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 Brands used to chase the biggest celebrities to hitch their wagons to – and often they were pop  
 stars. In the age of social media, however, a new class of celebrity has stepped forward; famous  
 on Twitter and Instagram – and the music industry is increasingly keen to work with them to  
 net millennials who sit outside of the reach of traditional media. It quickly became an arms race  
 around follower numbers, but many are starting to question if biggest really is best. A focus now  
 is on recruiting micro-influencers: those who might sit a few tiers down but actually reach the  
 right audiences. A shared passion and a shared trust are now more important and effective than  
 a Kardashian lazily tweeting about a product in exchange for a ludicrous fee. This might seem a  
 new utopia but, as the Fyre Festival proves, the wheels can still spectacularly come off. 

FROM MACRO- TO MICRO-INFLUENCERS

UNDER THE INFLUENCE
I 

f you have had your ear to the digital 
marketing ground over the past year 
you will doubtlessly have heard of – 

and most probably referenced – “micro-
influencers”, a term used for small-scale, 
yet influential, social media users; those 
who are characterised more by their level of 
engagement than their number of followers.

Definitions, of course, vary somewhat. 
Australian micro-influencer platform Tribe 
says micro-influencers have between 3,000 
and 100,000 followers on Instagram or any 
social media platform; UK-based digital 
marketing firm Takumi, which recently 



raised £3.2m to continue developing its 
platform for targeting micro-influencers 
on Instagram, defines them as people with 
between 1,000 and 200,000 followers on 
social media; while Crosshair, the music arm 
of US digital marketing company  Gyrosity  
Projects, requires micro-influencer curators 
to have at least 500 playlist followers on 
Spotify, 2,500 Instagram followers, 1,000 
YouTube subscribers and 1,000 Twitter 
followers. On a more specialist music 
level, micro-influencers can be people with 
popular Spotify playlists or even podcasts.

These are not, in other words, the huge 
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shared passions create engagement: a 
recent survey by influencer marketing 
platform Markerly showed that for unpaid 
posts, Instagram influencers with fewer 
than 1,000 followers have a like rate of about 
8%, which falls to 4% for those with 1,000 to 
10,000 followers, 2.4% for those with 10,000 
to 100,000 followers and 1.7% for 1m to 10m 
followers.

To further her point,  Markerly  CEO 
Sarah Ware told DigiDay that when her 
company engaged with the Jenner and 
Kardashian sisters on Instagram on behalf 
of a tea company, they brought in hundreds 
of conversions. But by activating 30 to 40 
micro-influencers the brand was able to 
convert at a higher level.

Takumi co-founder and CEO Mats 
Stigzelius says that micro-influencers exert 
“much more real influence and provide real 
ROI for brands and agencies they work 
with”. “For example, from our own research, 
we’ve found that micro-influencers actually 
generate a higher engagement level of 2.9%, 
due to having audiences that are more active 
and genuinely interested in the content 
influencers are posting.”

 
PUTTING A VALUE ON  
TRUST AND WHERE  
MUSIC CAN STEP IN
The reasons for this success are fairly 
obvious: on the whole, the smaller the 
number of connections you have on social 
media, the closer you will be to them. What’s 
more, micro-influencers are less likely to 
taint their social media credibility by taking 
too many paid endorsements, which means 
that their online recommendations are more 
likely to come across as genuine. Tribe’s 
roster of micro-influencers, for example, are 

music, film, TV and 
sports stars with 
millions of followers. 
Nor are they, well, you 
with your 500 friends 
and family. Instead 
they sit somewhere 
in between. Anthony 
Svirskis, CEO of  Tribe, 

defines them as 
influencers who have 
influence “purely 
because they had 

passions”.  “Their audience is small  
 compared to a celebrity, but the  
 nature of followers was far more 
trusting, because it was an opt-in  
 by choice,”  he says. 

 
SHARED PASSIONS  
TRUMP SCALE

These kinds of influencers, Svirskis adds, 
tend to attract people who share their 
passions, rather than the often voyeuristic 
fans who flock to celebrities. And these 

encouraged to only endorse brands they 
would actually buy, at risk of coming across 
as insincere otherwise.

“Influencer marketing is still effective 
when they’re looked at as peers,” 
HelloSociety CEO Kyla Brennan explained 
to AdWeek. “When it comes to celebrity 
accounts, who have maybe millions of 
followers, nobody actually believes that a 
celebrity is a real fan of a product they’re 
trying to sell.”

That may be workable if you are  Kim  
 Kardashian , who reportedly earns upwards 
of $10,000 a go to tweet to her 52.8m 
followers, thanks to the sheer numbers 
she offers. But Svirskis believes that 
micro-influencers cannot risk alienating 
their audiences in this way. “They are the 
gatekeepers of their own credibility. If they 
are seen to be selling out, if they are seen to 
be creating content that their audience has 
no interest in, their audience just unfollows 



them,” he says. “Because they have built 
their audience over two or three years, 
through personal conversation and finely-
crafted content, they are very unwilling to 
jeopardise that for a quick buck.”

Naturally, the music industry has been 
quick to adopt micro-influencers as their own. 
And with good reason: Stigzelius says that 
the influencers his company works with tend 
to be “passionate music fans”. “Profile-wise, 
they are Instagrammers who have a healthy 
level of followers, who are knowledgeable 
and credible about music to their followers 
and who also actively take part in discussing 
it,” he explains. “In reality, these influencers 
appeal greatly to brands as they are authentic 
fans who are able to drive higher engagement 
levels with their audiences.”

All three major labels are understood 
to be working with micro-influencers, with 
Sony Music Australia and Universal Music 
Australia among Tribe’s clients.  Takumi , 
meanwhile, has worked with Sony to launch 
new tracks from up-and-coming artists as 
diverse as rapper Yungen and cellist Tina 
Guo, as Stigzelius explains.

“The brand was looking to reach more 
grassroots groups of music Instagrammers 
through micro-influencers. The content 
from these influencers on Instagram was 
interesting, as the pictures were based 
mostly on what they were actually doing  
at the time of listening to a song from  
 Yungen  or  Tina Guo ,” he says. “Influencer 
marketing campaigns for record labels are 
all about reaching authentic fans, all with the 
aim of talking about an artist’s new music.”

 
WHERE 1D LEAD,  
OTHERS FOLLOW

Tribe’s work with Sony Music Australia on 
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the launch of One Direction’s 2015 album, 
Made In The AM, is a fascinating example of 
how micro-influencer marketing can work. 
The company called for its micro-influencers 
to pitch marketing ideas to promote 
the album, with Australian “nail artist” 
OhMyGoshPolish submitting an idea that 
would see her paint “One D” and “Made In 
The AM” on her nails and post the results to 
Instagram, where she has 1.3m followers.

“The audience of someone who paints 
their fingernails is very much likely to be 
teenage girls, maybe to early 20s, maybe 
a bit younger than teenage,” says Svirskis. 
“There is a very strong alignment with 

people who want to buy a One Direction 
album.” 

The resulting post has attracted 14.3k 
likes and almost 800 comments to date 
and cost Sony $2,500 AUS (about £1,446), a 
price that – as Svirskis notes – includes all 
production and creative costs. It was also 
hugely original. “There is no creative agency 
in the world that would be pitching Sony 
and coming up with that idea,” Svirskis says. 

“The nature of the creative content itself was 
absolutely unique. Here we had a situation 
where the influencer was the creative, in 
their voice, to their audience, in a way that 
they felt comfortable doing it.”

Not only that but Sony could also 
instantly track the results by watching the 
likes spiral upwards on Instagram. This, 
clearly, is another advantage of micro-
influencer marketing (and, indeed most social 

‘WHITELISTING’  
IS THE NEXT STEP  
IN INFLUENCER  
MARKETING
Whitelisting is the (white) hot topic in 
influencer marketing right now. But what 
is it? It’s essentially a list of influencers 
who are safe hands for brands and 
others looking to do more here – an 
influencer kite mark of sorts.

These whitelists not only identify 
influencers who are unlikely to make 
any posts that could compromise or 
embarrass a brand, they will also to help 
those brands screen out people who’ve 
already worked with their direct rivals in 
the past so there is no duplication. 

It’s a logical development: early 
influencer-marketing saw agencies 
promising to identify the social stars with 
the maximum reach and engagement 
from fans. It makes sense that they’ll 
also now work ‘brand safety’ into those 
recommendations for clients.



media-based marketing). But Svirskis says 
that micro-influencer marketing should not 
be assessed in terms of concrete financial 
return on investment.  “If you say,  
 ‘I want to spend $2,000 and get  
 100 downloads,’ you are far better  
 off doing it through Facebook or  
 Google – just straight-out ads,”  he 
says. “We don’t promote it [Tribe] as an 
ROI form of marketing. We don’t deal with 
massive budgets. If a brand has a $250,000 
budget, we might take $5,000 of it. So it 
starts to become a support mechanism 
around the marketing mix.”

BONFYRE OF THE VANITIES: 
HARD LESSONS LEARNED
Of course, influencer marketing – and 
micro-influencer marketing with it – are not 
without their problems. The models booked 
to promote the disastrous  Fyre Festival  on 
Instagram are almost certainly regretting 
that decision now, with festival backlash still 
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in full force one month after the event, and 
there have been moves by the Advertising 
Standards Authority in the UK and Federal 
Trade Commission in the US to increasingly 
regulate this area, with influencers obliged to 
use identifiers like “ad” in promoted posts.

Svirskis says regulation hasn’t proved a 
problem. “If you are a music influencer and 
your audience follows you for your music 
advice and suddenly you put out a piece of 
sponsored content about car insurance, that 
is when you start to get negative comments 
and audience backlash,” he says. “Now every 
post that is built through the Tribe app, the 
first hashtag that influencers add is hashtag 
‘ad’. They would have to actually remove it 
not to include it […] It’s not an issue at all. It’s 
not an issue for brands and it’s not an issue 
for influencers.”

Compare this to the countless thousands 
of social media users who have quietly built 
up large followings without ever crossing 
into the mainstream – one of Tribe’s best 
influencers is a Lego animator, for example – 

QUALITY FIRST
By Music Ally’s Wesley T. A’Harrah
When working with micro-influencers, or 
even major-influencers, the overall goal 
typically shouldn’t be around trying to 
reach a certain number of eyeballs or 
getting a certain number of conversions 
out of a campaign. It’s about putting the 
qualitative element first – how those fans 
are being reached and made aware of 
whatever the campaign is driving – and 
putting the reach itself and the eventual 
hope of conversions second. If you 
want to get a thousand impressions, you 
can put a Facebook adset on, set your 
manual bidding to $0.75 CPM and – 
boom! – you’re able to put your content 
in front of 10,000 people for $7.50. And 
that’s 10,000 people who might actually 
be interested in your artists, based on 
their targetable in-platform affinities, and 
might be a Spotify user on top of that, 
based on their targetable in-platform 
connected apps. One of the biggest 
ways campaigns tend to use influencers 
differently from traditional marketing 
methods is when there is a call to action. 
Whether it’s to create something, like 
with musical.ly or on Instagram, or to 
say something on Twitter or YouTube, 
each platform’s influencers will have 
different types of influence over their 
fans. It’s absolutely essential to focus on 
just what that influence is on a case-
by-case basis in order to make sure the 
best creative and best message is getting 
out to the audience in the most action-
inducing way. 

and who are ripe for micro-influencer status 
and you have a world that could grow and 
grow. “It isn’t the people that you know; it’s 
everyone else that you don’t know,” Svirskis 
concludes, when contemplating the scope 
of the micro-influencer field. “And there are 
millions of them.” :)

TRIBES WORK WITH SPOTIFY
In 2016, Spotify was looking to promote its Discover 
Weekly feature in Australia on Instagram. “We are in 
an extremely crowded streaming market in Australia 
– the most crowded in the world,” Spotify director of 
marketing, Asia Pacific, Serena Leith, explained in a 
video for Instagram. “So we have to communicate 
our differentiation piece really clearly to a market 
that has a nose for inauthentic marketing.” With 
this in mind, Spotify submitted a marketing brief 
via Tribe, looking for “hyperlocal content that was 
suitable to showcase the Discover Weekly features”. 

“One of the biggest challenges for us in the 
Australian market is finding assets that really work,” 

Leith explained. “We wanted to bring Discover 
Weekly to life on Instagram, creatively, so we 
balanced our use of global assets with locally 
curated assets to make it feel truly Australian and in 
a format that was perfect for Instagram.”

Spotify ended up choosing five pieces of content 
submitted by influencers via Tribe, which it ran as 
Instagram ads, using custom audience segments 
to increase relevance and efficiency. “The five 
pieces of creative that we chose were the ones we 
felt were most authentic to what Discover Weekly 
meant and the user experience of Spotify; so it 
needed to feel funny, on-brand, authentic and truly 

Australian,” 
said Leith.

“For the 
first time 
ever we 
are able to really truly see what success looks 
like through traffic and clickthroughs on our 
Instagram paid campaigns,” Leith concluded. “It 
is a great way to visually showcase our product 
and to get artists engaged with us. Success for us 
is increasing brand awareness, increasing traffic 
to the Discover Weekly platform and, of course, 
increasing monthly active listens.”
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TOOLS  

As capturing data on audiences becomes 
simpler, more accurate and more 
manageable, marketers constantly have 
to search for new ways to identify and 
reach fans who are similar to their existing 
audience. Facebook, Snapchat and other 
advertising platforms offer advertisers the 
ability to create lookalike audiences using 
audience data files, utilising the platforms’ 
algorithms to match up users who are (by 
algorithmic standards) 90-99% similar to 
the people within a data file. Make The 
Link is hoping to supercharge this. 

Using lookalike audiences to build 
an audience can be markedly more 
efficient than broad-strokes targeting by 
demographics, geography and region; but 
the ability to successfully create powerful 
lookalike audiences is still dependent on 
the ownership of a fairly large first-party 
data file. And so the question of how to best 
gather ownable data remains: is it from 
sales, mailing lists, social media-connected 
apps – or something we haven’t yet tried?

Make The Link has been in stealth 
mode over the past couple of years, but 

has worked campaigns with each of 
the major record labels in unique ways 
across a variety of territories. Perhaps the 
simplest way to describe Make The Link is 
as a one-click tool that allows marketers 
to capture and store ownable audience 
data when running a campaign across 
Facebook, Twitter, YouTube, Spotify, 
Deezer or other platforms. 

If you’re having a hard time thinking 
about what that means, consider when 
an app allows you to log in with your 
Facebook profile, then shows you a page 

that says “by authorising this app, you are 
granting permission to view your basic 
profile information (name, email address, 
age, location) and pages you like”. 

Make The Link offers marketers access 
to this type of mechanism and pitches 
itself as being perfect for campaigns 
directed at driving audio or video traffic, 
pre-save and premiere campaigns, 
competitions and more. This simple login/
opt-in portal can be used in numerous 
ways – for instance, automating a fan’s 
liking a Facebook page, following a Spotify 
playlist, subscribing to a YouTube playlist 
or channel, all to happen at once, while 
providing the campaign’s marketing team 
with more accessible and useful data 
than they typically would gather from 
fan engagement across social media, 
streaming and video platforms.

This type of cutting-edge digital 
tool can be used for something as old 
school as a radio campaign. For instance, 
to accompany a radio push around 
Rag’n’Bone Man in Germany, Sony Music 
embedded a Make The Link competition in 
one of the most sensible digital positions 
to accompany a radio campaign – Shazam. 
As potential fans Shazamed around the 

country, they were able to 
enter a contest that would 

grant the winners tickets 
to a UK performance 

by Rag’n’Bone 
Man, with 
the label all 
the while 

MAKE THE LINK
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capturing user data in a market that 
is historically among the most 
difficult in which to build digital-
centred audience databases. 

sandbox spoke to Guillame 
Crisafulli (pictured right), the co-
founder and chief customer officer of 
Make The Link, about some of the details 
around what the service does. 

 
sandbox What data can you capture from a 
Facebook user when using Make The Link? 
MTL: In addition to demographic data, 
basic profile information and the user’s 
email address, we get information on the 
different music platforms the user has 
connected to their Facebook account, 
the top tracks they’ve been listening to 
(within a music platform that is connected 
to Facebook), the top artists they like on 
Facebook and more. So if we had a few 
thousand Make The Link subscribers from 
an artist campaign, we can show different 
shared activities across those users to 
the campaign manager – whether it’s top 
venues among the userbase, top artists 
and so on. 

 
sandbox What about other platforms?
MTL: With Spotify, we wouldn’t capture 
as much user data as we would with 
Facebook. Though we can have other 
things happen, such as making the user 
save an album, follow playlists and 
accounts, as well as anything else that is 
behind the Spotify Connection. 
 
sandbox So joining multiple platforms 
across one of these campaigns would 
not only capture information that the 
marketing team then owns, but also build 
a following across social and streaming 

platforms. What type of 
CRM does Make The Link 
work with? 
MTL: For the time being, 
it’s Salesforce primarily. 

We also use Neolane, 
which is under Adobe. 

We’re working on a few more 
integrations, particularly as we seek to 
start working more with independent 
labels and smaller media companies, like 
TV channels and book publishers. 
 
sandbox In what other kinds of ways can 
you use Make The Link? And how does 
data ownership and retargeting usually 
work around a campaign?
MTL: Using Make The Link as a login 
mechanism to access a Facebook Live 
broadcast concert is something we want 
to use to offer our services to more than 
just labels and management companies. 
A promotor or venue could do something 
like this and can benefit from the data 
that is captured. As far as ownership 
goes, whoever is running the campaign 
would own 100% of that data. Because a 
campaign can contain multiple opt-ins 
along the way, lots of retargeting can be 
done on the back of this. Facebook ads 
and Google are the main ones that people 
have used, while pixel tracking can be 
integrated into the campaign to monitor 
where fans came from and where they go 
after. Linkfire could work alongside this, 
combining some tracking abilities while we 
gather much more of the first-party data. 

 
sandbox What campaigns have you been 
happiest with the results of? 
MTL: We had a French rapper ask fans 
to provide him with their mobile phone 

number, offering to personally call five 
fans when his new music came out. In 
a few days, we gathered 20,000 mobile 
numbers and we looked at those numbers 
and knew they belonged to 20,000 French 
hip-hop fans. 

This works extremely well with young 
and urban audiences. We also had another 
campaign where an artist released a track 
on his birthday to his fans and you had 
to go through Make The Link to be able to 
listen to it as a sort of early release unlock. 
The fans loved it and went nuts. Then 
the radio stations went nuts because the 
artist had effectively bypassed them with 
this. This particular type of windowing can 
be really good for a fan/artist relationship 
because it still makes the fans pay for a 
track in a way, whether by liking social 
media pages, providing their contact 
information and following playlists. So 
when the track does come to Spotify or 
Deezer a little later, there’s already a buzz 
surrounding it and it’s even easier for the 
artist team to effectively tell the right 
fans about merchandise, tickets or more 
releases that are coming out as well.

 
sandbox What about artists that don’t 
have new releases coming out? How has 
Make The Link worked with them?
MTL: We had a pretty surprising one 
come out of Brazil, working with Sony 
Music there. They used a pre-save – 
not for a new release, but for three old 
catalogue albums from 1990s reggae 
band Planet Hemp. The band didn’t have 
any studio albums on digital streaming 
platforms. In a smart marketing move, 
they made a whole campaign pretending 
the band’s music was banned on Spotify 
and Deezer so that fans should access 

the page to make the albums become 
available! The way they ran it was 
creative and as a petition, initiating the 
#LiberaOPlanetHemp movement. We 
were surprised to see the Planet Hemp 
campaign featured in O Globo Major 
newspaper, announcing the three albums 
landing on Spotify. Of course, the deal 
was already closed, but Sony Brazil took 
advantage of the momentum to create 
this marketing story and collect a strong 
database using the pre-save function, 
which automatically added the three 
albums into the users’ libraries. 
n You can take a look at the current 
signup for the campaign here. :)

TOOLS MAKE THE LINK
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 The latest projects from the digital marketing arena  CAMPAIGNS

Spotify has not yet tried to move in on 
YouTube’s patch (imagine how that would shift 
the value gap debate if it did) with a full video 
service; but it has been testing out how videos 
can be used in certain promotions. 

The latest – and most interesting – use of 
video is for Selena Gomez’s new track,  
‘Bad Liar’. Except it wasn’t plastered 
everywhere on the streaming music 
service’s clients and apps. Rather it was 
initially confined to the Today’s Top Hits 
playlist and was only viewable through the 
mobile app ; although it eventually went 
onto the desktop client too. 

To make it even more protracted to find 
and see, users could only view it if their 
smartphone was held up vertically.

The video still plays vertically in the desktop 
and users can scroll through it as they would 
any audio track on Spotify – but it might 
temporarily discombobulate audiences used to 
YouTube where clicking on the video itself will 
pause and re-start it. 

Apple Music, 
it should be 
noted, is going in 
all guns blazing 
with video and 
music – ranging 
from the visual album for Frank Ocean’s 
Endless through to the Carpool Karaoke series 
(which will debut fully in August) and a series 
of documentaries and tour films (Taylor Swift’s 
1989 world tour, the making of Harry Styles’ 
debut solo album, Clive Davis: The Soundtrack 
Of Our Lives etc.). 

Given how the Swedish service has been 
vocal about how bad exclusives are for fans 
(and artists), the fact that this is initially only 
available to view on Spotify could be used as 
a stick to beat it with. It also comes at a time 
where Universal and Warner are going public 
about why they do not support exclusives in 
regards to albums. On top of this, marketers 
are increasingly telling us exclusive content 
on streaming services and other websites is 
delivering hugely underwhelming numbers 
and they are seriously starting to question 
if it is worth the time and costs involved in 
creating it. 

All sides (the song is released by Universal/
Interscope) might argue that it’s one video and 
it’s an experiment, so there’s nothing to get in 
a flap about here. Critics (and rivals) have long 
memories, so this could come back to haunt 
all involved the next time they complain when 
someone else gets or does an exclusive. 

The video for Real Estate’s new single, 
‘Stained Glass’, goes literal with its 
interactivity – letting users colour in the video 
as it plays to create a stained glass effect. 

The second single from the Domino 
act’s fourth album, In Mind, saw the 
band perform the song and then that 
performance was turned into a line drawing 
animation (akin to the “adult” colouring 
books that are in vogue at the moment). As 
it plays, users can click on different sections 
and they are automatically coloured in. 
Repeat clicking on a section will change the 
colour used and there is a palette across 
the top that offers a selection of shades 
around a particular colour. 

It runs on a dedicated website 
(stainedglassvideo.com) and works on 
both desktop and mobile (but only in 
landscape mode). What it is doing is 
actually complex, but seems simple and 
intuitive as the video plays. 

The thinking behind it all is to find a way 
to get fans to watch the video all the way 
through multiple times, creating a slightly 
different video each time. They can then 
save their creation and (after reviewing 
it, should they wish to) then share it via 
Facebook and Twitter. 

“When we were finishing the record, we 
were talking about how colorful the music 
felt to us,” frontman Martin Courtney said 
in an interview. 

“So it’s a good interpretation that you 
can play with it and it’s colorful, and those 

are all words that describe this record.”
Obviously the nature of the video 

means that it will have an appeal far 
beyond the existing fanbase and this could 
prove to be the entry point into the band 
for a whole new audience. 

For those who feel their colouring skills 
are somewhat lacking, they will probably 
take little comfort in the fact that a 
pre-coloured version is also available on 
YouTube – exposing how those with an 
artistic eye can take something and add 
their own creative spin on it. 

In the next issue of sandbox, we will 
speak to the digital marketing team at 
Domino in the US about this video as well 
as the rest of the campaign around the 
Real Estate album. 

SELENA GOMEZ IS VERTICALLY CHALLENGED REAL ESTATE GET COLOURED IN
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 The latest projects from the digital marketing arena  CAMPAIGNS

He’s not quite slipping into Jessie J territory 
where, around her debut album, she was at risk 
of turning into the Krusty The Clown of music 
branding (“I heartily endorse this product or 
event”) by attaching her name to anything and 
everything; but Mark Ronson could finally be 
getting close. 

He has written (or co-written) and produced 
some amazing global hits (Amy Winehouse’s 
Back To Black, ‘Uptown Funk’ etc.) but is also 
a prolific brand ambassador. Back in 2012, he 
pitched up at Midem – dressed in on-brand 
red and black – to talk about his ‘Move To The 
Beat’ collaboration with Coca-Cola around the 
London Olympics. 

Then in October last year, he was the face of 
an Airbnb campaign where you could win the 
chance to camp out in Studio 3 in Abbey Road 
Studios in London and spend the night there. 

His latest brand tie up is with car company 
Lexus for the Make Your Mark (see what 
they did there?) campaign. Thankfully, there’s 
actually a bit more to it than him in expensive 
shades being photographed standing near 
luxury cars. The premise is that he’s shot a 
short film for the car and fans can create their 
own soundtrack for it using the stems handily 

supplied 
by Ronson 
himself. 

The “plot” 
(such as it is) 
of the video 
is that Mark’s 
at a wedding 

in Ibiza and then leaves to drive around the 
island. On his trip, he spots some workmen 
start to dance in the middle of the road and 
then he goes to a beach and some people 
dance around there and, yeah, that’s it. 
Under the video (so it all happens within the 
browser), there are various buttons – using 
the Novation Launchpad sequencer – to 
add different drum parts, bass sounds and 
other effects. When you are happy with your 
creative masterpiece, then you can share to 
Facebook, Twitter and Google+. 

There’s also a toe-curling hashtag 
(#ExperienceAmazing) to go with it, but its 
impact has been diluted somewhat as it’s 
also being used by random accounts like @
YorksTrikeTours and normal Twitter users 
who have nothing do with the campaign. 
Remixes/stem-based UGC was all the rage 
a decade ago, so none of this is exactly new. 
It is just the start of a five-month campaign, 
so we don’t want to be too hard on it as there 
could be amazing stuff lined up. We’ll keep 
you posted if there is. 

Back in February, 
Bonobo’s Migration 
album was the focus 
of our Behind The 
Campaign section. 
Unsurprisingly for 
an act signed to Ninja Tune, digital and 
new technologies featured heavily in the 
marketing leading into the album release 
– drawing on Snapchat Geofilters, creating 
a special edit of the track ‘No Reason’ 
(which originally ran to over seven minutes) 
to fit better on Spotify playlists, running 
a Facebook live stream of the album on 
release day and more. 

The album has now been out five months, 
but the experimentation with new creative 
platforms continues apace. For album track 
‘Outlier’, he has created an interactive VR 
video, which was developed in partnership 
with Horizons Studios. 

 It requires users to download the 
Horizons app and then experience the video 
on Daydream (Google’s VR platform). In it, 
the viewer is sent flying through a surreal 
landscape where flocks of birds fill the 

skies. Users can actually 
manipulate the audio 
by using the Daydream 
controller to direct the 
flocks of birds throughout 
the different stages of the 

track. The visuals are created in real time and, 
as such, can be bent to the user’s commands. 

“Unlike most other music VR experiences 
out at the moment, every scene in Horizons 
has been imagined with musical interaction 
as a core principle”, said Yuli Levtov, co-
founder of Horizons Studio. “Much like a 
music video director creates a visual story that 
fits the music, we create layers of interactivity 
that allow people to make their own path 
through the music. The track becomes more 
like an explorable playground that you actively 
engage with, rather than something with a set 
length that you’re just watching.” 

With VR being a hyped technology, there 
is sometimes a feeling that artists see the 
shock of the new as enough to hold the 
user’s attention; but this is an example of 
the music providing the springboard for the 
visual creative rather than sitting as the audio 
backdrop to a half-baked VR idea.

HERE COMES THE RONSON BONOBO DAYDREAMS IN VR
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With three compilations a year,  
there is no down time
It is never quiet for us – it never stops. We 
used to start the year in January, coming 
off the back of the Christmas release and 
maybe relax thinking we had had a good 
year. It has really changed now and it’s go, 
go, go all the time.

It has to have the current hits so two 
weeks before the track list closes, we make 
the TV ad, set up all the marketing and 
manufacture half a million units. Sales are 
roughly 80% physical. The BPI reported that 
we sold 4.5m albums in the UK last year 
[across all Now... albums, including the genre 
and decade ones]. 

Even though it’s 80% physical, it’s 
consistently the #1 album on iTunes. At 

Christmas, we had the #1 and #2 spot with 
Now... 95 and Now... Christmas; and then 
on Apple Music we had Now... 95 and Now... 
Christmas in the top 10 on their streaming 
charts. It is great that it can cross formats. 

In a show for the compilation’s 30th 

anniversary,  Richard Branson [former  
 Virgin Records owner whose label  
 created the series in 1983] said that  
 if it makes it to Now... 100, it will go  
 on forever.  So July next year is when 
Now... 100 will come out. There are a lot of 

exciting initiatives going on for that. 
Now... 96 came out for Easter. It is a 

gifting product and there are releases 
at Easter, the summer and Christmas. 
It fluctuates and the campaigns change 
[accordingly]. The summer release is more 
digital heavy while the Christmas one is 
physical heavy. The Christmas one is 8% 
digital up until Christmas Day and then as 
soon as anyone gets a new device or gift 
cards, it climbs to around 50% digital. We 
have to change according to the time of year. 

Now... 96 is around 15-20% digital. 
It is very much reach focused for us; that is 

the key thing. With the TV ads and posters, 
how do you reach as many unique people 
and get as much coverage of the product 
being out as quickly as possible?
 
Impact of New Music Friday
The global Friday release date was a big 
change for the industry worldwide and 
that has affected the way we plan our 
campaigns. Previously we used to get that 
TV spot the weekend before release, the 
release was on the Monday and then you’d 
get another weekend’s worth of sales. 

With the Friday release date changing, 
we have had to shift our marketing as there 

Usually in Behind The Campaign, we 
focus on an individual artist or group and 
look at how they and their marketing 
team promote their album. In the case of 
the Now… compilation series, which has 
been running since 1983 and has a new 
edition three times a year, it has all the 
current hit artists on there but primarily 
sells itself through its long-established 
brand. ALEX MCCLOY, director of digital 
for Now Music (sitting within Sony 
Music UK), talks through marketing 
the broadest pop music product on the 
shelves, why it is still predominately a 
physical blockbuster release and not 
windowed on streaming services, how 
its presence on Spotify, Apple Music and 
more is a way of giving a second wind 
to chart hits and what – in an age when 
everyone can create their own playlists – 
it all means for the original playlister.



is not as strong TV during the week. That 
is where digital has picked up more of the 
marketing slack. So we are looking at places 
like  YouTube , Vevo and Facebook in terms 
of how we drive scale and awareness as 
quickly as possible for the Friday release date.

The audience for Now... is so broad. It’s 
probably the broadest pop music product 
out there. It’s teens, tweens, mums – and 
there is a big self-purchase side, which is 
digital heavy. It’s mainly families having 
shared music and listening experiences. 

We have done research on the brand 
and what it means to people. This curator/
memory-maker theme comes out.  It’s  
 basically a collection of the biggest  
 pop hits of the time – but it can be  
 shared across generations.  It allows 
parents to have a shared music experience 
with their kids and it also creates memories 
– so you can think of the Now... album that 
was out when you had that family holiday. 

 
Staying relevant when everyone is a curator 
We created the Spotify app in 2013 and we 
have always been pro-streaming and pro-

new formats. In the history of the brand, we 
started on vinyl and then went to cassette. 
There were some [short-lived] formats we 
had like VCD as well as MiniDisc. It has gone 
through all the formats and survived.

People search for Now... as a curator. 
We are putting the brand out there and it’s 
on streaming services as a curator. We are 
on  Spotify and Apple Music , but we are 
working with others as they come to market 
– like Amazon – to get the brand on those 
services and get the deals in place. 

Apple has been great and the brand does 
very well there. If you look at the positioning, 
we are one of the highlighted curators there. 
That is because people want a safe and 
family-friendly pop music brand. Consumers 
are faced with a world of music and a world 
of choice – so Now... offers you the 40 
biggest hits of the last few months. There is 
an appetite for Now… in the curation world. 

There is no windowing. It goes on 
streaming services as soon as it’s released. 
We are retail neutral. We sell a huge amount 
of albums in grocers and iTunes does really 
healthy numbers of Now... albums. We have 

the marketing packs running and have big 
TV spots. When the album is out, people are 
going to want to consume it on whatever 
format they choose. 
 
Now… gives recent hits a second  
wind on streaming services
The great thing about Now... in the digital 
space is that it does uplift tracks. So you 
look at the top 40 on iTunes at the minute 
and there are a few Now... 96 tracks in 
there. You have the national mass market 
buying into this product and this brand. Not 

BEHIND THE CAMPAIGNNOW 96

everyone streams and not everyone knows 
what every track is. Now... actually helps you 
to highlight that. People use it almost as a 
signpost to go through tracks and see what 
has been popular and rediscover tracks. 
That is great in the digital space and in the 
streaming space. 
 
A frontloaded campaign for  
maximum impact on release
For Now... 96, the posters went live around 
10 days before release. The digital and TV 
pre-order [messaging] kicked in about three 
days before release. We were hyping it up on 
social media too. 

Our big drops [in the campaign] are the 
artwork, which is something the fans are 
really excited about seeing – what the theme 
is and what it looks like. It’s always loud and 
colourful so it stands out on the shelves. 

Then there is the reveal of the track listing, 
which is a big thing for the fans so they can 
see what has made it onto the Now... album, 
what is track #1 and so on. The other big 
thing is the release date. They are our three 
big campaign pillars and everything builds 
up to that. As soon as Now... 96 has closed, 
we are planning Now... 97 and all the other 
genre-based ones. We have Now... Classic 
Soul coming. There is a huge amount of 
variation out there. 

The socials are always on and are always 
pushing to drive interest, but the heavy 
above-the-line marketing is the week before 
release and two or three weeks after – 
depending on performance. That is where 
there is that really intensive blast of spend. 

We are lucky in that we have the luxury 
of a healthy marketing budget. It’s between 
£6m and £7m on above-the-line that we 
spend every year – across all the titles. It’s 
great as it returns. 
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Week 1 will set the trend for everything. 
We have our historical sales and we invest 
several hundreds of thousands [of pounds] 
into launching that album before it’s even 
sold a copy. Then we get that week 1 
number and that will shape the model for 
the remaining few weeks of the album. 

But they continue to sell. Now... 95 is 
one of the biggest-selling compilations this 
year so far – even though it was released in 
November last year. So until the next one 
comes out, they have a long tail [dynamic 
on sales]. That is because people trust the 
brand but they don’t always buy it straight 
away. 

We have some interesting offshoots like  
 Now... Disney . It has been hugely success 
and is a 1m+ seller. We have re-done it three 
times now and will soon do it again. That 
sells all year round. It spikes at Christmas 
time and gifting times, but it’s a constant 
seller as it’s easy access to the biggest hits 
of Disney. 

Around release is when we spend most 
of our budget – in that three-week period. 
Everything after that is either based on 
performance and topping stuff up to keep 

sales ticking over or it’s based on pushing it 
on the socials. We have quite a busy release 
schedule at the moment, so there is never 
really a quiet period. 

As soon as Now... 96 is coming out of 
campaign and we are in the tail [currently], 
we have  Now... Classic Soul  launch, which 
will be on TV. You always have a presence for 
the brand on TV most months throughout 
the year. We are very Q4 heavy. Last year, 
we had eight or nine releases in November. 
That’s a huge amount of TV spend.  

Marketing an album that simultaneously 
has all the artists but is artist agnostic
We have a pretty solid brand. But it takes a 
lot to build a brand and to get it to that level 
where it’s a powerful brand for consumers. 
The artists really respect the product – 
which is great. When you release the new 
compilation, the new artists featuring on it 
will tweet about it. Will.i.am said to us in an 
interview on our TV channel years ago that 
he knew the Black Eyed Peas had made it 
when they saw themselves on their first 
Now... album. 

The brand is so well known and the brand 
awareness is over 90% in the UK.  For us,  
 we have to focus on the audience  
 and who is going to consume it.  
 That is quite challenging as the  
 consumer can be slightly different  
 to the purchaser.  So you could see a 
16-year-old girl is consuming it, but her 

parents may have bought it for her at the 
supermarket. Things like pester power come 
into effect so you have to be careful with 
marketing and who you are targeting – as 
well as who is essentially going to buy it at 
the end. We are very audience focused, but 
it is about how you reach that audience as 
quickly as possible. 

In the latest wave of research that 
we have done, there is an increase 
in [awareness among] the younger 
demographic. There is an increase of love for 
the brand between those aged 13-17. It is 
great that you have this multi-generational 
thing where people who bought the early 
ones for themselves when they were 
younger are now buying it for their kids. 
 
Digital extends the international reach
Back when it was owned by EMI, they used 
to release a huge amount of them around 
Europe. The JV here looks after Europe and 
then there is another JV between Universal 
and Sony in the US. The brand is strong in 
Australia and South Africa. Italy’s also strong, 
Spain is strong, Germany has historically had 
good sales. 

Last year we hit 250m album sales 
worldwide. 

It is interesting with digital and curation as 
that allows you to reach a bigger audience 
and quicker. You don’t have to have the risk 
of manufacturing half a million albums and 
holding that stock. As streaming evolves 
and grows, we will find that the brand gets 
pushed on those platforms. 
 
Traditional marketing still has  
the greatest measurable impact
TV and posters are still a huge part of the 
marketing. It is very easy to attribute via TV 
spots as to where your physical sales uplift 

has worked. You can look at historic sales 
and see if you had a TV spot in a certain 
region and over-indexed there so that is a 
positive ROI. 

Digital is a lot trickier. You can reach a 
bigger audience and drive scale quickly, but 
when we live in a physical world, for our 
product at least, it is very hard to attribute 
that, say, Vevo ad to that sale in Tesco. It is 
very much about getting the mix right and 
looking at  the socials  as well as TV and 
posters to work out the repeat message and 
how that gets to the consumer. 

 Social media  helps in building up the 
hype and awareness around the track 
lists. The Now... audience is slightly behind 
the curve in terms of on-boarding onto 
technology and new ways to consume. That 
is a challenge, but we have a faceless brand 
as well so we have to work with the content 
we have available. Social media is key. It is 
interesting how our budgets have shifted – 
where we have gone from less VOD spend 
recently into more social media investment. 
That is purely because we can drive scale. 
We are lucky that we have healthy budgets 
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and have the luxury to test new initiatives 
well enough. We have done Twitter-
promoted trends in the past, takeovers and 
all sorts of weird and wonderful different 
digital projects. Facebook is the one that 
really returns. Contextually, if you look at 
some of our brands like  Now... Running , 
we do Twitter targeting with that around 
things like the London Marathon as it fits 
so perfectly. In terms of trying to drive 
scale cost efficiently, Facebook is the best 
platform for that – in the social space 
anyway. 
 
Now+ as a bridge into streaming  
for the mainstream audience 
 Now+  came out of a huge amount of 
research a couple of years ago into how 
Now... fits into the streaming space. This 
was both as a curator on other platforms 
and also looking at if it can bring something 
to market that will help drive casuals and 
non-streamers into the streaming space. 

We spent a lot of time developing the 
product which soft launched at the end of 
last year. It has got off to a really good start. 
At Christmas, we were #2 on the App Store 
behind Spotify. It’s a £4.99-a-month product 
– which is the latest chart hits, the biggest 
Now... albums and playlists on demand.  

 It’s not a Spotify, Apple Music or  
 Amazon Unlimited competitor. It  
 is very much sitting at the lower  
 end of the market and trying to  
 get that casual consumer who  
 doesn’t want to spend £10 a month  
 on streaming. 

You have a library of tracks, all the Now... 
albums, a current chart, a full catalogue from 
the 1980s to the present day of pop hits 
and you can save your favourite 100 for play 
offline and swap them in and out. 

A big plus for us is that we have got a 
brand that has been curating for 34 years, 
so that is the validation for why consumers 
should trust it and enter into streaming 
with this product. There is still a huge piece 
on education [to be done], as we have 
found. Trying to get that casual audience 
to fully understand this way of consuming, 
it’s a real challenge. This is very much a 
YouTube-esque, top 40 radio, lean-back 
audience that doesn’t currently stream. 

There is a new version coming in June. It 
introduces player-based radio, it’s got an 
easier UI to use and it has slicker navigation. 
It will be the same price point and the same 
content. The product we launched with was 
based on two years of research into what 
this casual market wanted and how we 
could get them onto streaming. We now 
have eight months’ worth of data and this 
new product is based on that data into their 

usage and what they are streaming – as well 
as what people have been saying about it. 

The gift cards have just launched into Tesco 
so we instantly have a physical presence for 
our digital service at retail. It allows us to offer 
a new way for our retail partners to team 
up with us and sell Now... products. It is an 
exciting initiative and we have another phase 
of marketing that is just about to start on 
that. That should give us another boost and 
the new version is coming soon.
 
Quality control and shifting along  
with a changing market 
The one thing we do, which is completely 
different to the playlist space, is that it is all 
about quality and wanting to have a product 
that is going to sell healthy numbers. You 
don’t just want to stick the Now... brand 
on any old thing. There is a risk associated 
with marketing and manufacturing [that]. 
There is a huge amount of research that we 
do into titles that work and what we think 
should come to market. 

In terms of the marketing, as the market 
has changed, we have had to adapt. The 
Friday release date pivoted the digital more. 
If we see something work really well in one 
campaign, we will replicate that in the next 
campaign. It is always iterating – testing and 
learning to see how the market reacts. :) 

WANT TO FEATURE IN  
BEHIND THE CAMPAIGN? 
Marketing people: do you have a campaign you are working 
on that you would like to see featured in Behind The Campaign 
in a future edition of sandbox? If so, send a brief synopsis of 
it to Eamonn Forde for consideration and your work (and your 
words) could appear here.
Email: eamonn.forde@me.com
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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 Eamonn Forde on 
eamonn.forde@me.com 

If you’d like to talk to us about our 
digital marketing/mentoring
training services, consultancy or 
specific research services, please 
contact Wesley T. A’Harrah on 
wesley@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 Wesley T. A’Harrah on  
wesley@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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