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Part A - My involvement in the campaign (single, remix and associated media assets) [1,179 
words]  

Below is an overview of the marketing and promotion campaign strategy put together by The Blue 

Monday Team to promote the single release of ‘With You, Always’ By Tileyard student, singer and 

songwriter, Will Bryant.  

 Maintaining a strong marketing strategy increases the chances of the team’s investments 

turning into a successful and profitable outcome from the track release. The main objective is to 

reach and connect with the target audience (L. Hoffman and Fodor, 2020), to maximise listens on 

digital streaming platforms and increase social media following. Due to delays, measurable 

outcomes are limited, the main key findings were that building dynamic and communicative 

relationships is important as well as utilising relevant digital technologies when planning and 

releasing music.  



Campaign Objectives 

1. Oversee all marketing and promotion aspects including distribution and PR.  

2. Deliver Marketing and Promotion of the single release keeping in close communication with 

all team members and third party involvement.  

3. Research and evaluate the latest digital technologies to support the project.  

S.M.A.R.T objectives:  

Specific: The aim of the campaign is to build momentum by taking advantage of all online 

resources and social media channels to enhance fan engagement with the Will Bryant brand. 

Measurable: The use of ‘Iconsquare’ will measure the reach and engagement rates across all social 

media channels and deliver metrics and analytics so that we can measure ROI on paid ads 

(Iconosquare, 2021). The success of the website launch will be measured by the number of 

subscribers and merchandise sales. We expect at least a 20% increase on Spotify listens in 

comparison to Will’s last release.  

Achievable: A timeframe of four weeks planning followed by four weeks of execution leading up to 

the release deadline on the 11th of February 2021 is a tight but still achievable proposal. An 



additional four-week timeframe following the release is added to monitor the measurable results 

listed above. The following month (March) will be taken to proceed with debriefing the project. 

Realistic: Due to the Covid-19 pandemic and the announcement of a second national lockdown 

during the time of the campaign, we must be realistic with the timescales of offline project plans 

such as the photoshoot and the videography recordings. 

Time-bound: If we are not able to proceed with these plans it will slow down the entire online 

marketing campaign as we will be lacking in visual content intended to be used across the website, 

social channels and EPK. If this happens we plan to postpone the project until quarter two of the 

year, however the decision to release the track is ultimately the decision of the artist.  

Will sent four demos across to the team via a private Soundcloud link (Appendix 1) which he had 

produced over the past six months. Philip and I listened carefully to each track and then engaged in 

a zoom call to discuss our thoughts. We both agreed that ‘With You, Always’ has the most original 

sound and is most relevant to the current times of the Covid-19 pandemic as his lyrics mention 

“living in my parent’s house” and “waking up when the sun goes down” which we felt would be 

relatable to a large proportion of the general public being in and out of national lockdowns over the 

past eight months. I felt that the other three tracks sounded too similar to the current British pop 

band ‘The 1975’. 

 Due to the short time-scale (four weeks) of planning, some delays were encountered as a 

result of the current Covid-19 restrictions. Freelance producer Callum Rafferty was hired by the 

team to create a remix and master the track (Studios, 2021). I suggested Callum as I have worked 

him in the past and have witnessed growth and success from the music he made with ‘Casey Lowry’ 



(Lowry, 2021). The original plan was for Will to travel to the studio in Kent to work on the track 

with Callum, however this has now been delayed. It was suggested that the two liaise over the 

phone to speed up the process although the feedback was that it was found to be too “time-

consuming” for Callum to proceed at this time. The progress will continue as soon as the lockdown 

is lifted. I sent the track to a contact I met whilst studying at BIMM (British Institute Of Modern 

Music) ‘Robin Wheeler’ who is a fanatic 1975 fan, he quickly responded that the track was “very 

emotive and relatable for me” (Appendix 2). He agreed to work on a remix for the project which 

will be used as a ‘taster’ across social channels in the meantime whilst we wait for the project with 

Callum to continue.  

 In the age of social media, good publicity is the key for an artist to breakthrough in the 

music industry, especially for younger artists. The industry is extremely competitive with only four 

main labels (Warner Music Group, SONY Music and Universal and EMI) (Borth, 2019). The PR 

will be managed by the team and will not hire a third party professional due to the lack of live 

music events at this time. (Appendix 3) shows the list of contacts I built in preparation to send out 

the demo of ‘With You, Always’ once it has been mastered and perfected for release. The track will 

then be pitched the to radio, playlists and publications along with applications to upcoming 

festivals. The online music distribution platform, Ditto will be used as it is a low-cost solution 

(£19p/m) for distributing music quickly and effectively to all appropriate channels (iTunes, Spotify, 

Apple, Deezer, Youtube Music and many more). Again, the Covid-19 pandemic slowed down the 

PR of the track disabling us from hosting a launch party and live gig for Will’s release due to the 

national lockdown, however plans are in place to go ahead with this in the future and we will apply 

to PRS funding for support with expenditure for the live aspects.  

 Developing the website was one of the highest priorities for the team as it allows us to 

gather fanbase email data which will be used for future campaigns to promote live performances to 

bring  in ticket sales and to announce track releases resulting in an increase in payments through 



digital streaming. SEO (search engine optimisation) is an important aspect of the marketing plan as 

it is one of the primary sources of website traffic along with social media paid advertisements, 

generating a positive return on investment. It also builds trust and credibility for potential 

subscribers (Rys, 2020). The copywriting is vital for the website as it can help to transform the 

campaign from average to perfect. The process of copywriting requires persuasive marketing and 

promotional materials that will motivate the fans to subscribe, listen to the music and purchase 

tickets for shows (Prakash, 2020). The ‘Big Star Copywriting’ will be used to deliver this aspect of 

the project (Rochford, 2021). A logo was designed by Philip which we sent off to be printed on fifty 

t-shirts. Ten of the t-shirts are to be held back for competition giveaways and forty are aimed to be 

sold via the website (Appendix 4).  

  



Part B - My reflections on the impact of all types of digital technologies connected to the single 
release campaign. [1,235 words]  

Unfortunately, two of the original members weren’t able to commit to the project leaving just two of 

us to complete all of the tasks which meant less detailed was able to be applied to each task. Philip 

authentically took on the role of lead project manager and graphic designer due to his knowledge of 

graphics. I naturally took on the marketing role’s as I learnt skills relevant during my event 

management degree. Taking part in this project made me realise how important it is to keep up with 

current digital trends as I realised how unfamiliar I was with new and popular platforms such as 

Tiktok.  

 The budget was managed together and joint informed decisions were made as resources and 

funding were short (Appendix 5). In the initial group meetings, the tasks were split between the 

team and weekly meetings via zoom calls were scheduled over a month. We used GoogleDrive to 

take notes so that we could both view and receive live edits. It was agreed that one month was to be 

spent on the planning of the campaign and another month to be spent on executing the project 

followed by the release. 

 The recent Government lockdown restrictions granted us more spare time, allowing us to 

focus on the publishing aspects ourselves. Phil worked on the EPK which is to be sent with the 

demo to industry and media contacts (Appendix 3). Will was already a member of PRS which made 

the process a lot easier and we registered the track on www.copyright.gov to ensure it was protected 

for copyright.  

http://www.copyright.gov


 We wanted to ensure that Will’s online branding image was bold before we proceeded to 

send the EPK and demo to the media contacts. Ensuring the online image was defined included; the 

website completed and launched, the social media following had expanded, the official music video 

edited and uploaded to YouTube and the track was mastered to an elite standard. We considered 

paying a third party to take over the publishing role, however the lowest quote we could find was 

£300 from a former BIMM graduate student which was affordable although due to the fact we are 

studying a higher level of education and had time on our hands we felt it was more sustainable and 

cost-worthy to put our time and efforts into learning how to do it ourselves. We sought experienced 

freelance publishers willing to work on the project for £800 and above which I felt was too high. 

 The fact that we learned about licensing, contracts and copyright in our first term at Tileyard 

helped us with this area of the project and saved us time on research and hiring third parties. We 

decided that once Will’s music has reached a higher level of achievement in the mainstream, we 

will definitely hire a music publisher as we lacked the relevant industry contacts and financial 

knowledge that they would have. 

 ‘With You, Always’ is an honest and touching message from Will expressing his frustrations 

and rollercoaster of emotions during the national lock-downs. We wanted to make the music video 

as relatable as the track to get the fans well engaged. Due to the current restrictions we can not 

proceed with the plans for the music video, however our valuable contact; a team of videographers 

studying at the Film Academy in London offered to help us out by producing the music video free 

of charge in return for credits which we were extremely lucky to have. We had several zoom 

meetings with the Film Academy students to help us to define the video concept and create a joint 

vision. The timeline of the music video was constructed (Appendix 6). We are excited to go ahead 

with the plans as soon as the lockdown restrictions are lifted.  

 As the videography team were students and didn’t have access to all of the equipment we 

needed to create the video we envisioned, we decided to alternatively pay for a highly qualified 



video editor rather than hiring the extra equipment as it worked out more cost-effective (Pitman, 

2021). The Covid-19 pandemic meant that we could not legally go ahead with the production of the 

music video which has resulted in an expected delay of one month on the release. For the meantime, 

Philip created a lyric video using an online software programme ‘Rotor Software’. We decided to 

upload the lyric video to Youtube as a promotional video (Normand, 2021).  

 It became clear how important it is to keep up-to-date with technology changes in the 

industry as we tried to figure out the most cost-effective ways to perfect the sound of the track. 

Websites like Landr allow artists to master their own tracks (significantly increasing the sound 

quality) (Landr.com, 2021). Technology has enabled the distribution of music to become a lot 

easier, we discussed and realised how lucky we were to have internet access that allowed us to 

reach people all over the world from our own homes. Platforms like Bandcamp give artists the 

space to sell their music for either pre-set or donated prices, and websites like Patreon have given 

fans the ability to pledge a monthly fee to their favourite indie artists (Cole, 2019). 

 Live streaming online has enabled bands to bridge the gap between them and their fans 

during the Coronavirus outbreak over the past year proving that technology has the potential to 

reinvent the music industry as we know it time and time again. Fans are missing the highly 

emotional, often cathartic experiences that are essential for strengthening the bonds between them 

and the artists. Live-streaming is the closest digital analogue to an in-person show, and now artists 

of all sizes are racing to organise virtual events for their fans (Hu, 2020).  

 I wrote an application to The Arts Council England to ask for a grant of £1,000 (Appendix 

7) and Philip edited the application. The Arts Council England asked for a clear timeline for the 

project, from planning and delivery to evaluation which was what this assignment included so we 

sent them the group portfolio as part of the application which saved time (How to apply | Arts 

Council England, 2021). We were both aware that one of the main income streams would have been 

through live music concerts, ticket and merchandise sales. Unfortunately, this was not an option at 



this time and it is unpredictable whether we will be able to proceed with event planning any time 

soon although, when the time comes, we will apply to PRS funding.  

 The unpredictable circumstances of Covid-19 caused obstacles throughout the campaign 

which meant we had to utilise all online resources for communication including virtual meetings 

(Zoom) and work collaboration tools (GoogleDrive). The use of online technology allowed us to 

continue with the majority of the work from home resulting in money saved on third party costs 

such as eliminating a music publisher as we had the time and access to information which allowed 

us to complete the tasks ourselves whilst learning valuable information. Although there was more 

time on our hands to focus on the social media, we lacked in valuable content as we could not 

proceed with the video and photo shoots meant we didn’t have much valuable content to upload. 

Unfortunately I do not feel that technology saved the project the majority of the project has been 

postponed resulting in the release date being moved to the second quarter of the year.  



Appendix  

1.  Private Soundcloud link  

 



2. Track response and remix offer  
 



3. Pipeline of industry contacts  

 















4. Merchandise quote and logo design  

 



5. Budget  

 



 



6. Music video concept and timeline (in collaboration with The Film Academy students) 

 



 



7. Application letter to The Arts Council England  
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