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Introduction 

This marketing report is for the artist Tom Marlow who is situated within the Tileyard group. This 

report comprises of many areas for consideration for the whole marketing process, including 

marketing strategy, budget assessment, marketing timeline, project planning, and marketing asset 

deliverables for the artist’s single and album. These are intended to bring national attention in the 

UK and a promotional tour at the end of the campaign.  

Reference song for Tom’s current music: https://soundcloud.app.goo.gl/RjpvhG34SQPbZpQP7  

 

Aims  

• To promote excitement around the return of music produced by Tom by engaging current 

fans and new fans.  

• To create a fan base from data collection. 

• To establish characteristics of fans that are more likely to follow Tom for years to come.  

• To devise a campaign to establish interest from major labels to see Tom live, and from there 

a possible signing. 

 

Timing  

• This single and album will debut in the summer of 2022, with the emphasis of starting in 

May and ending at the end of July.  

• Creating a new brand identity/brand for Tom is essential, so that he attracts attention, and 

improves the fan base already created.  

 

Existing people of interest  

• Tom is the main producer and artist of the campaign. 

• Contacts from past radio stations to get traction on some of the smaller local radio stations.  

• Current contacts within the larger streaming platforms. 

 

USPs (Unique Selling Points) 

• British DJ, female vocal focused; Pop summer songs with a hint of EDM implemented. 

• Influenced by artists such as Calvin Harris and Disclosure. 

 

 

 

 

 

 

https://soundcloud.app.goo.gl/RjpvhG34SQPbZpQP7
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Infrastructure  

Digital distribution – CDbaby will be used, as they have been used by Tom before. It is a familiar 

platform that we can use, and the main benefit is that there is no annual fee, so no worry of 

songs/albums being pulled offline. All revenue streams including distribution, YouTube 

monetisation, publishing, and access to tools such as reports and analytics of streams (Johnson, 2022) 

will be available with CDbaby. We will use Fastrax for easy distribution of the music video that will be 

produced. This will make it easier to have all of Tom’s music videos uploaded onto video services 

simultaneously, while also being reviewed by other services as well. The benefit of this is that it can reach 

broader audiences, and also save time for the management team, as well as Tom himself.  

 

Marketing strategy  

Throughout this marketing strategy, the main aim is to engage an audience called ‘tastemakers’. 

Tastemakers are people who source talent from all over the internet and place them on a 

community-based platform such as SoundCloud or YouTube. They have now assumed the role of 

artist and repertoire for allowing up-and-coming artists to submit their music to be seen on these 

platforms. Tastemakers can be people on these platforms that are music-streaming playlisters, 

helping artists to reach a new audience (Medium.com, 2017). 

Having a marketing strategy in place can help with understanding the direction that is needed for the whole 

campaign, and what age demographic of people marketing can target. (Munsch, 2021). 

Not all tastemakers are equal. Because their popularity and small time frame for them to consider 

the music are factors to anticipate, this will affect how the playlist is performing, or how well they 

are connected. There are two types of tastemakers, leaders, and followers. We will be targeting 

leaders with industry status to create support from the media and other outlets.  

These Tastemakers would be working within large and small playlist curations. The first group that 

Tom has worked with before is Electronic House Music Inc. This is a small curator, with playlists on 

all platforms, but this connection with smaller playlisters could lead to being put on the playlists for 

a longer amount of time. The next Tastemaker would be a person called Phil Lihp who has curated a 

playlist with a following of over 131,000 followers on Spotify. He has several individual playlists but 

also has popular ones with over 29,000 ‘likes’ which are pop-based. I have been able to find his email 

through his website, and will message him there and on social media platforms as well. This has 

shown to work for Tom in the past, because 90% of Phil Lihp’s music is listened to on other people’s 

playlists as shown in figure 3.  
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Market Analysis  

The overall music industry in the UK has experienced a growth year on year, and in 2021, with a 2.5% 

increase to 147 billion streams.  

 

Figure 1: Streaming revenues and units 2021 

• UK consumption up to 159 million albums which is a growth for 7 years driven by streaming 

platforms 

• Vinyl had a massive growth in 2021 by 11% with 5.3 million copies purchased, a 14-year 

continued growth  

• British artists are top achievers for ‘Best Selling Album of the year’ with 8 of the 10 

bestselling albums being from British artists  

• Smaller artists are now reaching top status on the official charts with bands such as ‘The 

Lathums’ debut album reaching number one (BPI, 2022).  
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Goals and success factors  

The goals and success factors as shown in figure 2, shows the main aim of the campaign which can 

be measured and realistic. If the brand was to do well then this could lead to future partnerships and 

further solo work.  

 

Figure 2: Goals and objectives for the Tom Marlow campaign  

 

Playlisting  

Targeting Spotify’s algorithm with their algorithmic based playlists being Release Rader, ‘discover 

weekly’, ‘your daily mix’ and ‘on repeat’, would give Tom the chance to reach new listeners, while 

also retaining fans through the on-repeat playlist personalisation experience (Sherga Jr et al., 2021).  

One Spotify curator to contact is Tom Woodhour who runs the All-Out Collective group. He has good 

knowledge of ‘moody’ playlists in Spotify, and the type of songs that Tom Marlow creates can 

definitely help with the initial push of his single and album. Artists that he has worked with Tom 

Woodhour before are Lil Nas x and BBno$ as some of the highest rated artists. I would contact Tom 

Woodhour on all social media and email to ask him to support promotion of Tom’s singles. He is also 

situated in London in Spotify’s main headquarters in the UK, so if we could find out which places he 

goes for lunch then we could create an elevator pitch of the song for him. 

The single called “Steady” has created a big buzz around it by being created by Tom Marlow. He has 

had good success within the Commercial pop space with radio plays in Britain and streaming success 

within America. The aim with Tom would be to develop the awareness of his music presence, and a 

focus on his creative abilities. Promotions on social media and physical items will be main areas for 

creating a campaign that generates as much awareness for the single, and encourages people to 

want to hear it as soon as possible. 
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Figure 3: Tom Marlow’s source of streams  
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Audience  

The main audience for Tom’s music is adults aged between 28-34 (Spotify, 2022) (see figure 5). Tom 

has, however, been forthright that his 18-24 market is strong, and that they form 20% of his 

audience (see Figure 5). He wants to target them because of a decrease in audience size since 2020, 

but now wants to increase this in the 2022.  

 

Figure 4: Tom Marlow’s Listeners Analytics and Demographics 
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Figure 5: Tom Marlow’s Age Demographic  

 

Many people within the category would spend considerable time on electronic devices, with a 

streaming aspect of music being the focus, as it is now the main way of accessing music (Arditi, 2018). 

Because he has more female artists working with him, it might be assumed that this could attract 

more of a female audience.  However, all genders are of equal importance because of the genre that 

he is in. Figure 4 suggests that there are more males listening to his music, with just over 52%.  

However this needs to be considered broadly as this is only one source of data and therefore options 

available should always be considered.  
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Target Demographics  

The audience that we are not trying to appeal to are over the age of 50-60+, both genders, with a 

steady income and living in a suburban neighbourhood. They will also most likely have a degree or 

higher and have a family with an occupation as a finance manager. We will not target this group of 

people as they usually listen to the radio more and likely will not attend club events (Statista, 2022). 

Our target group would want to buy tickets to gigs and concerts, as 79% of 19–37-year-olds said that 

they liked attending live music events, with 42% of these spending money on a concert in 2019 

(Eventbrite US Blog. 2017) However, over three quarters have said that tickets are getting too 

expensive, and would prefer to watch a livestream, if the prices were too high (Shaw, 2019).  

Vinyl records of the single could be considered, as the average buyer of vinyl records are people 

under the age of 25 at 57%, with them more likely to support artists and want to be different to have 

fun (Kantar.com, 2018).  

Streaming has become the norm in modern music today and is shown in the demographic group of 

people between 16-24 years old (See Fig. 7). Smartphones have been found to be the leading 

technology that people within the UK use to stream music, with it being easily portable and ideal for 

everyday music playing. This indicates that a mobile website and music should be available, and 

useable, for people on smartphones (Statista, 2021). 

With the above information we can try to define the individual, and to identify what type of 

activities they like to do (Gemtracks Beats.com, 2021). 

 

Figure 6: Individual demographic traits and behaviours  
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Figure 7: Digital music penetration in the UK 2020 by demographic group 

 

Key behaviours  

Key behaviours that this group would express, are those of wanting to be seen as having the idea of 

being ‘free’ with ‘experiences’ being a large part of their youthful lives. With the ‘experiences’ they 

have, they want to reflect these on to their peers, and that they have an identity and purpose in the 

world. A lot of younger people are having this mentality now, as social media is present for most 

young people, and they want to experience the same things that they see online. We can target this 

by having the song in specific driving, or journey, playlists to make it more appealing to this 

psychographic group. Also, marketing of the music video and social media presence, will focus 

around the idea of the song being ‘a summer journey’ hit. This could give people the vision of the 

end of a movie, where they are in a car riding off into the sunset.  

Initially, campaigns would start on social media. These would start on TikTok as it has such a large 

demographic of people on the app, by using snippets of the songs in trending dances. We would not 

use influencers on the app as research has found that paying for influencers to use a song does not 

always increase traction as much as a trend organically would (Dittomusic.com, 2022).  

The promotion would be based within the UK to try and create excitement around his name in his 

local country. We would have to build a website with an email list for fans who want to know when 

the single would be released. The benefit of having an emailing list is that is that it can target 

personalised content to customers and gives recognition to Tom’s name. (IšoraitĖ, M., 2020). The 

email list will be placed underneath his biography on Instagram, snapchat, Facebook and TikTok. It 

would need to be compatible with multiple devices such as Mobile phones and tablets.  

Tom’s strategy would include making streaming and online socials the main focus, because it can 

give a foundation to pitch the single to labels.  
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Radio  

There is a contact at BBC Introducing East Midlands, (covering Nottingham, Derby, and Leicester) 

who can help get the music played daily. Commercial radio within the UK will also be through 

knowing Dean Jackson, and from there trying to network with his peers within his network, for more 

coverage. Dean Jackson’s likely audiences are people living within the radios located area. With it 

being on a Saturday night you’re more likely to have people tuning from the targeted group of 18–

24-year-olds, however, the largest audience for radio is 35+ (Statista, 2022).  

BBC ‘introducing’s premise is to have interviews and sessions with established artists as well as 

others that are recently just entering the music industry. You can submit your work to them but as 

we have Dean Jackson’s personal email, direct contact with him can be made to ask him to play 

some of Tom’s songs on the radio (BBC, 2017). 

Within the sync landscape we do see potential for the single to be used. This would be specifically 

used within the gaming landscape as Tom has been contacted in the past about gaming music 

services. We would target this contact and find more opportunities for Tom to flourish in this area.  

The streaming route is the most ideal way to reach our audience and we are hoping that with 

promotion on social medias, physical advertising, and pre-orders of the song, will help with coverage 

of the release.  

There will also be a possibility of a continuation of the plan where Tom would perform his catalogue 

in festivals or clubs around the UK.  

 

The three pillars  

The three pillars include Music, Visuals and Presence and are used to show the different aspects of a 

musician’s career and what they can improve on. (Sarath Myers, and Campbell, 2016).  

• Music - The music is completed for the single. However, Tom needs time to finalise and 

master the music for the album, as it needs to be mixed and mastered. This could be within 

the marketing schedule outlined for Tom.  

 

• Visuals – initially, a photoshoot with multiple pictures in different outfits would be done so 

that changes to his profile/brand can be done to keep his image fresh and gain attention 

from fans of his music. Changing his banner on his artist pages on streaming platforms, 

would follow, with these new pictures. The pictures would be of Tom looking into the 

camera, while having a calm, light blue background to show that his brand and music are 

seen as easy and fun colours (Grzybowski and Kupidura-Majewski, 2019). Photos of him with a 

white background would be available, if needed for professional headshots. Other pictures 

of him at his personal studio and travelling to locations where he is performing can be 

utilised. This will create connections with fans to make them feel that they are on the 

journey with Tom.  

 

Announcements for locations where he is performing would be on social media platforms 

with a link to them in his biography. This will be on all of his accounts as well as in the stories 

section. These photos will be in colour as most publications want coloured pictures rather 

than black and white versions for print. Changing his social media image is needed because 
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many of his social media pages seem too personal being aimed more at friends and family, 

rather than a wider audience. With these new photos he will appear professional and 

wanting to reach his wider fan base.  

 

• Artwork from logo/brand designers is needed to make Tom’s artwork more distinct and 

something memorable. In particular, it is recommended that a specific character should be 

in his artwork. This would be a cartoon-type face that could be anywhere on the artwork. An 

example of this would be within Jax Jones’s artwork (See Fig 8) where he has a cartoon 

character of himself on a cereal box, which is something new and distinctive.  

  

 

 

 

 

Figure 8: Jax Jones Example artwork 

 

I would recommend that his social media presence changes as it is not the most active account. The 

more he posts up in entertainment the more likely it would be that people would be interested in 

him, and not just his music.  

 

SWOT Analysis        

The SWOT analysis of Tom Marlow, as shown in figure 9, and identifies that there are more strengths 

and opportunities for a music single, rather than a music album in the music landscape today. The 

weaknesses and threats are not to be overlooked with consumers tastes possibly changing and could 

change the campaigns aims. SWOT-analysis helps to understand a situation and what areas need 

targeting to reach the desired target (Leigh, D., 2009). 

 

Figure 9: SWOT Analysis of Tom Marlow as an artist  

 

 

Sony 
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Narrative  

A narrative should be created around Tom’s music being the ‘new, up and coming’ 

DJ/Producer/Artist in the pop genre. This would be done by showing past work, and promoting what 

makes him different from others through intimate facts and figures. In discussion with Tom, one of 

the ideas that he wanted was to create imagery of a summer experience through the album and that 

the single is the start of that road through the summer months. He has decided on this because of 

his genre in the pop sector.  

The main and most effective way of doing this, would be to try and bring in some type of excitement 

and curiosity around his image/brand. 

This would be similar to Joel Corry’s and Tiesto’s social media pages, where they create excitement 

of upcoming songs and albums by showing off their trips and performing at any venue. They also 

have very good techniques by having snippets of music videos, but only having the visuals of the 

song with a wipe effect message directing them to places to access the full video. It also shows off 

the date of the song’s release. Joel Corry shows accomplishments throughout his journey, and 

thanking fans while doing it. This type of personality trait of being modest is one that I think Tom 

should adopt as it shows appreciation to the fans and involvement in his journey. 

Joel Corry Example  

  

Figure 10: Touring Example 1 

This is an example where Joel Corry is showing live performance venues while being humble, and 

supporting venues and artists. This can lead to fans looking for his live performances abroad, and 

wanting to support him while they are on a holiday, as well.  
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Figure 11: Promotion of single 2 

Example of Joel Corry promoting songs and letting his fans know when his music is being released, 

and creating excitement around his music that is being released with other large artists, David 

Guetta and Bryson Tiller. 

Tiesto Example  

 

Figure 12: Promotion of single 1 

Example of Tiesto showing his new music video for his new song on his social media pages. This gives 

people a snippet of the song making people want to see the full video, and to listen to the full song, 

with the visuals, for visual stimulus.   
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Figure 13: Touring Example 2  

Example of Tiesto performing live at a venue in London. This shows that Tiesto is touring and makes 

his event seem like a once-in-a-lifetime experience, encouraging fans to find out if they can buy a 

ticket to one of his events in their area. 

 

Press and Promotion  

The plan for press and promotion is to make sure that the target audience and tastemakers enjoy 

the album, and song, with the desire to want to support the song to gain recognition before moving 

to a mainstream media type.  

 

Online  

Blog posts online will be asked to review past songs/albums to boost engagement from fans, and 

create excitement for the upcoming album. Blog posts are useful for letting die-hard music fans 

reach new artists and music, with a large volume of music given in for review will be free and also for 

monetary purposes (O'Donnell and McClung, 2008). To appreciate Tom’s personality the blogs will have 

interviews with him to attract and captivate the readers. It is recommended that online blog 

curators are used to create a blog on Tom’s Music.  

All parties will be given an EPK (Electronic Press Kit), outlining Tom’s past, his achievements, and his 

journey in the music industry.  

For the album release, merchandise showcasing a unique logo would involve fans and promote the 

business and brand (Biggin, 2021). This could expand his brand worldwide, similarly to other large 

brands (McIntyre, 2017). Merchandise include T-shirts and Posters as they are an incredibly cost-

effective marketing option (REF below) compared to expensive clothing such as Jumpers. Research 

has shown that 8/10 recipients of promotional merchandise will research the brand after receiving 
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the product, and invoke loyalty (Brandelity, 2022). This will be done through print-on-demand 

shopping through online stores, such as Shopify and Printful. 

Interviews on small UK podcasts, such as Song Exploder, would review his past material, and give 

their opinions on the music presented to them. Song Exploder is a podcast that takes apart a 

musician’s song, and the artist talks about each part of the song piece by piece (Song Exploder, 2022) 

• Instagram – A campaign with links to the digital timeline, allows posting updates in Toms’ 

life, and recent areas visited. This will mainly advertise the song/album, but allows fans to 

follow updates on Tom’s life.  

Attracting the target audience and tastemakers, would be through Spotify Editorial and their 

algorithms.  

• TikTok - To be successful, Tom’s TikTok account needs to interact with fans and be authentic 

to his image and brand. Making more upbeat, faster paced songs, allows him to showcase 

his songs in funny or enjoyable videos. Adding humour into video marketing strategy is an 

excellent way to stand out from the competition, humanise your brand, and attract people 

to your content (Carroll, 2022). Finally, Tom will perform live every Thursday night to 

demonstrate other instrumental skills in guitar and piano. It has been shown that if a 

content creator goes live on the platform that their engagement goes up as well (Li, and Kang, 

2020). 

 

Print  

Tom will have posters available on his site for fans to purchase. His target audience is likely to use 

streaming platforms or social media and so Tom will target blogs and other less serious publications, 

relating to the age demographic.  

The favourite publication to approach would be Complex UK. They are a massive brand in America, 

however, their presence in the UK is nearly unknown. The specific writer for contact would be a 

writer, Jordan Rose, as he covers both UK and American music. A British publication to approach 

would be ‘Clash,’. They have a segment called ‘tracks of the week’ handled by Robin Murray. He is 

contactable through social media platforms, and email addresses.  These methods can connect with 

him to explain the backstory of the songs, and why they might be the best suited for Clash.  

 

Advertising  

We will advertise a small amount through different methods. This is imperative to success (Duncan, 

2022). 

YouTube – Advertising Toms song, by targeting pop music videos specifically, will enhance 

anticipation of the album. As the first 5 seconds are the most engaging, we want to keep the 

audience past the 5 second skip button.  

Facebook/Instagram – We will advertise Tom’s singles on other social media platforms with some 

posts being the album art of the single, and some advertising being the music video itself, the same 

video that will be used on YouTube. We would use a pixel to understand how many people clicked 

through to the streaming links and listened to the song.  
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Google AdSense – This allows advertising Tom’s single as an online clickable banner or image of the 

album in an extra popup box. These would be on websites such as Genius lyrics and Daytrotter as 

they are music specific websites with lots of potential to reach a large audience with, the interests of 

the target audience as well.  

 

Promotional Touring  

As Tom is a Producer and DJ within the Pop genre, it is important to expand his fan reach by going 

abroad to gain experience. He will tour in multiple countries before the release of his album. While 

working at live events, he will promote his album through playing one or two of his upcoming songs 

from the album.  

• 2 weeks in Cayman Islands, 26th June – beach resorts on Fridays and Saturdays (Busiest of 

the week)  

• Week in Ibiza, 24th July – Hotel/clubs within Ibiza with lots of set time to perfect his craft 

within an environment where lots of people will listen to his music at one time 

• Boat Party, London 16th July – Will be on lower and upper decks of the boat with different 

genres that Tom has experience in. This will test his creative differences and how to reach a 

different class of consumers.  

 

Opportunities on the tour  

When on tour, Tom can use posters at venue entry advertising performance nights and his social 

media links for people to explore his music.  

At the end of one of his sets he will give out flyers to people in the audience to attract them to know 

more about Tom and his music. When he is performing, behind him on a large screen his social 

media pages will be pulsing at the same pace as his music is going.  

 

Figure 14: Boat Party London – Djhire.uk.com, 2022 
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Figure 15: Ibiza DJ Job - Djhire.uk.com, 2022 

 

 

Figure 16: Cayman Islands DJ Job - Djhire.uk.com, 2022 
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Timeline  

Figure 17 below outlines the planning process for promotion of single, album and promotional tour. 

 

 

 

Figure 17: Marketing Timeline  
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Digital timeline  

19th June – summer promotion   

Time: 7PM BST 

On Tom Marlow’s website there will be a mysterious small button on the page that only will be 

visible if spotted correctly within a picture.  

This will take them to a questionnaire where if they finish it, they are given a number.  

If people text this number, then they will receive a mysterious message that will be an anagram 

showing the time and date of when a special video will appear on the site. 

 

24th June  

The video will appear on the site for a maximum of 10 minutes. This will include a lot of different 

scrambled numbers throughout a video of Tom and him producing the music.  

These numbers will be used in a computer coding manner where a computer can only understand 1 

and 0’s. This will lead to a file that that will include an audio file with a group of people getting 

excited for the album up for 10 seconds, while giving hints as to what the music is like.  

With this audio file, when put into the audacity application it shows spikes at specific audio 

segments of the audio file showing numbers for a website with those numbers. This shows a 5 

second clip of the chorus of one of Tom’s songs.  

 

1st July  

There will be a snapchat filter created for Tom with individual letters which can be made into a songs 

title from the album. This will be placed within the top 10 cities that listen to Tom’s music near a 

famous landmark or special location. This will give the fans instructions to work together and make a 

hashtag to help each other out. This song title would then be a phrase to use in the search bar of the 

website. This will lead to a special link in the search bar which if clicked enough will release a date.  

 

8th July  

The single would be shown in the album, where it is ordered within the album and the number of 

tracks, but no names for the other tracks.  

 

9th July 

We then start posting on Instagram the other photo shoot pictures, images of posters such as his 

performances and an enlarged photo of him to stand out on the poster. The theme would be based 

around summer, so will be a colourful poster with palm trees in the background.  
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11th July 

There will be a set premiere for the album on Tom’s YouTube page with extra benefits, such as fan 

interaction, with community tabs, and donations. This will build anticipation and help with finding 

out how many people are looking forward to the single on the day. 

 

15th July  

A programme will be created on Tom’s website where the user must firstly guess things about Tom 

such as his Hobbies, things he likes and doesn’t like, and his relationship status. There are two ways 

of playing this game, however, if the user gets all the questions right, they are allowed to select a 

song from the album to play once. If the user got them all wrong, then they would have a random 

song play from the album. If the user got a few correct, then they would be asked to start again.  

 

19th July  

We would use ideas from Bastille’s marketing campaigns to create a game within the Instagram 

stories section. This would be done by having a community poll on the Instagram story section. 

When they choose, they will be told which link in his biography to follow. There will be different 

accounts for different outcomes. These outcomes would lead to an account with different outcomes 

from a short music video. The final account that they interact with would be the music video ending 

with a different ‘riding off into the sunset’ moment in movies implying beginning a new, happy life at 

the end of a story (Dictionary.cambridge.org, 2022). 

 

26th July 

On this date the album list would be released to create anticipation for the release of the album.  

 

2nd August 

We would release content of Tom Overseas Djing on a boat on his social media pages to create a last 

push for an exciting summer focused type of aura around his work.  

 

7th August  

Album release  
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Budget  

The budget is based on the amount that Tom could put forward for the span of this campaign set at 

£3100. This includes everything in the budget, however the live events will be paid for by the events 

managers of those venues. (See Fig 18). 

 

 

Figure 18: Budget for marketing strategy  

All figures for the creation of the budget costs can be found in Appendix.  

 

Conclusion 

This report has highlighted that using a marketing strategy framework, has found that a digital world 

is the more convenient, cost effective, friendly approach to reach a new audience. The outlook for 

Tom Marlow’s artist campaign shows good opportunity for his development, as his new project can 

reach fans from multiple genres and face competition head on. Having a data-based campaign can 

improve the overall campaigns effectiveness. 

Fans anticipation and data resources can help with the direction of the campaign and how effective 

it is. It is also important to know that audiences will be segmented so that they can receive 

personalised marketing, which can influence them from an infrequent consumer, to a fan of the 

music.  
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Appendix  

1. Artwork for cover art 

 

 

 

2. Posters for Artwork 
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3. Fiverr music Video  

 

 

4. Music video distribution - Fastrax 
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5. Distribution site - CDbaby 

 

 

6. Website and photography 
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7. Blog writing services UK 

 

 

8. EPK distribution site – Musosoup 
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9. Printful, print on demand service 

 

 

10. Other necessary video creations - Fiverr 
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11. Snapchat Prices for landmark stickers/filters 

 

 

 

 


