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profile

Artist name: YUNGBLUD

Real name: Dominic Richard Harrison

Age: 23 (5th August 1997)

Based: United Kingdom

Genre: Alternative Rock/ Pop Punk

USP: The voice of Generation Z, gender fluid clothing

Value Proposition: A voice for the new generation,
engages with fans frequently and in a personal
manner



narrative

- didn't fit in with his peers whilst growing up
- moved to London at 16 years old to pursue music full time .
- He’s been surrounded by music throughout his life, as his dad owned a guitar shop
- His grandfather, Rick Harrison, played with a 70s rock band called T. Rex.
- He went to study at Arts Educational, an independent performing arts school based in
Chiswick, London, but left because “it was kind of a place where they would tell me what to
do and how to express myself, and I didn’t agree with that.” 
- describes himself as 'sexually fluid'
- His fans are called the 'Black Hearts Club'
- He can play play guitar, piano, drums and bass.



the 7 p's of marketing
Product - Alternative Rock/ Pop Punk

Price - Free streaming: Spotify, YouTube
           Subscription-based platforms: Amazon Music, Apple Music
           iTunes

Place - Spotify, YouTube, Apple Music

Promotion - Facebook, Twitter, Instagram, YouTube, TikTok

People - Social media posts, stories, direct messages

Process - Social Media with links to his latest songs to encourage downloads and follows

Physical Evidence - Spotify, YouTube, Amazon Music, Apple Music, iTunes Store



the 8 s's of artist
positioning

Singing - Identifiable, Unique, Distinctive

Songs - Emotional, Relatable, 

Style - Bold, Confident

Star Quality - Charisma, Rebellious, Challenges Gender Norms

Story - New Single 'break the chains ' narrative to be explained later

Squad - Solo Singer, Management: , Label: Interscope Records

Spend - Only having to cover the costs of the artist and promoted new music via advertisement
campaigns (examples shown later)



Passion – YUNGBLUD portrays a strong work ethic and continues
to put masses of energy into his live performances.
Authenticity  – He appears to be a very honest person and this
shows through tackling tough subject matters in his music.
Compassion - He visibly supports movements such as 'Black
Lives Matter'.
Diversity - His visual appearance challenges gender norms e.g.
he wears dresses on stage and is frequently seen wearing eyeliner
and lipstick.

core values



audience
demographics &
 psychographics



 - 15-23 year-old male and females
- City-based
- Predominantly Caucasian
- Some disposable income
- Living at home or renting
- Attending school, college, or university
- Single

 

demographics



Data from SoundCharts



- Hobbies include finding new music,
playing instruments, going to
underground gig venues, creatin
TikToks
- A leader
- An activist
- Has line drawing tattoos 
- Has piercings (many piercings in the
ear and possibly a nose ring)
- Likes to wear lots of silver jewellery
and chains
- Actvie on Instagram, YouTube and
TikTok

 psychographics



Data from SoundCharts



SWOT ANalysis

STRENGTHS:

- strong presence on TikTok, 
- interacts with many fans on TikTok
-  posts fan support/ artwork on his social media 

OPPORTUNITIES:

- Utilise his strong TikTok presence to incorporate a viral
aspect of the marketing campaign 
- Income generated from a successful marketing
campaign
- Previous Pop Punk artists are coming to the end of
their careers so the fans will be looking for someone new

WEAKNESSES:

THREATS:

- His image risks becoming outdated as the fans become 
older
- Hasn't collaborated with many artists

- The Pop Punk genre is rising in popularity so there will
be an increase in competitors
- Fans are more likely to listen to music via streaming
platforms instead of attending live events



defining the artist



existing
branding &

competitors



current logo



competitor's logos



current website



current website



current social media
Facebook twitter



current social media
instagram



current social media
tiktok



current social media
youtube



streaming site statistics

Data from SoundCharts



Data from SoundCharts



current photoshoots



competitor's photoshoots



competitor analysis



Machine Gun Kelly
KSI & Polo G
Charlotte lawrence
Marshmello & blackbear
Halsey
24k goldn

previous collaborations



possible future collabs

Avril Lavigne
 

Maggie Lindemann
 

Miley Cyrus
 

Mod Sun
 

Harry Styles



previous brand
partnerships

Beats headphones 

Ray-Ban - the weird collection



analysis
of previous

album



previous album mood
board



previous album colour
scheme & weighting



Topics discussed in lyrics:
- grief
- sexual liberation
- gender
- love
- being yourself
- not letting insecurities define you
- loneliness

Previous Album themes



Previous music videos
shooting styles

mars
- shot in the style of a
typical school picture day
- close ups on faces

weird!
- shot during lockdown
- self-filmed
- psychadelic effects used



cotton candy
- bright and clashing
colours and patterns

acting like that ft. Machine Gun Kelly
- gorey and bloody
- dark

Previous music videos
shooting styles



single cover,
single narrative,

and music video



mood board



colour scheme &
weighting



single cover
Physical copies of the single will be
released on the YUNGBLUD shop
webpage and stores such as HMV.
Most of the physical singles will be
produced as vinyls. It will also be released
as a casette and fewer will be released as
CD's. All types of physical releases will
follow the standard format in addition to
a collectors format. For example, a pink
vinyl record, a pink casette and a limited
edition CD with cardboard covers with 5
different photos from the promotional
photoshoot.  



YUNGBLUD's message to his fans is to always be yourself
and he is constantly promoting self-love. I want to capture
this ethos through the music video for 'break the chains'.
 
The title 'break the chains' relates to YUNGBLUD breaking 
free from gender norms, but the audience can interpret the
song in whatever way they feel relates to their own story.

The single title will not use capital letters as all of
YUNGBLUD's song titles solely utilise lowercase letters. 
This music video and song will uplift YUNGBLUD's audience
as it portrays a strong message of self-acceptance.

music video narrative



Outcasts are walking slowly down the street with chains attached to their
ankles. The 'normal' people on the street are laughing and pointing at

their make-up and clothing. YUNGBLUD is seen spraying 'break the
chains' graffiti onto a brick wall, the 'normal' people begin to shout so he

runs past them whilst wearing a dress and make-up.
 

The outcasts with chained ankles start to speed up as they see more and
more 'break the chains' graffiti and they can see someone like them

(YUNGBLUD) being happy whilst being free, and eventually they run down
the street. As they speed up the chains from their ankles slowly break.

 
The outcasts eventually run to the stage where YUNGBLUD is singing the

song. Some audience members are holding up posters with painted
phrases that promote self love. Everyone looks happy as they are

accepted.

music video storyboard

Beginning
 
 
 

Middle 
 
 
 

End



There will be two main sections of the video. One section will
portray the outcast's journey down the street and the slow
release of the chains on their ankles as they begin to run.
This will consist of close-ups of their dragging feet and upset
faces, and full-body shots as they begin to run.
 The other section will be of YUNGBLUD singing the song in
the middle of a street. This will consist of close-ups of his
face and full-body shots.
There will be no colour filter on the video as this will distract
from the raw emotion the song is portraying. However, the
saturation will be increased to ensure that the colours of
YUNGBLUD's clothes, makeup and hair are eye-catching , in
addition to the audience's encouraging posters.

music video shooting style



shooting style examples

HAIM - Want You Back
Machine Gun Kelly ft. YUNGBLUD
- I Think I'm Okay



clothing and make up for
music video



music video exclusive

The 'break the chains'
music video will
premiere on MTV UK
on 20th May.

MTV is a leading music
video channel, racking
up 10 million views
quarterly .



photoshoot ideas for single
release

- keep background a singular colour, could
be a pastel pink or grey.
- wear chains and have dyed pink hair to
relate back to the music video
- consistently portray pink as the dominant
colour in the photo
- have small amounts of blue to relate to
overall colour scheme



website and 
 e-marketing



The updated website will
follow the same layout
from the previous album.
The colour scheme and
photoshoots will be
updated. There will be a
black and white moving
image background that
correlates with the single
cover.

There will be some more information provided on the website (e.g. and 'about'
page) as it is lacking in this area and the audience will disengage with the
content if they don't know what it is. The font in the middle will be in a grafitti
style to connect with the music video.

draft website



new merch for website
shop



new merch for website
shop

Chains will be added to the
YUNGBLUD online shop in
reference to the new single.
 
Fans can choose to wear the
chains as they are or they can
purchase a range of charms
that show who you are e.g.
the symbol of being
transgender.



merchandise

DICE has partnered with leading merchandise specialists to offer a new service:
- artists will be able to run exclusive, limited-run 'product drops' in the lead up to
a show which will only be available to fans attending the artist's live shows
and/or live streams
- fans be will able to order limited edition artist products, receive notifications
and updates in the run-up to the gig all within the DICE
- the limited edition products will include physical copies of the album that have
different sleeves than usual and will keep within the pink colour scheme



- The content on the website portrays the key information, such as YUNGBLUD's
songs through YouTube links, a link to the store, ticket links, where to stream the
music, and a page for signing up to the mailing list.
- There is a severe lack of encouragement to sign up to the mailing list which
ensures that YUNGBLUD is missing out on data capture of his audience through
the use of email marketing
- There will be a 'sign up to newsletter' popup when you enter the website and
targeted emails will be sent out to subscribers

e-marketing campaign



e-marketing drafts

The background will utilise the
bold pink element of the colour
scheme whilst making the
objective of the email clear by
placing key information in bold at
the beginning. The bottom will
provide a visual aspect using the
single artwork in the format of a
streaming platform to connect
with the target audience

6



online
advertising
& one sheet



Image:
- Relevant content will be continuously posted across all social media, ensuring that
they are relevant to each impact point

Video: 
- 15-second video clips posted across social media through the use of paid
advertisements
- 30 second skippable YouTube advertisement is played before the chorus of the
song

Banners:
- Spotify discovery page

Online Advertising



For single release
 
 

Before release: Pre-save link and
build hype

After release: To promote the
record to new followers and

increase streams
 

Before release: Pre-save link and
build hype

After release: For promoting the
record to fans who haven't heard it

yet and increase streams
 

On release date and for single
listening party

 
 
 

Before release: Building hype
around the new single

After release: For promotion and to
duet fans that have participated in

the '#breakthechainschallenge'

Online Advertising

Note: I will not be including Facebook as there are a minority of fans present on the platform

All these things will
increase audience
engagement and
generate income

Spotify - ad banner
 
 
 
 

Instagram - targeted paid ad campaign using
demographic and psychographic data

 
 
 

Twitter - targeted paid ad campaign using
demographic and psychographic data

 
 
 

YouTube - targeted 30 second ad campaign using
demographic and psychographic data

 
 
 
 

TikTok - targeted ad campaign using demographic
and psychographic data

When? How? Why?



online advertisment
examples

Can be used for Instagram

Can be used on Twitter



- YUNGBLUD could have a spinoff show with Drag Race UK
called 'Drag Race: break the chains'. YUNGBLUD will be one
of the judges on the show and drag queens will compete to
see who will be chosen to be in the 'break the chains' music
video.

This tv show is very popular with Generation Z.

other marketing ideas



An immersive reality concert made in unreal engine on
TikTok Live:
- immersive reality music experience on TikTok Live on
6th May 2022.
- will feature an ultra-realistic digital avatar of
YUNGBLUD.
- will take place in a recreation of the Sony Hall concert
venue in New York City, created using Unreal Engine
(the games engine from Fortnite maker Epic Games).
- performance will be available on Playstation VR and
Oculus VR, and as an immersive 2D experience.

other marketing ideas



online video marketing
- Social media platforms have priortised video content over image and text.
-Utilise YouTube for videos over 30 seconds. The audience is unlikely to watch a
video longer than that due to their need for fast-paced information on other social
media platforms.

- Behind the scenes footage - e.g. in the studio, writing lyrics, the production
process
- Video of the backstory of the single
- Q&A sessions
- Live version of single
- Acoustic version of single
- Time-lapse videos - e.g. creating single artwork, a day in the studio, on set for the
music video
- Tutorial on how to write a song, how to get the 'YUNGBLUD' look
- Post snippets of videos on Instagram and Facebook with a link to the YouTube
video in the bio/post



youtube teaser video

watch the link to the YouTube Single
Teaser Video



content marketing
- Repost fan artwork and support on social media
- Duet fans on TikTok
- Share press quotes on social media
- Throwback posts - show the fans how you got to where you are today
- Give fans special discounts for merchandise and priority tickets for
shows if they are signed up to the mailing list
- Share sneak peeks of projects - creates hype
- Do Instagram take-overs with brand partnerships
- Share press quotes and links to positive articles on social media
- Create a TikTok challenge '#breakthechainschallenge' where fans film a
video of whom society wants them to be versus who they truly are. Fans
can show how they love to dress or do their make-up and challenge the
gender norms of society - shows what the story behind the single is and
gets fans involved



one sheet



single release,
tastemakers,
and revenue

streams



single release basic
information

Release date: 6th May 2022

- released on all streaming platforms
- the audio will also be released on youtube with a
lyric video to follow
- released on the Friday before Mental Health
Awareness Week. This will link to YUNGBLUD's
constant support and encouragement to people with
mental health conditions and will connect to the
overall narrative of the single.



single release listening
party

For those that cannot attend the TikTok Live
immersive concert, there will be a listening party via
YouTube on the 7th May at 7pm.

Ads will be played throughout the party. If fans
choose to not skip through the advertisements,
profits from the views will go towards YoungMinds
(the UK's leading charity championing the wellbeing
and mental health of children and young people.)



non fungible tokens

One way the single will be released is as an NFT:
- unique and collectible digital items you can create in which no two items are ever identical
- gives musicians a lot more control over their output and its pricing
- offers a direct revenue stream between themselves and fans that's not reliant on third parties
such as streaming platforms and concert promoters
- inbuilt features can include musical content special artwork, rare pictures or digital data files,
publishing contracts, advertising synching rights
- artists can first get money by setting up an album auction on platforms likes Foundation or
OpenSea, so your followers can bid on your collectible
- artist can also get money from resale by baking into the contract a percentage every time the
collectible gets resold
- fans benefit by getting to support their favourite artist in a bigger, more personal and direct way,
the potentially get to be an investor in the art



magazine promotion

Alternative Press Exclusive
- The majority of YUNGBLUD's fanbase is based
in the USA, so I have chosen to work with the
American magazine 'Alternative Press' to
provide the greatest reach to YUNGBLUD fans.
- This magazine is the perfect fit for
YUNGBLUD's pop-punk genre of music in
addition to his edgy fashion sense.
- There will be future collaborations with
tastemakers based in the UK and Australia as
that is where the majority of the remaining
fanbase is based.



tastemakers:
magazines

American Magazine
Contact: Luke Girgis, Brenna

Ehrlich, Brittany Spanos

British Magazine
Contact: Andy Biddulph,

James Wilson-Taylor

British Magazine
Contact: Andrew Trendell,

Thomas Smith, Hannah
Mylrea

Australian Magazine
Contact: Dan Cribb,Neil

Griffiths



tastemakers: 
interviews, newspapers,  and influencers
Interviews

Contact: Duan Stokes

Newspapers

Influencers

Contact: Phil Alexander

Contact: Nick Stevenson

Contact: George Garner

Contact: Charles Yardley

Contact: Annette Thomas

Contact: Dan Parkinson

Nikkie De Jager, Lewys Ball, Kristen Hancher, Emma Chamberlain



tastemakers: 
radio

American Radio Station
Contact: Robert Pittman

- played on the Josh Martinez
show

UK Radio Station
Contact: Aled Haydn Jones
- played on Future Sounds

with Annie Mac

UK Radio Station
Contact: Dee Ford

- played on Johnny Doom
show

UK Radio Station
Contact: Ashley Tabor

- played on the George
Godfrey show

American Radio Station
Contact: Robert Pittman

- played on the Booker show

Australian Radio Station
Contact: Paul Borny

https://www.google.com/search?rlz=1C1VDKB_en-GBGB935GB935&sxsrf=ALeKk00Pxakaq9s9dojbbMcvJyUDhaFrFg:1625573976897&q=Robert+Pittman&stick=H4sIAAAAAAAAAONgVuLSz9U3MEkvNDXMecRoyi3w8sc9YSmdSWtOXmNU4-IKzsgvd80rySypFJLgYoOy-KR4uJC08Sxi5QvKT0otKlEIyCwpyU3MAwAHlyIfVwAAAA
https://www.google.com/search?rlz=1C1VDKB_en-GBGB935GB935&sxsrf=ALeKk00Pxakaq9s9dojbbMcvJyUDhaFrFg:1625573976897&q=Robert+Pittman&stick=H4sIAAAAAAAAAONgVuLSz9U3MEkvNDXMecRoyi3w8sc9YSmdSWtOXmNU4-IKzsgvd80rySypFJLgYoOy-KR4uJC08Sxi5QvKT0otKlEIyCwpyU3MAwAHlyIfVwAAAA


tastemakers:
youtube channels & tv interviews

Vanity Fair
Contact: Radhika Jones,
Daniel Kile

Wired
Contact: Condé Nast

Teen Vogue
Contact: Versha Sharma

YouTube channels TV interviews

UK
USA

Contact: Alex Mahon

Contact: David Letterman 

Contact: Jeff Shell

https://www.google.com/search?rlz=1C1VDKB_en-GBGB935GB935&sxsrf=ALeKk02ODG8lEPnEa1ZYZnugI5dZMmedVA:1625573489203&q=Alex+Mahon&stick=H4sIAAAAAAAAAONgVuLVT9c3NEypKjEzKI_PeMRowS3w8sc9YSn9SWtOXmPU5OIKzsgvd80rySypFJLmYoOyBKX4uVB18ixi5XLMSa1Q8E3MyM8DALf2APRZAAAA
https://www.google.com/search?rlz=1C1VDKB_en-GBGB935GB935&sxsrf=ALeKk027HvsJk3qlKc7AqvaWqHHDmY-DRQ:1625573549655&q=Jeff+Shell&stick=H4sIAAAAAAAAAONgVuLSz9U3MMmITy4zfsRoyi3w8sc9YSmdSWtOXmNU4-IKzsgvd80rySypFJLgYoOy-KR4uJC08Sxi5fJKTUtTCM5IzckBANxceFRTAAAA


tastemakers:
spotify Playlists

Hit

Mid Tier

Other



revenue streams

Streaming - via all major DSP's e.g. Spotify, Apple Music

Radio Play - Generating consistent royalties from the single release date

New partnership deals - YUNGBLUD will be paid to promote certain brand's items.
Possible brand partnerships will be discussed further on.

Merchandise - new merch and collectibles will be created for the single

Synchronisation - when the single is played on television shows/ video games such
as Fortnite and FIFA



brand partnerships

Contact:
Paul Mason,Kenny Wilson

Contact:
Agathe Schwarzkopf

Contact: Clarissa Henry

Contact: Andy Mooney

Contact: Mazdack Rassi

https://de.linkedin.com/in/agathe-schwarzkopf-3435911a4
https://www.google.com/search?rlz=1C1VDKB_en-GBGB935GB935&sxsrf=ALeKk03xv8iPAb2Ur9uxGxW-5qaqV_oKMg:1625324958963&q=Andy+Mooney&stick=H4sIAAAAAAAAAONgVuLSz9U3MCosSDKxfMRoyi3w8sc9YSmdSWtOXmNU4-IKzsgvd80rySypFJLgYoOy-KR4uJC08Sxi5XbMS6lU8M3Pz0utBADouzHwVAAAAA


- creates more revenue
- allows the artist to branch out into
different areas e.g. video games
- a wider audience can be reached
- video games are the number 1
entertainment activity for Generation Z
consumers in the US aged 14-24
- listed are some of Generation Z's
favourite video games

sync opportunities

Contact: Gianni Infantino

Contact: Tim Sweeney



SEo, events,
and budget



seo - main website

Written Text/ strapline
'About' YUNGBLUD/ SEO/ Build Narrative 



seo on social media

Pre: NEW YUNGBLUD SINGLE 'break the
chains' OUT 6th MAY

Post: NEW YUNGBLUD SINGLE 'break
the chains' OUT NOW

- Change keywords in YUNGBLUD's bio as the campaign progresses



Lowest follower countacross all main
social media pages.

Keyword examples:
Yungblud, break the chains,

music, new, release, new
single, live music, live events,

may 2022

SEO on Facebook



events

UK events

Australian events

USA events



event marketing idea

 

The marketing idea will be based around a UK event as this
is where YUNGBLUD is from and it is the place that the
fanbase needs to grow as the majority of his fans are based
in the USA.

TikTok and Instagram users can use the hashtag
#yungbludatrandlfest to be in with a chance to win tickets
to Reading and Leeds festival. 

The TikTok video or Instagram reel must show a make-up
look or outfit that they want to see YUNGBLUD wear on the
Reading and Leeds stage. The winners will be awarded with
free tickets to the event and they'll get to see YUNGBLUD
use their look.



event merchandise

LGBT+ flags will be sold for fans to hold up
during YUNGBLUD's set



reading and leeds
festival teaser video

watch the link to the Festival Teaser Video 



budget



contract



next Single
Release

Yungblud x harry styles
remix



Release Date: 10th June - Why? Just before festival season. Can be performed at a
variety of festivals such as those listed later on.

Harry Styles has been in the music industry far longer than YUNGBLUD has.
Therefore, he will have a very large fanbase. He started out in a pop boyband and
then transitioned into a pop solo artist with elements of soft rock.

YUNGBLUD and Harry Styles both share a rock sound but in different ways so
YUNGBLUD fans may not have listened to Harry Styles before and vice versa.

Basic Information



Two audiences coming together - create more fans for
Yungblud

Boost in followers on social media and downloads on
streaming sites such as Spotify and Apple Music

New merchandise opportunities - will create more revenue

Merchandise on both Yungblud and Harry Styless website - if
anyone hasn't heard of the song but has visited the webpage
they'll be able to see that the two artists have collaborated 

opportunities this gives



promotion leading up to
release

 
24th May - (approx. 3 weeks before release)
- first teaser video shown on social media platforms and YouTube

- Video promotional posts on social media e.g. teasers

- Tastemakers promoting the release on YouTube and social media in the form of
Instagram stories

- Promotion from Harry Styles across all his social media platforms throughout the
campaign.

- Facebook will not be utilised due to the lack of following on this platform



album artwork and
advertisement drafts

Twitter advertisement

Instagram advertisement



tastemakers & events

UK festivals USA festival



impact points
& timeline



impact points timeline

Start of campaign

4th Feb

Photoshoot Contact playlist 
curators

23rd Feb

Contact Publications

4th April 22nd April 29th April

Publications
Drag Race: break

the chains premiere



impact points timeline

Single Release Day
Alternative Press

Exclusive
TikTok immersive reality

concert

#breakthechainschallenge
TikTok challenge launch

Radio play via BBC 1 Radio

Music Video Premiere
Instagram Live Q&A

6th May 9th May

Reading and Leeds festival 
competition

13th May 20th May



impact points timeline

Teasers for single featuring
 Harry Styles

Live acoustic version of 
break the chains released

Magazine feature for 
Harry Styles remix

YUNGBLUD x Harry Styles
remix release

22nd May 27th May 3rd June 10th June



timeline



outcomes & kpi's

- Increase following on TikTok by 10%
- Increase following on Instagram by 7.5%
- Increase in monthly Spotify listeners by 15%
- Consolidate YUNGBLUD's branding
- Increase revenue through new merchandise by 10% 
- Rank in the Top 20 in a UK and USA chart
- (number of views) on music video within the first week on YouTube
- 10% increase in DSP followers
- 5% increase in playlist real estate
- ROI (return of investment of 10%
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