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1. Project outline 

For this assignment, my group and I have been tasked to develop an original artist campaign 

with a £500 theoretical budget. This campaign includes recording a single, planning for the 

digital release, and promoting the single. Our team decided on choosing a song that one of 

us was working on with a friend. They were planning to release the music under an alias that 

didn’t yet exist, meaning we had to create an artist name and socials for the project too. 

This means our project started with the A&R of the track, sourcing a singer to sing over the 

instrumental, and determining the singer’s compensation, followed by the recording, 

mastering, artwork and digital distribution. This portfolio will provide a more in-depth 

analysis of how this was accomplished, alongside how Ben and Danny created the 

pseudonym ‘Aramu Muru’. This portfolio will also detail my role in the project and how we 

all combined our team efforts. 

2. First zoom meeting & A&R session 

Raspberry Beret originally consisted of Emma, Ben and I, with Kalina joining us later on due 

to her group members leaving. As we are doing our masters online, and due to COVID-19 

restrictions, all of our discussions were done online. As soon as we learnt about our group, 

Ben made a Whatsapp group to discuss our project whenever we needed to. This was very 

important in making sure we all understood the project topic and scope. As well as 

Whatsapp, we made plans to schedule Zoom video meetings at least once a week to discuss 

any ideas we had on the project. With the combination of Zoom and Whatsapp, we were 

constantly in the loop with each other regarding the project status, resulting in no lack of 

communication or misunderstanding concerning the project. 

Fig. 1: Screenshot of first A&R session. Pictured: Ben, myself and Emma (top to bottom). 

In our first Zoom meeting, we all spoke about what song we were going to create a 

campaign for, and we all had our ideas. I am an artist, so my idea would be a campaign for a 

single that I had already recorded. After thinking about it more, I found it might be a better 

idea to use something that has not been recorded as we could then document the recording 



of a new song; plus, my genre is rock, so I believe it would be harder to get a decent remix 

of it. Emma’s idea was to use her friend, who was a rap artist. She has been featured on 

popular rap channels, and it would be good for her to get a new song out on the scene. Our 

third option was Ben’s idea, an electronic piece that he was working on in the very early 

stages of its making.  

We also had another Zoom session when Kalina joined our group to show her the track. 

Fig. 2: Screenshot of second A&R session, which included vocals. Pictured: Myself, Ben, Emma and 

Kalina (top to bottom). 

Ben also contacted Harry at Armada Music for some professional feedback on the track via 

email, which resulted in some excellent feedback on the song's direction, as seen in the 

email below. 

Fig. 3: Screenshot of feedback from Harry Fowler (Armada Music). 



3. Group roles  

During our initial zoom meeting, we also dished out who would do what.  We used a 

website that Ben had previously used for his work called Milanote. This allowed us to put 

everything into one place where we could all access it and keep each other updated on what 

we were doing. Using this website, we could also assign each other tasks that we had to 

fulfil as part of our role in the project. 

Fig. 4: Screenshot of our tasks being assigned in Milanote (Before Kalina joining us). 

Ben’s day job is that he works for a music PR agency; it seemed fitting for him to be in 

charge of everything PR related, including creating an EPK. As the track was also his, it was 

down to him organising the vocalist sourced (Yemi Bolatiwa), someone he had previously 

worked with and was willing to collaborate on the song with a discussed fee of £100. Ben’s 

role was also to create the artwork, which is then where I came in. 

My primary role was to create or find someone to create assets using the artwork that could 

be used for social media, including creating a Spotify Canvas and a potential Instagram filter. 

Emma’s role was to handle and create social media, alongside managing the budgeting and 

contracts, which she shared between herself and Kalina when she joined the team. 

 

 

 

 

 

 



4. Project management tools 

We initially used Milanote to store all the information for our project. After learning about 

Monday, we also used this to help create a timeline for everything. However, after learning 

that you had to pay after a trial expired, we decided not to use it anymore. We didn’t want 

to spend any of our £500 theoretical budget on it, resulting in us sticking with Milanote and 

using Google Drive for sharing files. 

Fig. 5: Screenshot of Milanote dashboard. 

Fig. 6: Screenshot of Monday dashboard. 



We eventually solely used Google Drive to share files. Google Drive became favourable due 

to being easy to use and that we could store everything in one place, and everyone could 

access it whenever they needed it (Ciccarelli, 2021). 

Fig. 7: Screenshot of Google Drive. 

 

 

 

 



 

5. Sourcing a vocalist 

Ben contacted vocalist Yemi Bolatiwa through email, resulting in  

them agreeing for a recoupable advance of £100 to pay to her  

and once recouped a 33% split of royalties. Ben then 

contacted Ian Penman at New Media Law, who said he 

would draft up a splits agreement for us. 

  

Fig. 8: Photo of Yemi Bolatiwa from her 

Twitter @yemibolatiwa1 

 



6. Creating Aramu Muru and “Who We Are” 
 

Ben and his creative partner Danny created the faceless duo Aramu Muru, who would 

release the song they had previously made featuring Yemi Bolatiwa. Danny created artwork 

for the project, which was then sent to Emma and me.  Using the artwork as a foundation, 

we developed assets that were used to promote the duo on social media. This took a few 

attempts at getting the correct artwork with the right track name “Who We Are” and the 

correct spelling of Aramu Muru. Due to time constraints, I took it upon myself to fix the 

artwork faults on Microsoft Paint, making them ready to use. 

 

We discussed potential distribution services to use. I initially was backing Amuse as I use 

them and think they are one of the best distribution services available right now. In the end, 

Ben and Danny decided on Distrokid, where they paid a fee of £35 for the year. Distrokid 

was selected because Ben was more familiar with their services, and he wanted to avoid the 

learning curve associated with using a service he was unfamiliar with. The planned release 

for the song was still not certain, but for now, we were sticking with May 7th, as we felt we 

needed more time to build a following before the release as new socials had to be created 

for the new artist. Although Yemi already has a relatively decent following, we felt for the 

song to be successful; we would need Aramu Muru to have a larger following. 

 

 
Fig. 9: Screenshot of release being scheduled on Distrokid. 

 

Ben created a press release, which gave details about the song and some more information 

on the featured artist, Yemi Bolatiwa. The importance of this press release was to notify 

media channels about the artist and the release to build some hype over the release of the 

track (Wolfe, 2021). Ben already has good connections, so we could connect with a few 

radio stations that would feature the song. 



Ben emailed a couple of contacts and received some excellent feedback on the song, which 

helped a lot in the song's general direction, and we also managed to get a front-page 

feature on Beatselector Magazine. 

 

 
Fig. 10: Screenshot of feedback from James Hill (Xploded). 

Fig. 11: Screenshot of feedback from Connor Coates (Cool FM). 



Fig. 12: Screenshot of Beatselector Magazine’s front page. 

 

Ben and his brother filmed some behind the scenes footage for promotional use, which 

featured the animation I had someone create at the end. 

Fig. 13: Screenshot of behind the scenes footage. Available at: 

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

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


 

Yemi also filmed an acapella version of the song for promotional use too. 

 
Fig. 14: Screenshot of Yemi Bolatiwa acapella video. Available at: 

https://drive.google.com/file/d/1DJnR5GZ0_DeUspU_v7BVegHOsOBvy0xX/view?usp=sharing 

 

Emma also created all of the Aramu Muru social media pages, which would be vital in 

promoting the song. 

Fig. 15: Screenshots of Aramu Muru Tik Tok, Instagram and Facebook page. 

 

https://drive.google.com/file/d/1DJnR5GZ0_DeUspU_v7BVegHOsOBvy0xX/view?usp=sharing


Fig. 16: Aramu Muru press release. 

 



The song itself can be heard at the following link: 

https://drive.google.com/file/d/1LvL7dXnfAaByUc88da2NDl4RKz2a5Gr4/view?usp=sharing 

 

7. Splits agreement 
 

We wanted to make sure that our splits agreement would be done correctly, so Ben made 

contact with Ian Penman from New Media Law, our Legal & Business Affairs lecturer. Ian 

was more than happy to draft up a splits agreement contract for us. Kalina then sent the 

details required to Ian for him to draft up a splits agreement contract for us to use. 

 

Fig. 17: Screenshot of an email containing artist details for the splits agreement. Addresses censored. 

https://drive.google.com/file/d/1LvL7dXnfAaByUc88da2NDl4RKz2a5Gr4/view?usp=sharing


 Fig. 18: Songwriter’s Split Sheet. Addresses censored. 



 

8. Promotional videos and artwork 

 
Danny, the other half of Aramu Muru, 

created all the initial artwork for the 

duo and also some artwork for the 

single, which can be seen on the 

right-hand side. 

 

I used Videoleap to create a 30-

second snippet of the track with the 

circle in the artwork spinning. 

Bear_shadow had animated the circle 

spinning animation on Fiverr for 

£13.53. 

 

Bear_shadow was sourced due to a 

lack of skills as none of us could 

animate the artwork itself, and 

utilising his services would be less 

time consuming for us. 

Fig. 19: Aramu Muru – “Who We Are” single artwork. 

Fig. 20: The delivery of an animation that Bear_shadow created for our project. 

 



I also contacted Huzaifak27on Fiverr to create another promotional video for the artwork, 

costing £5.53, which had some excellent effects added to the bottom and displayed stores 

the song would be available on. This would be used on the day of the song’s release. 

Fig. 21: The delivery of a promotional video that Huzaifak27 created for our project. 

 

9. Marketing plan 

 

Fig. 22: Screenshots of the marketing plan created by Ben. 



The song was now ready for its final master; all social media pages had been created, along 

with all artwork and images. Ben made a marketing plan that detailed the information about 

the song and who our target audience is. With this information, Emma was able to create a 

social media release campaign. The social media campaigns main focus was on Tik Tok, 

Instagram and Facebook.  

Fig. 23: Screenshots of the social media campaign. 

Fig. 24: Screenshots of the social media schedule. 



The social media campaign featured a schedule that Emma had created, which details all the 

steps we must follow to achieve the best result for the song, starting from a week before 

the song's release up to two weeks after the song's release.  

 

We decided that Instagram was going to be the primary source of promotion. The goal was 

to create a following on the Aramu Muru Instagram page and then release a post detailing 

that the song would be out soon. Facebook will be the secondary source of promotion, as 

we feel Instagram is more prevalent in terms of younger audiences. Emma has created a 

Facebook page for Aramu Muru, and content will be shared from Instagram and Tik Tok to 

the page. On Tik Tok, we plan to encourage the audience to create Tik Tok’s to the song 

section where it says “we are who we are”. The song is about being yourself, and our plan is 

for people to express this in their videos with the “we are who we are” snippet of the song 

playing in the background. We were going to be using a lot of paid promotion on Instagram 

and Facebook to increase the reach of our target audience, which Kalina organised as she 

has experience in advertising through Facebook and Instagram. 

 

 

Fig. 25: Screenshots of the Instagram and Facebook ad setups. 

 

In total, we are planning to spend £200 on promotion. £50 will be allocated to promoting 

the Facebook page, another £100 in total to promote the “out now” post on release day on 

Facebook and Instagram. We will spend an additional £50 an effort to pay for somewhat 



popular influences on Tik Tok to create videos with the song to increase the song's 

popularity. 

 

We also used our contacts to reach out to We Rave You and were sent their media kit 

detailing various advertorial costs. We decided to go for one because it would help build the 

publicity, and it was necessary as a new project to leverage different audiences. 

 

 

 
Fig. 26: Screenshots of the WeRaveYou media kit. 

 

The media kit details various promotion services that they provide. We believed that we 

could benefit from the track/story coverage where the track is showcased through an in-

depth article on their website and the featured category that features an article on their 

website's front page. 

 

10.  Remix 

 
I contacted my producer for a remix to see if he would be interested as he usually 

specialises in making electronic music. He sent me some examples, which I then forwarded 

to the group. We decided that he would be good at creating a melodic techno/progressive 

house edit, which would make a good club version of the song. For the remix, my producer 

was excited to experiment with some more bass and distortion, as these are his specialities 

when it comes to remixing and creating electronic music. 



 

Due to my producer being busy and a delay in the songs stems being sent to me by the artist 

for me to then forward to my producer, the remix was not ready for this assignment's 

deadline but is planned to release shortly after the song’s release. 

 

Kalina created a remix contract for us to use. She has worked with people to create remixes 

before, so this was something she had done before, and it was good to have her input as 

some of us were unsure how to approach this. 

 

Fig. 27: Screenshot of remix confirmation from Tim. 



 
11.  Budgeting 

 

Kalina managed our budget via a spreadsheet on Google Docs. Using this spreadsheet, we 

could ensure that money is allocated to things correctly and spend money supporting our 

objectives. This spreadsheet helped us all to understand our priorities (Banks, 2018). As 

seen in the screenshot below, we managed to finish our campaign just under budget. 

Fig. 28: Remix contract. 



 

Fig. 29: A budget spreadsheet Kalina created. 

I believe that we budgeted ourselves well and could have spent even less. However, we felt 

we wanted to utilise the £500 as best as possible to promote the song on its release to 

generate more streams and potentially create a following for Aramu Muru, which would 

lead to future projects. 

Due to Aramu Muru being a new project and not having a fan base before the song’s 

release, our focus to generate income is on streaming numbers. With Yemi Bolatiwa 

currently having around 561 monthly listeners, we hope to tap into her listeners, 

considering that she is featured on the track. We would have liked to create merch or do 

ticketed events online, but this wasn't possible due to having no fan base as a new project. 

 

Word Count: 2245 
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