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What do I enjoy 
about music?

•	Live shows
•	Friends
•	Safe
•	Release 
•	Fun
•	Expression
•	Creativity
•	Connection



What are my involvements within 
The music industry?

•	Merch designer 
•	Touring merch vender
•	Touring photographer/promotional 
photographer

•	Social media manager 



What are my skills?

•	Photography
•	Videography
•	Design 
•	Communication 
•	Research methods 
•	Connections with industry 
professionals
 



Taking time to reflect 
upon my involvement and 
personal experiences 
within the music industry 
has brought up some 
important issues within 
the sector



Over the course of the lock down time 
there where many issues which affected 
me more than others, mainly because they 
affected me directly. This may seem selfish 
however, I am being honest with myself. 

Having many professional and social 
opportunities lined up before the hit of 
covid, took a while to comprehend that 
these were no longer going to happen. 

I had worked hard for many years to get 
those opportunities and to have them 
taken away so quickly was something that 
was difficult to come to terms with. With 
the addition of the over all impact of covid 
it became hard to see  a positive future.



The murder of Sarah Everard made me reflect upon 
my experiences as a women, mostly negative at the 
hand of men. 

This got me thinking to how I have been assaulted 
countless times, mainly whilst attending music 
events.  I have been going to shows since the age 
of 12 when I went to my first ever concert and has 
been going on until this day. 

Contradictory to that assault that happened I fell in 
love with live music and knew I wanted to build a 
career around that industry. 



Post Lock-down I was 
fortunate enough to 
be hired to work as a 
photographer at the 
Download Pilot Festival. 

This was the first official 
festival back in the UK as 
part of the government 
testing scheme. I worked 
with a metal band who 
were going to be opening 
the festival, the first band 
of the weekend for the 
attendees to see at this 
historic event. 



This was my first time shooting at a 
festival with a band, having stage access 
during the entire set, obviously I was 
nervous. 

I was approached my a older male 
photographer from a major publication 
just before the set  started. He asked 
me if I was   “a girlfriend of one of the 
band?”, In which I replied “no” to then 
be asked AGAIN “are you a girlfriend, 
who also is a photographer?” 



Having to justify why I am there because 
I am a woman, it only hit me after the 
set, I was furious and embarrassed that 
I didn’t stick up for myself. 

This is a huge problem in the industry 
but didn’t truly understand how it effects 
me professionally and personally until 
happened.

I was given an apology email from this 
photographer who stated he “didn’t 
realise that it would be offensive” I can 
only suggest that this is because he has 
never has to prove himself to others and 
justify his professional position as it is 
male dominated industry. That is just my 
personal observation. 



This is where my research 
is going to begin . 

Looking at the inequality 
within the music industry. 
By doing this research 
it will hopefully lead me 
to an idea in which I can 
produce a marketing 
strategy around. 



RESEARCH: This topic is raised 
EVERY time that a 
festival line up is 
released.  

There is never a 
balance in festival 
line  up, especially 
with the headline 
slots. Having a line 
up which doesn’t 
truly represent the 
industry is bias and 
unfair to those who 
work just as hard as 
others. 

You aren’t going to 
please the masses 
but acting on the 
problem could make 
the difference.
Seeing that this 
topic is being 
discussed is a huge 
step in the right 
direction.

https://www.nme.com/features/gender-representation-festival-line-ups-2020-2752736



It is important to understand how our world is changing. 
There is shift in how the younger generation identify as 
and it is important to make sure they feel included and 
wanted in society. 



In 2021 we should be 
‘shining a light on the 
under-represented’ How 
have we failed so badly 
that groups of people 
weather it be down to 
gender identity or race 
are being 
unrepresented. 





https://www.theguardian.com/music/2021/mar/26/music-festivals-return-to-
uk-but-lineups-still-lack-women



Milkie Way the singer of (Wargasm UK) 
was under scrutiny due to her outfit 
at the 2021 Heavy Music Awards. 
The singers nipples were barely on 
show,  during her performance with 
Trash Boat. Therefore causing the 
live twitch stream to be cancelled. 
Both Milkie and Tobi (singer of Trash 
Boat) had their nipples ‘on show’ 
however the difference in their gender 
caused offensive and controversy. 



It is hard to believe that in 2021 this is an issuse that stil 
needs to be discussed. There is no difference in the two 
aprt from one identifing as a man ad the other as woman. 
This sparked a lot of converstion online and will hopefully 
carry on the conversation until real change is made.





Sarah is a friend if mine who works in the industry. We have spoken 
about how she feels that she is treated differently because of her 
race. I will never understand this barrier in which she is constantly 
faced against, however with herself and others who come up against 
similar issues openly talking about this problem and challenging it  
hopefully will make a difference.  



Nova Twins are a British rock duo who are known 
for pushing boundaries not only within  music and 
style.

They wrote an open letter to the MOBO Awards 
requesting to include a Rock/Alternative Category 
into the awards. As there are ‘POC contributors to 
the genre’. This is now being reviewed for further 
award ceremonies in the future.













Through my time researching into 
different aspects of the 
inequalities with-in the industry 
it is clear that something needs 
to change. People are becoming 
more vocal about these issues. 

I think for this project I would like 
to propose a music festival that is 
inclusive of all genders, from the line 
up through to the team that run it. 

There is a space for it and think 
that now is the correct time.



In terms of what kind of festival, 
I feel that with the resurgence of 
pop-punk and alternative music 
it would be great to promote an 
inclusive festival that revolves 
around that genre. 

Billie Eilish has had a huge 
affect on the music industry and 
brought back the raw-honest 
lyrics that question society and 
speak on behalf of todays youth 

culture. 









TikTok has been a major 
factor in the pop-punk genres 
returning to mainstream music 
outlets. This has been increased by the lock-down and people wanting 
a sense of nostalgia during theses rough times. 

One creator states that this trend is creating massive communities online. 
Communities are only made if people feel they need them, having a festival 
like fifty fifty is a place for those communities to express themselves and 
have fun whilst doing it. 



This trend doesn’t just 
exists online, there’s 
proof is the charts. With 
Machine Gun Kelly’s 
album topping the 
charts at number 1 in 
the billboard hot 100 
and Yungblud getting 
a number one album in 
the UK. 

People are invested in 
the genre changing the 
mainstream playlists. 







Here I have pulled out some important 
research articles about the return of the 
pop-punk genre. Looking at some of the key 
artists whom are behind this revival and 
how they’ve done it. 

It is very apparent that the younger 
generation of musicians are doing this and 
are targeting their new sound and style to 
the internet generation - Gen Z. Social media 
has a huge impact on this. Making artists 
ever more accessible to an audience and 
helping them grow a larger fan base.



Research has shown 
me how the genre is 
gaining tracktion with 
the help of lockdowns 
impacting peoples need 
for nostialgia. 

This nostiglisa is now 
bcomeing a trend on the 
scocial media platfomr 
TikTok. Therefore being 
adopted by its primary 
user, Generation Z.



Fifty Fifty Festival 

The festival is a multi date and locational event. 
Looking at hosting a range of artists from the pop-
punk  and alternative music genre. The key values of 
the festival are represents everyone, this is across 
the line up and the team involved. ‘Represent every 
one is all genders and races, having all POC and 
those of the LGBT+ communities feel accepted and 
celebrated. 

The festival will be held at Magazine - London Venue 
(3500)  and Victoria Warehouse - Manchester (3500) 
. The main target demographic for the festival is 
generation Z.  



I want to now look further into Gen-z, to learn about their buying 
habits, values/ethics and how they engage with digital content. 
Really understand the age group, this will start to show me 
where my target demo graphic is and how I can start to look 
into marketing methods that will work with Gen-Z.



“Momentive study: Gen Z social media 
and shopping habits” an article on survey
 Monkey provides a range of data showing 
the purchasing habit of Gen-Z. There are 
a few key point which are  important to 
refer to when planing the marketing 
strategy. 

Brand Authenticity and transparency being on of the main factors 
for when purchasing  something, good quality or value for money 
is not longer enough. This works hand in hand with the value of 
the festival in that is stands for equality and fairness as well as 
being an event.  

‘embrace mobile payments’ is another key factor to note. Could 
the festival be cashless? Could you have an eticket in your apple 
wallet? A chip on the wristband which has a pre loaded balance?



I have found an amazing article which 
discusses what gen-z value and why. 
It states that “ “Diversity and Identity,” 
“Activism,” “Anti-Capitalist Politics,” and 
“Gender and Sexuality” are the main points. 

On that I want to look further into is Gender 
and Sexuality as I want this to be a major 
role in the festival as I believe in equality 
within this sector but is also great to 
understand how the demographic view it 
as it will be used as a USP.

There is a great point saying “ Queer 
culture is no longer only limited to exist 
in the peripherals of pop culture, but 
are gradually becoming embraced and 
accepted in mainstream media as well.  
Social media reflects the colorful diversity 
of society, queer pride being embodied by 
celebrities, artists and influencers.”

The main phrases that stick out for me 
here are ‘no longer limited’ ‘accepted in 
mainstream media’ These are things that 
should already be in place however this 
generation is a part of real change and 
embracing people or who they are.

https://tokion.jp/en/2020/11/13/what-are-gen-z-
values-vol1/



Social media is 
now used primarily 
as a source of 
entertainment. This 
means that the adverts 
need to  be designed 
to ensure they too 
are entertaining and 
don’t disrupt users but 
engage them with our 
advertising content.  



Using influencer marketing 
is becoming more and more 
popular as well as brand 
partnerships in order to 
promote a service or a 
product. Here you can see 
hose the use of BMW’s hash tag 
#RoadToCoachella was used 
in the lead up and during the 
festival. Having an activation 
which is traceable allows us to 
see how well it is connecting 
with the user. The use of the # 
creates a buzz and can gain 
traffic to the social platform 
and/or the events.



The breakdown list here 
of social media content 
is curtail to marketing 
plan. Having key point to 
hit will generate optimum 
engagement. This is 
generalised but can then be 
transferred and adapted 
for our target demographic, 
Generation Z. 

Most of these points lean 
towards the authenticity 
which gen z looks for when 
engaging with a brand. This 
means that social media 
will be a great marketing 
gout let for the festival, the 
main one to focus on for 
budgeting. 



Another important point for optimising the social media 
channels for the festival is the real- time posts. By keeping 
up to date with other important events of all holidays, political 
issues or pop culture references to show the target audience  
that the festival is current and cares about what is going on 
around us now, its more than just an event but a community 
and a safe space for those to feel comfortable to talk about 
their common interests.



Branding is a major player 
in developing a successful 
marketing plan. 

These elements: Brand name, 
Design, product and customer 
service form the brand identity. 
When all together they convey an 
overall perception of your brand. 
This is used to communicate to a 
potential market who you are and 
hat you are provide and how you 
do it. 

The importance of branding 
creates visibility, by having a 
cohesive brand identity is it 
easy to be seen across multiple 
platforms. When you’re consistent 
with visuals and messaging it 
makes it easier for the user to 
remember the brand. 



Partnering up with influencers is going to a be a huge factor in 
the 50/50 festival marketing campaign, from the build up period 
through to the festival recap content.  Additionally to this we 
want it have artists on the line up use their platform to promote 
the festival and drive traffic towards our platforms for people to 
purchase tickets. 

We want to have a group of well know influencers who represent  
the values of the festival to be involved as a apart of the official 
team. This  will help with producing organic and relatable content 
as it allow us to mix up the type of content which is seen across 
he platforms. 



This article has some amazing pointers on how to keep individuals 
entertained and informed about the festival . 

The first point about speaking to the audience continuously 
throughout the entire process is one that  is going to be hugely 
important to fifty fifty festival. With partnering up with a digital 
marketing agency we would be able to build up a time line where all 
posts are pre planned and monitored. Having constant content to 
post and engage with the audience is curial in gaining growth across 
social media platforms. Additionally by taking the audience on the 
journey of the festival process I makes them feel more involved 
and a part of the team event if they aren’t attending they might ‘like 
what they see’ and attendee the year after. 



Having the “consistent user journey” in mind there are so many 
option on what content to post over the campaign. When thinking 
about it as a journey there’s a beginning, middle and end. Therefore 
you can bring the audience along for the entire ride then start over 
again as one year finishes you can move onto the next.  

At the start you can involve followers by using the poll feature on 
Instagram, asking their opinions on line up choices, venues, catering. 
Making them a apart of the team. Telling the story f the values of the 
festival, sharing peoples unique experiences. The middle you can 
start to share the line up, activate competitions and merchandise pre 
orders whilst having the influencer team share their excitement for 
the upcoming event. The End, event day(s) Here you can have live 
take overs sharing the stages and events, interviews with artists 
and attendee experiences which are encouraged to be shared 
across platforms in order to win meet and greets.





This again shows a break down in what content is important to use over the 
course of marketing a festival thorough social and digital marketing.

Free give-away and competitions is a great way to create engagement 
Especially by having all entries reposted onto stories via Instagram to are 
branching out to each individuals followers and letting them know about the 
brand. 

Having a festival hash-tag encourage attendees to share their experience 
of the day, additionally having photo opportunities for people to use in order 
to share their time. This then creates secondary content in which the festival 
account can reposts. Making it easier for the festival account to post on the 
day content, using organic posts from those at the event.



This is a great example of video content. Video content is more 
popular than ever so it is important to utilise this. Photos can always 
be heavily edited but having video content shows the viewer exactly 
what is going on, this is great when capturing an important moment. 
For example to opening of the festival or the people queuing, excited 
to enter.



Behind the scenes is another great source of video content, 
this can be sued during the build up. Showing  the build of the 
festival site and artists arriving. Documenting the planning of 
the event with the team, showing sneak peaks of meetings drop 
‘Easter eggs’ in these videos. Clues to line ups or competitions 
and brand sponsorships. Making video connect which people 
want to share with others an start a discussion about it.  



An event guide is something that I think fifty fifty festival would 
benefit from. As we want to have safe spaces for those feeling 
overwhelmed and anxious, gender neutral toilets, meet ups spots. 
All of these import extras that the festival offers we want attendee 
to have prior knowledge of these and where they can be located, 
giving them all the information upfront so they can enjoy the 
experience without a worry once there. 



Having looked into brand guidelines and visual consistency it is 
important to have this across the festival website as well. User 
experience UX design needs to operate seamlessly in order to 
lead the customer to the final destination, the purchase point.
Partnering up with Ticketmaster for this as they are a part of Live 
Nation who own Festival Republic (reading and Leeds, Download 
etc.).



By doing something as easy as live streaming the 
event to increase attendance the following year 
makes it essential. Recently on Yungblud’s UK he did 
a TikTok Take over where the entire show and stunt 
at the end of his headline show Kentish Town Forum 
was being live streamed on TikTok live. Having good 
equipment to stream the live professionally will add 
to the brand tone, in that we care about what those 
at home are seeing as well as those v the festival.



This info-graphic 
shows the habits 
of a casual festival 
goer compares to 
someone who year 
upon year attends 
multiple festival. 
This important to 
note the difference 
as not everyone we 
targeting goes to 
multiple festivals, 
especial the age 
group we are 
looking at, they 
don’t necessarily 
have a lot of spare 

cash.  



Gen Z are wanting to help 
changing  the future and 
want support a cause that 
think likewise. Having our 
festival stand for something 
an create a change and 
start a  conversation should 
be backed by gen z and 
encourage them it make a 
purchase. 

The values of the festival are 
to be inclusive and equally 
celebrate the talents of 
musically creative people 
in a safe environment. 
Having the audience feel 
represented in the acts on 
the line as well as the team 
who are running it. 



This recent interview 
with Spotify talks to Dom 
(Yungblud) about how 
he connects with his 
fans. The idea that he 
sees he stage name as 
an ideology is a similar 
approach that I want 
have for the festival. It 
is a music festival but 
its also something much 
bigger, its what the 
festival represents. 

Having something in 
common to talk about 
ans share with others is 
how Dom connects with 
his fans and that’s what 
we want the socials to 
do for fifty fifty.



Running a competition is another 
activation that I want to include 
with fifty fifty festival. Using 
instagram as the main platform 
where the competition is going to 
be run allows users to repost the 
competition as a part of their entry. 
This then allows the brand to be 
seen by the individual followers. 
From instagram it can then be re 
branded to appeal to the TikTok 
audience, maybe with one of the 
influencer team sharing how easy 
it is to win as well as what the 
‘money can’t buy’ prize is. 



This was an interesting topic found. I personally 
spend a lot of time getting ready for a festival 
and will spend a lot of money on outfits for 
such an event. Knowing that this is a common 
thing and especially within the demographic 
there are potential possibility to work with 
some cosmetic brands with sponsoring the 
festival are to run competitions through. 

By collaborating with respected brand which 
encourage those to express themselves and 
feel their best is ideally where we would like 
fifty fifty to be. Maybe having a counter at the 
festival site which atendee can share about 
the festival on their social accounts.



During my research 
I found an amazing 
price of research by 
Vivendi about “Gen Z  & 
Entertainment.”

This has some great 
statistics and insights 
into how gen z 
interact on line and 
their response to 
festivals and music.  



A major difference with gen z and 
other generations is their attention 
span. 8 seconds isn’t a very long 
time to grab someone’s attention 
and keep them on your content. 

Tik-Tok is a music driven app and 
very popular with gen Z and has 
become even more popular due 
to the pandemic. 

Instagram stories is also hugely 
popular with daily users of 500 
million. 

Having these platform where you 
can reach so many people at once 
is a great opportunity to access a 
mass amount of people how ever 
with the 8 seconds to grab their 
attention is hard thing to do.



Describing Gen Z as activists is 
another thing that lend  its itself 
towards to festival. Having a 
festival that has core value and 
cares about what it stands for 
needs to appeal to an audience 
who want to be involved in 
change. 

Here is says how gen z understand 
the connection between activism 
online and offline. This is where 
fifty fifty is important as you can 
share the posts and talk about it  
online but going to the event any 
enjoying what it stands for and 
being able to share that publicly 
is important.



Gen z ‘embrace individuality and 
being truly genuine’ this statement 
is another reason why we want 
to focus mainly on video content. 
Not just because it is more 
successful in communicating to 
the audience but it allows for the 
content to be true and honest. 

‘61% of gen -z prefer when 
brands feature real people in 
their ads’ this is why we want a 
range of influencers to discuss 
everything about the festival 
alongside the actual team who run 
it. This is from stage managers 
to photographers. We want the 
whole process to be transparent 
to the audience. Showing them 
that one day this could be them, 
showing them people similar to 
them can do it, so can they.  



Co creation is something want I 
have involved in and around the 
festival site. Looking at working 
with make up brands/ clothing 
and having the festival have a 
major sponsor to get it seen 
by the correct audiences and 
have the budget to be done ho 
it needs to be. 

Staying relevant is also done by 
working with popular brands. 
This allows you to boost each 
others engagement. Brands want 
to be the first to do something 
but also  wanting to gain more 
of a following.



Having the target audience  be 
conscious consumers means that 
the festival needs to think about 
what food and drink caterers will 
be partnering up with. Working 
with companies/brands who offer 
recyclable packing is something 
to  keep in mind. 

Having the option of reusable cups 
during the day is becoming more 
popular at festivals. This reduces 
the amount of waste at the end of 
the festival also it double ups at 
as a memorabilia from he festival 
and something which can be used 
at home or brought back net year.



‘Financial security and savings 
are priorities for this cohort’ This 
means that the pricing for the 
festival has to be in the correct 
price range in order for it to be 
appealing to the age group as well 
as making a profit for the festival 
in order for it to run again in the 
future. 

Having a payment plan is becoming 
more popular within festivals. This 
gives younger people the option 
to attend as a huge chunk of 
money isn’t leaving their account 
all at once. Being flexible with the 
customer might be the difference 
between them purchasing a ticket 
or not. 

I want to look into other festivals 
on a similar scale and look at their 
price range for ticket packages.



Inclusivity is a major USP for 
the festival. The fact that Gen Z 
‘embraces diversity’ is a huge 
reason why this festival is aimed 
at them. They are the future of 
the world do it is important to aim 
change at those who are capable 
of doing so fort those to come. 

Seeing someone like Arron Philip at 
only 18 years old be an inspiration 
to many and standing out from the 
crowd to create something for 
others to feel accepted and safe 
shows how this generation want 
to make a difference for others 
and not just themselves. 

The main reason behind fifty fifty 
is to represent equality. With 
everyone being represented and 
celebrated. Encouraging people 
to express and embrace their 
true selves and be creative. Have 
no shame in what you enjoy and 
surround your self with like minded 
individuals.



Looking the statistics 
here is important to note 
how 31% of Gen Z like 
it when brands sponsor 
music festivals. This is 
why I want there to be  
a partnership between 
the festival and Amazon 
Music. I will discuss my 
research on this later 
on. 

Especially when 
launching a new product 
having a prestigious 
and well known brand 
associated with it helps 
put it in front of the right 
consumer and gain 
interest quicker than 



Immersive experience. Having 
multiple immersive digital spaces 
around the festival is a great 
way to encourage people to 
attend. For example having a 
photo opportunity which uses 
Augmented reality (AR),  adding 
digital elements into real life 
via a screens and camera, like 
pokémon go. You could have a 
point where you can take photos 
‘with the headline act’ but its an 
AR photo-booth which can then 
be printed out or shared online 
on directly on site. 
There could also be an option to 
have a virtual reality hub where 
some of the artists/festival team 
‘take you ‘ around on a tour of the 
site. Having the talk directly to the 
camera (the user) as if they’re 
really there being lead around. All 
of these creating talking points or 
opportunities to share with others 
.



Having 67% of Gen -Z use a 
streaming services allow fifty fifty 
to produce playlists of the festival 
line up as well as artists choice 
playlists. Having the fifty fifty name 
attached will then drive users to 
know more about the festival and 
to the site. 

Wanting to pair up with Amazon  
Music  which is also a streaming 
service means we will be hitting 
the target demographic. This will 
also make it easier to advertise 
across the Amazon music platform. 
Pushing listeners of similar genres 
towards the festival playlists.



Amazon musics sub brand ‘Rock 
Scene’ has worked with huge 
names in the rock and alternative 
genre. They have also partnered 
with the Heavy Music Awards as 
well as sponsoring a stage at Slam 
Dunk Festival in 2021. 

Eloise Cobain is in charge of the rock 
scene at Amazon. She would be a 
great advocate for the festival team. 
She celebrate alternative music 
and offers unique opportunities to 
band to push their success. 

Having fifty fifty sponsored by 
Amazon music would be a huge 
partnership and would push he 
brand in front of the right audience. 
The festival would be under the 
‘Amazon music rock scene’ rather 
than just Amazon music. 

This partnership allows for fifty fifty 
to tap into the Amazon music and 
Amazon users. 



Working with Amazon allows us to use advertising spaces which 
may not be accessible or within budget without them. Secondly 
tapping into the play-listing opportunities that Amazon have to offer 
will boots the brand.



Branding :

Successful is branding 
essential when 
communicating your 
message to your audience.
 
Once broken down into 
smaller chunks it is easier 
to see how all of the 
elements work together in 
order to create a cohesive 
visual language.

Three main elements are 
colour palette, typography 
and visuals, (logos and 
secondary imagery). 



Branding guidelines are a set of rules in which you follow to create 
an identity which is transferable across all social platforms and 
further advertising material. These rules help deliver the brands 
core values across to existing and potential customers. 

Consistently is key in this, allowing the audience to recognise your 
brand across all marketing channels and touch points i.e. social 
media. Building trust is done through brand consistency, having 
recognisable visuals (logos and colour scheme) provides a sense 
of reliability to the customer.



By looking at original punk 
zines and gig posters a lot 
of harsh textures are used. 
I love the grain and paper 
texture created from the 
photocopiers that were used. 
This is something want to 
incorporate into the design 
for the festival. 

I want to have element of 
tradition mixed in with more 
of a modern approach. As 
these were organically hand 
generated this is all organic 
and I want to produce digital 
content that has the same 
energy that these hold.

I love the contrast in the 
colours on he red and blue 
image, almost a stencil like 
treatment to the the image. 
This is something I can 
replicate digitally, I think it 
will work great for the artists 
announcements. 



David Carson is an American 
graphic designer who is
 famously known for his 
experimental typography. 
Carson also was the art 
director for the magazine 
Ray Gun where is displayed 
his unique typographic style 
and expressive editorial 
layout design. Carson’s work 
connotes the punk aesthetic 
as he pushes out from the 
traditional use of s grid system 
in design. Carson is going to 
be a big inspiration for the 
design of fifty fifty festival. 

His dynamic use of layering 
text is something that interests 
me. He does it in a way that it 
looks organic and messy but 
with also keeping it legible and 
formatted for the reader.



Below is a mood board I have created of how I want 
the fifty fifty brand to look. Including traditional 
hand rendered art full of texture and true DIY 
style. Having a mixture of colour and black and 
white imagery so that the graphics for social still 
pop on screen. 

I really like the half-tone effect on some images, 
this is something I want have in the designs for 
the festival. 

I think that this mood board shows where the 
festival design are going to lay, in the middle of 
tradition and modernity. It need to have elements 
of that punk aesthetic but also appeal to the target 
audience.  







Above are the set of brand guidelines I have created for fifty fifty 
festival. The main logo was inspired by the experiential typography 
of David d Carson. 

By keeping the logo b&w it mean that it can be used across the 
other colours in the guidelines. These colours were chosen to 
represent the LGBTQI+ flag. I wanted to have these incorporated 
into the branding as it represents the values of the festival. The 
colours aren’t going to be used  all together but more as hints 
of colour throughout the campaign. For example each square on 
instagram can alternate in colour. Having the other colours grey-
scale for texture and to represent the traditional zine design.

Its important to have a primary and secondary typeface as important 
information needs to be clear to the consumer. Sometimes the 
primary typeface doesn’t work for this, the secondary font needs 
to visual connect with the primary type face in order for it to be 
visiually contsistant 



Instagram story examples for both the 
festival account and Amazon music.



Line up announcement examples for 
social media.



Collaborating with cosmetic company 
NYX is an excellent opportunity to 
promote the festival.NYX UK  have 1.9 
million followers on instagram, giving us 
a huge secondary reach potential.  

Having pop up stalls and opportunities 
for interacts on the festival site will 
encourage people to post about the 
festival on the day. We could offer a 
festival make over session which can 
be pre-booked for those attending . By 
working with a brand that encourages 
self love and expression it matches the 
core vales of 50/50 and keeps the tone 
consistent. 

We can also launch a partnered 
competition to #getfififtyfiftyready win VIP 
tickets and a festival make up package 
from NYX before the festival this then 
builds hype and conversation about the 

festival



I want fifty fifty festival to work with 
Halestorm PR, they are a London 
based agency who are an all female 
team. Having an agency on board who 
represent the values of the festival 
is important. This also allows for the 
Halestorm team to be involved with 
the festival directly and can be used 
on the social platform to discuss their 
involvement with the festival. 

Press coverage is going to be 
massively important for the launch 
of the festival. Having a mixture of 
print and digital coverage will allow 
us to have the maximum reach. Main 
outlets for a music audience will be 
Kerrang!, Rocksound,Loudwire,NME 
and Clash. Additionally to this wanting 
to reach out to smaller online blogs 
to review the festival on the day. 



Working with Podcasts is 
another way for the festival to 
reach a wider audience. Looking 
at two in particular, We Wear 
black podcast and Sappenin 
Podcast. We  Wear Black is a 
group of three music industry 
professionals, two women and 
one non binary, all POC. They 
have worked on previous 
festivals like download pilot 
and slam dunk chatting with 
artists about music and issues 
within the industry. Having 
WWB on-board would be an 
excellent addition to the team. 
Possibly giving them their own 
tent, allowing attendee to come 
in  and chat about their own 
personal experiences.



I want to work with be hooked digital agency to run the social and 
digital content for the festival. They work with some of the biggest 
music companies in the world and have proven time and time again 
that thy are good at what they do. Being able to connected with the 
audience across different platforms is vital to the success of the 
campaign there fore it needs to be run correctly. 



‘Creating impactful  moments’, this is why I think Be hooked will be 
the best partnership for the festival. Its all about creating impact 
for the attendee but also for the music industry. This needs to be an 
events that starts a conversation and grows and grows each year. 
Having a company that provides that will produce a successful 
campaign.



Marketing Budget:

Online - £25K (Be-hooked)
•National Campaigns across TikTok, 
Facebook and Instagram as well as 
localised ads in London and Manchester
•GDN display banner
•YouTube activity 
•Google adwords 

 
PRINT £5k (Halestorm PR)
•Regional print ads across Kerrang!, 
Rocksound, Metal Hammer, Evening 
Standard, Metro London & Merseyside, 
Echo and MEN

Total budget for acts - £75,000
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