
THE PORTFOLIO YOUR ARMY LTD

The Your Army group was founded in 2007 by James Pitt and Christian Nockall both Directors of the company.
The aim was to establish a music company, that media could trust to deliver the best in new music. The Directors wanted to establish a company with a team who were not only professional but had a real passion for the music industry.
Their team now is comprised of Promoters, Pluggers, and Publicist.
Services provided include Radio Plugging, TV Plugging, PR, Club Promotion and Digital Marketing.
The Your Army Group also has three subdivisions
The Management, adding value to artist careers and creating marketing strategies
 Minds On fire, Publishing company and Weapon Music, the Dance Label.
The Your Army Group grows in line with the needs of the Artist, Managers, Labels and distributors and the music publishers.
"Each company shares the same core values and vision to be the best in their respective fields".

Your Army is a global independent promotions agency, with offices in London, Los Angeles and Sydney, focusing on breaking talent. The Radio Department works with and promotes acts such as  Disclosure, Tame Impala, CamelPhat.Christine & The Queens, Sam Smith, Major Lazer, Justice, London Grammar, Bicep, Jax Jones, Childish Gambino, Daft Punk, The Chemical Brothers, RÜFÜS DU SOL, Daniel Avery, Wretch 32, Depeche Mode, Rihanna, RL Grime, Duke Dumont, George Fitzgerald, Maya Jane Coles, Gorgon City, Riton, Odesza, Porter Robinson, Ghetts, Mount Kimbie, Avelino and The Black Madonna, amongst others. In addition to music promotions, Your Army Management represents Adelphi Music Factory, Bontan, Gallago, Jonas Rathsman, Tom Demac, and Yousef.



Christine & The Queens, Dave, Major Lazer, Jax Jones, Friendly Fires, Bicep, CamelPhat, Sam Smith, Bonobo,  Tame Impala, Childish Gambino and Christine and the Queens. and The Chemical Brothers and this also one of the main revenue streams for the company.
Your Army' is responsible for executing global digital marketing campaigns that aim to continually identify, develop, and engage an artist and/or brand's audience to build revenue streams.
The companies goal is to
Build innovative campaigns to further their artist and brand's data capture, sales and advertising goals, and react to social analytics to improve the success of their campaigns
Be seen as an authority on digital marketing by clients and potential clients by showcasing a comprehensive understanding of digital marketing strategies and trends
Measure and offer analysis on monthly growth figures that occur as a result of digital marketing efforts and report to clients, the Head of Promotions, and Your Army Directors
Work alongside marketing and promo teams to maximise awareness and integrity of artists campaigns
Execute creative marketing campaigns that will both identify new audiences and increase current audience engagement
Coordinate with marketing teams in various territories on creative concepts for global artist campaigns
Manage third-party content developers and creative teams to ensure appropriate campaign assets are delivered promptly
Consult on marketing expenditures and manage extensive marketing budgets
Continually refine and optimize digital marketing efforts through in-depth analysis and testing of different services
Coordinate marketing and promotional initiatives with internal staff, labels, artists, and artist management teams to align and execute on campaign goals
Develop and execute content calendars for artists
Solidify core service offerings and expand departmental services
Help grow and manage the digital marketing team

THE MARKETING PLAN FOR  YOUR ARMY.

The Your Army group is one of the most successful and Innovative independent Promotions Agency, with partners in Los Angeles USA. London UK. and Sydney AUSTRALIA.
And it is clear that
The company has a Social media presence but it is very small compared to the artist and influencers and Radio pluggers that the company has promoted and represents, that have millions of followers on all social media platforms.
and there are some live events posted on social media platforms, mainly Facebook and Instagram but the Company Web site is inactive and outdated and needs to be Rebranded and updated, there is no social interaction on the site nothing is uploaded or no links are provided but on the social media sites content are uploaded from the companies, but there is no consistent branding across social media or between the Three subdivisions in the company being, the Management Company, The Record Label and the Publishing Company.
There are also no links to their successful campaigns or bloggers or influencers or podcast or Radio Djs except for the few listed on their artist page, with links to the artist socials, but navigating the your army website is very difficult with the boot logo the being the main image used that also needs to be updated, and also the address on the webpage is outdated. 
And if marketing is the process of generating maximum possible awareness via the most efficient timeframe and expenditure, then that marketing message is most effectively amplified via tastemakers and influencers. Not only does the buy-in of these tastemakers more rapidly facilitate the growth of a fanbase or as in the case of  Your Army the brand, but the reality of the music business is that a handful of key gatekeepers carry even greater influence. (AIM)

The Marketing Campaign will focus on creating awareness of the Your Army brand the past successful campaigns and moving forward with the new innovative campaigns, using the web page as the main hub of the your army group and creating mainly Organic content to share with other social media platforms. 
whether it's a reality behind the scenes clip of an innovative music campaign or live podcasts on music marketing, music publishing, or a Weapon music producers series,  that also could be sold online or to educational music institutions courses or new releases from the label or Your Army Management, all companies must interact. There is no page to sell merchandise or other online Assets of the brand or remixes, or special reissues, and no Soundcloud link or page. For example, an advert could be created, with a new release being taken by courier leaving London in summer from city to LA and then to SYDNEY and the captions reads no matter where you are we are your army.
Marketing has been defined by the Uk, Chartered Institute of Marketing(CIM) as the management process which identifies, anticipates and supplies customers
 
The marketing plan will be based on the companies strategy vision, the goals and objectives using inhouse organic material and content. And as Your Army is already established in the Promotional market it is more about Rebranding and improving on the brand that already exists. And connecting with their tastemakers and Influencers to Target their markets demography, age gender and race and create interest in the Brand and not only its clients it represents. (see charts)

The Strategy is to bring awareness to the brand through connecting all YOUR ARMY companies, bloggers, influencers or podcasters, producers, artist Radio Djs and also creating a corporate identity that can be shared and connected through all social media platforms, which could also be one logo for the different companies but with a single corporate identity, using the web site page as the centre.

Identifying industry targets for the various events campaigns of the various YOUR Army brands and connecting them through the website and then uploaded to all social media sites. 
The products are the various content produced by the various companies connected to the merchandise store on the Your Army Website, including Tshirts, bags promotional material
links to all artists websites merchandise store if available, also all artist can sell merchandise from the Your Army Store, special editions vinyl,remixes and links to artists or radio, programs.
Special offers on back catalogue or t-shirt design from artist album special edition also interact with fans and customers and different groups.
Using organic content with the view of doing something different to stand out in the world of the many promotional Music Companies.
The Seven principles of marketing would be applied to this campaign concentrating on the product being the Your Army brand, product or service being offered, and the various target audiences the products or services would appeal to, what's the price of the products, discounts, price flexibility and how does it connect to the brand's various target market, as all services and products must be available, where it can be found by the target audience offline or online and easily accessible, also streaming platforms are a possibility, the promotion of the brand by creating awareness, relaying the brand's values and to build up and create brand loyalty working with the Influencers and Tastemakers the Brand Ambassadors,Promoters will promote and relays the Brands message. And also social marketing, targeting social issues and also ensuring that the brand Markets responsibly for the brand and marketing campaigns that draw from and contributes to the society within, which it operates and we live and work in a global market,  especially with the present conditions of isolation globally there might be a continuing trend of social and moral issues playing a major part in a brands and companies growth.

 Rebrand a solid Website Hub
The Website Hub should be at the centre of the brand's online activities as it must be well designed easy to understand and to navigate and represent the identity of the Brand.
Also offering Fans what they need song samples, promote new Artists, Producers share resources, Organic Content, while leading fans and visitors, and building a mailing list, which is the essential part of the Octopus  Marketing Strategy(Scott Ginsberg), the head of the Brands online promotions operation is the Website, this is the site that is owned and controlled by the Brand. Each outpost sends traffic back to the Brands personal Website, and the Brands Mailing lists and Fanbase grows as there is access on all webpages to join mailing list., which be called Your Army Backstage or All Access.
The aim is to connect all Online outposts and update all social media platforms that are connected.
Then be consistent and proactive at posting updates across multiple sites and also for specific genres like special promotions for Weapon Music, promoted through the dance scene, connected to genre destination sites.
The means of communicating the Brands message and identity will be through Text, Audio and Visual.
This also allows all external post to be connected to your website


The Rebranding of Your Army,
 while being very successful internationally and creating innovative Marketing Campaigns for A list Artist, Pluggers, Bloggers and Influencers and Radio, Managers Record Companies and Clients.
The company logo needs an update and also the brand's website., as the linguistic message and the Symbolic message is very important. 
The image branding and the creative process, based on the logo of Your Army, which is the boot footprint which could be updated and also establish a stronger brand.
The Mood board has also been used to reflect the colours and images that fit with the ethos and brand of the company's.
Firstly when developing a brand, having a clear message is important enabling it to have a wider reach to the Target audience and provide them with the information, products and services that fulfil their audience's needs.
Your Brand should have clarity in two ways, clear about the ethos goals and objectives of the Brand, and Clarifying this to your audience, as the Target audience might not fully understand the significance of the Brand .or how it affects or impacts them., to avoid this you have to connect with your target audience and drive traffic to your web page and all social media so that the brand and the target audience are operating together.
The overall brand goal is already established. 
The important thing is to refine the existing brand which has been successful as a company but has not taken full advantage of its brands marketing possibilities.
The aim and goal of the Company were to establish a music company, that media could trust to deliver the best in new music.
Both Directors wanted to establish a company with a team, who were not only professional but had a real passion for the music industry. A promotions company that loves to break artists into the music industry
The Brand Identity Statement (BIS) is that
Each of the Your Army company shares the same core values and vision to be the best in their respective fields.
The companies motto is ''we get your music heard''.

The Mood or Brand board has been used, firstly to show and clarify the overall aesthetic for the brand, colours, fonts and image types that have been associated with the brand.
The Mood board is a part of the clarification process of the brand, and with more clarity, the brand will be able to grow overall.
The value that clarity also provides you with is a clear understanding of what you have to offer.
Once the brand board was created, the marketing material was compared to the brand board, keeping the logo, images and colours, similar elements, and aesthetics to ensure that the brand being developed made sense.
The brand board is used as a tool that can also be reviewed every three to six months, as the brand board will need updating alongside marketing trends.
As new marketing trends and styles develop for what's relevant, and the easiest way to reach the audience, evolving the brand board to reflect that is important.
the Rebranding process to shows the existing brand with logo as the main visual symbol of the brand, this has been updated with various examples and (BIS)Global Independent Promotions Agency, or for Weapons Music,  ''When the music hits. You feel no pain and for Minds On Fire Publishing, 'Fueling your passions.
There are also logo examples for these companies.
A Logo that can be used on all social media and integrated within all the various Social Media Platforms.
The Your Army Instagram page will be linked directly to the homepage on the Your Army Website, with a one-click button linked to the website, brands special offers or merchandise and link other platforms, influencers, podcasts and also use Link Tree so you can lead people to various companies within the Your Army Group and Brand.
When it comes to refining a brand that already exists like Your Army, one of the useful tools that can be used is to look through the brand and see what the core message represents.
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There is also a possibility to analyse some of the most successful campaigns, and what has been talked about, and what are the company values and how the company has helped its clients gain wider success and promotion.
The benefits also that it possible to see how the audience is responding to the content, and it is easier to analyse if the content shared over social media has been resonating with the audience.
As the clarified brand develops it is possible to assess if the brand reflects well on the audience.

Creating The Campaign

Music marketing is a suite of strategies, tactics and processes and techniques used to communicate, a sense of value and worth of values and worth of products and services to consumers with a view of increasing sales.
An integrated process whereby brands and companies build customer relationships and increase sales.
Marketing uses the core skills and techniques of creativity, sales, negotiation, economic and psychological.
The 4ps were implemented in this marketing campaign, concentrating on firstly the tangible, intangible, quality, volume, packaging, durability, and differentiation.
Price, what the customers or clients are willing to pay, based on the perception of value, luxury or needs, and promotion, communicating value, desire, efficiency, luxury, need, guilt and necessity through advertising, pr, or through word of mouth.
The placemaking the goods and services accessible for purchase online of offline, digital and physical depending on the demographic group.

 The Your Army Group has many assets, as a successful global promotional agency, their tastemakers, Influencers, artists, radio and TV, clients and Record Labels.
Other assets can be the vision, direction taken and the concepts used, and the style.
The promotions team and the Your army group with a record label, Publishers and Management.
The environement is the group or demographic that the marketing campaign is for fans, clients in London. Los Angeles and  Sydney.
Through updating social media, adding some other music platforms, Reverbnation, sonic bids,,SoundCloud,pledgemusic.
Multiple blogs,fanzines, internet radio,WebTV platforms and update all that exist and integrate, all socials with the website.
Also concentrating on connecting with demography, and find build and reward your tribe, by uploading mixes, remixes, acoustic versions, interviews and podcasts and reward those who register to the mailing list.
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Also build a youtube channel for the brand and develop Your Army tv with more organic content.

The modern approach to the promotion of music marketing is to involve, internet, social media and integrate them using the website as the main hub.
The marketing research was done by gathering and analysing data.
The research was done analysing the music market segmentation, which can be divided into three sections, fans, customers and current users, potential clients, fans and users, and those who are not considered a part of the target market.
Also analysed, was the groups that are not necessarily a part of the target market, and how can they be accessed, some of these groups are not into downloading music, but would prefer, physical copies for example vinyl or CDs.
The focus was mainly on the first two groups.

MARKETING STRATEGY.
The objective of the marketing strategy is to achieve and represent the creative thought, creative idea, that would lead to the final result.
The goal was simple, to develop the existing audience base and sell all Your Army products, merchandise through the website.
Although music is a niche market, it is the market with the largest numbers of niches, and each has a fanbase and consumers.
While analysing the current music market, it is clear that the traditional rules of marketing no longer apply.
That's why each marketing strategy has to be tailored to fit the company or client.

The internet has become a major part of Music marketing, by providing consumers with the experience they want and is successfully monetising music.
Since the website is at the centre of the brand's online activities it should be easy to navigate through the pages and it should be updated regularly to reflect the changing trends in the music market., also there should be a platform to capture, social media contacts, email address and mailing lists and offer promotions and provide interesting content.
The mailing lists, social media contacts are an essential part of the Octopus Marketing Strategy and it is essential to enter the marketing communication triangle, which is a multilayered process that includes activity in many directions.
This includes posting on interesting content on the website and sharing those links on various social network sites.
Many of the things that are posted across the web via the outpost, will motivate people who follow you to click the links that are included, in addition to the back and communication you have directly with your fans, this will inspire the links to be shared more and more.
Online video marketing, has become an important way of conveying music and promotion, youtube, social media algorithms, prioritise video content.
Online advertising, can increase the target audience for increased efficiency pixels can also be utilised to track users and resell accordingly.
This is connected directly to your website and you can use the data to market to the people of the demographic group.
Also using your influencers, tastemakers to market merchandise or offer special discounts and promotions.
Social Media Platforms and Demographics 
User demographic statistics for any social media network are an essential piece of data for any marketing strategy. Just like how you want to know who uses your products and services, knowing who's on what platform aids you in researching, advertising and marketing decisions. As the social space is constantly changing, updated statistics are used to tailor content to the way your audience uses different platforms.

You want to make sure that people within your ideal target audience are actually participating actively there.
Social media demographics help you set up marketing personas and understand your audience in greater detail. If you're looking to widen your audience, such as trying to reach, generation z you can use current demographic data to figure out which networks you can focus your content energy on.

 The world's population stands at 7.5 billion with 3.8 billion people using the internet. Active social media users account for 2.89 billion people, which is penetration of 39%. Active mobile social users are not far behind at 2.69 billion. 
The marketing strategy was also was based on the research of all the social media platforms and the demographic groups: Facebook, Twitter, LinkedIn, YouTube, Instagram and Snapchat. 
There are no definitive demographic statistics from these platforms themselves so I used a variety of sources, which are referenced. 
1. Facebook 
Facebook is the largest social media platform with two billion users, 1.2 billion of which are active every day. Each day, more than 175 million people share and on average, over 800 million people 'Like' something on Facebook. More than one billion people use Groups every month. 
In terms of demographics, more than 85% of people on Facebook are outside of the US and Canada. There are approximately 42 million UK Facebook users and 307 million in Europe. Facebook's gender split is 56% male and 44% female, with 24% per cent of global active 
Facebook users being women between the ages of 18 and 34 years and 35% of global active Facebook users being men between the ages of 18 and 34 years. According to the research of Pew 69% of US adults use Facebook.

For those who do use Facebook,74% visit the site at least once a day. In terms of daily usage, this number is higher than Instagram's and Snapchat's daily users.

Except for those aged 65 and older, the majority of Americans in different age groups use Facebook. However, it's important to note that usage among teens has dropped in favour of YouTube, Instagram and Snapchat. The network also leans more towards women with 75% of women and 63% of men using the platform.
The breakdown of demographics by age include:
51% of 13–17-year-olds use Facebook
76% of 18–24-year-olds use Facebook
84% of 25–30-year-olds use Facebook
79% of 30–49-year-olds use Facebook
68% of 50–64-year-olds use Facebook
46% of 65+-year-olds use Facebook
Facebook location demographics
Facebook's user base and reach are global making it very easy for many brands, even those with, an international presence to find their target audience on the network.  
At 269 million users, India has the largest user base of any country. After that is 183 million users in the US and 123 million users in Indonesia.
In the US, the regional breakdown includes:
73% of those living in an urban area using Facebook
69% of those living in a suburban area using Facebook
66% of those living in a rural area use Facebook
Facebook education demographics
61% of those with high school education or less use Facebook
75% of those with some college education use Facebook
74% of those with more than college education use Facebook
Facebook income demographics
69% of those making less than $30k use Facebook
72% of those making $30k–74,999 use Facebook
74% of those making more than $75k use Facebook
While Instagram continues to rise in popularity, its daily login is still second to Facebook. Sixty-three per cent of Instagram users log in at least daily while 74% of Facebook users login at least daily. These two patterns have been relatively unchanged since 2018.


2. Twitter 
 Twitter has around 317 to 328 million active users, of which around 16 million are in the UK and 79% are outside of the US. 
In terms of gender split, 24% of all male internet users and 21% of all female internet users are on Twitter. The largest demographic group of Twitter users are between the ages of 18 and 29 (37%). 25% of users are between 30 and 49 years old. 

3. LinkedIn 
LinkedIn is a social media network for professionals. There are over 500 million registered users worldwide with 21 million in the UK. There are 40 million students and recent college graduates on LinkedIn - they are the platform's fastest-growing demographic. Almost a quarter of LinkedIn's users are aged between 18 and 29, and 61% of LinkedIn users fall into the 30 to 64 age bracket. 
There are 158 million members in the EMEA region, 138 million in the US and 118 million in Asia and the Pacific. According to Expanded Ramblings, 44% of LinkedIn users are female, and 56% are male. 
LinkedIn demographics
LinkedIn demographics favour those with professional careers. Perhaps reflecting the busy schedules of this more niche audience, daily usage is less frequent than Facebook and Instagram. Only nine per cent of US users visit LinkedIn more than once a day. Twelve per cent visit daily and 23% visit several times a week
LinkedIn age & gender demographics
The percentage of men and women using LinkedIn is relatively similar. As a primarily professional networking social media platform, it makes sense that the platform would reflect the current workforce. In the US, 29% of adult men and 24% of adult women use LinkedIn.
The breakdown of demographics by age include:
17% of 18–24-year-olds use LinkedIn
44% of 25–30-year-olds use LinkedIn
37% of 30–49-year-olds use LinkedIn
24% of 50–64-year-olds use LinkedIn
11% of 65+-year-olds use LinkedIn
LinkedIn location demographics
By a wide margin, the US has the highest number of users on the platform. With 160 million users in the US, the next closest is India at 61 million.
In the US, the regional breakdown includes:
33% of those living in an urban area use LinkedIn
30% of those living in a suburban area use LinkedIn
10% of those living in a rural area use LinkedIn
LinkedIn education demographics
9% of those with high school education or less use LinkedIn
26% of those with some college education use LinkedIn
51% of those with more than college education use LinkedIn
LinkedIn income demographics
10% of those making less than $30k use LinkedIn

4. YouTube 
 YouTube has over one billion users. Each day over a billion hours of video is watched and more than half of all views are on mobile. 
YouTube has launched local versions in more than 88 countries around the world and you can navigate YouTube in 76 languages. It's estimated that there are 35.6 million UK visitors to YouTube each month. 
From 2015 to 2016, time spent on YouTube grew 40% faster among adults aged 35+ than adults overall. In terms of gender, there are 55% male users and 45% female. YouTube is one of the few social media platforms where age demographics are fairly evenly split. 
5. Instagram 
Owned by Facebook, Instagram has 600 million monthly active users with 150 million people using Instagram Stories every day. Although Facebook recently updated their user statistics, they didn't update country-specific data so the last confirmed UK statistic stands at 14 million monthly active users, although this is likely to have increased. 
In terms of gender demographics, 68% of Instagrammers are female. Overall, 38% of female internet users are on Instagram compared with 26% of male internet users. 59% of internet users between the ages of 18 and 29 use Instagram and 33% of internet users between the ages of 30 and 49 use Instagram. According to one study, 17% of teenagers say that Instagram is the most important social media platform to them and 90% of users are under 35 years old. Instagram age & gender demographics
According to Statista, 35% of US teens rate Instagram as their favourite social network, second only to Snapchat. In terms of gender, 43% of women use Instagram while 31% of men use it.

The breakdown of demographics by age include:
75% of 18–24-year-olds use Instagram
57% of 25–30-year-olds use Instagram
47% of 30–49-year-olds use Instagram
23% of 50–64-year-olds use Instagram
8% of 65+-year-olds use Instagram
Instagram location demographics
Instagram is one of the most popular social networks on a global level. The US has the most users at 116 million, followed by India at 73 million and Brazil at 72 million. This international presence makes the network appealing to both brands and influencers alike.

In the US, the regional breakdown includes:
33% of those living in an urban area use Instagram
37% of those living in a suburban area using Instagram
43% of those living in a rural area use Instagram
Instagram education demographics
33% of those with high school education or less use Instagram
37% of those with some college education use Instagram
43% of those with more than college education use Instagram
Instagram income demographics
35% of those making less than $30k use Instagram
39% of those making $30k–74,999 use Instagram
42% of those making more than $75k use Instagram


Twitter demographics
Usage of Twitter among US adults is lower compared to other networks according to Pew's report. In the US,22% of adults use Twitter. 
Twitter's format is ideal for timely content, meaning the platform continues to be popular for news and customer service.
Twitter age & gender demographics
The gender breakdown for Twitter users among US adults shows that 24% of men use Twitter while 21% of women use the platform. Within the platform on an international basis, the breakdown is 66% men and 34% women.
The breakdown of demographics by age include:
44% of 18–24-year-olds use Twitter
31% of 25–30-year-olds use Twitter
26% of 30–49-year-olds use Twitter
17% of 50–64-year-olds use Twitter
7% of 65+-year-olds use Twitter
Twitter location demographics
Most Twitter users are outside the US. With a total of 330 million global monthly users, 262 million are outside of the US. However, the US does have the highest number of Twitter users, the regional breakdown includes:
26% of those living in an urban area using Twitter
22% of those living in a suburban area using Twitter
13% of those living in a rural area use Twitter
Twitter education demographics
13% of those with high school education or less use Twitter
24% of those with some college education use Twitter
32% of those with more than college education use Twitter
Twitter income demographics
20% of those making less than $30k use Twitter
20% of those making $30k–74,999 use Twitter
31% of those making more than $75k use Twitter

6. Snapchat 
Snapchat has only been around since 2011 so is relatively new as a social media platform, however, it has seen substantial growth over the last three years. 
There are around 166 million daily active users and around 301 million monthly active users who spend between 25 and 30 minutes on the platform each day. 43% of Snapchat's audience is from North America and 33% from Europe. 
50% of users are under 25 years old, and 23% have not yet graduated from high school. The largest Snapchat age demographic, however, is 18- to 24-year-olds. This age group makes up 37% of Snapchat users and 25- to 34-year-olds makeup about 26% of Snapchatters. Around 12% of users are aged 35 to 54 and only 2% are over 55 years of age. 
-  Feed into the main universities, colleges social media accounts:, especially Instagram. Feed into the main School accounts to reach over 50,000 Instagram Followers and 370,000 Facebook Followers. 
-  Look at which channels your peers and competitors use to get an idea of what content belongs where. 
Pinterest demographics
With more than 300 million people worldwide using Pinterest every month, Pinterest marketing might be the next major strategy Platform. With a visual-first focus, this platform is ideal for highlighting products and inspirational or aspirational content.

Pinterest age & gender demographics
Pinterest users current trend shows more women presence. In the US, 15% of men use Pinterest while 42% of women do.
The breakdown of demographics by age include:
38% of 18–24-year-olds use Pinterest
28% of 25–30-year-olds use Pinterest
35% of 30–49-year-olds use Pinterest
27% of 50–64-year-olds use Pinterest
15% of 65+-year-olds use Pinterest
Pinterest location demographics
Pinterest also has a wide international user base. According to Statista, the network boasts 322 million international users and 87 million monthly active ones in the US.
In the US, the regional breakdown includes:
30% of those living in an urban area use Pinterest
30% of those living in a suburban area using Pinterest
26% of those living in a rural area use Pinterest
Pinterest education demographics
19% of those with high school education or less use Pinterest
32% of those with some college education use Pinterest
38% of those with more than college education use Pinterest
Pinterest income demographics
18% of those making less than $30k use Pinterest
27% of those making $30k–74,999 use Pinterest
41% of those making more than $75k use Pinterest
   
 TikTok Statistics

Aside from its clear youth appeal, TikTok provides a growing range of adoptions, and is taking extra measures to educate its users on how to safely use the platform.
TikTok, similar to Vine before is, is all about short videos.
Most of the app's former musicaly.ly users simply uploaded videos of themselves lip-synching to music videos, while the more talented, enthusiastic, and technically proficient members uploaded videos of original content. The latter cohort went on to become influencers on the platform. 

TikTok videos can be up to 15 seconds long, but users can also connect multiple for up to 60 seconds of total recording. Users are also able to upload longer videos which have been recorded outside the app itself.
There's also a live stream option and a range of filters and tools to help improve your video presentation.
The app is attuned to modern usage trends and caters to an audience looking for a new and exciting way to connect. And, based on the download starts, it's hitting the right notes with users. 

TikTok users are estimated at 800 million
TikTok was downloaded 738 million times in 2019,
Total TikTok downloads over 1.5 billion – making it the seventh-most downloaded app of the 2010s
46 million US TikTok downloads in 2019
Only 9% of US internet users have used TikTok, with 5% more interested in using it; this rises to 49% for teenage users
Musical.ly counted 100 million users at the time of August 2018 merger with TikTok
Singer Loren Gray is the most-followed person on TikTok, with close to 40 million followers
Android TikTok users spent 68 billion hours using the app in 2019
Average daily time on TikTok estimated at 45 minutes
US users open TikTok an average of eight times a day, with sessions averaging just under 5 minutes
Indian users spend 38 minutes daily using TikTok
TikTok one-week retention rate stands at 26%
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Heads of Terms 
[with legally binding parts]


THIS AGREEMENT IS MADE ………………. [May 6.2020]

BETWEEN

1 [Your Army] LIMITED, a company formed in accordance with the laws of England and Wales with registered company number [number] and registered offices situated at [address] (“the Company ”); 
2 [Julius Griffiths] LIMITED, a company formed in accordance with the laws of [PLACE] with registered company number [number] and registered offices situated at [ADDRESS] (“the Supplier”),
	each a “Party” and together the “Parties”.

BACKGROUND
A The Parties are considering entering into an agreement to [provide.Consultancy services].
B The Parties have agreed to these heads of terms to further progress negotiations with a view to preparing legally binding contractual documentation whereby the Company will [describe] and the Supplier will [cover Pre Production,Production,Aftercare].

NOW IT IS HEREBY AGREED

1 Preliminaries 
Clause [4] and the following clauses are legally binding upon the Parties. 
Other than clause [4] and the following clauses, this Agreement will not be legally binding upon the Parties.
 
2 Definitions and Interpretation
2.1 The following terms are defined for convenience. They are not to be taken in account when interpreting the legally binding parts of this Agreement:
a. […]
b. […]

3 Heads of Terms
The Parties are considering entering into an agreement which provides as follows.
[…]
The Supplier will:Provide Consultancy,Asset Creation and Deployment and Aftercare
a. […]
The Company will:
b. […]



4 [bookmark: _Ref535514804]Confidentiality 
The Parties will keep secret and treat as confidential all information obtained from any other Party which marked confidential or is reasonably considered confidential (“Confidential Information”), including the existence and terms of this Agreement. 
Confidential Information received by a Party may only be used for the purposes of the negotiations described above. 
This clause does not extend to information which is public knowledge, trivial or obvious. 
Each Party shall return or destroy the Confidential Information of the other promptly upon a request made in writing by the disclosing Party.

5 General
5.1 Unless otherwise stated, references to clauses are references to the clauses of this Agreement.
This Agreement constitutes the entire understanding and agreement between the Parties in respect of the resolution of the Claims. 
Each Party acknowledges that it has not entered into this Agreement in reliance of any statement made by or on behalf of the other Party (whether orally or in writing) other than as expressly set out in the Recitals [4] or clause and onwards.
5.2 This Agreement may be executed in any number of counterparts, each of which is an original and which together have the same effect as if each Party had signed the same document.
5.3 The Parties agree that the terms of this Agreement are not enforceable by any person under the Contracts (Rights of Third Parties) Act 1999.
5.4 This Agreement shall be governed by the laws of England and the Parties submit to the exclusive jurisdiction of the English Courts, and in each case including non-contractual claims and disputes.


Agreed on the day first mentioned 

Signed for and on behalf of	)
[COMPANY NAME] LIMITED 	)

	………………………………………
	[Director Name]


	………………………………………
	Date


Signed for and on behalf of	)
[SUPPLIER NAME] LIMITED 	)

	……JULIUS GRIFFITHS…………………………………
	[Director Name] 


	………………………………………
	Date	



































