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 JOLLYROGER'S SECOND ALBUM

MARKETING PLAN FOR 



1
2
3

TO SUPPORT A BIGGER FOLK/ PUNK BAND ON

TOUR

TO BREAK INTO THE UK ALTERNATIVE

FESTIVAL SCENE

25K LIKES ON FACEBOOK, 1000 YOUTUBE

SUBSCRIBERS, 5000K INSTAGRAM

FOLLOWERS.

5 YEAR
GOALS



1
2
3

TO BUILD ON UK FOLLOWING OUTSIDE OF

THE SOUTH WEST

TO INCREASE INTERACTION AND TRAFFIC:

ON FACEBOOK, INSTAGRAM AND THE

WEBSITE

TO EXPAND OUT OF THE PIRATE NICHE INTO

THE CELTIC / FOLK / PUNK AUDIENCES

MARKETING
GOALS



TARGET AUDIENCE
1 GEOGRAPHIC

CURRENT: CORNWALL, PLYMOUTH, LONDON,

BRISTOL

 

TARGET: BLACKPOOL, CAMBRIDGE,

NOTTINGHAM, FARNBOROUGH



2 PYSCHOGRAPHIC 'ASPIRED AUDIENCE' CREATED ON FACEBOOK

PEOPLE THAT LIKE DROPKICK MURPHYS ,

FLOGGING MOLLY & TENACIOUS D.

 

 

 

• MALE

• AGE 25-34

• MARRIED

• UNIVERSITY GRADUATE 

• LISTENS TO KERRANG! RADIO

• ATTENDS DOWNLOAD FESTIVAL

• ENJOYS COMEDY

• READS COMIC BOOKS



UK TOUR
*

*

*

To peak promotion by
combining impact points

Established and new
territories 

UK - to keep costs low
and partner with
JMW Promotions*

Realistic small grassroots
venues



Physical 

RETAIL & DISTRIBUTION

Digital Download Streaming

Bandcamp
Tour stops, Direct to Consumer,
Paypal, local independent stores
e.g The Cornish Store

Ditto



Customer engagement marketing

Interactive elements in the form of cryptic clues

Doing something different to get people talking

Provide opportunity
for engagement*

Niche Marketing

Creating a campaign that is branding around a pirate theme

Reward fans that participate in the campaign 

Nurture existing
fanbase*

Expanding reach 

Through paid advertising to 'Aspired Audience' on Facebook. 

By reaching out to regional radio stations near the new tour locations

Advertise to
potential markets*

STRATEGY
Disintermediation Strategy 

Video content is prioritised on Facebook Algorithms so will have a wider organic reach

Upload to YouTube channel to encourage new subscribers 
Use video content*

JMW Promotions for promotion and tour stops in new UK territories

Cornwall's Great Escape Rooms for campaign prizes and help with setting up the website

White Noise Studios for live stream

Partner with
contacts*



INTERACTIVE
TREASURE

MAP

DIGITAL MARKETING
FACEBOOK,
YOUTUBE &
WEBSITE

REMINDERS TO
MAILING LIST BOOST POSTS

TO 'ASPIRED
AUDIENCE AND

TOUR
LOCATIONS AT
IMPACT POINTSCHANGE SKINS

ON ALL
PLATFORMS



THE DESIGN



TIMELINE 2022

APRIL
Promo shoot for press

releases 

Create introduction

animation and 6 short

animated funny skits 

MAY
 Campaign launch -

introduction story

animation 

Launch interactive website

treasure map 

Change skins on all

platforms 

JUNE
 Send campaign info out to mailing list 

 Invite Tastemakers to First Listen Live Stream 

 Create animated music video for single 1 

 Upload single to BBC Introducing 

 Pitch Single to Regional Radio Stations in tour areas 

 Send Single press release to existing press contacts 

 Send Single press release to potential tastemakers

(emerging comedians, Cornish influencers, local music

magazines) with ticket to the live stream. 

Upload Single to online distributor - Ditto 

Pitch Single to Spotify Playlists via Spotify for Artists 

Tease the single - CLUE 1 

JULY
Release single - CLUE 2 

Pitch Single to independent

Playlist Curators 

AUGUST
Release single music video - CLUE 3 

Upload album to online distributor 

Pitch album to UK Regional Radio Stations in tour areas 

Send album press release to existing press contacts

 Send album press release to potential tastemakers (emerging

comedians, Cornish influencers, local music magazines BBC

Radio 2 Folk Show) with a ticket to the live stream. 

Upload album to online distributor - Ditto 

Pitch album tracks to Spotify Playlists via Spotify for Artists 

Tour Announcement – CLUE 4 - Announce Album 

Tour Dates on website interactive map, Facebook, Instagram

and Twitter 

SEPTEMBER
Pre-order album and

merch bundles including

debut album and t-shirts –

CLUE 5, make available

Digital downloads via

Bandcamp & Physical

copies D2C PayPal.me 

First Listen private Live

Stream for tastemakers 

OCTOBER
Pre-save album – CLUE 6,

link for streaming pre-

save 

Album Release 

Start of UK Tour 

NOVEMBER
UK Tour 

DECEMBER
 Announce winner of campaign 

Virtual show - professional live stream for

worldwide fans / treasure hunt reward

(White Noise Studios -established

relationship from previous live stream) 

Release music video for another album

track – live footage, filmed on tour



IMPACT POINTS CALL TO ACTION



DIGITAL MARKETING



DIGITAL ASSETS

INCONSISTENT BRANDING LEADS TO MARKET CONFUSION: CONSISTENCY LEADS TO BRAND VISIBILITY 

(DEMAND METRIC RESEARCH CORPORATION, 2016).









BUDGET



REFLECTION

Low Budget 

QR code
issues

Limited skill set

Unable to 
make it as
interactive as it
could be 



THANKS FOR LISTENING
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