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T
he relationship between Facebook, the 
music industry, YouTube and video is 
so convoluted you could make a terrible 

inter-war farce about it.
Facebook, as we have seen, loves video. 

In April 2016, the company’s CEO Mark 
Zuckerberg told the F8 conference, “[I]n a 
decade, video will look like as big of a shift 
in the way we all share and communicate 
as mobile has been.” The company has 
been wooing MCNs, music labels and other 
media owners to upload native video to the 
platform. More recently, it signed a deal with 
Warner Music to use the major’s tracks on its 
 Slideshows  video and photo sharing 
feature. Key to the platform’s move into video 
has been the launch of live video streaming 
platform Facebook Live, which opened up to 
“civilians” earlier this year after initially being 
available only to celebrity users, as well as the 
introduction (in September 2015) of support 
for 360-degree video on the platform.

 Facebook video and the back  
 drop of YouTube disputes 

Facebook also loves music and – generally 
speaking – the music industry loves 
Facebook in return, with the social network 
a key promotional platform for the business. 
The music industry, meanwhile, loves video, 
a long-standing relationship that goes back 

to the days of 
Bob Dylan’s 
‘Subterranean 
Homesick Blues’ 
and The Beatles’ 
first promotional 
clips. Despite 
this, the music 
industry is 
not quite so 

 The music industry is currently attacking YouTube over payment rates and the problems  
 associated with the widening “value gap”. The timing, then, of Facebook’s push into music  
 video could not be better. It is not currently paying any music royalties and allegedly  
 downranking videos that are not native uploads; yet more and more acts are working with  
 the social media site and seeing, for now, its reach as more important than monetisation.  
 Yet all of that looks set to change. If Facebook does start to pay for video streams and  
 properly supports acts, what will that mean for YouTube’s monopoly? 
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keen (for the moment, at least) on placing 
its music videos on Facebook. And that’s 
because Facebook videos don’t pay, with 
labels like Universal maintaining a policy of 
only uploading video clips to Facebook for 
precisely this reason.

As for the music industry and YouTube 
– well that’s complicated. It’s the kind of 
twisted love/hate relationship probably  
best illustrated by the fact that  Radiohead  
 used YouTube  to debut the video for ‘Burn 
The Witch’ six months after Thom Yorke 
compared YouTube’s relationship with music 
to the Nazis stealing art during WWII. And 
just to top things off, Facebook and YouTube 
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you get,” she said. “They started giving us 
what I like to refer to as ‘mad reach’ […] They 
gave us two, three, four, up to 10 times the 
amount of reach we used to see.”

 The great video experiment:  
 toggling between YouTube,  
 Vevo and Facebook 
Is there a way, then, that the music industry 
can fully benefit from the promotional reach 
that Facebook video offers without sacrificing 
YouTube video revenue? Most digital 
marketers think so. Jessica Roe, director  
of digital and social consultancy Level  
Theory, says that  it is important to  
 distinguish between “music videos”  
 – full-length music clips of the type  
 that appear on music TV or YouTube  
 – and “music-related video”.  “On 
Facebook music-related videos are different, 
things like how-tos or studio tours or 
behind-the-scenes,” she says. “Things like 
that are probably more appealing content 
than straight-out music videos.”

Roe says that this distinction is important 
both for financial reasons and also for 
the distinct audiences that Facebook and 
YouTube attract. “Facebook has the ability to 
capture the casual browser,” she says. “Quite 
often if people are sat on a train, they will 
scroll through their Facebook or Twitter and 
they don’t really know what they’re looking 
for, they are just seeing what is interesting 
that comes up on their feeds.”

As such, she believes Facebook video can 
be a key music discovery tool for that casual 
audience – if done well. And this means 
creating native content rather than shipping 
the same video clip to all social media 
platforms, an approach that has the double 
advantage of keeping your “full” music videos 

are hardly the greatest of friends, with the 
former apparently downranking YouTube 
videos in its algorithm as it looks to build its 
own video service.

That’s not to say there haven’t been 
crossovers between music videos and 
Facebook. In 2013, Jay Z premiered the video 
for his track ‘Holy Grail’ on Facebook, with 
the promo available exclusively on  
the channel for 24 hours. This April,  Biffy  
 Clyro  pulled off a neat Facebook double 
by first announcing the cover art for their 
new album, Ellipsis, via Facebook Live, then 
premiering the video for their new single 
‘Wolves Of Winter’ on the platform.

Facebook gently courts  
 the music business 

Perhaps the most ringing endorsement for 
using Facebook as a video platform came 
from  OK Go . In February, that most video-
friendly of bands released their new video, 
‘Upside Down & Inside Out’, via Facebook (a 
week later it was added to the band’s official 

Vevo account). Facebook is understood not 
to have paid the band for the video premiere 
although it has reportedly paid a number of 
media outlets, including BuzzFeed and the 
New York Times, to post to Facebook Live. 

Speaking to Adweek, Ok Go! singer 
Damin Kulash didn’t exactly clear up the 
reasons for the move, explaining, “The 
stars aligned with Facebook this time and 
we were excited to try something new.” 
But it seems likely the band were tempted 
by the sheer reach that Facebook’s 1.65bn 
monthly active users offers. Kulash shared 
some stats with Adweek, including the fact 
that people watch a collective 100m hours 
of video daily on Facebook and there are 
more than 8bn video views on Facebook 
every day. OK Go’s video has been watched 
more than 50.5m times on Facebook so far, 
but only 2.6m times on YouTube.

Claire Mas, now head of digital for 
Communion Music, called organic reach 
“Facebook’s superpower” in a music:)ally 
conference in 2015. “The most powerful 
thing they [Facebook] did [around video] was 
play with the algorithm, the organic reach 



for YouTube, where they can make money, 
and reaching out to Facebook audiences.

Katie Ray, head of digital strategy 
at Method Music says she is currently 
experimenting with different video formats 
for different platforms. “Vevo is a priority 
video platform for us but we are still looking 
at snippets and full-length native videos 
[on Facebook] too and at what point in the 
campaign they are best used,” she says. 
“We are particularly finding native videos 
on Facebook really important on our newer 
smaller acts, where we need video content to 
really gain reach and connect with fanbases.”

Roe says that shorter clips tend to 
work best on Facebook. “Keeping content 
short and snappy, no longer than a minute, 
is probably the best policy,” she says. 
“On Facebook, you have less time to get 
someone to commit to watching. They are 
just scrolling their home feed and watching 
whatever is autoplaying. If it is interesting, 
in three seconds they will carry on; if it is not 
interesting in three seconds they will have 
gone past it.” This rather brutal logic means 
that enigmatic, arty videos, which don’t spell 
out exactly where they are going in the first 
few seconds rarely work on Facebook (see 
box), while subtitles are a must if your video 
features dialogue. 

Sound, too, can be a problem for 
Facebook videos, with recent research form 
Digiday claiming that up to 85% of video 
views on the platform take place with the 
sound off. 

“When people watch video on YouTube, 
they are generally ready for sound,” 
Mas explains. “They might have their 
headphones on, for example. But people 
tend to be on Facebook at all times of the 
day. So they might not be ready for sound 
and most get watched on mute. That 
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means videos that don’t rely on sound 
tend to work better.”

 Taking a bespoke approach  
 for each platform 
Native video doesn’t stop with Facebook, 
though. Video is becoming increasingly 
vital to social media platforms as online 
consumption shifts to mobile – with Twitter, 
Instagram and Snapchat all moving into 
an area where Periscope and Vine already 
operate. And that can mean producing a 
significant amount of bespoke video content.

“We create a specific clip for each 
platform,” Roe says. “That is a balance 
of what works best technically for that 
platform, for example, resizing and cutting 
the length for Instagram, those practical 
parts. And also because you have different 
audiences on each platform.  You tend  
 to get younger audiences using  
 Snapchat and Instagram, so you  
 have to work to a shorter attention  
 span, whereas platforms with  
 slightly older user groups are willing  
 to give someone a bit longer to win  
 them over in the video format.” 

That may sound like a mammoth amount 
of work, but Roe says it doesn’t have to 
be – if you are methodical in your approach. 
“Make the longest video first,” she says. 
“Then go on and edit that for the next 
platform by chopping it up a little bit. Then 
you can export it in different formats, which 
saves you having to completely re-edit. You 
can look to crop it or add titles or pull out a 
snippet that would be interesting.”

Into this field steps Facebook’s new 
live video streaming tool, Facebook Live. 
For the moment, musical uses have been 
thin on the ground: as well as the Biffy 

Clyro album unveiling, SXSW created a FB 
Live portal at this year’s event to aggregate 
artists’ Facebook Live video recordings, with 
St Lucia, Transviolet and Bibi Bourelly all 
taking part. The impact of these live streams 
(which remain archived after recording has 
finished) has been somewhat limited: St 
Lucia’s  SXSW Live video  has been watched 
upwards of 8,400 times to date, while Biffy’s 
album artwork unveiling has 297,000 views 
and 2,500 comments. The same is true of 
Facebook 360 video: Muse’s 360 video clip 
for ‘If I Get High’, recorded at the O2, has been 
viewed around 90,000 times.

On the other hand, Facebook is clearly 
very keen to push both new formats in the 
face of stiff opposition from Periscope (for 
live video) and YouTube (for 360). And this 
can be advantageous for artists and labels, 
as Mas explains. “Facebook have invested 
a lot in live video,” she says. “If a page does 
a live stream right now, it will receive very 
high organic reach on that post, because 
Facebook always tweaks the algorithm in 
favour of new formats it’s trying to push.”

 Facebank: why monetisation  
 will change everything 

For the moment, Facebook’s investment 
in video has made little difference to the 
financial fortunes of artists and record labels. 
But the time when musicians do start to 
make money from their Facebook videos 
may not be far off. Facebook has already 

explored monetisation for videos, launching 
a pilot programme that allowed certain 
media partners to make money from videos 
via in-line autoplay ads in July 2015, while 
in April 2016 Facebook launched Rights 
Manager (essentially its own version of 
YouTube’s Content ID), which is being seen as 
a precursor to wider monetisation plans. 

Mas believes that monetisation for 
videos on Facebook is “pretty imminent”. 
“I don’t think they would have invested 
in Rights Manager if they hadn’t thought 
about launching monetisation,” she adds. 
“The moment they do that, Facebook 
become more than just a large funnel,” Mas 
concludes. “It is a potential income stream 
for us as well, which would be great.” :)

JESSICA ROE’S DO AND DON’TS OF FACEBOOK VIDEO
Don’t do anything that could be deemed by 
Facebook’s automatic systems as being rude or 
offensive. It can affect your ability to promote 
your content as an advert. 

Make sure you get across what the video is about in 
the first three seconds. If you start a video off arty, e.g. 
leaves blowing on a tree, it might look lovely if you know what 
the point of that video is. But if you’re not capturing someone’s 
attention immediately, they are not going to give it a chance. 

Don’t bother doing credits at the end of your video, end titles 
or anything like that. I would go straight in and go straight 
out. The second you start putting in uninteresting content, 
people turn off.

Have a strategy for your Facebook Video tab. You can arrange 
playlists, you can share videos within playlists, you can move the 
tab to a higher ranking option on your landing page. If you are 
uploading a lot of video content, move videos to be the second 
thing there [on your Page] and then take time to organise the 
content on that Page into playlists.
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TOOLS  use those you already have the attention 
of to find another 50k possible followers 
matching age, interests and page likes. You 
can’t judge how many of those 100k will 
actually engage with the advert.

Taylor says otherwise. If you have access 
to the top 1,000 fans via Tradable Bits then 
you can look for 50k lookalikes based on the 
spending habits and behavioural data of 
your top fans. We’re talking about the ones 
who engage, spend money on tickets, share 
content and influence others.

“There’s data everywhere, and clients have 
a decent concept of who’s attending their 
events,” says Taylor. “We unite that to get a 
clearer picture of who their top fans are.”

Essentially, Tradable Bits acts as the 
middleman, presenting your top spenders 
and allowing you to target people through 
them in what is a glorified mailing system. 
Alongside that, it claims to act as an “all-
inclusive toolbox” for digital marketing, 
offering social media aggregations as well. 
In terms of competition, there’s plenty to go 
around; but Tradable Bits seems to focus 
more on the mid-level companies, setting 
its prices between $10,000 and $50,000, with 
an average of about $15-25,000 depending 
on how vast your fanbase is, with a 50% 
discount for non-profit companies.

Great things happen when you can 
personalise your communication with 
fans. (We all remember Taylor Swift’s 
personalised Christmas presents for her 
biggest fans a couple of years back.) For 
larger ticketing and live companies, it’s 
definitely paramount to start connecting 
with your fans; but for smaller labels and 
marketing teams, the question is whether 
or not a personal fan relationship should 
have such a high price tag. :)

With the “internet economy” being the way 
it is, paying for things has become a luxury, 
with adverts growing sharply in length and 
frequency in an attempt to bankroll the 
whole thing. 

Against this acceleration in what TV 
broadcasters used to quaintly term the 
“commercial break”, there’s an increasing 
risk of incessantly pushing products in 
the faces of your audience and frankly, 
irritating them. Targeting is a big buzzword 
to have developed over the last decade; 
with so much data out there, we have all 
the necessary tools to identify our top 
fans through their behaviour on social 
media, their spending habits and levels of 
engagement. So why are we still nagging the 
same fans all over again?

Enter Tradable Bits, a marketing and 
aggregation platform that believes in the 
power of fan-based marketing, where the 
organic relationships you already hold 
should be the basis for your company’s 
expansion. With the pressure to constantly 
be on target for an ever-growing fanbase, 
it’s easy to lose sight of the fans who matter 
most. With all this in mind, Emily Taylor, 
digital marketing manager at Tradable Bits 
spoke to sandbox about how they’re trying 
to solve this problem.

“Our difference is that when people 
expend they think about interest or 
geolocation targeting, whereas we start 
with existing fans and expand strategically 
outward from there,” she explains. “Say you 
have a concert; an ad saying ‘Your friend 

Emily is going to this festival’ is 100 times 
more effective than pushing a vague advert 
out to everyone.”

She explains that the most important 
thing is CRM – that ability to target your 
top fans which will lead you to the most 
important influencers within your audience 
who will then carry your messages further. 
Tradable Bits opens up a database for 
your company where you have access to 
anyone who has ever registered in one of 
your contests, clicked on your ad, voted 
in your poll, made a purchase or visited 
your webpage. Essentially, you’re finding 
the fans who interact, engage, purchase 
and show interest – namely the ones who 
should be targeted.

There are plenty of platforms offering 
databases full of a client’s social followers, 
alongside any publically available data 
scraped from platforms and used to target 
them time and time again. This platform 
claims to only store data on the profiles 
of people who have willingly given it up 
for contest applications and purchases. 
As Taylor says, “We don’t want your info if 
you’re not interested.”

How do you get this data? Tradable 
Bits offers straightforward campaigns 
that work with Facebook and microsites, 
providing contests, coupons, photo polls, 
quizzes, streaming contests, wish lists and 
sweepstakes with entry forms that extract 
their data, leaving you with profiles of the 
ones who are engaging with you. This also 
offers more information to cater to your 
audience, rather than sending a mundane 

all-for-one email asking them to buy yet 
more tickets to something.

Many of the platform’s clients include 
major live operators such as Live Nation and 
Ticketmaster as well as festival empire C3 
Presents. It’s easy to see how technology 
like this could help these kinds of clients; a 
database full of your past consumers’ data on 
spend and frequency makes it all too easy to 
retarget them appropriately. But there’s room 
for the record industry, too; Universal Music 
Group are clients as well as 604 Records, 
showing potential for smaller labels.

Take Facebook’s Lookalike Audience 
maker. Anyone can go into Facebook’s 
business platform and create an audience 
to advertise to what “looks like” your current 
audience. So let’s say you want to increase 
your current 500k followers by 10%, you can 

TRADABLE BITS
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 The latest projects from the digital marketing arena  CAMPAIGNS
With hipsterised adult colouring 
books proving a publishing 
phenomenon, the timing of Chance 
The Rapper’s new album (amazingly 
titled Coloring Book) is perfectly 
surfing the zeitgeist. But that is 
possibly the least interesting thing 
about it all. 

His third album (or, as he prefers 
to term them, mixtape) arrived 
exclusively on Apple Music, 
making it onto a very limited list 
of streaming exclusives that didn’t 
fall on their faces (hello, Kanye; 
hi-ya, Rihanna). 

In fact, this is actually a glorious 
moment for the digital music industry; there 
have been plenty of streaming milestones 
this year, Beyoncé (Tidal) and Drake (Apple 
Music) have helped to break streaming records 
since April. Now Chance has created another 
landmark – Coloring Book was initially released 
with no retail or download option, making it the 
first ever album to get into the Billboard 200 on 
streams alone. 

There has been a clear lead up to this point. 
Kanye West’s The Life Of Pablo was the first 
album to make it to #1 on the Billboard 200 with 
over 50% of its album equivalent sales coming 
from streams. Apple Music, however, has well 
and truly trumped Tidal’s exclusive attempts; as 
initially the only place to listen to Coloring Book, 
it generated 57.3m streams in its opening week, 
accounting for 38,000 equivalent album units in 

the US. Chance hasn’t made any vast claims  
of perpetuity either, promising the exclusive 
would only last a fortnight and the album  
made its way onto other streaming platforms 
on 27th May.

Chance also created an event called 
Magnificent Coloring World, held a few days 
after the album’s release in Chicago. The  
tickets, priced at $40-60, sold out within a day 
for the event held from 2pm until 10:30pm in a 
secret location in the city. It was not a private 
concert as suspected, but rather an interactive 
listening experience. 

Despite being friends with Kanye West, 
Chance’s event was also much more than 
Kanye’s laughably self-indulgent live stream, 
debuting The Life Of Pablo alongside the launch 
of his new fashion line which, due to buffering 

issues on Tidal, became a bit of a 
dog’s dinner. 

Magnificent Coloring World 
was an interactive funhouse 
designed to reflect Chance’s 
album, made up of nostalgic 
board games, bouncy castles, 
colouring pencils everywhere and, of course, 
beer on the house. 

The event was to thank those fans happily 
taking a punt to pay $60 for something 
completely unknown: a celebration of 
collaboration and an exchange of gratitude 
between artist and fan. It has been suggested 
that he ended up losing $250,000 on the event 
and, unsurprisingly, is keen to have sponsors 
involved if he does it again. Coloring Book has 
also, inevitably inspired a real colouring book 

to be produced by alternative merchandise 
company The Interns, which is now allowing free 
downloads from its website.

This is certainly one of the more genuinely 
exciting exclusives we’ve seen recently. Chance 
has proven the momentum behind streaming 
by removing the option of downloads and 
purchases – keeping faith with the digital world. 
This was a brave move that will hopefully see 
more artists trusting streams to get them to 
the charts alone, creating a brighter and, ahem, 
more colourful future for streaming.

TAKE A CHANCE ON HE
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 The latest projects from the digital marketing arena  CAMPAIGNS
We’ll always remember the mobile game 
that really took the App Store by storm – Kim 
Kardashian: Hollywood. The Glu mobile title 
earned an astonishing $80m in 2015 alone, 
making way for a subsequent game based 
around the life of Katy Perry. 

That one, however, flopped magnificently, 
with Glu stating that it was harder than it 
anticipated to convert Perry’s millions of social 
media followers into virtual gaming spenders.

Now Britney Spears, with only around half of 
the social followers Perry has accumulated, is 
trying her hand at mobile gaming with Britney 
Spears: American Dream. It treads much the 
same path as previous Glu games: become a 
star with the help of your new digital pop pal 
(Britney), who guides you through recording 
studios, shooting promo videos and (oh-oh) 
navigating the threat of your pop nemesis who 
is also dreaming of the A-List life. 

So basically it’s a lot of tapping, sassy 
cartoon characters and in-app purchases, 
ranging from the reasonable ($0.99) to the 
wallet-detonating ($79.99 for the Supreme 
Gem Pack), which miraculously seems to have 
made it to #8 of the in-app purchases on the 
App Store.

The problem with Katy Perry: Pop was a 
lack of actual music, which is slightly improved 
with the Britney game, offering links to Apple 
and Google Play’s music streaming platforms. 
Another issue was clearly less of a relationship 
with her followers. With Taylor Swift lined 
up to make a go of Glu gaming, it will be 
interesting to see if another artist’s audience 

takes the bait.
With her new album apparently coming 

“later in 2016”, alongside Vegas tickets 
selling for between $55 and $858 and more 
comebacks than most pop stars experience, 
Britney Spears: American Dream is a bit of an 
experiment compared to Glu’s track record. 
Will it be as huge as Kim’s Hollywood, or flop 
like Perry’s Pop? If her rollercoaster career has 
taught us anything it’s that only a fool would 
write her off completely.

Paul McCartney has been part 
of the virtual reality (VR) game 
for a while now – a rare example 
of a “heritage act” who seems 
genuinely interested in new 
technologies rather than one 
being advised to jump on the 
departing bandwagon in order to 
appear in touch. 

In 2015, for example, he released 
a VR experience in conjunction 
with Jaunt (the first of its kind 
for the app) where he played 
at Candlestick Park in San Francisco for 
Google Cardboard users around the world.

McCartney has long been considered an 
innovator and future thinker (a lot of The 
Beatles’ biggest studio experiments were 
down to him) – and he hasn’t failed us yet. 
In another collaboration with Jaunt, he is 
now releasing a six-part VR documentary 
series ahead of his forthcoming new 
compilation album, Pure McCartney, where 
viewers will be offered an “immersive, 
cinematic experience”. Filmed in his home 
studio, McCartney has got some of the 

best names in the VR industry to help him 
build these videos, delving into some of the 
songs that will be included in his album.

The first two episodes were released 
last week and are available to view 
via the Jaunt VR app or on desktop as 
a 360-degree video. McCartney talks 
through the processes behind some of his 
biggest songs, complete with video clips 
and photographs; despite a vague whiff 
of Windows Movie Maker, the episodes 
provide an intimate experience with one of 
the world’s biggest music icons.

So far there’s no mention of streaming 
for the compilation release, which is 
made up of 67 tracks from 1970 to today, 
spread across 4 CDs – which would be 
disappointing for such an innovative VR 
release surrounding it. Still, VR doesn’t 
come cheap, so perhaps even one of the 
world’s richest musicians still needs to 
make some cash back. 

OOPS!... I DID IT: A GAME PAUL McVR-TNEY
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BEHIND THE CAMPAIGNLISSIE

Leaving a major and  
joining an independent
She was signed to Columbia for her first 
two albums so this is the first album she 
made as an independent artist. She had 
come off Columbia and felt a bit deflated. 

She wasn’t interested in making an album 
just yet so she went away; but she had 
a few songs and started working with 
friends to finish them off. 

Before long she’d ended up writing what 
became this album very organically. In the 

past she had had deadlines to write to and 
songs that were re-worked. She felt it was 
the best thing she had done and wanted to 
put it out there. 

Before we had officially come on board, 
she had already booked a solo tour. She 

wanted to hit the road with a guitar to  
just play in front of people solo.  It all fell  
 into this ethos of the independent  
 artist, who was very open and  
 honest – almost going back to  
 her roots. It really came through  
 on this album. 

We started working with her around 
September/October last year. She did 
her solo tour in November and played the 
Union Chapel in London – and that sold out 
in 24 hours. 

The album needed a little bit of 
mastering when we got involved but, 
as regards being a product that she 
had made, it was pretty much complete 
when she came to us. It was very organic 
and was something she had wanted to 
make without any external factors being 
involved. That’s why it turned out to be 
such a personal and honest record. 

Using the tour as the step  
into the album campaign
Her UK tour was booked and ready to go, 
so for us it was about getting the word out 
there about the album before she went on 
the road. 

We announced the album in early 
November. In the last week of October, 
Lissie went online and did a to-camera 
message saying she had some exciting 

news coming and telling people 
to stay tuned. We wanted 
to play to the personal, open 
and honest vibe that she has 
with her fans. She did the 
pre-announcement and then 
a week later we went out with 
the album announcement and 
we also put tickets on pre-sale 
for a show at Shepherd’s Bush 

After two albums on Columbia, US singer Lissie moved 
to independent label Cooking Vinyl in 2015. My Wild 
West is her first album under this new deal and was 
released on 12th February. MARCUS KNIGHT, product 

& marketing manager at Cooking Vinyl, explains how a 
solo tour and radio play were used to build interest for 

the new album, why changes to UK chart rules meant 
album sales at her shows became more important, how 

bundles with customised merchandise were used and 
why a partnership with a water charity created a new 

type of pay-what-you-like download. 
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Empire in London. As we had had such 
a good response for sales for the Union 
Chapel show we had good expectations for 
this new London show. 

When we went live with the album pre-
order, we had album and ticket bundles to 
utilise the fact she was playing a London 
show around the release. We also did 
various other bundles that were designed 
to give something extra special to the fans. 
There were signed art prints and exclusive 
T-shirts for people ordering the bundles. 

Additionally, we did a really nice fan 
deluxe bundle that had the CD, the signed 
art print, the vinyl and the T-shirt. But on 
top of that they got a meet & greet with 
Lissie at the London show. Fans also got 
their picture taken with her and that was 
then used to make their own custom 
picture disc vinyl. It was something special 
and returns to that notion of the intimate 
and honest relationship between her and 

her fans now she is an independent artist. 
As we had to make it exclusive audio, 

Lissie ended up using some demos 
because using the singles made it a bit 
complicated in terms of the chart rules. 
She had a contact in the US who made the 
picture discs there. 

The importance of radio  
leading into the album
When we announced the album pre-
order along with the London show ticket 
pre-sale, we went out with an instant grat 
track from the off. At the same time, we 
had a video exclusive that went out and we 
put online through  Drowned In Sound . 
That was to get the fanbase engaged and 
get new music out to them so they could 
start getting invested in the album. 

The instant grat came out in early 
November around the album pre-order. As 
the album was out in early February, we 
wanted a single that impacted around that 
time. But we didn’t want to start servicing 
it around Christmas time because, unless 
you’re a huge star or it’s a Christmas song, 
it’s difficult to get on radio at that time. 

We also wanted to make sure we got a 
single out there and a bit of airplay before 
the solo tour started. We took a track to 
radio and had a Radio 2 premiere on Ken 
Bruce’s show with ‘Don’t You Give Up On 
Me’. That became our first radio single 
and then the plan was to come back in the 
new year and service it fully to radio and 
approach the playlist teams at that point. 
In mid-January we got Radio 2’s Record Of 
The Week which was then followed by an 
A-list inclusion the week after. 

 Her fanbase is still strongly  
 reliant on radio airplay and I don’t  
 think we could have really built  

 the campaign without having that  
 piece of the puzzle there. Having  
 radio play was a huge part of the  
 campaign itself. 

Building fans online
From the start, we have been collecting 
and building data from people who are 
visiting her site and interacting with her 
Facebook page. She uses her Twitter 
as her own platform to express herself 
whereas Facebook is a little more 
regimented; but we wanted to make sure 
we were regularly updating it and putting 
fresh content out there. 

Through the campaign it’s about 

BEHIND THE CAMPAIGNLISSIE

keeping it fresh and keeping the content 
flowing. The main thing where we really 
started utilising the digital assets was as 
we moved into the album release. From 
our point of view, what we wanted to do 
was make the most of the fact we had 
been collecting data and using it to help 
connect the dots. She was getting plays on 
Radio 2 and at the same time was getting 
really good press coverage.

On the digital side, we wanted to make 
sure we were picking up anyone who was 
paying attention to what was happening 
out there. What we wanted to do was to 
take the targeting we’d got and contact 
the fans through Facebook,  Twitter  and 
Instagram advertising. 

We wanted to make it more specific 
than the generic “buy the album” 
messaging. We wanted to customise it and 
ensure we were honing in our dialogue and 
our calls to action on the platforms. 

Everyone uses pre-roll adverts today, 
but rather than just have this 15-seocnds 
of content and putting it up across all 
platforms, we tied it in with header and 
footer calls to action. Rather than having 
the message pop up at the end to buy the 
album, we had a good press quote at the 
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top of the ad and then at the end a call to 
action to click through to buy the album. 

It was making the call to action really 
clear and specific to whatever network 
we were putting it through so we were 
accurately engaging with whoever was 
using that particular platform. The result is 
that it makes your digital targeting far more 
effective. Not only are you spending more 
time getting to those people, when you are 
making contact with them you are making 
it very easy for them to take the direction 
you’d like them to. 

Availing of the new UK chart rules  
around albums sold at gigs
That was something we did for the two 
shows when she was in the UK on the 
week of release – Oxford Academy and the 
Forum in London. Because she was around 
in that first week, adding additional sales 
in that week can make a big difference to 
that week-one chart position. For us that 
was important. 

For every album up to this point, Lissie 
had albums going into the top 20 and 
that was something I didn’t want to lose. I 
wanted to keep that consistent and show 
people that, even though Lissie is no longer 
on a major label, she is still as current and 
relevant as she’s always been. I think we 
managed to do that. The album went in at 
#16 which was her joint highest position 
[for her debut album]. For me that was 
incredible and a real achievement. We 
managed to do that by selling the album at 
the shows [which count towards the chart] 
and also making the most of her time in 
the UK. 

We did two HMV in-store signings. They 
were really successful and she was signing 
for hours. She had a conversation with 

everyone who came up and it goes back 
to her open and honest relationship with 
her fans. Ultimately putting that message 
across is what enabled us to really push 
the album into the successful week-one 
position that it had. 

Physical and digital
 We didn’t window it or limit it to  
 any digital platforms. We wanted  
 to get it out to people wherever  
 they wanted to listen to it. The  
 services were supportive across  
 the board.  Spotify put various tracks in 
different official  Spotify  playlists and they 
also had it in the featured albums section 
on the week of release. On iTunes we 
also got great support and it was on the 
playlists on Apple Music. We also got a  

 7digital album of the week  and they had 
an exclusive interview with Lissie along 
with a free download. Napster also made 
us album of the week. 

It was really encouraging to see a lot 
of these digital retailers come on board 
and get really supportive even though 
we weren’t able to offer them anything 
significant in terms of exclusive content, 
which is often what you have to do to 
secure that level of promotional support. 
They were all involved in getting behind a 
genuine artist. They believed in the record 
just as much as we did.

Her fans are more of a traditional 
audience in regards to their buying habits. 
They are more likely to hear songs on the 
radio and buy physical product as opposed 
to streaming. That is not to say she doesn’t 

have good streaming numbers but it’s just 
her fanbase will go out and buy physically. 
It’s 65/35 physical and digital. That refers 
back to her fans who are really buying into 
the personal aspect of the album and being 
part of the story. It feels like lots of the 
parts of this campaign point back to that. 

International Women’s Day  
and charity: water
We had taken ‘Don’t You Give Up On Me’ 
to radio. We felt it was the song that was 
really going to help us at radio and the 
Radio 2 listeners were going to respond 
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to. But there was another standout 
track on the album called ‘Daughters’. It 
wasn’t really appropriate for radio and 
speaking to Lissie she said it was about 
female empowerment [so wanted to do 
something with it]. We wanted to get this 
song out there in its own right and thought 
about how we could do that. We decided 
to do something around International 
Women’s Day as, lyrically, it goes hand-in-
hand with the day. 

Rather than putting it out as a single 
product, delivering it to DSPs and giving 
money back to charity, we wanted to try 
something a bit different. We decided to 
do a pay-what-you-like download. We told 
people it would be available for two weeks 
on Lissie’s store were you can download it 
and, if you choose, you can go through to a 
charity website and you pay however much 
you want. 

The response was amazing. We raised 
over $4,500 and, compared to the actual 
number of downloads, that was really 
significant. It was for a good cause and 
people were really moved by the work she 
was doing. Rather than paying $0.99 for 
a single, they were paying $5 or $10 and 
people who really supported it were paying 
$50 or $100. This was all just from a free 
download; but because you are motivating 
people and making it their choice, and 
you are allowing them to get involved in a 
project you are running, it mobilises them 
in a special way. 

It produces a much better result overall. 
That was the premise of what we did and 
we also partnered with charity: water. They 
told us that in many developing countries 
it is the women who have to walk for hours 
and hours on end [to collect water] but 
when you provide clean water in these 

places it actually frees up their time which 
means they can go to school. It can really 
empower them. That was a good thing for 
us to get involved in and was something 
Lissie felt passionate about. 

We teamed up with them and they 
allowed us to use footage of their work on 
the ground to make a video for the song.  
 We teamed up with Vevo,  
 who had supported us in the past  
 on the first single and gave it 2m  
 impressions. The last time we  
 saw impressions that big on Vevo  
 was on a Prodigy video. It was good 
to see them support a medium-sized 
artist. Once we made this video, we went 
to Vevo and asked them to support it  
and they gave us another 2m impressions 
for the charity video. We also got a  
press premiere with Glamour 
magazine. It’s a non-traditional music 
magazine but it played perfectly with 
what we were doing. 

Because the free download was 
happening for a couple of weeks we 
also wanted to do something that was 
pinned to International Women’s Day. We 
looked at the idea of doing a Facebook live 
stream. The idea was that Lissie would go 
onto  Facebook , live stream at a particular 
time and would talk about her involvement 
with International Women’s Day, the 
meaning behind the song, charity: water 
and so on. Then she performed the song 
live on Facebook and after that she did a 
Q&A with fans. 

Keeping the momentum going
This all managed to keep the momentum 
going into the second single. While the 
International Women’s Day involvement 
wasn’t intended to sell records it did help 

push her out to a new fanbase who will 
hopefully, down the road, continue to 

support her. As an artist, it did a lot 
of good for her in helping develop 
her fanbase. 

We have the second single at 
radio now and that went onto the 

Radio 2 B-list. We went with that 
pretty much straight after the album 

to keep the momentum going. 
We are looking to service a third single 

a few weeks after that will impact around 
the Isle Of Wight Festival [in June]. It will 
continue through to festival season and is 
about keeping that momentum going.   :)
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music:)ally is a music business 
information and strategy company. 

We focus on the change taking 
place in the industry and provide 
information and insight into every 
aspect of the business: consumer 
research analysing the changing 
behaviour and trends in the 
industry, consultancy services to 
companies ranging from blue chip 
retailers and telecoms companies 
to start-ups; and training around 
methods to digitally market 
your artists and maximise the 
effectiveness of digital campaigns 
as well as events. 

We are now also offering digital 
marketing services to labels, artist 
managers, artists and other music 
related companies from campaign 
advice and strategy through to 
implementation and execution.

 Clients include: 

Universal Music, Warner Music, 
Sony Music, Spotify, Deezer,  
Ignition, Beggars, Modest, Red Bull, 
Shazam, Domino and more

If you have a digital campaign 
related story for sandbox,  
please contact Lil Patuck on 
lil@musically.com

If you’d like to talk to us about our 
digital marketing/mentoring
training services, consultancy or 
specific research services, please 
contact Karim Fanous on 
karim@musically.com
 
If you’d like to subscribe, add 
new subscribers, or talk about 
a corporate deal please contact  
Anthony Churchman on 
anthony@musically.com

 Digital marketing services 

 Campaign support services: 
• Strategy
• CRM and Email tools
• Digital housekeeping
• Social networking updates
• Search and online advertising
• Mobile applications
• Blogs and online PR outreach
• Measuring campaign  
   effectiveness

Contact Karim Fanous on  
karim@musically.com or  
+44 (0)20 7250 3637 to discuss  
your digital marketing needs.

 Training services: 
• In house company mentoring
• Workshops
• Digital briefings
• Digital MOT sessions

music:)ally has delivered digital 
marketing training sessions for 
a wide range of clients including 
Universal Music, EMI, AIM/London 
Connected and many individuals

Check out music:)ally’s training 
opportunities here 
 
Contact Anthony Churchman on 
anthony@musically.com or  
+44 (0)20 7250 3637 to discuss  
your training needs 
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