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Introduction

This is the marketing report for the debut album release of the Estonian artist NOËP. It is
discussed from my perspective as part of the artist’s management team, and includes an analysis
of NOËP’s branding and social media, and my creative strategic plan and project timeline,
marketing plan and budget for the release. The report is based on my primary research and is
following the principles of the Marketing Mix (7Ps).

7Ps

Marketing Mix helps marketers and businesses to determine a brand’s or product’s offering.
What originally started as 4Ps in the 1960s - product, place, price and promotion - has now
become 7Ps, with the addition of people, processes and physical evidence (McCarthy, 1960).
Each element can be examined independently, but in practice, they often are dependent on one
another (Kenton, 2020).

Figure 1. 7Ps marketing mix

(professionalacademy.com, 2017)

Branding

When interviewing Mikko Manninen, the Head of Operations of Warner Baltics about the
importance of an artist’s branding for a major label, Mikko said that Warner prefers if artists
already know who they are, what they represent and what they look like. He added that it does
not work to create something that does not resonate with the artist (see Appendix 2 for full
interview). Currently, the majority of big labels are looking for artists who already have a clear
identity and sound, and who can create a momentum on social media without the label. Majors
can then join and enhance the moment.

https://drive.google.com/file/d/11mtGChLtoyfKvl1LwAavuk2Y7Z9AB5Aj/view?usp=sharing
https://drive.google.com/file/d/1i2hiev6SGCLFhqWig8To7j1v7redIOiF/view?usp=sharing


The artist

NOËP (Andres Kõpper) is one of the most successful artists in Estonia. He has been active in the
industry for almost ten years, at first with his band Tenfold Rabbit, and from 2015 as NOËP.
Inspired by artists such as Alt-J, Mura Masa and James Hersey, NOËP’s unique blend of
alternative pop has caught the attention of music lovers and industry the world over, amassing
almost 40 million streams on Spotify alone. In addition to his global reach and appeal, NOËP was
awarded ‘Pop Album of the Year’ at the Estonian Music Awards in 2019, for his debut EP ‘Heads
In The Clouds’ (NOËP Spotify, 2018).

Andres is a singer / songwriter / producer who also has a degree in video production. He self
directs his own music videos and is completely involved with the visual aspects of social media
posts, and photos In addition, he is known for his sense of humour, script writing and video
production skills, and he is often involved with adverts and sketches.

Sound

NOËP has a distinctive, instantly recognisable voice. He is constantly experimenting with his
production and during live performances (NOEP YouTube, 2018), he plays multiple instruments /
trigger samples himself. His concerts are always high energy and the production and visuals are
high quality; he has recently started performing DJ sets, which have been a huge success.
Utilising his unique production style and sound, he has produced a substantial amount of
soundtracks for adverts (for example, A Le Coq, YouTube, 2021) and has secured a range of
sync deals.

Look

NOËP’s look is edgy, but not necessarily following every latest trend. In the last few years, NOËP
has been passionate about the importance of second hand clothing, promoting local sustainable
small businesses and mainly wearing Estonian brands during his performances / video shoots to
support the independent brands. He has a clear vision of what he wants his brand to look like,
and he is particular about sponsors / brand deals.



Figure 1. NOËP’s press photo, 2019

Ethos

NOËP is actively involved with numerous campaigns in Estonia which promote environmental
sustainability, including advocating for reducing carbon footprint and zero-plastic challenges,
promoting the World Clean Up Day; he has donated money from his concert ticket revenues for
planting more trees, and is often sharing his environmentally friendly tips (Visit Tallinn Facebook,
2021).

Social Media & Target Audience

NOËP’s music is mainly electronic dance music and is targeted at people in their mid 20s / early
30s - he currently has more than 200,000 monthly listeners on Spotify. His main social media
following is based in Estonia, however, depending on the platform, the age group and the
engagement varies.

Instagram

On Instagram (2021), over 70% of NOËP’s 23,250 followers are women. The majority of the
followers (81.4%) are Estonian and the main age group is 25-34-year-olds. NOËP is in his early
30s and looking at his statistics as well as the audience attending his live performances, it seems
that his music mostly speaks to people his age.



Figure 3. NOËP’s Instagram Profile Insights



Facebook

Figure 4. NOËP’s Facebook Page Overview

(Facebook, 2021)

NOËP’s Facebook (2021) statistics and following are similar to Instagram’s. His post reach is
currently around 100 000, which is substantial, given that he  currently has no ongoing
campaigns or advertisements for releases. The main audience is again late 20s / early 30s, with
the majority of them being women.

Figure 5. NOËP’s Facebook Audience (*Mehed=Men, Naine=Women)



Spotify

NOËP’s 200,000 monthly listeners on Spotify (2021) is impressive for an Estonian artist. Given
that there are only 1.3 million people in Estonia, artists would need support from international
followers to reach this number of monthly listeners. Interestingly, NOËP’s main following base on
Spotify comes from Italy. This may be due to one of his most successful hits ‘fk this up’ being
released under Warner Music Italy and the song gaining a lot of attention in that region. That
song alone has already accumulated more than 10.5 million streams. In addition, whilst the
majority of NOËP’s Instagram and Facebook followers are women,  on Spotify, the listeners’ age
group has stayed the same, but 54% of the listeners were male.

Figure 6. NOËP’s Spotify Listeners

TikTok

Since NOËP’s main fanbase is not necessarily using TikTok as their preferred social media
platform, it has received the least attention. He currently has only 6300 followers and 63,000 likes
and there is room for improvement on creating more content that would be relevant to all age
groups.

To conclude, after analysing NOËP’s statistics on different platforms, it is clear that his main
following audience profile are people in their mid 20s / early 30s, the majority of social media
following being women, and mostly men on Spotify. I find that it is not necessarily the easiest
target audience, given that their social media engagement is not as high as Gen Z’ers’. NOËP’s
live performances are attended by a wider range of age groups - from teenagers to people aged
50+. This means that different platforms, such as TV, radio, and advertising campaigns outdoors /
shops are still relevant.



No Man Is An Island - Narrative & Main Aims

NOËP is due to release his first debut album ‘No Man Is an Island’ in Autumn 2021. His first
single from the album ‘Differences’ was released on May 28th and the first leading single ‘Head
Out of the Water’ will be released on August 13th. Whilst the majority of NOËP’s previous
releases have been big electro-pop anthems, the new album ‘No Man is an Island’ introduces a
slightly more alternative, mature and darker sound.

The album was written last winter in rural Estonia when temperatures were as low as -25°C. For
weeks, there was no sign of the sun or light, or even life. This environment inspired NOËP to write
about material that had a deeper meaning and storyline, both on a personal and societal level.
Because of the added depth and a more alternative sound, there is an ongoing rebranding, which
gives us an opportunity to unlock and appeal to a completely new fanbase.

NOËP is in a unique position - he has an album deal with Warner Music Finland (Finland & the
Baltics), which will represent Scandinavia, Iceland, and the Baltic regions, and with Humming
Records (Germany), which will represent the rest of the world. Neither of the labels have had
much influence in the musical aspect of the album and he has had the freedom to write the album
first, pitch it to the labels, and then pick the deal that we thought was the most beneficial for him
at this current phase in his career. He has previously self released some of his more successful
tracks, but he has also worked with Warner Music Italy, Warner Music Finland, Monstercat and
Sony Music Sweden. As well as having the freedom on the musical aspect, given that NOËP is
not exclusively signed to neither of the labels as an artist, the whole process of working on a
release is slightly different.

As his management team, we have the opportunity to create the release plan ourselves, from
marketing and media to live events, and the labels will either approve or negotiate / assist with
the budget and additional ideas. This gives us a lot of freedom to do things our own way, but we
might not always have the same amount of support from the labels as their own artists normally
would, not only financially but also when it comes to the people and how invested the team is. On
occasion the labels disagree with each other in their approach, which is to be expected given that
Warner is a major label and Humming is an indie label with a more alternative approach.
Nevertheless, my aim is to make the most of the fact that we have two unique labels on board
with this project, and find a way for different approaches to still be beneficial for us.



Figure 7. NOËP’s release goals and actions

As seen on Figure 7, the main aim of this release is to introduce and establish NOËP as an artist
outside his home territory, and to have a minor rebrand more towards alternative pop.  This will
be achieved through opportunities and connections provided by the labels, actively targeting
social media ads and campaigns, media promotions, reaching out to people in charge of Spotify
editorial playlists, and finding appropriate performance opportunities. Estonian artists are not
globally well-known yet, but I believe that NOËP has got the potential to reach international
success.



Figure 8. NOËP’s Strengths and Challenges



No Man Is An Island Campaign Timeline

Our meetings usually include representatives from Humming, Warner Baltics (/Finland), myself
and Thea Zaitsev (Tier Music), NOËP, and James Morgan (owner of Pieces of 8 Music in Tileyard
- working in partnership with Tier Music). Generally the roles are as follows:

● Thea & James - pitching and negotiating the budget, contract, overseeing the project
● Grettel - creating project timelines, marketing plans
● Andres - making sure that every decision is in line with his vision and if not, explaining and

developing ideas; social media assets
● Janik (Humming) - approves and confirms the timeline and the approach with each single
● Anu (Warner) - responsible for helping to realise the marketing campaign, reaching out to

media partners

Figure 9. No Man is an Island Marketing Timeline

The aim for the marketing timeline is to support NOËP’s new music to reach as many people as
possible. We have taken into consideration his main target audience as well as the potential new
audiences, and are using the PESO model, which takes paid, earned, shared, owned media and
merges them together (Dietrich, 2014) to promote the product.

https://drive.google.com/file/d/1QTzVPr52GbLtyZ_jXYlO9MeKlEXCoJTJ/view?usp=sharing
https://drive.google.com/file/d/1T2tByLF8-Qht9IYsA1wkky1HXFnnp6Bb/view?usp=sharing


Figure 10. The type of content we create for NOEP’s project, using the PESO model for
marketing

Differences

The first single released at the end of April 2021 was ‘Differences’ (Spotify, 2021). Humming
Records suggested releasing the most alternative/dark sounding song as the initial release to test
the new audiences. The song’s meaning has got a parallel dimension: it is about how we as
people tend to focus more on the negative, both in our relationships and on a societal level, and
that the world could be very different if we tried to focus on the positive instead. As the aim was
not for it to be the leading single, Warner decided that they consider this as a ‘soft release’ on
their territories, meaning that they would not promote it too much or invest into the music video.
We also agreed that we will only release a visualiser since we still wanted to have a visual asset
with the single.

Figure 11. ‘Differences’ official promo shot

(Photo by Mart Vares)



Figure 12. ‘’Differences’ Press Release

When writing the press release, I wanted to make sure that I included in the headline that NOËP
is from Estonia. From my own personal experience, there are many people who still have not
heard anything from Estonia, and this could potentially raise interest in foreign markets and
press. Nations tend to support their own local artists, so I needed to ensure a balance by adding
streaming numbers to show that he also has some global success.

https://drive.google.com/file/d/1iGmo9vGMQu5_4-tkzSN14WHZUxq0PUKD/view?usp=sharing


Artwork

Agreeing on the artwork was probably the most difficult part of the process. NOËP and I had
devised a rough concept which we shared with Humming.

Figure 13. Initial Idea for Artwork

The feedback Humming gave us was quite vague, they suggested an option that could allow us
to have a common theme throughout the project but something slightly different with every single.
We then took a photo of NOËP sat at the piano and experimented with different backgrounds, to
create different settings.

Figure 14. Different ideas for the artwork

I actually really liked this approach, but Humming again suggested something more ‘artsy and
dark’, showing us the following pictures for inspiration.



Figure 15. Humming’s suggestions for the artwork

It went through all the changes shown below, until we agreed on the final artwork.
Figure 16. More attempts for ‘Differences’ artwork

Figure 17. Final artwork for ‘Differences’

https://drive.google.com/file/d/11QLkCvr9mZwp0LqUn3WGi-ABL7RInHep/view?usp=sharing


On reflection, I do not think anyone was too excited about the final product, but we started to run
out of time and needed to make a decision that everyone was happy with. In hindsight, I should
have been more vocal about the fact that I did not think it was strong enough, but since it was my
first month working with NOËP (see Appendix 1 for timeline), when everyone said they were
happy with it, I did not feel like it was my place to disagree. Having discussed it recently with
NOËP, he felt the same, so going forward we are making sure that everyone expresses their true
and honest opinions and would not settle for something they are unhappy with. In addition, the
Estonian office for Warner Baltics mentioned (unfortunately, only after the release) that they
thought it was not standing out enough.

Video / visualiser

Even though we agreed to only create a simple visualiser with some added lyrics, NOËP spent a
month on the idea that he had where he would appear in the video as a 3D character, which
meant that the music video (Differences, YouTube 2021) did not come out at the same time as
the single and was only released 2 weeks after the initial release date. Subsequently, the video
did not get as much attention as it deserved, but he ignored the plan and ran out of time with his
extremely complicated concept. In addition, no budget was approved for this, so unfortunately it
did not benefit the project. However, he used it as visuals for his live performance, which was
extremely effective and also gained some views on YouTube afterwards.

Results

Differences has accumulated 80,000 streams on Spotify, it landed on New Music Friday
Germany, New Music Friday Switzerland and Off Pop (by Spotify) playlists through Humming.
The music video has 9000 views. Articles were published by Best of Baltic Entertainment (2021),
Menu (2021), TV3 (2021) and Popnable (2021).

Future improvements include:
- sticking to the timeline & the plan
- getting more support from Warner with playlists on Spotify as well as press in Scandinavia
- being more open about things that do not work

https://drive.google.com/file/d/1T7dN8IJ81SsNHmxaFyxyAOQaE_Rywk_a/view?usp=sharing
https://drive.google.com/file/d/1wQ5422BGxXXJ3vaMA3IwYEsmT50T9VjU/view?usp=sharing


Head Out of the Water

The next single lined up for August 13th is Head Out of the Water (Soundcloud 2021). This is the
first lead single which will be fully supported by both Warner and Humming; this song is more
radio-friendly and with a more uplifting tone. We returned to the initial idea of our artwork and
created a version which is currently being finalised by the visual artist.

Figure 18. Mockup of ‘Head Out of the Water’ artwork

The head will become a 3D version of NOËP’s head and the background will match with the
visuals from his music video (forest taking over the city). We are also using a brighter press photo
that was taken during the first day of the video shoot to make sure all the assets are in line with
each other.

Figure 19. ‘Head Out of the Water’ promo photo

https://soundcloud.com/piecesof8music/sets/noep-album-demos/s-lDSNhryDpS3


I created and pitched the marketing plan to Warner, which was approved and confirmed on July
13th.

Figure 20. Screenshot of head Out of the Water Marketing Plan

Below are listed some of the headlines of the marketing plan.

Music Video

Although NOËP realised how time consuming the 3D animation was with the previous video, he
still wanted to continue with the same theme and create something that was visually stimulating
and unique. After some discussions, he decided to create a video that we can shoot in person but
also add an extra dimension to it in post production. I suggested that he should be featured in the
video himself to introduce him to the new audiences, and although he said he is not a fan of
music videos which feature artists lip-syncing, we agreed that if he was actually performing in the
video, it would make it less awkward. Having conducted some research, we found Coldplay’s
video for ‘Everyday Life’ (2019) - this inspired the concept of the video (full treatment here).

Video Mapping

When trying to create a visual campaign in town prior to the release, my initial idea was to use
the digital screens dotted around Tallinn, showing clips of the music video before the new single
announcement was made on social media. However, after having met with the visuals team, we
thought a more effective and unique way was to use video mapping on one of the tallest buildings
in town. This has not been done before so it could also create a buzz in the media and on social
media. The final version will be finished after the music video has been finalised.

https://drive.google.com/file/d/1Ze4RotbKE7hOwXOhoU2M8V7G-8bfTeOe/view?usp=sharing
https://drive.google.com/file/d/1paPIhIkmCE0B_Qq7dDB2ynCIk_AXgysH/view?usp=sharing


Figure 21. LHV building (on the left)

​​
(ERR, 2020)

Private Release Event

After successfully engaging with influencers and the press during the previous release (see
Appendix 1), I wanted to organise an event prior to ‘Head Out of the Water’ release where we
could premiere the music video and also shoot a video of NOËP performing the single live with
his band. This is going to be a great opportunity to invite influencers / media to document and
share the release on their social media accounts.

Knowing that it is extremely important for the event to look impressive, my initial idea was to
organise it in a ‘chill beach festival’ setting. Having visited some of the locations, it became clear
that logistically, it was going to be challenging - although there are many beaches in Tallinn that
are close to town, we would have had to find a secluded one for it not be a public event, which
meant it would have been too far and with no infrastructure - no electricity, toilets, bars etc. It
would also have been dependent on the weather.

The second idea came after we finalised the idea for the music video. Because the main feature
in the video is for nature to take over Tallinn, we were looking for a spot that had a similar
ambience. We went for a site visit at Botik - located in one of the most up-and-coming areas of
Tallinn - and it had everything we needed: a rooftop where NOËP can perform live, and another
one where people can enjoy the performance; a great room for showing the music video, and an
outside bar on different levels, surrounded by trees and plants.

https://docs.google.com/document/u/0/d/14N2reAQOj64-Qeq9eQekrBFzxm5jBRwJXoZELccGLiQ/edit
https://docs.google.com/document/d/1SCh6meliNdRnuHpt7xsZegRG23I1SXDF-Nvrsovcwmo/edit?usp=sharing
https://drive.google.com/file/d/1aJl8DIyUI0USXeZk2e_deJ8f-MedkWws/view?usp=sharing
https://drive.google.com/drive/folders/1-rGVBlETfcqrF6hn5krKI43kpI7nxI4c?usp=sharing


Figure 22. Botik

As one of the activities at the event, I intend to test one of the new merchandise ideas. ​​NOËP has
been against creating new merchandise for a while, because it is not environmentally friendly. My
idea for the people attending is to have the opportunity to create NOËP’s merchandise
themselves by upcycling one of their old clothing items. We would set up a station and create
multiple different designs (lyrics lines from the single) that people can screen print themselves on
their selected items. This would be a test to see if it is worth expanding for future live concerts
and maybe even selling online.

Figure 23. Screen printing



TikTok Campaign

As we are trying to engage more with the younger audience, a TikTok campaign is a crucial step
in our marketing plan. We are partnering with sky.ee portal and SkyPlus radio for this release,
and the idea is for a person to create a slow motion video of themselves, coming out of the water
(/shower/pool etc), whilst playing a snippet of the single in the background. It will be started by
NOËP himself and he will tag 3 of his friends to pass it on. We wanted to create something
different that was not a TikTok dance and that was still fun to do for all age groups. The campaign
will last 3 weeks and NOËP and sky.ee will choose one winner who will wakeboard with their
friends and NOËP himself - this will be filmed and shared on social media.

Budget

Our deal with Warner is that 50% of everything they approve is recoupable, whereas Humming
has set a set amount of money (35,000€) to focus on international PR, media, editorials and
promotions, rather than an investment in the creation of assets.

Figure 24. No Man is an Island Marketing budget



Additional promotion

In addition to the direct marketing and promotion for the album, we have been working on some
new projects. NOËP does not perform live too often to ensure that when he does, there would be
high demand and the production would always be large scale. It has been beneficial that we
secured a summer residency with Raadio2 / Menu doing a monthly DJ set on their building’s
rooftop instead (Maripuu, V, 2021). This hour-long set consists of NOËP’s own songs as well as
remixes, and is pre-recorded and then played on the radio as well as live streamed on Menu’s
website. In addition, we can use these assets later for marketing and promotional purposes.

Figure 25. Still from Menu’s livestream of NOËP’s DJ set

We are also collaborating with a local independent ice cream company LaMuu to create two
NOËP’s ice creams. In Estonia, no other artists have done anything like this before. This has
been an ongoing process since March and the launch of these ice creams will be planned around
the same time with the album release, which will be useful to include in our campaign.

Figure 26. LaMuu ice creams



UK / European tour

As we are currently still in the middle of the pandemic, no discussion has been about international
tours or performances, however the first step we would look into would be festivals. One of my
responsibilities is to book gigs and liaise with the tech team, client, musicians, marketing team
and the venue, organising concerts in Estonia would be a straightforward task. If we were to plan
a tour, the first thing I research are the Spotify statistics.

Figure 26. NOËP’s Spotify audience

As Figure 26 illustrates, a lot of his listeners are based in Italy and Germany. Spain, the
Netherlands and France are also on the list and I would start my research by looking at venues
with the right capacity as well as look for artists he could support. In the UK, due to complications
around Brexit, it is still not clear what touring would look like for European artists and if it is even
viable anymore for an artist like NOËP to plan a tour in the UK.

Conclusion

I believe that the suggested marketing plan can assist NOËP to reach global attention, whilst still
focussing on home territory as well. This has been a very interesting task because my artist’s
home territory is not in the UK, and the structure of the industry is different.

When I first started my job at Tier Music in March 2021 as one of the junior artist managers, I did
now know that my role would also include pitching marketing strategies to major labels. It has
been a great opportunity to study the Entertainment Marketing module at the same time and it
has given me the confidence to take lead on topics I had not had any experience before.
Although sometimes the way systems, or even job roles, work in Estonia are very different from
the UK’s market, the principles of marketing and the end goal are the same. I am also aware that
because our market is small, some of the things, such as events, promo campaigns etc, are
easier to access and organise than they would be in the UK.



Lastly, I believe that sometimes it is actually more challenging to work with artists who already
have a substantial following but who are not globally popular yet. It can be difficult to keep the
established artist’s fanbase engaged and constantly devise more creative and bigger promotions
than just starting from scratch. Keeping up with new trends is more important than ever to make
sure the artist stays relevant in this ever-changing industry.

Word count: 4268
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