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RØRY BACKGROUND
RØRY is an electronic music artist and songwriter signed to Tileyard Music. She 

has released 12 singles and emerged as RØRY in 2018. She has written songs for 
many notable artists within the music industry including Post Malone and Alison 
Wonderland and through her songwriting has accumulated billions of  streams. 
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➡Her honesty and sincerity 

➡Sharing her story with her fans  

➡Isn’t afraid to use her voice to bring awareness to topics related to…LGBTQA+ 
community 🏳🌈, Narcissistic and domestic abuse, Sobriety and Mental health.

VALUE PROPOSITIONS 
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- Goth Rebel Dream Girl  

- Definition: popular in the world of  animation, defined by her sass, unique sense of  
style that is usually in goth or punk styles. She has an extremely down to earth, 
deep, emotional and creative personality with a girl next door energy.  

- Cyber punk  

- Definition: ‘a sub-genre of  science fiction that features advanced science and 
technology in an urban, dystopian future. A culture with attitude and distinct style. 
Anti- authoritarian, brand- adverse. Can also refer to outcasts, visionaries and 
misfits.  

- Scene kid 

- Definition: associated with scene subculture in the mid - 2000’s and is cohesive 
with emo subculture. Music taste ranges from emo bands to pop / punk. Fashion 
showcases bright colours, dyed hair, piercings, tattoos, neon colours. Usually 
very flashy. 

AESTHETICS
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GOTH REBEL DREAM GIRL MOOD BOARD
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CYBER PUNK MOOD BOARD
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SCENE KID MOOD BOARD 
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-‘scene kids feel that their style is not only a  

-fashion statement but an all encompassing lifestyle’ What exactly is  

-A “Scene Kid” anyway? n.d.)  

-



BRAND MOODBOARD
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FASHION  MOODBOARD
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MAKEUP MOOD BOARD
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NEW LOGO DESIGN 
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TARGET AUDIENCE DEMOGRAPHICS
Genre: Electronic, Trance 

Age group: 25 - 34 

Locations: Oslo, London and Los Angeles 

Source:  

Chartmetric: A Music Data Analytics 

Tool with Insights Driven by Data Science, 

2021). 
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TARGET AUDIENCE PSYCHOGRAPHICS 
LGBTQA+ COMMUNITY 🏳🌈  

FEMINISTS  

SCENE KIDS 

MENTAL HEALTH ADVOCATES 

E - GIRLS 

CYBER PUNK ENTHUSIASTS 

TRANCE MUSIC LOVERS 

TATTOO LOVERS  
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‣A single followed by an EP  ‣Social media strategies with a focus on Tik Tok, Instagram and Pinterest  ‣Promotional Videos ‣Press: Blogs, Radio and Podcasts ‣Playlists ‣Merchandise  ‣Live Sector: Festivals and EP Co - Headline Tour

RELEASE STRATEGY OVERVIEW 
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‘The first level of music marke4ng is the interpersonal level. When a musician and a listener connect due to music,  
marke4ng is occurring at the interpersonal level’ (Ogden, Ogden and Long, 2011).



Specific:  

Gain new 1,000 followers on social media platforms specifically Tik Tok and Instagram. Sell 75 percent of tour tickets. 

Measurable:  

measured through numbers and KPI’s 

Achievable:  

the tour is a small scale tour with only 300 cap, gaining traction on Tik Tok and Instagram should be achievable through paid 
advertisements and targeted marketing.  

Relevant:  

These goals correlate with RØRY building her career as an artist with longevity in the industry with a trusted fan base.  

Time Bound: These goals will be measured at the end of her tour, post both the release of her single and EP. The total time scale 
is from September to November 2021. 

SMART GOALS
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➡Social Media Growth in Numbers specifically on Tik Tok, Instagram and   

Pinterest.  

➡Engagement on the platforms should escalate by at least 2 percent  

➡Sell out at least 75% capacity at all venues for the EP Tour 

KEY PERFORMANCE INDICATOR (KPI’S) 
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‘Business KPIs could come in hundreds of different forms such as customer numbers, customer sa4sfac4on, 
 profit, sales, reten4on and share price – the more top level metrics that determine the success of a business in a given period’ 
(Karlson, n.d.).  



SINGLE RELEASE ARTWORK
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ARTWORK INSPIRATION FOR EP

- Grimes artwork for her - CyberPunk 2077 character album  

- Water colour made digital 



EP ARTWORK

20



CURRENT SOCIAL MEDIA STATISTICS 
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✓ Tik Tok 

✓ Instagram 

✓Twitter 

✓ Pinterest  

✓Facebook

SOCIAL MEDIA PLATFORMS 
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- Cyber Punk Edits in the style of  mood boards  

- Each edit and post will be different to each other yet still cohesive  

- This is to draw attention to RØRY’s sense of  style and draw emphasis on her 
archetype  

- Edits will also be in the form of  GIFS 

- A competition will be held for the best animated design of  RØRY to engage fans 

- Promotional videos for her single, EP and after EP release as well as her 
tour(Appendix 1, Appendix 2, Appendix 3, Appendix 4). All inspired by Appendix 5.

INSTAGRAM STRATEGY
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✓Educational  ✓Inspirational ✓Fun and Funny / Light Hearted ‣Goals: collaborate with fellow scene kids, cyberpunk fanatics, alternative inspired 
makeup artists, professional dancers to create enticing content and to combine 
fan bases ‣A ‘behind the scenes’ video post EP  ‣Songwriting tips and tricks  ‣Clips of  her singing songs from her EP 

TIK TOK STRATEGY
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‘Viral marke4ng encompasses the strategic placement of an already – completed  
marke4ng message online in order to encourage or ‘recruit’ consumers to pass on to their like – minded  
Peers’ (Gamble and Gilmore, 2013). 



Goals: To funnel followers to other platforms like Tik Tok, Instagram as well as 
DSPs (Spotify, Amazon Music, Apple Music etc.)  

Content will include: boards created by RØRY herself  of  other peoples pins 

RØRY’s outfits for style inspiration with specific hashtags 

RØRY’s Makeup Looks  

RØRY’s tattoos 

Songwriting Tips  

Artwork from her releases 

Paid advertisements on Artwork to targeted audience

PINTEREST STRATEGY



PINTEREST PROFILE INSPIRATION
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➡Goal: connect with industry professionals and bring attention to her other social 
media platforms  

➡Repost all Instagram, Tik Tok and Pinterest posts

TWITTER STRATEGY
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➡Main purpose will be to sell Tour tickets with paid advertising. 

➡Paid advertisements of  the promotional videos. 

➡Announcements for releases before, the day of  release and afterwards. 

➡Target demographic will be towards: 30 + Millennial plus. 

➡Merchandise will be advertised with a link to her website. 

FACEBOOK STRATEGY

28

‘According to Facebook, the average user has 130 friends on the social network, and when people hear  
about a product or service from a friend, they become a customer at a 15 percent higher rate than when they find out 
about it through other means’ Yost, Zhang and Qi, 2021).  
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30
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- Goal: To create a buzz across the music industry, gain traction to impress editorial 
playlists on digital streaming platforms 

- Blogs specific to Trance and Electronic music  

- Appearance on GIRLI podcast 

PRESS 
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PLAYLISTS



- Main Support for GIRLI in Brighton on the 25th of  
August 

- Field Day on the 29th of  August 

- The Kave Stage ALT + LDN on the 30th of  August 

FESTIVALS



➡Co - headline tour with Love Harder with support from 
electronic EDM duo Lucky Rose  

➡Love Harder and RØRY have previously worked together  
➡Both Love Harder and Lucky Rose are signed to Ultra 

Records  
➡Purpose of the tour will be to promote RØRY’s EP ‘ Who 

am i ?’ 
➡Mini tour across England at London, Brighton, 

Manchester, Bristol Southampton and Cardiff

TOUR  



➡Brighton - CHALK (350 cap)  

➡London - Camden Assembly (400 cap) 

➡Bristol - Basement 45 (300 cap) 

➡Southampton - The Loft (300 cap)  

➡Cardiff  - Clwb Ifor Bach (380 cap)

TOUR LOCATIONS 



TOUR MARKETING TIMELINE 
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Promotion video Appendix 4



➡Badges and pins with RØRYs lyrics on them  

➡Stickers with her Logo 

➡T- shirts 

➡Temporary tattoos of  her artwork for her EP 

➡Mini Posters of  her EP artwork

MERCHANDISE 



BUDGET 
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TOUR BUDGET 



- Booking agents usually take 10 percent of  income  

- Photographers usually charge around £50 an hour, one seven hour shoot in a 
studio will create plenty of  content for this campaign. 

- Videographers will be needed to edit videos for content and freelance ones go 
around £100 per video for what we want. 

- Graphic Designer will be freelance £100 for logo 

- Animators range for the music video will cost £300 

- Web designer will be around £500 for a simple site 

- Myself  as a marketeer will do all the legwork and charge 15 per hour which is 66 
hours of  work to earn £1,000.

BUDGET EXPLANATION

Source: fiverr.com  
Musicians union.org.uk 



Acclaim Magazine. 2021. 6 Viral TikTok Songs that Changed Ar5sts’ Lives — Acclaim Magazine. [online] Available at: <h\ps://www.acclaimmag.com/music/6-viral-4ktok-songs-that-changed-ar4sts-lives/#1> [Accessed 15 July 2021]. 

Benjamin, P., 2020. Grimes’ Cyberpunk 2077 character has just dropped an album. [online] Dazed. Available at: <h\ps://www.dazeddigital.com/music/ar4cle/51387/1/grimes-cyberpunk-2077-character-has-just-dropped-an-album> [Accessed 15 July 2021]. 

Chartmetric.com. 2021. Chartmetric: A Music Data Analy5cs Tool With Insights Driven by Data Science. [online] Available at: <h\ps://www.chartmetric.com/> [Accessed 4 July 2021]. 

Encyclopedia Britannica. 2021. Cyberpunk | Literature. [online] Available at: <h\ps://www.britannica.com/art/cyberpunk> [Accessed 15 July 2021]. 

Gamble, J. and Gilmore, A., 2013. A new era of consumer marke4ng?: An applica4on of co-crea4onal marke4ng in the music industry. European Journal of Marke5ng, 47(11/12). 

Godin, S., 2008. Tribes We Need You to Lead Us. London: Penguin Group. 

Himadri, Subrah, S., 2021. 6 Best Tips to Boost Instagram Engagement to Make Your Followers Love You. [Blog] Tech N Techie - Technology Simplified for You,. 

Karlson, K., n.d. 12 Business Metrics That Every Company Should Know | Scoro. [online] Scoro. Available at: <h\ps://www.scoro.com/blog/12-business-metrics/> [Accessed 10 July 2021]. 

Kingsnorth, S., 2019. Digital Marke5ng Strategy: An Integrated Approach to Online Marke5ng. New York: Kogan Page. 

Lobster Magnet's Review: The Channel, 2018. What is a Goth Rebel Dream Girl?. [image] Available at: <h\ps://www.youtube.com/watch?v=Eop3V1IUryo> [Accessed 8 July 2021]. 

McIntyre, H., 2017. The New Role Merchandise Plays When Crea5ng A Musician's Brand. [online] Forbes. Available at: <h\ps://www.forbes.com/sites/hughmcintyre/2017/04/17/the-new-role-merchandise-plays-when-crea4ng-a-musicians-brand/?sh=3bc2c91e29e6> [Accessed 

15 July 2021]. 

 Musiciansunion.org.uk. 2021. The Musicians' Union | Trade Union for Musicians in the UK. [online] Available at: <h\ps://musiciansunion.org.uk/> [Accessed 16 July 2021]. 

NoGood™: Growth Marke4ng Agency. 2021. Pinterest Marke5ng Strategy: The Complete 2021 Guide - NoGood™: Growth Marke5ng Agency. [online] Available at: <h\ps://nogood.io/2021/01/08/pinterest-marke4ng-strategy-guide/> [Accessed 15 July 2021]. 

Ogden, J., Ogden, D. and Long, K., 2011. Music marke4ng: A history and landscape. Journal of Retailing and Consumer Services, 18(2). 

Pastukhov, D., 2020. Soundcharts | Market Intelligence for the Music Industry. [online] Soundcharts.com. Available at: <h\ps://soundcharts.com/blog/4ktok-guide-for-ar4sts-and-music-professionals> [Accessed 15 July 2021]. 

Roberts, C., 2010. Exploring Brand Personality through Archetypes.. MA (Master of Arts). East Tennessee State University. 

Robley, C., 2020. Why new musicians MUST put out a single FIRST. [online] DIY Musician. Available at: <h\ps://diymusician.cdbaby.com/music-promo4on/why-musicians-must-put-out-a-single-first/> [Accessed 15 July 2021]. 

Scene Wiki. n.d. What exactly is a "Scene Kid" anyway?. [online] Available at: <h\ps://scene.fandom.com/wiki/What_exactly_is_a_%22Scene_Kid%22_anyway%3F> [Accessed 8 July 2021]. 

Schaffer, N., 2021. Seven Best Prac5ces for How to Use Pinterest for Marke5ng in 2021. [online] Social Media & Influencer Marke4ng Speaker, Consultant & Author. Available at: <h\ps://nealschaffer.com/how-to-use-pinterest-for-marke4ng/> [Accessed 15 July 2021]. 

Tileyard Music. 2021. RØRY - Tileyard Music. [online] Available at: <h\ps://4leyardmusic.co.uk/roster/rory/> [Accessed 15 July 2021]. 

Uzoglu, S. and Digdem, F., 2015. Iden4ty: Associa4ons of Logo and Colour. Selcuk Üniversitesi Sosyal Bilimler Es5tüsü Dergisi,. 

Wysocka, M., n.d. Why Play at a Music Fes5val and How Can You Stand Out? | Anara Publishing. [online] Anara Publishing. Available at: <h\ps://www.anarapublishing.com/why-play-at-a-music-fes4val-and-how-can-you-stand-out/> [Accessed 15 July 2021]. 

Yost, E., Zhang, T. and Qi, R., 2021. The power of engagement: Understanding ac4ve social media engagement and the impact on sales in the hospitality industry. Journal of Hospitality and Tourism Management,. 

-

BIBLIOGRAPHY 

Powered by TCPDF (www.tcpdf.org)

http://www.tcpdf.org

