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    RELEASE INFORMATION

TRACKLISTING

1. Stars                                                       4:30  Written by Charlotte Forrester  
2. Cosmic Dreaming  P.2                         5:32  Written by Charlotte Forrester
3. Neptune                                                3:20  Written by Charlotte Forrester
4. Doves                                                    2:40  Written by Charlotte Forrester
5. Often Times I’m alone                        5:10   Written by Charlotte Forrester
6. Don’t Listen To Them                         3:50   Written by Charlotte Forrester

                                      Produced by Dan Luscombe 
                                            Mixed by Gus Oberg 
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ARTIST: Womb        GENRE: lo-fi, bedroom rock                       
LABEL: Mom + Pop Music 
ALBUM TITLE: Cosmic Dreaming P. 2 
STREET DATE: January 22, 2016
SHIP DATE: January, 15. 2016      EP Cost: $4.99

               Selection #         
VINYL: 7654-7-65456-8-0      INITIAL SHIP: 500 units 
CD: 7654-7-65456-8-3             FISCAL/ONE YEAR: 1,000 units

The EP will also be available on iTunes, Google Music and 
Bandcamp, Spotify, and Amazon on the street date. 



                                THE TEAM 

Label:
Mom + Pop Music             
1140  Broadway, 5th Floor 
New York, NY 10001 
Phone : 212-484-84894
Fax : 212-303-3039
http://www.momandpopmusic.com/ 

Label Staff:
Michael Goldstone     Founder    goldie@mompop.com 
Stephanie Marrow     GM             steph@mompop.com 
Chuck Cooper            A&R           chuck@mompop.com 
Morris Lewis              A&R           morris@mompop.com 
Melanie Davis            Marketing Manager melanie@mompop.com 
Dianne Hover            Product Manager dianne@mompop.com  
Craig Boom                Sales           craig@mompop.com 
James Dom                 College Radio Manager james@mompop.com 
 

Management: Asif Ahmed - Shmanagement! 
Phone: 212-393-3933   Email: asif@shmangement.com 

Agent: Avery McTaggart - The Windish Agency 
Phone: 201-393-3939   Email: avery@windishagency.com.

Publicist: Judy Miller - Motormouthmedia 
Phone: 973-494-0494 Email: judy@motormouthmedia.com
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                                    HISTORY 
Womb is the dream folk solo project of New Zealand based singer songwriter Charlotte 

Forrester.  Inspired by a cosmic mix of local bands, Charlotte began to write songs as early as 
age 16. The moniker Womb is a total expression of Charlotte’s most personal anthems. “For 
me, I call myself Womb because I want my music to feel like a womb - which is not a singular 
thing. It's like the womb is the most sacred, safe place. It is warm, it is floating. Then the 
womb is also totally sexual, and red, and passionate. And finally, in some ways it is raw and 
frightening, this eerie zone of amniotic fluid, and then you're pushed out, bloody, into the 
world. I guess more and more I want my music to be evoking all of this.” Charlotte has made 
music alongside her brother Haz Forrester under the name Athuzela Brown. Today, Womb is 
the totally synthesis of her most personal and intimate songs. 

                              THE PROJECT

Cosmic Dreaming P. 2 is a dream induced hypnotic trance that functions as the sequel 
to Charlotte’s debut EP Womb. Cosmic Dreaming P. 2 is a collection of songs that were 
inspired by the isolation, dreaming, lust, adventure she felt during a month long European 
trip. Thankfully, there are still traces of her trademark lo-fi folk bedroom sound. Cosmic 
Dreaming P. 2 is the precursor to Charlotte’s debut full-length album that is due Fall 2016. 
Her music can be best compared to current artists such as Waxahatchee and Kate Bush.  
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                              PROJECT GOALS

❖ Successfully promote the EP by securing local and national print, online and if 
possible television press. 

❖ Engage and increase the number of fans that follow Charlotte under the moniker 
Womb.

❖ Successfully sell all 1,000 physical copies of the EP by August 1, 2016. 
❖ The tactics that will be used to achieve the above goals will be outlined thoroughly on 

page 7-16. The tactics will be segmented in the overall marketing overview. 

                        SWOT ANALYSIS

       STRENGTHS
❖      Womb’s biggest strength is the fact that 

she is a new artist. This allows us to frame 
her story from scratch and therefore, we have 
control over her image.  

❖       Another important strength is that 
Charlotte has a lot of written material. This is 
great for planning upcoming releases. 

       WEAKNESS
❖ Womb currently has low profile. 

Therefore, our biggest challenge is to build 
her fan base.

❖  Our budget is very small and so we 
must be cognizant of how we spend the 
money that we do have. 

     OPPORTUNITIES 
❖   Promoting and introducing her to new 

audience especially to those in American 
will be a great launching pad because there 
are so many markets that will embrace her. 

                   THREATS 
❖   There are currently a lot artist that are 

releasing music into the indie marketplace so 
it becomes more difficult to stand out. 
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        MARKETING OVERVIEW/EXPLANATION

Womb can be best described as an emerging upcoming act. Therefore, the various 
tactics below will reflect that. There are two main music markets that we will target heavy. 
New York City and Austin, Texas are both current music meccas that have a big influence on 
the indie music scene Therefore, it will be imperative to target those two specially. Womb is 
scheduled to play four shows in NYC and she is also scheduled to play three shows in Austin 
during SWSW. The marketing of this project will support the release of the single Cosmic 
Dreaming P.2 and its music video. The marketing of this project will also support the EP.  

(KEY STRATEGIES) 
❖ Markets: This campaign will also focus heavily on two important markets. Both 

New York City and Austin, Texas are two important music epicenters. Therefore, we will 
target indie/alternative media in this area.

❖ Publicity: This will be a national and regional campaign that will target small and 
large independent and alternative publications. Majority of the budget will go towards 
publicizing the single, music video, EP and tour. 

❖ College Radio: Due to having a smaller budget this project will rely on college 
radio instead of regular radio rotation. We will target and work with college radio stations 
all around the country in order to establish and built new fans within those college 
communities.  

❖ Merchandise: A portion of the budget will go towards producing and selling 

merchandise. We will produce and sell a certain amount of posters, T-shirts and stickers. 
❖ Online campaign/advertising: This is a cost effective strategy that will be 

essential to Womb’s engagement with her fans. This strategy relies on popular and 
emerging social media platforms such as Periscope, Snapchat, Twitter, Facebook, Youtube 
and Instagram. 

❖ Touring: Womb will have a three-day residency at Elvis Guesthouse and then she 
will support Hinds on tour and then she will be playing multiple showcases at SXSW. 
These tour dates will be a great opportunity to introduce Womb to audiences in NYC, 
Austin and other American cities. 
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                      NEW YORK CITY MARKET 
Demographics 
❖ New York City if often described as a multicultural epicenter. The demographic data 

reflects that sentiment. 

Median household Income: $52,259
Average age: 35.8 years
Male: 47.7% of the population V.S.  Female: 52.3% of the population  1

Why this market? 
❖ Around 8 million people live in NYC and therefore, this is a huge market that 

consists of people with a diverse background. Additionally, NYC is a haven for 
entertainment and as a result, there is a large amount of media that we can target. 
Moreover, there are may Universities and colleges in the city and they also present other 
media and touring opportunities for Womb. 

  

How We Will Target  NYC Indie Lovers? 
❖ Our audience is not one specific kind of person. We are targeting music lovers who 

may be women, men, young, old, black, white etc.  However, we are going to target those 
who generally respond to independent and alternative musicians. Our tactics will include:   

❖ Putting flyers for our NYC shows in certain coffee shops, record store and other 
small businesses in neighborhoods such as the East Village and Williamsburg.

❖ We will also secure coverage of the EP’s single on college radio. Moreover, we hope 
to build relationships with college radio stations in NYC such as those at NYU, Columbia 

Race Percent

White 44%

Black or African American 25.5%

Latino or Hispanic 28.6%

Asian 12.7%

Two or More Race 4%

 http://quickfacts.census.gov/qfd/states/36/3651000.html1
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University, Brooklyn College and Fordham University. As a result, we also hope to book 
two or more shows at some of these colleges.

❖ We plan on securing local coverage in various NYC based online and print media 
outlets*SEE BELOW 

❖ We hope to secure an interview and feature in the Village Voice and Flavorpill 
because they are two very popular music/culture blogs that reaches a wide-range of indie 
lovers. 

❖ Womb is also going play an in-store concert at Rough Trade in Williamsburg, 
Brooklyn on the day her EP drops. 

                                 NEW YORK CITY MEDIA 
Targeted NYC based College radio Stations 
❖    WNYU-FM:This is a NYU college radio station owned and operated by New York 

University
❖   WKCR-FM: Columbia University’s non-commercial student-run radio station, is 

dedicated to presenting a spectrum of alternative programming—traditional and art music, 
spoken arts, and original journalism. 

❖   WBCR: Brooklyn College’s  free-form, non-commercial radio station
❖   WFUV: Fordham University’s free non-commercial radio station. 

Targeted Local online/print Media   

❖    The Village Voice: The Village Voice is a free weekly 17" by 11" format newspaper 
and news and features website in New York City that features investigative articles, 
analysis of current affairs and culture and arts. Contact: Contributing writer, Claire 

Lobenfeld   
❖     Deli Magazine: Independently owned music online website that covers new and 

emerging artists in  NYC or any bands playing in the area.  Contact: Contributing Writer, 
Jillian Dooley      

❖    Flavorpill: Weekly guide to less-mainstream music, art shows, readings, 
performance pieces, parties and happenings. Contact: Contributing writer, Cacy Forgenie

❖   Brooklyn Vegan: More in-depth coverage of the local indie-music scene. Contact: 
Staff writer, Rob Sperry-Fromm

❖  Time Out New York: Covers the best Events, Food & Drink, Arts & Culture, Film, 
Music and more in New York City. Contact: Staff, Elias Leight
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❖  Altcitizen: Brooklyn-based music and culture blog and bi-annual zine. Contact: 
Editor and Chief, Nasa Hadizadeh

❖ Free Williamsburg: Covers growing arts community of Williamsburg, Brooklyn. 
Contact: Staff writer, Robert Lanham. 

❖  CMJ.com: CMJ connects music fans and music industry professionals with the best 
in new music through interactive media and live events. Contact: Contributing writer, 
Matthew Levine

❖ The Wild Honey Pie: New York based music website.  They cover a bunch of 
different music, but tend to focus mostly on indie of the pop, folk, rock, and electronic 
varieties. Contact: Staff writer, Schuyler Rooth

❖  Oh My Rockness: NYC's Indie Rock Concert guide. Also features new artists. 
Contact: Editor in Chief, Patrick Mcnamara

Possible indie venues for future touring:
❖ Brooklyn Bowl: Music venue and bowling alley in Williamsburg with high-tech 

lanes. 600 capacity
❖ LPR: Music venue and multimedia art cabaret. 700 capacity  
❖  Shea Stadium: Live music venue and recording studio/all ages space dedicated to 

documenting live performances.
❖ Arlene’s Grocery: Up-&-coming acts are the focus of this rock music bar that's also 

home to live-band karaoke.
❖ Saint Vitus: Brooklyn based bar and music venue. 
❖ Mercury Lounge:  The Mercury Lounge is a club/music venue in the Lower East Side 

section of New York City. 
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                AUSTIN, TEXAS MARKET 
Demographics 

• Median Age: 29 years old 
• Male: 51.4% & Female: 48.5%9 
• Median household income: $53,9462

❖  Purchasing power:  On average Austin, Texas residents have a higher median 

household income than the residents of Texas as a whole. Therefore, people in Austin have 
more money to spend on leisurely activities. 

  
❖ Why this market? Austin has cemented it self as a music mecca for upcoming 

indie music. Its annual festival SXSW has contributed to that title. The median age of 
someone living in Austin is 29. Also, University of Texas at Austin and other smaller 
colleges are in the area. Therefore, we can target print/online press and radio at those 
institutions specifically during SXSW. 

How We Will Target  Austin Indie Lovers at SXSW?
❖ Womb will be in Austin for SXSW. As a result, she is currently scheduled to play three 

shows, however we are working on booking more showcases. We want maximum 
coverage and we want people to come to her showcases. Therefore we are planning on 
doing the following:

❖ We plan on securing interviews/features in both Austin 360 and Deli Magazine and 
along with many other local Austin music blogs. 

❖ We also want to secure live reviews of Womb’s showcases on various local blogs.* 
SEE BELOW 

Race Percent 

White 68.3 percent 

Black or African American 8.1 percent

Latino or Hispanic 35.1 percent

Asian 6.3 percent

Two races or more 3.4 percent

 http://austintx.areaconnect.com/statistics.htm2
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❖ Putting flyers for our SXSW shows in certain coffee shops, record store and other 
small businesses in downtown Austin near the convention center. 

❖ We also want to extend our coverage to University of Texas Austin. We want their 
students to come to Womb’s showcases. Therefore, we want to reach out to University of 
Austin’s two major radio stations, KUT and KVRX. Also we want to reach out to the music 
editor of their daily newspaper for coverage in  The Daily Texan. 

Media at University of Texas Austin 
❖ Radio stations: a.) University of Texas in Austin’s KVRX: A student-run radio 

station at the University of Texas in Austin. b.) KUT: Provide content that reflects the 
diverse interests and tastes of our Austin audience.

❖ Venues: Cactus Cafe: Showcases singer/songwriter, folk & other mostly acoustic 
acts, since 1979.
❖ Print/online: The Daily Texan: Daily campus newspaper. Danielle Lopez is the life 

and arts editor, her email is dailytexan.lifeandarts@gmail.com

❖ TV: TSTV: Texas Student Television is the nation's only student-run, FCC-licensed 
television station. 

                        AUSTIN, TEXAS MEDIA 
Print/online
❖ Deli Magazine, Austin: Independently owned music online website that covers new 

and emerging artists in Austin or any bands playing in the area.
❖ OVTRLD: They provide songs, interviews, reviews, podcasts and more, with hopes 

to expand over time to include even more ways for you to explore Austin music. Contact: 
Contributor, Halie Davis

❖ Austin 360: Cover entertainment, food, music and more in Austin, Texas. Contact: 
Contributor Chad Swiatecki. 

❖  The Austinot: The Austinot is a hyperlocal blog about the city of Austin and the 
surrounding area. Contact: Contributing Blogger, Jessica Pino. 

❖ The Chronicle: An independent, locally owned and operated alternative newsweekly 
that reflects the heart and soul of Austin, Texas. Contact: Managing editor, Kimberley Jones
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Local Radio Station that will be targeted by publicity team 
❖ KUTX: features more local music than any station in Austin, as well as diverse 

selections from around the globe.
❖ 101X: Alternative music station 

Venues: 
❖ Mohawk: Unique indoor/outdoor space in the heart of downtown; works with 

groups on an original approach to music and events. Maximum capacity: 850.
❖  Parish: Live hip-hop, rock, funk, reggae, Latin & more attract music-lovers to this 6th 

Street club. 
❖ The Hole In the Wall: Small indie venue that is located next to UT’s campus
❖ Beerland: Intimate, old-school club for rock & punk shows & pool
❖ One-2-One Bar: Happening late-night music club features nightly local live bands & 

cocktails, plus a rooftop patio. 
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                            PUBLICITY 
Judy Miller and the Motormouthmedia team will be pitching national and local 

independent and alternative print and online media. The press campaign will begin to target 
press with the lead single “Cosmic Dreaming p.2” and the accompanying music video. Judy 
is going to target The FADER as the publication to premiere the single and its video. We 
chose The FADER because they often showcase and promote buzzing new artists and 
therefore we believe that they are the right platform to promote Womb’s single. Additionally, 
Judy and her team will work to secure Stereogum as the platform to premiere the official 
stream of the album one week prior to its release. Once the EP drops Judy and her team will 
be seeking regional publicity during Womb’s tour dates with Hinds. They will also schedule 
SXSW press coverage. We hope the to secure reviews, interviews and streaming publicity. 
Additionally, Motormouthmedia will target regional press that functions in the indie/
alternative space in the cities in which Womb will play shows with Hinds for interviews and 
live show reviews. The majority of the interviews and other types of coverage will be 
finalized and scheduled in the coming months. 

Publicity tools will include 
❖ Biography, photos, press releases, tear sheets and music videos. 

List of top targeted indie music blogs to pitch lead single/music video/EP
❖ Consequence of Sound: Consequence of Sound is an independently owned and 

operated online music publication based out of Chicago, Illinois. They have 300,000 – 
500,000 Daily Page Impressions and 21% traffic increase in three month span. 

❖ Under the Radar Magazine: Under the Radar is an American magazine that bills 
itself as "The solution to music pollution" and features interviews with accompanying 
photo-shoots. Circulation information includes 65,000 total circulation, 15,000 subscribers, 
and 180,000 readers per issue. 

❖ Pitchfork: A Chicago-based online music magazine devoted to music journalism, 
news, album reviews, and feature stories. Pitchfork has a loyal audience of more than 5 
million unique visitors each month with a nearly 30% increase in visits each year. 

❖ Stereogum: Daily Internet publication that focuses on music news and song 
premieres. 
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❖ The FADER: NYC based blog that covers a range of emerging music, style and 
culture. The Fader has a total of 97,500 circulation. 

❖ Buzzfeed music: Buzzfeed is an American internet news media company that covers 
viral news, sports and all things pop culture. They have a popular music section. In 2014, 
Buzzfeed had 150 million unique monthly visitors. 

❖ Paste Magazine: Paste is a monthly music and entertainment digital magazine. Paste 
highlights the best of what’s next in Music, Movies, TV, Games, Comedy, Books, Design, 
Style, Food, Drink, Travel, Tech and more. Since 2002, the site has grow to more more than 
5.6 million unique visitors/month.

❖ Spin Magazine: Spin is a popular music online music publication. Spin’s circulation 
is 459,000.  

❖ Nylon Magazine:  Nylon is a magazine that focus on pop culture and fashion. Its 
coverage includes art, beauty, music, design, celebrities, technology and travel. It’s mostly 
circulation is 225,000. 

❖ Hypetrak: Hypetrak covers updates and information concerning the culture of music 
in various formats.

❖ The Wild Honey Pie: The Wild Honey Pie is a New York based music website.  They 
cover a bunch of different music, but tend to focus mostly on indie of the pop, folk, rock, 
and electronic varieties.

❖ Noisey: Noisey.com itself reaches millions and millions of readers and subscribers a 
month, a must-stop source for new music, investigative journalism, and artist-sourced 
content.

List of regional and other national print and online media will be determined by 
Motormouth Media team. 
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                             COLLEGE RADIO 

We will target college radio stations that are affiliated with CMJ and those that are 
free platform. We will also target stations that we have good relationships with based on 
past projects. Examples of these stations include:

❖  Syracuse University’s WERW
❖  Rutgers University’s 90.3 The Core
❖  West Virginia’s U92 FM 
❖  JMU’s 88.7 FM 
❖  University of Minnesota’s KUOM
❖  Seton Hall University’s WSOU
❖  The College of New Jersey’S WTSR
❖ University of Texas in Austin’s KVRX
❖ University of Texas in Austin’s KUT
❖ NYU’s WNYU-FM
❖ Colombia University’s WKCR-FM
❖ Fordham University's WFUV                            

                                    MERCHANDISE 

Online and show merchandise will include the following:
1.) 150 stickers will be produced. It will feature the album cover. 
2.) T-shirts will also be produced. 115 units will be made. There will be 15 extra small, 

25 small, 25 mediums, 25 large, 25 extra large. It will feature the album cover. 
3.) 25 limited edition posters will be available. It will also feature the album cover.

*See budget for estimated costs for all the above.
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       ONLINE CAMPAIGN/ADVERTISING 

Due to a smaller budget, this project will be primarily advertised online instead of on 
television or in print media. New and emerging social media platforms presents numerous 
opportunities, plus they are often free of cost. 

                  
❖ Periscope: This a new and emerging platform that users to live broadcast their life 

to the world by downloading the app and connecting through Twitter. Followers can 
push notifications while watching the livestream. We will use Periscope to do the 
following, 1.) Live chats and Q&As 2.) Acoustic performances of requested songs 3.) 
Behind the scenes from the road. 

❖ Snapchat: Snapchat is a application that allows users to take photos, record videos, 
add text and drawings, and send them to a list of recipients. This is a platform that is 
used primarily by teenagers and young adults and therefore we can use this social 
networking site to engage fans in similar ways like Periscope. Womb can update fans on 
her songwriting, tour and even show her most candid everyday life moments.

❖ Youtube- Since Youtube is a video sharing platform we will utilize it to share the 
music video for the lead single Cosmic Dreaming P. 2. Moreover, 360 videos are 
becoming increasingly popular online and therefore we should take the opportunity to 
incorporate this trendy aesthetic into our music video. Another, great things we can do 
on Youtube include Q&A videos and other popular tag videos in order to gain and to 
maintain fans. 

❖ Facebook: Facebook is still a popular social networking site that drives fan 
engagement. As a result, we will create a new Womb fan page that will consists of new 
tour dates, personal and professional updates, photos, and new music. This will be one 
of the primarily way to update and engage with fans. We will also promote and 
advertise the EP by purchasing Facebook Ad space.  
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❖ Twitter- Twitter is a social media website that is used to send short messages to 
followers. This is a social media tool that is essential for any upcoming musician. Womb 
will use Twitter to follow music insiders and influencers such as bloggers and music 
blogs,  She will also use it to retweet fans who share her music. She will also use it to 
retweet those that wear or buy merchandise. Twitter is also a great way to show her 
appreciation by replying and following her fans. She will use Twitter to promote/
preview new music, to show new photos and her music videos. Essentially she will use 
Twitter to build a more personal relationship with fans and to project her personality.

❖ Personal website - A new EP is a good opportunity to create a new website. It will 
stick to Womb’s dreamy aesthetic. Before the release date, there will a preorder link for 
ordering a physical or digital copy of the EP. The new website will also have an email 
sign up for updates and monthly newsletter, and it will have tour dates, photos, music, 
videos. It will also include the links to Womb’s social media sites such as Instagram, 
Twitter and Facebook and Youtube pages. It will also have her biography biography and 
journal entries and links to buy merchandise. 

❖ Instagram - This is a popular photo-sharing and video-sharing social networking 
sites that allows users to upload and share filtered images and videos. This would also  
be a great platform for Womb to share and to promote her own aesthetic through sharing 
photos. This can also be a great way to engage with fans by using popular and relevant 
hashtags and by directly following and replying to fans. This is also another tool to 
promote new music and touring information but in a more fun and interesting way. We 
will tease music on Instagram by uploading images and short teaser videos of new 
music and the music video. 

❖ Bandcamp - In the past, Womb has had great success with Bandcamp, as a result, we 
will also put the EP up for purchase on Bandcamp to cater to those who prefer to buy 
music on that platform.  Bandcamp is a music publishing platform that gives musicians the 
freedom to sell their music for the price they see fit.              
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        CONFIRMED TOUR DATES

Date                                                             City                                       Venue 
1/7/2016                                                    Manhattan, NY                   Elvis Guesthouse 
1/14/2016                                                  Manhattan, NY                   Elvis Guesthouse
1/21/2016                                                  Manhattan, NY                   Elvis Guesthouse
1/22/2016                                                  Brooklyn, NY                      Baby's All Right
1/22/2016                                                  Brooklyn, NY                      Rough Trade***
1/29/2016                                                  Boston, MA                         Great Scott*
1/31/2016                                                  Montreal, QC                      La Sala Rossa*
2/2/2016                                                   Toronto, Ontario                 The Smiling Buddha*
2/4/2016                                                    Chicago, IL                         Martyrs*
2/4/2016                                                    Chicago, IL                         Reckless Records***
2/6/2016                                                    Minneapolis, MN              7th St Entry*
2/8/2016                                                    Portland, OR                      Holocene*
2/10/2016                                                  Los Angeles, CA                The Echo*
2/12/2016                                                  Los Angeles, CA                Amoeba*** 
2/14/2016                                                  Houston, TX                       Rudyard's British Pub*            
2/15/2016                                                  Atlanta, GA                         Eyedrum* 
2/16/2016                                                  Carrbora, NC                     Cats Cradle Backroom* 
2/18/2016                                                  Norfolk, NC                       The Parlo* 
3/17/2016                                                  Austin, TX                          Mom+ Pop showcase**      
3/18/2016                                                  Austin, TX                          NPR showcase**
3/19/2016                                                  Austin, TX                          Hype Machine 

*Supporting label-mate Hinds 
**SWSW dates
***In-store dates                       
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                         TIMELINE
October 28th: Meet with Charlotte’s sister who designed the EP cover to sort out the 

legal and publishing information for the image.
November 2nd: Hire new web designer and order merchandise 
November 5th: Finalize budget and marketing plan during the meeting. This is a 

meeting with all the staff who is working on this project. 
November 9th: Execute final publicity shoot for cover images and press only photos
November 12th: Physical copies of the album will arrive on this date 
November 13-15th: Filming of the Cosmic Dreaming p. 2 music video. 
November 16th: Finalize PR written material with Judy and her team 
November 23rd: Final publicity photos will be returned on this date. They will be 

forwarded to Judy immediately as soon as we get them. 
December 2nd: Sending publicity advance mailing to top targeted print and online 

press
December 3rd: Submit the EP to online distribution channels such as iTunes, Google 

music and others. 
December 5th: New website should be done. 
December 7th: Womb’s interview with Village Voice
December 13th: Music video should be edited and finished. 
December 14th: Merchandise should arrive on this date.  
December 15th: Finalize travel arrangement for Hinds tour and SWSW. 
December 15th: Cosmic Dreaming P. 2 single and its music video will premiere on The 

Fader. 
December 15th: Village voice profile/interview goes live 
December 15th: Flyers for Elvis Guesthouse residency should be posted all around the 

targeted neighborhoods. 
December 15th: New website goes live with new music news , new tour dates if we can 

confirm them online by this date and new press images. Updates are blasted on all of Womb’s 
social media sites. 

December 18th: Finalize the details for the EP launch party/show at Baby’s Alright. 
January 4th: Send copies of the EP to national and regional press
January 6th: Send copies of the EP to college radio stations
January 8th: Flavorpill interview 
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January 11th: Premiere and preview a stream of the EP on Stereogum. 
January 11th: Flyers for Baby's All Right show should be posted in targeted 

neighborhoods 
January 20th: Flavorpill interview goes live 
January 22nd: Launch party at Baby’s Alright 10 p.m. 
January 22nd: Rough trade in-store performance 6 p.m. 
February 15th: Hire local Austin street team to flyer coffee shops, record stores etc.  
January 29th - February 18th: Hind tour support 
March 14th: Flyers for SXSW showcase dates 
March 17th- March 19th: SWSW in Austin, Texas 
March 17th: Interview with Austin 360
March 18th: Interview with Deli Magazine 
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                               BUDGET 

*label budget: 7,000 + Charlotte’s is putting 2,000 forward  = 9,000 total to spend

*Total expenses= 8,500 -9,000= 200 leftover  

*radio promotion is done in house at Mom+Pop so it will not factor into the 
marketing budget. 

                                    Merchandise                                 Cost 

Womb T-shirts                                                                          900 

Womb Stickers 50

Womb Posters 50

Website 100

Music video 300

Press photos 100

Facebook advertising 50

Baby’s Alright launch party 300

Tour and travel arrangements 3,000

SXSW budget 650

Motormouth media PR 3,000

Flyers 300

Total 8,800
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                                  References 
❖   http://quickfacts.census.gov/qfd/states/36/3651000.html 
❖   http://austintx.areaconnect.com/statistics.htm
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