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Strategy overview

This marketing strategy is for “More Than Me”, ’s debut EP.Stephen Springall

Stephen is an English-Irish alternative-Folk songwriter currently based in London.

Aϔer being a session guitarist on the London scene for the past three years and όve years

previously in Cork, Ireland, Stephen is now ready to release his όrst solo opus, compiling

songs written over the last ̻̺ years.

Being a όrst release, the aims of this campaign will be to gain brand awareness and build a

community, using digital platforms to όnd early adopters, earn their buy-in and then reach

their followers. We will therefore need to establish Steve’s brand, strengthen it with relevant

content and put it in front of the right pairs of eyes and ears.

This campaign will set the foundation for Stephen’s brand and our plans are to set him up for

the long run rather than to generate a momentarily success. It is therefore crucial to target

the right audience, who will resonate with his personality as much as his sound.

Initial assessment
Prior to establishing the following marketing strategy, here are my initial

impressions of Stephen's current situation, which will inform the decision-making process

for the successful launch of the EP. An accurate assessment of where we currently are is

necessary to achieve our goals.

: SWOT analysisStephen Springall

Strengths:

The music is great.

The production value of More Than Me supplants by far most όrst releases I have

encountered, the production by Brett Shaw (Florence and the Machine, Foals, Lady Gaga) is

outstanding, the composition showcases a high level of maturity in the sound and the

performance of the band compliments the vocals, making this an excellent  product.

The existing audience engages well with the content Stephen puts out as an average of ̻̺Ό

of his following engage with the instagram posts. This is a rather promising start.
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On TikTok, which is a brand new platform for Stephen, he gathered over a thousand views in

less than a week, which is a good metric to announce the success of our following campaigns

on this new platform.

Stephen has established himself as a talented musician amongst his peers and has been

proliόc on the local scene, meaning he has earned the endorsement of various more

established acts who could assist with the promotion.

Weaknesses:

Stephen is currently viewed as a session musician, multifaceted guitarist that also is seen

singing on pictures. His current following is of ̼̿́ on Instagram, ̻̿́ on Facebook and

comprises mainly other musicians and artists he worked with/for. It will be crucial to shiϔ

the audience's perception from a professional instrumentalist to a singer and songwriter

with impressive guitar skills.

Opportunities:

Stephen’s contemporary take on Folk, blending his rock inϒuences with his knowledge of

arranging for strings and horns has a very attractive sound for contemporary audiences and

reaches much further than the traditional folk fan - this cross-genres approach is an

opportunity to reach a wider audience.

The thematics of the songs are equally contemporary, strongly rooted in the zeitgeist,

advocating for awareness around mental health issues, toxic masculinity and the

ever-current issue of the expectations the previous generation has for younger people.

Stephen’s lyrics come from the heart and are delivered beautifully, which should resonate

with a large number of individuals between ̼̼ and ̽̿.

Threats:

The music market gets very easily saturated and the ‘singer-songwriter’ scene in London is

όlled with equally talented individuals. Stephen is an excellent performer and his talents

really shine on a stage and his skills as a performer are part of his USP. However due to the

Covid-̻̓ pandemic it is much tricker for artists to get discovered via the usual open-mic

circuit, meaning that before the liϔ of the restrictions around public events, the only way for

Stephen to get his message across will be to cut through the digital noise, competing with

not only other musicians but also with any form of entertainment the digital realm can oωer

during this lockdown: TV shows, video-games and any other activities our audience would

be doing instead of being able to go to a gig night.



The brand
Stephen’s personal brand can be deόned in one word: Authenticity. The songs in

“More Than Me” are an honest depiction of the struggles of a young man “taught at a young

age to beat or be eaten” (Stephen Springall - The Man̎ and the way he overcame those

challenges.

Our strategy for this release is inspired by Simon Sinek’s Start with Why, and especially the

mantra “people don’t buy what you do, they buy why you do it” (Sinek, ̼̺̺̓). The whole

marketing strategy will have to emphasise the truthfulness of the artist, and be aimed

towards potential fans and early adopters who would resonate with Stephen’s personality

before they even listen to the music. In order to achieve this we will focus our eωorts

primarily on organic social media by developing the artist’s personal brand alongside

promoting the EP.

In practice, this will translate as creating as many opportunities to interact directly with our

audience as possible, using Instagram Live, TikTok contests or even live streamed

performances. In order for this campaign to be successful, it must be an invitation to get to

know Stephen and develop a personal relationship with him.

’s brand is Relatable, Authentic, InvitingStephen Springall

The target audience
Our primary target audience will be young females between ̼̼ to ̽̿ years old,

interested in Folk music, from the leϔ side of the political spectrum as Stephen has strong

opinions which make his lyrics suitable for a more liberal audience. Stephen’s current

analytics divert from his target audience however his current following is not representative

of the people listening to his songs, as they are currently mostly friends and colleagues from

the music industry.

It appears that Stephen is seen as an ally to the LGBTQΎ community on TikTok, which is

something we need to keep going as this is an important cause to the artist.

According to primary research, folk music in England is prominently listened to by

non-native speakers, especially from Germany and Spain, which are countries where Stephen

would be interested in developing for his future releases.
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Target audience persona:

Laura, ̼͂, is originally from Frankfurt, Germany, moved to London three years ago.

She lives in New Cross and works for a charity. Laura votes labour, is passionate about

causes like LGBTQΎ rights, equality and diversity, is a feminist and an ally to minorities.

One of the secondary audience includes an older demographic, between ̺̾ and ̿̿,

politically liberal who would have grown up listening to artists like Nick Drake, Jeω Buckley

and James Taylor and will be familiar with this sound and inϒuences. In addition to this, one

of the acts Stephen works with, northern soul artist Nick Corbin, has his core audience in

this demographic and could easily promote Stephen’s solo project and potentially use him as

an opening act for his upcoming european tour.

Although the target has been clearly deόned and our strategy tailored towards this

audience, "More Than Me" being a debut release, we are also aiming to make it as wide

reaching as possible in order to potentially discover a new audience tier and reόne the

strategy as we go along. The keywords will be proactivity and ϒexibility. We want to initiate

contact with our target but also allow ourselves to change course if it betters the outcome,

for example if our actual audience diverts from our initial target.

Similar artists include Damien Rice, Ray La Montagne and their marketing strategies are

also centered around their personality more than their music.

Following my primary research, Damien Rice’s instagram proόle is pretty much equally split

between his lifestyle, political views, documentaries or movies he likes and more music

related posts such as his collaborations with other artists, gig pictures, writing process.

Remarkably, his audience engages as much with both types of content and sometimes show

more interest for the socio-political side of Damien than his artistry based on the analytics of

his last ̻̺ posts. Damien Rice is not very active on social media which can explain why he’s

not showing the same όgures as “mainstream pop” artists of the same level, however his

core audience is extremely engaged and ultimately converts as audience members to his gigs,

which is what we are aiming for in Stephen’s case.



First steps
Prior to the diωerent releases we will:

- Re-skin all socials with new creatives, relevant to the up and coming song/video

- Release multiple teasers on IG and TT in order to engage the audience and build

hype as well as showing potential labels, promoters and other executives the quality

of the audio and visual production.

- Brainstorm around quizzes, polls and other organic ways to engage with the target

audience

- Reach out to current partners to gather their support pre-release (Nick Corbin,

Chiara Oldano, LCCM and other songwriters Stephen has worked with)

Each content creation phase will be an incentive to maximise the amount of content

gathered. The production team will be briefed to create as much content as possible during

the sessions so that we can use it as behind the scenes footage, social media extracts or even

material for paid ads. Video being the best performing type of content, our aim is to make

Stephen’s music look as good as it sounds.

The live stream will be an opportunity to gather:

- Promotional videos

- Performance music videos for ̽ songs

- High quality recording of the whole set for TikTok audio

- Pictures on location for Instagram posts

- Interview as instagram stories

- Snippets of performance for a live showreel to send to promoters

- B-Roll of footage for a lyric video for the last song, The Man

Format of the release
This release will be solely focused on the digital platforms to start with, in line with

our current campaign goals. A physical release may be considered for the full EP if there is a

signiόcant uptake on the streaming platforms and provided the UK lockdown eases in order

to be able to sell CDs aϔer live performances.

Music streaming platforms, especially Spotify, being the όrst means of music consumption,

this campaign will focus on building up plays on Spotify and get the singles on playlists in

order to gain social currency for the next phase of Stephen’s journey.



Sync
The Man has a big sync potential and could be pitched to services such as Syncr or

Sentric Music. With its folk/rock sound and the story it tells about toxic masculinity, the

struggles of early adulthood, the song very much represents the zeitgeist. The song would be

suitable for TV shows, advertisements as well as independent short movies, especially as the

sections are easy to loop and use as an underscore or a featured song. Sync will be another

axis to develop once the EP is released and gained some traction.

Tastemakers
Being a όrst release and aimed at building up numbers and shaping the brand, we

will not be focusing too much on high-level tastemakers and inϒuencers as we όrmly believe

that their όrst impression must be one of an artist with an existing fanbase that’s already

engaging with the music and the content. We will therefore get in contact with more

renowned blogs and radio pluggers once Stephen has earned some more social capital, to

secure a big buy in from tastemakers for the next release.

Martin Bridgeman is a radio host for KCLR, a local radio in the South East of Ireland

who met Stephem while playing guitar for another artist on this radio station. They kept in

contact since and we believe he could be one of the key tastemakers to push this release on

the Irish radio as he has a show dedicated to upcoming irish talent. KCLR is a very young

and ‘cool’ station, their listeners would therefore be an ideal ground to create high quality

early adopters.

Shane Horan is a photographer for Irish music magazine Goldenplec and used to

work with Stephen for the a promotion company, he would be a very good contact for an

interview and maybe an exclusive to review one of the tracks  before its oύcial release

Mike McGrath-Bryan is a culture journalist at a regional newspaper in Cork,

Stephen’s hometown, and works at a national newspaper in Ireland. He is also a podcaster on

regional radio. Stephen used to work for him as a sound engineer for him before so this

connection could be valuable to pitch the songs to various media outlets.

IMRO (Ireland’s PPL) does a lot to help upcoming talent, and also has a hugely

popular playlist on spotify of emerging Irish music, this playlist is updated on a daily basis

and could be a good way to solidify Stephen’s Irish audience.



If Stephen chooses to pitch to more playlisters, bloggers and various pluggers, following the

advice of songwriter and band-leader Tara Noble, we would be using an online service called

Musosoup,an innovative platform that allows independent artists to pitch their music to

blogs, playlisters and various tastemakers at once, through a one-oω fee of ̦̼̺. The platform

oωers a ̾̿ day campaign during which they will pitch the music submitted to radio pluggers,

playlist curators and other tastemakers.

Potential early adopters would be the Irish community in London. Specialised

Facebook groups total more than ̺́,̺̺̺ users, out of which a good percentage must be

sharing the same cultural references as Stephen and therefore be more receptive to his music

and his story.

Timeline
The release strategy for “More Than Me” will span from the ̿th of April ̼̺̼̻ to July

̼̺̼̻. Cohesively with our need to build brand awareness and develop Stephen’s proόle, the

release cycle for More Than Me will be quite long for an independent artist, and will lead up

with three singles with associated pieces of content and culminate with the EP itself. We will

then try to maintain the lifecycle of the product for as long as possible, ideally transitioning

to a campaign promoting live performances.

The individual life cycles of the three singles are heavily inϒuenced by Damian Keyes’ How

To Release A Single In ̻̹̻̺ ̍The ̻̺ Day Plan̎ YouTube video. Each single will be associated

with accompanying pieces of content, which will vary from one song to the other, in order to

slowly unravel Stephen's character. My rationale is to hook an existing audience with music

led content, using a live streamed performance as well as a music video. Once this όrst tier is

solidiόed and his immediate network acknowledge Stephen as a solo artist, we will be able to

move to a second audience tier that has yet to discover our product, however the social proof

gained during the release of the όrst single, Midas Touch, will make it much more appealing

for a new audience to give their attention to Stephen.

Therefore Midas Touch's purpose is to build numbers, conόdence and get a clearer picture

of our organic audience. More Than Me, a more personal song, will be used to target a wider

audience and will be the όrst one to be promoted using paid media. Its release will be

accompanied by more personal content, giving insights on Stephen's background using an

interview, as well as showing other parts of his musicality with a solo performance video.



Once the numbers are building up, The last single, The Man, will be used to be pitched to

radios, bloggers and editorial playlists as it has the largest mainstream potential and will

follow the upliϔ from the two previous releases. The Man is the culminating point of the pre

release phase.

The full EP will include the three singles, an exclusive song taken from the livestream as well

as an acoustic performance of More Than Me - a total of όve tracks - and will be released on

the ̼̿th of June, soon aϔer the release of the lockdown in the UK.

30/03/2021 - Słngņ Ňł Ņemind Ōłň ŇhaŇ Ōłň˴Ņe hňman - TikTok Campaign

This TikTok campaign is our όrst step to establishing Stephen as a vocalist. We are

aiming to showcase his abilities as a vocalist as well as introducing his musical universe.

Songs to remind you that you˴re human is a series of covers of songs that inϒuence Stephen, as

an artist and as a person. Those songs are aimed to remind people to be at peace with their

feelings, to value their mental health and to try and take a step back from the “hustle culture”

that leads many young adults to a burnout due to the pressure they put themselves under.

The series will include covers from Ray LaMontagne, Death Cab for Cutie, Tedeschi Trucks

Band and other bands/artists that our target audience will be familiar with, which should

help the algorithm bring these people towards our content.

05/04/2021 - Teaser (18 seconds)

This initial teaser is very mysterious, set in the studio, but just showing the setup,

guitars and microphones. It is foreshadowing the upcoming live stream, during which

Stephen will perform a thirty minutes set with songs from the EP and announce the release

of his όrst single.

10/04/2021 - Live Stream

The live stream is hosted by Still LIVE, a division of JMNI, and will be a performance

in a Grade-II listed building. Stephen will be accompanied by a ̿ piece band as well as a

̽-piece strings section for an exclusive rendition of Midas Touch, which will be part of the

όnal EP.

11/04/2021 - Trailer

The trailer will start to show more of the studio session and include elements from

the music video as the upcoming single will have been announced the day before. It will



show the name of the όrst single, therefore establishing this as a solo project and rebranding

Stephen as more than a session guitarist but an artist in his own right.

12/04/2021 - Solo on Midas Touch - TikTok Campaign

This TikTok campaign is meant to activate Stephen’s musical network and create

engagement within fellow young artists. We will be releasing a TikTok video with the

playback for the solo of Midas Touch, and challenge other users to record their solo on this.

We are hoping to reach music students from Stephen’s university, as well as other session

musicians he has worked with, I will also get the musicians from the JMNI network involved

in order to maximise the reach. It is a cool challenge that can easily go viral if the audio is

being used by many users, especially as there aren't that many “musician-centric” TikTok

challenges, we see a clear gap in the market there, this would be a very original way to

market the EP, using other musicians to create virality. Additionally, this will be an incentive

for the portion of Stephen’s audience that only uses Instagram to join TikTok and be part of

the challenge.

17/04/2021 - Full trailer

23/04/2021 - Midas Touch - Release

Midas Touch will be distributed via Distrokid, a distributor we have worked with

before. On the day of the release, we will be posting multiple Instagram stories as well as

accompanying posts on each social media platform, changing the banners for “out now”.

30/04/2021 - Midas Touch - Music Video

The Midas Touch music video was shot in ̻̼̽ Studios in Peckham, over the diωerent

recording sessions. It will be published on YouTube and have extracts on Instagram, TikTok

and Facebook, however the full video will remain on YouTube.

07/05/2021 - Midas Touch - Performance Video

This performance will be an extract from the livestream from a month before, as one

of the many pieces of content we will generate on this day.

28/05/2021 - More Than Me (single) - Release

04/06/2021 - More Than Me (single) - Acoustic Performance Ύ Interview

This interview and acoustic performance will be using a similar format as a Radio ̻

interview followed by a Live Lounge performance, however this would be produced by



Stephen and will result in an acoustic performance of the song More Than Me. Our aim with

this is to open a door to the story of the song and also show Stephen’s character through the

interview, in order to invite people into his universe and pave the way for the next release.

11/06/2021 - The Man - Release

The Man is the last single and will be the most “mainstream” song, the previous ones

being meant to build the universe. The release of this song will be the last upliϔ until the EP

itself is released.

15/06/2021 - The Man - Lyric Video

25/06/2021 - More Than Me - Full EP

Following the release of the full EP, our eωorts will be focused on keeping its lifespan

for as long as possible - it is not the όnality of the campaign, but a milestone, our tipping

point in the words of Malcolm Gladwell. We will then emphasise Stephen’s social media

presence and keep sending reminders to his audience about the album and transition from a

product focused campaign to something broader, aiming towards building a larger following.

Follow up initiatives as part of our post-release strategy include:

● Live shows: we would like to organise Folk night, hosted by Stephen where he would

invite artists he has connected with during the release cycle. As the UK lockdown

will be over, we are aiming to make Stephen one of the όrst artists of this calibre to

get back on stage and produce a show in collaboration with other songwriters of the

London scene.

● Other live shows include opening acts with , during his UK andNick Corbin

European tour (France and Germany), currently scheduled for September ̼̺̼̻. This

might be a reason to press physical copies of the EP to be sold as merchandise.

● Weekly interviews with like minded songwriters: In order to keep building his

community, Stephen could host a weekly conversation on Instagram live with artists

that resonate with his ethos and discuss topics that matter to people such as the

politics of music streaming, diversity and inclusion, how songwriters make an impact

in society etc.

mailto:hello@nickcorbin.co.uk


Key points per platform

Facebook
Facebook is a saturated and noisy platform but has over ̼.́̾ billion monthly active

users. Only ̀Ό of teens use Facebook as their main social media, and the platform has had a

very slow growth in Europe since ̼̺̻͂. In the context of this campaign, Facebook will be

used to place ads but is not the optimal platform for virality and organic reach for this type

of music.

Facebook is currently populated by an older demographic than other competing platforms

especially compared to Instagram and TikTok, our primary audience and tastemakers will be

much easier to reach on those more recent platforms.

TikTok
TikTok is a platform in transition. TikTok, formerly known as Musically has now

established itself as the leading social media platform for people under ̼̺, and is slowly

gathering an older user base, which will be part of our target audience.

The platform’s ̺̺͂ million users spend an average of ̿͂ minutes on the platform every day,

so there is potential for a high conversion rate as the users are very engaged. The content on

the platform is mostly personality driven, short, fun and engaging - Stephen’s personality

would be an asset to successfully implement this platform in our strategy.

TikTok is excellent for music creators as it can lead to virality quickly, however this strategy

looks beyond virality and aims at creating superfans rather than generating likes thanks to a

momentary trend.

Instagram
According to Facebook Blueprint and based on primary research, posts from active

users who interact with other accounts in their niche also get more reach.

Users of the platform are shown content from accounts they engage with regularly therefore

we need to build a relationship with the audience in order for them to see our posts in the

long term. It will therefore be crucial for us to focus our eωorts on interacting with other

users on the platform and creating relatable content in order to tell them our story.



It is important to strike a balance between user generated content (UGC) and high

production value content (HPVC) - the former will keep the page relatable and the latter will

establish Stephen as a serious artist and solidify the brand.

Since most of our target audience is primarily Instagram users, we need to make sure this

platform is optimised for our target audience. More likely than not it will also be the όrst

impression of tastemakers on Stephen so our Instagram game must convey authenticity and

high production value.

YouTube
YouTube will be limited to medium to long format content (̽mins Ύ) - eg. music

videos, live performances or interviews. Our aim isn’t to grow a following on this platform

however it is necessary to have a presence there as YouTube is the second largest search

engine. YouTube is also the second largest music streaming platform behind Spotify - ̺͂Ό of

YT users are consuming music related content, so it is an excellent shop front for Stephen’s

music and will allow it to be easily accessible by the platform’s two billion monthly users.



Assets to deliver and budget
This marketing strategy heavily relies on JMNI’s in-house production team for the

creation and delivery of the assets. Those include:

● A live streamed performance via Still LIVE (̻̺/̺̾/̼̺̼̻)

● A music video for “Midas Touch”, shot in the studio during the diωerent sessions -

rhythm section, keyboards, lead vocals, backing vocals and horns.

● A lyric video for “The Man”

● An acoustic performance of “More Than Me” in an atypical place

The timeline for the production team and other content creators is:

05/04/2021 - Logo and branding guidelines (Graphic Designer)

0̓/04/2021 - Edit of the trailer (with Stephen)

13/04/2021 - Edit of the full trailer  (with Stephen)

14/04/2021 - Delivery of the banners and digital assets for all songs, quotes and

announcements: with the planned date, “out now” and Stephen’s logo only

● 4:5 for IG post

● ̓:16 for IG Stories

● 820x312 for FB banner

● 1200x628 for FB ads

● 3840x2160 for website

16/04/2021 - Final version of the website populated with the assets above (Web Designer)

20/04/2021 - Midas Touch (music video)

23/04/2021 - Midas Touch (live performance) and The Man (lyric video)

Estimated budget:
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PUeVV ReOeaVe
˵Midaņ Tłňch˶

AUWLVW: SWHSKHQ SSULQJaOO
SLQJOe: MLdaV TRXcK
LabeO: P.A.F. SWXdLRV

ReOeaVe DaWe: 23Ud RI ASULO 2021
FRU FaQV RI: DaPLHQ RLcH, Ra\ LaPRQWaJQH aQd TKH BURV. LaQdUHWK

AIWHU HVWabOLVKLQJ KLPVHOI aV a JXLWaULVW RQ WKH LRQdRQ VcHQH (NLcN CRUbLQ, CKLaUa OOdaQR, S\a SaQRQ)
EQJOLVK/IULVK aUWLVW SWHSKHQ SSULQJaOO UHOHaVHV KLV dHbXW VLQJOH MLdaV TRXcK, aV a UHVSRQVH WR OaVW \HaU
aQd WKH dLYLVLYHQHVV LW UHYHaOHd. WRUNLQJ ZLWK SURdXcHU BUHWW SKaZ (FORUHQcH aQd WKH MacKLQH, FRaOV,

Lad\ GaJa, RRb\Q, DaXJKWHU, COHaQ BaQdLW)
SWHSKHQ KaV IXVHd KLV ORYH RI FRON VWRU\WHOOLQJ, ILQJHUSLcNHd acRXVWLc JXLWaU ZLWK VRXOIXO KaUPRQLHV aQd

UaXcRXV HOHcWULc JXLWaU VRXQdV WKaW KH ORYHV IURP APHULcaQa aQd CRXQWU\ RRcN PXVLc.

MLdaV TRXcK UHIOHcWV RQ WKLV ZRUOd RI ³QHYHU HQdLQJ SRVVLbLOLW\´. TKH LdHa WKaW WKH acKLHYHPHQWV RI WKH
JHQHUaWLRQV bHIRUH KaYH QRW SaYHd aQ HaVLHU SaWK bXW UaWKHU RSHQHd a ZLdHU cKaVP.

WKHUH ZKaW RQcH ZHUH cRQVLdHUHd WUHaVXUHV aUH WUaQVIRUPHd LQWR ZHLJKWV PadH ZRUWKOHVV b\ WKHLU RZQ
abXQdaQcH. MLdaV TRXcK dLVcXVVHV KRZ WKLV cRPSRXQdV WKH IHHOLQJV RI KHOSOHVVQHVV aQd LQcRPSHWHQcH
LQ XV ZKHQ ZH aUH cRQVWaQWO\ cKaVWLVHd IRU QRW ³acKLHYLQJ´ ZLWK VR PXcK RSSRUWXQLW\ aIIRUdHd WR XV ZKHQ

UHaOO\ ³WRR PXcK RI aQ\WKLQJ LV ZRUWKOHVV´.

DHHS aQd YLbUaQW YLVXaOV cRQYH\ WKH aHVWKHWLc RI a bURRdLQJ \HW LQYLWLQJ PaQ, WU\LQJ WR VROYH aOO WKH ZRUOd'V
SURbOHPV.

LLVWeQ HeUe
MXVLc YLdeR cRPLQJ VRRQ

https://soundcloud.com/springerhead/midas-touch/s-bAltEmvrzau
https://www.instagram.com/2_step_hen/
https://www.facebook.com/StephenSpringallMusic
https://mail.google.com/mail/u/0/?fs=1&tf=cm&source=mailto&to=stephenspringallmusic@gmail.com


7KH 0DQ

HH ZDV ERUQ ZLWK KLV H\HV ZLGH RSHQ
AUPV RXWVWUHWFKHG QRW NQRZLQJ ZKDW WKH
ZRUOG ZDV KRSLQJ
7KH\¶G JDWKHU µURXQG KLV EHG DQG ILOO KLV KHDG
:LWK QRWLRQV

7KH\¶G FRPPHQW RQ KLV VL]H ³P\ RK P\ LVQ¶W
KH D SUL]H´
HH¶OO FDUU\ WKH ZKROH ZRUOG RQ KLV VKRXOGHUV
7KH\¶G ORRN KLP LQ WKH H\H DQG GHVFULEH
HRZ KH¶G EUHDN KHDUWV ZKHQ KH¶V ROGHU

HRZ KH¶G EH WKH PDQ

8 \HDUV ROG RXW RQ KLV SXVK ELNH
0HVVLQJ ZLWK WKH ER\V QRW D KHOPHW LQ VLJKW
HLV VLVWHU RUGHUHG KRPH, QHDUO\ WZR KRXUV
DJR
:UDSSHG LQ SDGV IURP KHDG WR WRH

HH JRHV IO\LQJ GRZQ WKH KLOO, SXOOV WKH EUHDN
EDFN WRR IDU
/RVHV WKH EDFN W\UH, KLWV WKH SDYHPHQW KDUG.
HREEOHV KRPH WR VHH KLV IDWKHU FRPLQJ RXW
COLSV KLP µURXQG WKH HDU DQG VD\V ER\ I¶OO JLYH
\RX VRPHWKLQJ WR FU\ DERXW

<RX GRWWD EH WKH PDQ

15 DQG KH¶V PRYLQJ TXLFN
HDG VH[ ZLWK D IHZ JLUOV, KDV WKH SLFV WR SURYH
LW
HH¶V JRW WKH DWWLWXGH, JRW WKH ZKROH ZRUOG DW
KLV ILQJHUWLSV
BXW DQ\WKLQJ RWKHU WKDQ DQJHU RU MR\ GRQ¶W
VHHP WR ILW

HH KDV QR ZD\ RI GHDOLQJ ZLWK WKHP
1R H[SHULHQFH WR SXOO IURP
AQ\WKLQJ HOVH KDV EHHQ EHDWHQ RXW RI KLP
AQG WKHQ VRPH
7DXJKW DW D \RXQJ DJH WR EHDW RU EH HDWHQ
HH UXQV ZLWK WKH FURZG DQG OHWV WKHP OHDG
KLP

HH KDV D 20 \HDU ROG JLUO QRZ KH VHHV RQ WKH
ZHHNGD\V
BXQNV VFKRRO WR WDNH GUXJV DQG VKDJ WKH GD\
DZD\
HH¶V QRW JURZLQJ, QRW LQ DQ\ HPRWLRQDO VHQVH
AW 15 HYHU\WKLQJ EXW KLV VL]H KDV EHHQ
VWXQWHG

BXW ZK\ VKRXOG KH FDUH? EYHU\WKLQJV JRLQJ WR
SODQ
AW OHDVW WKDW¶V ZKDW WKH W.Y. KLV IULHQGV DQG KLV
GDG NHHS WHOOLQ KLP
II \RX¶UH QRW CKDUOLH 6KHHQ, ZHOO WKHQ \RX¶UH
AODQ
AQG VR IDU WKH ZKROH ZRUOGV NHHSV VHOOLQ¶

7KDW HH¶V WKH PDQ

5HYHO LQ LW QRZ ER\V
:KHQ WKH VKLW KLWV WKH IDQ
<RX¶YH KDG DOO \RXU WR\V
6KRZ PH ZKR¶V WKH PDQ

:KHQ WKH VKLS JRHV GRZQ
:KHQ WKH VKLS JRHV GRZQ
:KHQ WKH VKLS JRHV GRZQ

:KR¶V WKH PDQ?



Stephen Springall 
 
 

More Than Me 

A section 
He wants to see all of me 
I guess that’s what people in love do 
I explain that I’m dirty 
That it’s all rot underneath the nude 
 
He says “it’s coz you’re all true 
Nothin’ serviced nothin’s been replaced 
I’m here to better you” 
Someone earnest stripping me off in a haste 
 
But what he wants he always gets see, 
I love him more than he loves me 
 
A section 
I give him everything  
Because he can get it somewhere else 
As he loves reminding 
Me that I am worth a little less 
 
Than him and all his needs 
I am paper he is made of steal 
I will follow aimlessly 
‘cos he is older and can me how I should feel 
 
How does he get his way so easy? 
Cause he loves him more than he loves me 

B section 
Stuck in this rut 
She’s too young to say but 
Each time he picks her up 
 
He says it’s a small fee 
She just wants to feel free 
And needs to get out from her family 
 
She don’t want to 
But it’s what 
People in love do 
 
A section 
I need something to shut me off 
I spend too long starin’ into space 
This feeling that something lost 
Got me all wrong my mind all over the place 
 
But what he wants he’ll always get see 
I love him, oh god I love him,  
I love him more than I love me. 

 



MidaV ToXch

VeUVe

I knoZ WhiV iVn¶W ZhaW Ze ZeUe
Looking foUZaUd Wo
And Whe boWWom alZa\V VeemV Wo dUop oXW
Of WheVe planV I WU\ Wo make

Da\V Whe XVed Wo paVV in a blXU
Held Xp ne[W Wo \oX
BXW noZ I WU\ m\ beVW
To make Whe hoXUV ache leVV
Than Whe\ do

ChoUXV

BXW Whe\ Well XV Ze¶Ue bleVVed
B\ a MidaV ToXch
ThaW Woo mXch of an\Whing
IV jXVW enoXgh I gXeVV

And Whe\ inViVW WhaW Ze¶Ue bleVVed
BXW Woo mXch of an\Whing iV ZoUWh leVV.

VeUVe

Had a Wime Zhen I meanW
EYeU\ Vingle ZoUd I Vaid
BXW noZ I¶m caXghW Xp in WheVe mind gameV
TU\ing Wo geW a head

And aUe Ze Vo bUoke and benW
ThaW Ze can¶W Vee paVW Whe Ued
And Wo Whe hameV
ThaW Ze¶Ye made of WhiV bed

BUidge

IW leaYeV a loW Wo be deViUed
ThiV bone and WhaW ZiUe
ThiV feeling of XneaVe
ThiV iVn¶W ZhaW \oX pleaded foU
And \oX cXW \oXU da\V VhoUW
WaiWing
FoU ZhaW \oX VhoXld haYe been chaVing

ChoUXV

BXW Whe\ Well XV Ze¶Ue bleVVed
B\ a MidaV ToXch
ThaW Woo mXch of an\Whing
IV jXVW enoXgh I gXeVV

And Whe inViVW WhaW Ze¶Ue bleVVed
BXW Woo mXch of an\Whing iV ZoUWhleVV I gXeVV




