is a new series from Red Bull that uncovers LISten tO the Spﬂtlf}’ pl ayll St here: https ://Open -SDOtlfy- Com/pl El)’| |St/230 sua

what it means to collaborate in the digital age. Each episode showcases three artists who have

never met, from three different countries and three different musical backgrounds that work

together on a brand new track, entirely online. . )
#RedBullMusic #Tofubeats #Gaidaa #DJQ

The series shows that despite the distance between them, all you need to make great music is

talent, inspiration and decent WiFi! In this week's episode UK Garage producer DJ Q from the UK

connects with Japanese producer & rapper tofubeats and Dutch/Sudanese Soul singer Gaidaa.
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