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Virgin Promotes Developing Artists

@ BY CHRIS MORRIS

LOS ANGELES—Virgin Records will
take four of its developing artists
directly to the consumer with an ambi-
tious marketing campaign centered on
the "06 election race and continuing

PLUTO

through the Christmas selling season
into 1997,

Titled “Fo(u)r  Y(m)our(e)
(Y)ears"—a pun on both “Four More
Years"” and "For Your Ears"—the
marketing program will focus on four
recently released Virgin albums:
singer/songwriter Sam Phillips’
“Omnipop (It's Only A Flesh Wound
Lambehop)” (Billboard, July 6); Van-
couver-based modern rock band
Pluto’s self-titled releaze (Billboard,
July 20); San Francisco-based pop-
rocker Brendan Benson's “One Missis-
sippi” (Billboard, July 27); and rock-
edged Seattle singer/songwriter
Kristen Barry's “the beginning.the

middle.the end.”

The four-tiered campaign includes
an infomercial-styled cable TV pro-
gram; a contest aimed at colleges fea-
turing a grand-prize award of cash
toward school tuition or expenses and
a free concert; strategic placement of
a CD sampler with consumers via non-
music retail outlets and music publica-
tions; and a first-quarter promotional

of it, you have to go back to . .. grass-
roots [marketing] and actually go for
the consumer market and really go out
there and work."

Ian Jones, guitarist/vocalist for
Pluto, says the program should have a
positive impact for his band: “It total-
ly helps. We've
been on tour for

year-end issues of Alternative Press,
Kulture, and Magnet. Virgin will run
ads supporting the marketing cam-
paign in Slant, Giant Robot, Cake, and
Might.

“Also, the samplers are being used
in two other ways,"” Henderson says.
“Through some independent sources,
we're using them to get into nonmusic

retail outlets for in-store play, like
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Henderson explaing, “We recognize

that, even when it's not the fourth quar-
ter, it's really competitive at radio, and
retail is having their own problems.
The thing that drives any project, real-

out there to the
rock shows. It just
gets your name out
more. Then people
can explore it for
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ly, is the consumer. I think thatalotof  themselves, and eventually, they'll find

companies end up ignoring that they
don't really market to the consumer.”
Barry's manager, Colleen Combs of
Curtis Management in Seattle, notes,
“With new artists, you have that sort
of Catch-22 thing. Where once upon a
time you used to be able to get airplay
based on listener response and if the
programmer actually liked it, now you
get caught in that rut—MTV doesn't
want you if radio hasn't added you, and
radio doesn't want you if MTV hasn't
added you ... It's always been sort of
erowded out there, but with that aspect
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segment featuring Pluto, Benson, and
Barry. The half-hour program, which
reaches a potential audience of 20 mil-
lion in the U.S., airs three or four times
weekly in every market in which it is
carried. In terms of content, it is not
unlike an infomercial.

Henderson says, “It plays their
videos, it has interviews with the
artists, and it gives you information
about touring and other little interest-
ing things, just to get to know the artist
better. When you do the program, it
also gives you pricing and positioning
at all Sam Goody and Musicland
stores.”

Virgin will utilize its college depart-
ment to stoke the second phase of the
campaign, which kicks off Nov. 5, Elec-
tion Day.

This part of the campaign entails a
national competition with a grand prize
of $2,000 in tuition or expenses to the
winning student, plus a free concert for
the student's school by some of the fea-
tured acts and one of Virgin's top acts.

Second prize will be supplied by a cor-
porate gponsor yet to be determined
and could take the form of a school

wardrobe. Virgin will also hand out 10
third-prize awards of inclusion on the
label's produet list for a year.
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some personal incentive and also incen-
tive for their schools to have a group of
Virgin artists perform.”

100,000 four-color fliers promoting
the contest—including album art-
work for the four featured acts and
an 800-number and E-mail address
for enrollment— will be distributed
in 20 major U.S. college markets:
Boston; Washington, D.C.; Portland,
Ore.; Sacramento, Calif.; Toledo,
Ohio;
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From Nov. 5 to Dec. 6, more than Henderson says, “We're

that in several ways. One,
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