
YEAR-END
MARKETING
REPORT

Aramu Muru - Who We Are
(ft. Yemi Bolatiwa)

BMTY7000
Creative Music Management

Portfolio
 

Kalina Batkova
2014509

Tileyard Education

Raspberry Beret



Table of Contents

Project Outline

Joining the Group

Group Roles

Project Management Tools & Timeline

Contracts

The Song 

Artwork & Promotional Videos

Distribution

Press Release

Social Media Plan

Social Media Ads

Budget

Remix

References

Appendix 1

02

02

03

03

05

07

08

10

11

13

15

16

17

18

19



CMM Porfolio

Page 02

PROJECT OUTLINE
This assignment provides an analysis of a single campaign – from the A&R stage to the release. The
campaign is created by our group Raspberry Beret for the purpose of the module with a theoretical
budget of 500 GBP. The song is called “Who We Are” and the artist is Aramu Muru. The track was
written by one of the group members Ben in collaboration with his friend. They wanted to release it
together, so the artist name Aramu Muru was created in the process of the assignment, together
with the social media profiles of the duo. The song production was moderated by the group, as well
as finding a singer to write a topline and perform it. Digital assets such as artwork, Spotify canvas,
BTS video were created. A marketing plan and social media content plan were created, taking into
account the budget.

Initially, I was assigned to a different group. However, the group members left the course, so I had to
choose a new team around three weeks before the deadline. I chose this group because the group
members were very welcoming and, based on their participation during lectures, I thought they
would be good to work with. Raspberry Beret consists of Emma, Ben, Aidan and me. Due to the
pandemic restrictions and the fact that we live in different places, we had online Zoom and
WhatsApp calls, as well as a group chat. This chat helped us to always keep each other updated and
ask any quick questions, as well as receive instant feedback on what we were working on. The calls
were done at least once a week to discuss how everyone is getting on with their assigned parts.

The group had one Zoom session before I joined where they discussed what to work on. When I
joined, they told me about their ideas, what roles each one has and asked me to give feedback on
the song (Figure 1). I said the vocal needed more work – saturation, reverb and more space in
general. 

JOINING THE GROUP

Figure 1.
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GROUP ROLES

Before I joined, the group had used a website called Milanote to put all files into one place and
have them well-organised. On the website, they could also assign tasks to each other. They
gave me access, so I could see what they had done and where their inspirations came from.

Ben works in a PR agency, so his role was to take care of the marketing plan. Since the song is
his, he also found and managed the vocals recording process of Yemi Bolatiwa. He had
previously worked with her, so the risk was low. They negotiated a fee of 100 GBP for her work
as topline writer and vocalist. 

Aidan had to create different assets using the artwork such as a Spotify Canvas, promo videos,
and banners. 

Emma was responsible for creating the social media plan – plan when and what to post on a
certain social media platform, as well as think of ways to grow the profiles.

My job was to make the composition split sheet and the remix contract. I also made the budget
and distributed the remaining sum after the song production, distribution and visuals, to
different promotional outlets. Finally, I created the template for the Facebook and Instagram
ads that would popularise the song and artist. 

PROJECT MANAGEMENT TOOLS & TIMELINE

Milanote was used to store the information for the project (Figure 2). The group also thought
about using Monday to create a timeline, however they learned that there is a fee after the
free trial. So, a timeline was created and screenshotted to refer back to (Figure 3). It was best
not to spend any of the budget on this platform, so Milanote and Google Drive for file-
sharing were used (Figure 4).

Figure 2.
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Figure 3.

Figure 4.
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After I joined the group, I offered to work on the contracts.
The group had decided to email Ian Penman to send us a
split sheet agreement. I sent him all the necessary
information – song title, writers names and addresses, as
well as the percentages for each of them. However, the
email was sent only about a week and a half before the
deadline, so I decided not to wait and craft it myself. I
used a template from Songtrust (Figure 5). I looked at a
few options online but I found this one the clearest and
was easy to edit and add sections to.

CONTRACTS

Figure 5.



As for the remix contract, I used one of the contracts I give musicians for my own music as a
template and altered it to fit this project (Figure 6). We all agreed that it was fair for the music
producer to receive 20 percent of the income of the remix but not have any copyright
ownership. 
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Ben and his friend Danny created the faceless duo Aramu
Muru. They are also the writers of the instrumental,
whereas Yemi Bolatiwa wrote and performed the topline.
Yemi was chosen for her vocal tone and techniques, as
well as the fact that her audience is based in the United
Kingdom (Figure 7). She has an average of 5,000 streams
per track, suggesting she has a stable fanbase (Spotify,
2021). 

The mastering of the track was done on a friendly basis for
12.5 GBP.

THE SONG

"Who We Are" is
available to listen

here: 

https://drive.google.com/fil
e/d/1LvL7dXnfAaByUc88da

2NDl4RKz2a5Gr4/view?
usp=sharing

CMM Portfolio

Page 07

Figure 7.

https://drive.google.com/file/d/1LvL7dXnfAaByUc88da2NDl4RKz2a5Gr4/view?usp=sharing
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ARTWORK &
PROMOTIONAL
VIDEOS

Ben also contacted Harry at Armanda Music for professional feedback (Figure 8). Harry
gave good advice that it is important to release music often to build the narrative and not
lose fan engagement. 

Danny created the artwork of the
song (Figure 9). Then, Aidan and
Emma used it to make their
assets. I noticed that initially the
artwork had the wrong spelling
of the artist name - Amaru Muru.
The song was also titled “We Are
Who We Are”, which confused
me a lot when writing the
contracts. It turned out that
Aidan would fix these mistakes
on Microsoft Paint. Danny and
Ben also made the duo logo
(Figure 10). 

Figure 8.

Figure 9.

Figure 10.
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Aidan used Videoleap to make a 30-second
snippet of the track with the circle on the artwork
spinning. The spinning animation was made by
Bear_shadow on Fiverr for 13.53 GBP (Figure 11).
None of the group member had the skillset to do
this, so it made more sense to pay someone to do
it quickly. 

The animation
video can be seen

here:
https://drive.google.com/file/d/
1ePVYXyzuSjJdLJzdeF8ot4hSTEZ

o2ikX/view?usp=sharing
 

Aidan also contacted
someone else on Fiverr to
make a promotional video
of the artwork (Figure 12).
Hazaifak27on make it
adding effects, as well as a
display of the different
streaming platforms and
stores the song would be
available on. The cost was
5.53 GBP. 

The promotional
video can be seen

here:

https://drive.google.com/file/d/
1FfqEd_GqDjo-

7VM_wH7vgzruLRJc61sg/view?
usp=sharing

Yemi also sent us a video of her singing the
track acapella which would be used to
promote the song and extend its life cycle
once it is released. 

The acapella
video is available

here:

https://drive.google.com/file/d/1DJnR5G
Z0_DeUspU_v7BVegHOsOBvy0xX/view?

usp=sharing
 

Figure 11.

Figure 12.

https://drive.google.com/file/d/1ePVYXyzuSjJdLJzdeF8ot4hSTEZo2ikX/view?usp=sharing
https://drive.google.com/file/d/1FfqEd_GqDjo-7VM_wH7vgzruLRJc61sg/view?usp=sharing
https://drive.google.com/file/d/1DJnR5GZ0_DeUspU_v7BVegHOsOBvy0xX/view?usp=sharing
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For the distribution, we chose to use DistroKid, because it is the only streaming service that allows
artists to upload unlimited music to platforms for a low yearly fee. As stated in Music Gateway,
with DistroKid “all of your royalties are going straight into your pocket” (Brown, 2020). Initially, we
wanted to release the track on April 9, and we read that DistroKid is faster than the other
distributors to get songs onto the stores. They claim that “with them as a distributor, your music
will be in stores 10-20x faster than any other device” (Brown, 2020). So, we created an account.

Regardless, we decided to schedule the release for May 7, 2021 (Figure 13). The reason is wanted
to have more time to plan and promote the song. 

Furthermore, a behind-the-scenes video of the
song production was filmed by a friend of Ben. It
was edited with the spinning artwork and the song
playing in the background. 

The BTS video is
available here:

https://drive.google.com/file/d/
1pB3DejXSi0Ktk-

Z4BIS9kFqmf0vIC6L7/view?
usp=sharing

 

DISTRIBUTION

Figure 13.

https://drive.google.com/file/d/1pB3DejXSi0Ktk-Z4BIS9kFqmf0vIC6L7/view?usp=sharing
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 so making sure everything is
written correctly and
delivered in an exciting way
is important (Ditto Music,
2017). Furthermore, a press
release should fit on a page
and have the single artwork
and catchy title and contact
information. 

PRESS RELEASE

Ben created a press release
that he sent out to numerous
radio stations and blogs (Figure
14). An essential part of a good
press release is making it easy
for the recipient. Many
magazines and bloggers “may
simply copy and paste chunks
of your press release into a
new post”, 

Figure 14.
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We already have responses
from CoolFM radio station to
play the track (Figure 15).

This same promotional
document also helped us to get
in touch with We Rave You. They
liked the track and how it was
presented in the press release
and sent us a media kit with their
fees for an article (Figure 17). We
decided to dedicate a large part
of the budget to a “track/story
coverage”, as well as “featured
category”. This is because their
audience is quite big (1 million
page views per month on
articles on their website and
640,000+ followers on
Facebook) and matches the
target audience of Aramu Muru,
which is people who like
electronic music. 

The press release also
contributed to an already
published article about the
release of “Who We Are” in
Beatselector Magazine (Figure
16). 

The press release will be shared
with other publications across
Europe in countries such as
Germany, Spain, France, as well
as the United states. All are
listed in the Marketing Plan
(Appendix 1). 

Figure 15.

Figure 16.

Figure 17.
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SOCIAL MEDIA PLAN

Emma created the social media plan for four weeks (Figure 18). The first week is
more focused on building a following by teasing a little bit of the song and
talking about the duo. The second week is release week, so then the posts
would be more regular. Fans would be encouraged to pre-save and there would
be a countdown to excite the followers. In week 3, we would encourage fans to
make TikTok posts with the song and be focused on thanking people about their
support, as well as post snippets from any PR such as the articles and radio
plays. In week 4, the best fan TikTok’s would be shared and the live performance
that would come out that Friday would be heavily promoted. 

Figure 18.
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The Instagram, Facebook and TikTok pages of Aramu Muru have the same profile picture (Figure
20). In fact, it is recommended that the same profile picture is used across all social media
profiles because it is the first impression someone may have and thus would be able to
recognise the individual on any other platform. “Your photo should be timeless” is what the
marketing specialist Jillian Wilschke says (Wilschke, 2016). That way, the photo would not have
to be changed and consistency would strengthen the profile. 

Currently, there are some assets already posted to the social media accounts. The Facebook page is
created and has matching visuals and is ready to be boosted through Facebook Ads to gain
followers (Figure 19).

As illustrated in the marketing plan, a video emphasizing the lyrics to the song will be uploaded
to TikTok (Appendix 1). Then, micro-influencers will be approached to post a video with the song
playing with dancing or skits portraying the idea of being yourself. 

F
ig

u
re

 19
.

Figure 20.
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SOCIAL MEDIA ADS

Three different types of ads will run. The first
one is an ad of the Facebook page with a goal to
gain page likes. It will start running in week 1 of
the Social Media Schedule. The budget for the
page likes boost is 50 GBP, which would be
distributed over 25 days for 2 GBP per day
(Figure 21). 

The other two ads would be on Instagram and
Facebook once the song is out. They would run for 10
days and have a budget of 50 GBP (Figure 22 & 23).
The idea is that more concentrated traffic would come
in when the budget is distributed over a shorter
amount of time. That way, it would spike the algorithm
for the streaming platforms, as the ad would direct
people to them. 

The target audience for the ads would be the same for all of them: people in the London
region who are interested in electronic music and artists such as Gorgon City and Duke
Dumont (Figure 24 & 25).

Figure 21.

Figure 22. Figure 23.

Figure 24. Figure 25.
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BUDGET

A budget helps in strategic planning and decision-making because “in order to make a
decision about any facet of the business, you have to know how much money is
allocated to that item” (Carlson, 2021). This is the philosophy on how the budget for
promotion was distributed. Since the song production was done mostly on a friendly
basis and the graphics did not cost as much, we were able to dedicate the rest of the
money to the promotion. We knew we had around 300 GBP left, so I then thought
about different promotional outlets and how much capital would be needed for them.
In the end, all expenses fit exactly with the theoretical budget of 500 GBP we had
been given (Figure 26). 

Due to the reason that this is a new project, planning for income is difficult. Usually, in
the beginning, the investment is large, and the return is quite low. What can be done
now is to focus on creating a fanbase that would contribute towards streaming
revenue. If there was a stable fanbase, a ticketed livestream or merch would have
been a good idea.

Figure 26.
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REMIXWe also received feedback from a label
called Xploded Music. James Hill who is
head of A&R said that it might be a good
idea to create a more streaming-friendly
version of the song that is shorter and has
more punch (Figure 27). This is our aim with
the remix. 

Aidan contacted his producer to see if he would be interested in
creating a remix of the song. He usually specialises in producing
electronic music, so Aidan sent us some examples of work he had
previously done. We decided he could make a quite good club
version of the track by making a progressive house/melodic techno
edit.

The remix would not be done by the hand-in date of the assignment,
but it is scheduled to be released shortly after the song comes out.

Figure 27.

Word count: 2,486
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