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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.

JOINING THE GROUP

Initially, | was assigned to a different group. However, the group members left the course, so | had to
choose a new team around three weeks before the deadline. | chose this group because the group
members were very welcoming and, based on their participation during lectures, | 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

ask any quick questions, as well as receive instant feedback on what we were working on. The cafls
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 | joined where they discussed what to work on. When |
joined, they told me about their ideas, what roles each one has and asked me to give feedback on
the song (Figure 1). | said the vocal needed more work — saturation, reverb and more space in
general.
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Figure 1.




GROUP ROLES

Before | 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 | 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. | also made the budget
and distributed the remaining sum after the song production, distribution and visuals, to
different promotional outlets. Finally, | created the template for the Facebook and Instagram
ads that would popularise the song and artist.
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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).
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CMM Portfolio After | joined the group, | offered to work on the contracts.
The group had decided to email lan Penman to send us a
split sheet agreement. | sent him all the necessary
information - song title, writers names and addresses, as
well as the percentages for each of them. However, the
CONTRACTS email was sent only about a week and a half before the
deadline, so | decided not to wait and craft it myself. |
used a template from Songtrust (Figure 5). | looked at a
few options online but | found this one the clearest and
was easy to edit and add sections to.

Single Songwriters” Split Sheet

This is to confirm that we, the sole writers of the composition listed below (the
“Composition™), hereby agree among ourselves to the following writers’ divisions:

COMPOSITION TITLE:
“Who We Are”

ARTISTS:
Aramu Muru (featuring Yemi Bolatiwa)

WRITER: ADDRESS: OWNERSHIP:
Ben Morling 11 Austin Drive, Didsbury,  33.3%
Manchester, M20 6EB

Daniel James Roberts 10 Keilder Mews, Heaton, 33.3%
Bolton, BL1 5JQ

Yemi Bolatiwa 38 Audley Road, 33.3%
Manchester, M19 3FQ

The writers hereby warrant, represent and agree that there are no samples, interpolations,
replays, or other third party copyrighted material (individually and collectively, “Sample(s)™)
contained in the Composition. If a Sample should become the subject of a copyright claim in
connection with the Composition and the Sampled writer(s)/publisher(s) are to receive a
copyright interest in and to the Composition and/or payment of monies attributable to the
Composition, then we agree that our own shares in the copyright and/or monies attributable
to the Composition shall not be reduced unless we are the individual party responsible for
furnishing such Sample(s). This Agreement shall be governed by and construed under the
laws of the State of England.

This letter can be signed in counterparts, and your signature below will indicate your
agreement of the above.

READ and AGREED:
Signatre: .~~~
Name (handwritten inprinty:
READ and AGREED:

Signatwre:

Name (handwnttenmnprint):
READ and AGREED:

Signature:

Name (handwritten in print):

Figure 5.
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CMM Portfolio

As for the remix contract, | used one of the contracts | 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.

10
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REMIX CONTRACT

Today. ......ccc..... 2021:

Ben Morling with address 11 Austin Dave, Didsbury, Manchester, M20 6EB and Daniel
James Roberts with address 10 Keilder Mews, Heaton, Bolton, BL1 5JQ, hereinafier referrec
to as the LABEL / ARTIST, and Tim Smith with addness:
RN T o'ct 1171 | (' ol v [ 1 'V R ]
as the PRODUCER, have agreed to sign this Contract based on the following terms:

1. SUBJECT MATTER OF THE CONTRACT

Art. 1.(1) The LABEL/ARTIST assigns, and the PRODUCER agrees to provide their

professional services as MUSIC PRODUCER by creating a remix of the song “Who We
Are” (hereinafier referred 10 as “the Work ™) performed by ARAMU MURU
(LABEL/ARTIST).

II. RIGHTS AND OBLIGATIONS OF THE PRODUCER

Art. 2. The PRODUCER shall be obliged to develop and create the Work indicated in
art. 1 according to the requirements for quality and professionalism and according to the
LABEL/ARTIST ‘s instructions.

Art. 3. The PRODUCER shall be obliged to agree their work with the LABEL/ARTIS]
during the period of creation and recording of the Work.

Art. 4. The PRODUCER agrees to promote the remix release through social media
channels, mailing lists, radio and any other relevant media.

Art. 5. The remix will be delivered by the PRODUCER by 19 April 2021.

Art. 6. The PRODUCER has the night to record additional parts at the discretion of the
LABEL/ARTIST.

Art. 7. The PRODUCER is obliged o secure all the rights necessary for the utilisation
of audio recordings of contributors. If the PRODUCER. uses samples, he is to secure the
relevant rights at his own cost.

1. RIGHTS AND OBLIGATIONS OF THE CLIENT

Art. 8. The LABEL/ARTIST shall be entitled to be informed of the stages of
implementation, without interfering with the operational activity of the PRODUCER.

Art. 9. The LABEL/ARTIST shall be obliged to provide the necessary information and
materials related to the implementation of the work assignment specified in art. | hereof.

IV. EXCLUSIVITY

Art. 10. The PRODUCER agrees to not re-record, remix or utilise the works in any
form whatsocver for a period of five years from the publication of the remix.

Art. 11. The rights to the published work are transferred to the LABEL upon delivery

IV, COPYRIGHT ON THE WORK
Art. 12. (1) The parties agree that all copyrights and neighbouring rights over the Worl
shall arise for the LABEL/ARTIST from the moment of its creation.
(2) As aholder of the exclusive copyrights on the Work, the LABEL/ARTIS]
shall be entitled to use the recording of the Work in all permitted and legally permissible
ways, as well as to allow or authonse its use by third parties. The LABEL/ARTIST as the

Figure 6.

rightsholder is entitled to decide when the recording of the Work will be communicated and
to determine the time, place and manner in which this will be done, at its sole discretion.

(3) The use shall include, but shall not be limited to, the right of the
LABEL/ARTIST to broadcast the sound recording and/or the audio-visual clip, in which the
Work is included, to transmit and retransmit it by cable; to offer wireless or cable access to
an unlimited number of persons to the Work or part thereof in a manner that allows such
access to be made from a place and time individually selected by each of them; to reproduce
the Work on audio and video carriers and to distribute them for commercial or charitable
purposes; to import and export copies of audio and video carriers; to publicly present/play
(show) the Work: to distribute in any way the recording of the Work, including on the
Intemet, Intranet, and any other use permitted by the law.

V. REMUNERATION
Art. 13, (1) The LABEL/ARTIST shall owe the PRODUCER. remuneration in the

amount of 20% (twenty percent) of the net income of the LABEL/ARTIST, received as a
result of the use of the Work.

(2) The payment of the amount under the preceding paragraph shall be made as
follows:

- 10% shall be due for the copyright on the music;

- 10%, shall be due for performance rights.

Art. 14. The LABEL/ARTIST will balance its accounts with the PRODUCER within
one month of the end of each calendar half year.

VI. OTHER PROVISIONS

Art. 15. Amendments and supplements may be made only by a supplemental written
agreement (annex ) signed by the parties.

Art. 16. The LABEL/ARTIST and the PRODUCER have the right to review or have
reviewed by a private party to audit the LABEL's documents which form the basis of the
settlement. Reviews can only take place every three years afier publication.

Art. 17. The parties hereby agree and decide the problems arising from the
implementation, operation and termination to be resolved by mutual agreement, and should
one not be reached, the dispute will be resolved in the Court on the temritory of the State of
England.

The present Agreement was drawn up in two uniform copies, one for e¢ach party.
The LABEL/ARTIST 1 (handwritten in print):

Signature:
Date:

The LABEL/ARTIST | (handwritteninpring:
Signature:
Date:

The PRODUCER. (handwritten in print):
Signature:
Date: _




CMM Portfolio

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.
Audience T (T
Who We Are" is
Top countries available to listen
here:
United Kingdom https:.//drive.google.com/fil
2 United States a3 e/d/1LvlL 7dXnfAaByUc88da
3 Russian Federation 42 2N DL4RKZZa‘SG r4/VieW?
Germany 38 U—Smg
Spain
Figure 7.
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https://drive.google.com/file/d/1LvL7dXnfAaByUc88da2NDl4RKz2a5Gr4/view?usp=sharing

CMM Portfolio

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.

ABR Feedback // Aramu Muru Who We Are”(feat Yemi Bolatiwa) - Message - Mail
y ©Replyall =>Forward Bl Archive [i Delete
RE: A&R Feedback // Aramu Muru 'Who We Are' (feat Yemi Bolatiwa)

@ Harry Fowler <harry@armadamusic.com>

ory. 'd be the guy to hit up furth

ARTWORK &
PROMOTIONAL
VIDEOS

Danny created the artwork of the ARAMU MURU
song (Figure 9) Then, Aidan and WHO WE ARE [FEAT. YEMI BOLATIWA)
Emma used it to make their
assets. | 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).




CMM Portfolio

Aidan used Videoleap to make a 30-second The anlmatlon
snippet of the track with the circle on the artwork video can be seen
spinning. The spinning animation was made by

Bear_shadow on Fiverr for 13.53 GBP (Figure 11). here:

None of the group member had the skillset to do
this, so it made more sense to pay someone to do
it quickly.

https://drive.google.com/file/d/
1ePVYXyzuSjJdL JzdeF8ot4hSTEZ
o2ikX/view?usp=sharing

0 Bear_shadow delivered your order Mar 37, 10:26 PM

Aidan also contacted
someone else on Fiverr to
6 Bear_shadow's Message make a promotional video

Hi! If you like my job please write Of the artwork (Figure 12)'
feedback!

DELIVERY #1

Hazaifak27on make it

| would be grateful if you mention me on your instagram. My Instagram:

https://www.instagram.com/bearshadow_/ addlng eﬁceCtS. as \X/el[ as a
R display of the different
N streaming platforms and
) stores the song would be
g available on. The cost was
RO1-loop.mp4 (44 MB)L 553 GBP

Figure 11.

F  Huzaifak27 delivered your order Mar 31, 10:16 AM

DELIVERY #1

The promotional H Huzaifak27'S Message
. w Hi there, here's your video check it out and feel free to let me know if you
video can be seen

want anything changed. | will modify it to your satisfaction :)
I []

Kind Regards,
Huzaifa

ATTACHMENTS

https://drive.google.com/file/d/

1FfqEd_GaDjo-
7ZVM_wH7vgzrul RJc61sg/view? Who We..mp (7 ME} &
usp=sharing
Figure 12.
The acapella
video is available

Yemi also sent us a video of her singing the here:
track acapella which would be used to
promote the song and extend its life cycle hipsevdivaigoodls e Aileka DJNEGE

e L d Z0_DeUspU_v7BVegHOsOBvy0oxX/view?
once it is released. iy

Page 09


https://drive.google.com/file/d/1ePVYXyzuSjJdLJzdeF8ot4hSTEZo2ikX/view?usp=sharing
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CMM Portfolio

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.

https.//drive google.com/file/d/
1pB3DejXSioKtk-
Z4BISokFgmfovICBL7/view?
usp=sharing

DISTRIBUTION

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.

12 ~v:.: 00 ¥ AM v

ARAMU MURU

WHO WE ARE [FEAT. YEMI BOLATIWA

v Don't increase the size of smaller images

¥ Stores will reject

Figure 13.
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https://drive.google.com/file/d/1pB3DejXSi0Ktk-Z4BIS9kFqmf0vIC6L7/view?usp=sharing

PRESS RELEASE @0
=

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”,

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.

ARAMU MURU

WHO WE ARE [FEAT. YEMI B

ARAMU MURU PROVIDE THEIR MODERN TAKE ON
CLASSIC SOUNDS WITH DEBUT SINGLE ‘WHO WE ARE’
FT. YEMI BOLATIWA

Release date: 7™ May
Download/Stream link: >> Insert LINK <<

Borne out of a passion for vintage sounds, Aramu Muru deliver their first single, "‘Who We Are’
featuring the vocal talent of Yemi Bolatiwa. The duo take it back to their roots for their debut,
channelling their love of timeless dance music classics to carve out their own niche with a modern
take on retro styles.

The pair draft in experienced songwriter Yemi Bolatiwa for "Who We Are’, who boasts credits including
featuring on Piem’s recent single “Work’, which was released on BBC Radio 1 Dance host Danny
Howards’ Nothing Else Matters label, and features remixes from himself and Lauren Lo Sung. Yemi
has also been heard on BBC Introducing, 1Xtra and Kiss FM.

‘Who We Are’ utilises oldschool synths and a bouncing bassline from the off, combining to create a
memorable groove early on. The introduction of Yemi's vocal has a reflective feel to it, which
enhances the instrumental and elevates it as the two combine seamlessly. The vocal evolves
throughout the track, ensuring a freshness that will have maintain listener’s interest for the duration.

While this is the first project from a duo who are both experienced in releasing music, expect more
from the pair, as they set out on their path to create electronic music that draws on their classic
inspirations and twists it to craft their own modern take on the songs that inspire them.

For more information check:

Instagram

For all Aramu Muru press enquires please contact Ben:
Tel: +44 (D) 7710 433 080 Email: info@benmorling.co.uk

Figure 14.



Coates, Connor <Connor.Coates@coolfm.co.uk
>

Tue 06/04/2021 13:22

To: You

Hey Ben,
I'm great! Hope you had a good Easter?

Thanks for sending. The track sounds good. Looking forward to hearing the final
master. Keep me posted and I'll try to give it a play on the radio show for you.

Cheers

Internships  Privacy Policy TermsofUse Contact Us OO0 -

HEATSELECTOR

AGAZINE

Home Featured

Back Issues

HOW
DENNIS SHEPERD

FOUND HIS SUNSHINE

. oNTHERISE ‘

Aramu Muru Preps New Single "Who We Are" Featuring Yemi Bolatiwa

Born out of a passion for vintage sounds, Aramu Muru deliver their first single, "Who We Are” (releasing in early May
2021) featuring the vocal talent of Yemi Bolatiwa (pictured). The duo take it back to their roots for their debut,
channeling their love of timeless dance music classics to carve out their own niche with a modern take on retro
styles. The ...

PROMOTION SERVICES

$100
TRACK/STORY COVERAGE

As part of We Rave You's track coverage, the
track will be showcased through an in-depth
article on our website, which includes 1 million
page views per month. The article will be
featured across all our social media channels
which includes Facebook (640,000+ followers),
Twitter, as well as a repost on our Soundcloud.
The multi-faceted social media campaign
will reach the biggest number of readers thus
increasing visibility of the artist and track.

; §15
. W FEATURED CATEGORY

01 SHAKE DEDUIE QLBIFFERENT MAY As part of the We Rave You ‘Featured'
ON THE ARC DE TRIOMPHE category, the article will be featured on the
front page of our website with a focus on

increasing the visibility to our website visitors.

ALAN WALKER SET T0 PERFORM AT
NOBEL PEACE PRIZE CONCERT

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.

SOCIAL MEDIA SCHEDULE

WEEK 1 - ONE WEEK PRE RELEASE

SOCIAL MEDIA SCHEDULE

WEEK 3 - ONE WEEK POST RELEASE

MONDAY |TIIESI!ﬁ‘I' “HEI]HEM|THIHSI]M| FRIDAY ‘SHTLEDA‘I' SUNDRY

|unmmr ‘THESDM |nmumm|munsnmr| FRIDAY |smmqr| SUNDAY |

Pt elips of -Post mbervew LR | =Pt
LE-1 imErviEw to pramath il |Reaser af by

SOCIAL MEDIA SCHEDULE

WEEK 2 - RELEASE

SOCIAL MEDIA SCHEDULE

WEEK 4 - TWD WEEKS POST RELEASE

MONDAY |11Esumt meuiwlmmm FRIDAY ‘smm SUNDAY
- . |___unmmr Lmimxf lnmlml.mum[ FRIDAY lsmmr [ SUNDAY |

now' arnemated 4

" | promatiar
o Bng on storie g on stories, s e el v

and strearing: | ssgaal | ingtraniTb Tik Toks an proame of bve | audience performance | performa

Figure 18.
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CMM Portfolio

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).

Wi Sky T 12:10 @ 36% % i Sky D 12:09 @ 34% %
< Aramu Muru Music £ o] < Boost post
Aramu Muru Music Ad preview

i= Overview =4 Ads B Notifications B Ne

©®, Aramu Muru Music

S sponsored - 6
Born out of a passion for vintage sounds, Aramu
Muru channel their love of timeless dance music
classics to carve out their own niche with a modern
take on retro styles §p Debut single 'Who We Are'
out soon!

o Like (D comment /> Share

Post Insights

[olo} Aramu Muru Music People reached f:::‘qmmm Link clicks
(+ I
Mj © 7 © View More Insights >

Publish Photo Promote View as

Norating yet - Musician/Band Ad mav not run: Potential nolicv issue

00 (9) )
(&3] <o/

5

‘6T 24nBi4

By tapping Boost Post Now, you agree to Fa

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.

ARAMU MURU- WHO WE ARE (FT. YEMI BOLATIWA) TIKTOK
SOCIAL MEDIA RELEASE CAMPAIG

istsan =) mcesook [
: R
- s it e
S e T Al el e
ol o e
S e
¥ S o B
e SR
ST
e e
R

x Yy
N -,’./

Fiure 20.

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.

Page 14



CMM Portfolio

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 SOCIAL MEDIA ADS

Daily Budget

Actual amount spend daily may vary

Estimated 90 - 261 people reached per day

£2.007

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).
< Budget and duration Next The idea is that more concentrated traffic would come
— T in when the budget is distributed over a shorter
amount of time. That way, it would spike the algorithm
£50 over 10 days for the streaming platforms, as the ad would direct
people to them.

09:56 al T .

120,000 - 330,000

Budget Estimated Daily Results
£5 daily People Reached 42K _ 12-‘| K
Link Clicks 123 - 354
Duration
Payment Summary
10days Your ad will run for 10 days.
Total budget £50.00 GBP
Figure 22. Figure 23.

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).
Edit Audience X
Select the location, age, gender and interests of people you want to reach with your
ad Detailed Targeting
Aramu Mury| | ) t t o 2
Gender
Men [ Arts and music X D
Elé
Age
18 — 35 Hot Creations X
Locations
Music videos + Pop music + Rock music + Filmmaking +
For advanced targeting features, go to Ads M
i Delete Audience
/’\ Potential Reach: 2,400,000 people /I\ Potential Reach: 2,400,000 people
! l Your audience is defined S ym—" l Your audience is defined

Page 15
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BUDGET

Song Production:
Vocalist
Mastering

Song Distribution:
DistroKid

Visuals:
Promo video & animations
Animation

Promotion:

Facebook Ad (page likes boost)
Facebook Ad (single out now)
Instagram Ad (single out now)
TikTok Influencer

We Rave You track/story coverage
We Rave You featured category

Total:
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We also received feedback from a label REM IX
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.

Aramu Muru 'Who We Are' (ft. Yemi Bolatiwa) A&R feedback

° James Hill <james@xploded.com>

To: You

Hi mate,

Thanks for sending, nice track! - have put together a few thoughts for you below and
have approached as | would any other record that comes through to us, so hope that
helps!

Would definitely like to hear a streaming focused edit. | can hear that this obviously feels
more like an extended/ club version and sure you'll do one anyway, but having that
streaming edit is so important for any record as it's now 80%+ of the industry and where
most apportunities will lie for a new artist.

Structure wise, | think it would benefit from more of a verse-chorus form when you do
the edit too.

Overall production is solid and the vocal is nicely produced too! - It would be great to
hear a more hooky melody/ riff. A lot of the melody feels quite ‘backseat’ to me, can feel
you're gaing for a more chilled housey vibe but i'd definitely try and incorporate
something a bit more standout especially around the 1:00 - 1:30min mark... reference
wise maybe something like the Fred Again ‘We've lost dancing' riff ?

Vocal chops and the arp in the breakdown are great, think you could utilise them more!

Cheers

James Hill
Head of A&R

Figure 27.

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.

Word count: 2,486
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Aramu Muru - ‘Who We Are’ (ft. Yemi Bolatiwa)
marketing Plan

Artist: Aramu Muru

Title: Who We Are (ft. Yemi Bolatiwa)

Label: Aramu Muru

Release Date: 7th May

Genre: Deep house

Key Territories: United Kingdom, US, Germany, Spain, France
Preview Link:

Buy Link:

SOCIALS & TARGET AUDIENCE

Aramu Muru
Facebook: N/A

Instagram: 22

Yemi Bolatiwa
Facebook: 1.6k
Instagram: 2,422

Target audience:
e Fans of vocal house music aged 18-35
e Fans of Hot Creations, Hot Natured, Jamie Jones, Jax Jones, Duke Dumont, Gorgon
City, Disciples, Meduza, Joel Corry



Key dates:
See separate document for full social plan
4 weeks before release
- Post teaser announcement with Aramu Muru logo on socials
2 weeks before release
- Pitch to Spotify playlists
- Pitch for radio support
1 week before release
- Pitch to media targets for support
- Pitch to independent Spotify playlists
- Organic Tik-Tok posts using teaser
- Yemi Bolatiwa announcement post with teaser on socials
Week of release
- ‘Who We Are’ release
- 3" party Youtube Upload
- Follow up with media targets and radio

1 week post release
- Repitch to Spotify playlists

MARKETING ASSETS

- Artwork

- Vertical animated promo video for IG stories
- Vertical animated Spotify canvas

- Short teaser clip for I1G feed

- ‘Behind The Scenes’ video

MARKETING & PROMOTION

Aramu Muru is a new project from a faceless duo who aim to carve out their own niche by
providing a modern twist on retro sounds, using modern production techniques with vintage
synths. For the debut release they will be looking to utilise featured artist Yemi Bolatiwa's
audience to leverage their own, and will lean on industry contacts to give the track a strong
push from the start.

‘Who We Are’ is a youth-focused summertime anthem and the theme aims to promote young
people being themselves, so we will use Tik-Tok to promote that message and reach the
younger demographic, as well as spreading a similar message through any coverage.

Once the final release is submitted to Distrokid we will claim the artist page on Spotify. Once
that is claimed we will create an artist playlist and push that via all media and other
coverage, with the aim of building the playlist followers. This is a long term objective to
eventually utilise to negotiate playlist trades with independent Spotify playlist curators who
will often trade placements within their network.



SOCIAL MEDIA AND MARKETING PROMOTIONS

As this is a new project, we will be looking to build the socials from scratch. We will follow
fans of similar artists and labels, and post a teaser of the track early to give some context to
the profile and project.

Facebook

Instagram

Tik-Tok

YouTube

Invite people to like the page
Facebook ad ran to target Facebook likes
Facebook ad ran around out now post

Instagram ad ran around out now post

Upload a 15 second clip of the track highlighting the ‘We Are Who We Are’
lyrics

Encourage organic posts of people dancing to the clip, emphasis on “being
yourself”

Approach micro-influencers to share video, promote further viral growth on the
platform

We will upload a behind the scenes short video on the Aramu Muru channel
prior to release to start to build content on the platform
We will pitch to relevant YouTube channels with large audiences to try and tap
into those extremely targeted demographics

- Mr. Revillz

- Mixmag

- DJ Mag
We will pitch to dance music specialist multi-channel network The District to
service to their partners and try to secure uploads via this platform.

Secure profile pieces prior to release to build the profile before releasing music
(Beatselector Magazine confirmed)

Reach out wider ahead of release for release day and post release coverage, new
artist/introducing features and guest mixes



UK

us

Germany

Spain

France

- DI Mag

- Mixmag

- Skiddle

- We Rave You

- Beatselector Magazine (pre-release profile piece)

- Your EDM (track coverage)

- EDM.com (track coverage)

- Dancing Astronaut (The Space Station (new artist) audio playlist)
- Magnetic Mag (How It was Made feature)

- Faze Magazine (Chart)

- DJ Mag DE (track coverage and Releases Der Woche playlist)
- Dance Charts (track coverage and release review playlist)

- Beatport (Beatportal’s Introducing feature)

- Dj Mag ES (track coverage/review in the mag)
- Festival Season ES (track coverage)

- Beat and Mix (track coverage)

- Vicious Magazine (introducing feature)

- DJ Mag France (review)
- Tsugi FR (review)

- Trax Mag (review)

- Guettapen (review)

BBC Radio 1 Dance Anthems
Cool FM (support confirmed)
Capital (Mistajam’s show)
Gaydio

Pride Radio

Enter Zagreb

Insomniac roster of shows



