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JEFF BUCKLEY

SONY ENTERTRINMENT / FAMEHOUSE

TEAM MEMBERS
INVOLVED

Walter Gross - senior director

of digital marketing, Sony
Entertainment

Tom Mullen - senior director

of creative & marketing
partnerships, Sony Entertainment
Adam Rappaport - digital
marketing account manager,
Fame House

Dan Conway - creative services
director, Fame House

Marissa Rivas-Velazquez - senior
designer, Fame House

Carrie Paul - art director, Fame
House

OVERVIEW OF
CAMPAIGN

You & |, Jeff Buckley's first official
posthumous album, was released on Sony
this past spring. This album contains very
early demo recordings of Buckley playing
cover songs, featuring a range of music
that influenced him. Timeless songs like
Bob Dylan’s ‘Just Like A Woman'and Sly

& The Family Stone's ‘Everyday People’
are given the unmistakable Buckley
treatment.

Sony and the Buckley estate brought in
Fame House to help create a unique, sleek
way of showcasing the influences found
both on You & I, and within his extensive
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record collection. Additionally, Sony and
the estate were looking to introduce the
sound and influences of Jeff Buckley to a
new generation of listeners who are used
to consuming music on streaming services
like Spotify and are far more comfortable
with 'the single’ than the vinyl record
experience. This project marked the first
time an artist's personal vinyl collection
was transferred from the physical crates
to the digital shelves. Spotify was chosen
as the digital partner due to its userbase
and the option to listen to full albums on
the service for free.

Organised in alphabetical order, any
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Buckley's persona
to their followers
media. Jeff Buckley once said,
need to be remembered. | hog
is remembered.” This project
Jeff Buckley's music and recol
will forever live on and, as he
remembered.

KEYU LEARNINGS

The response from esteemed
such as The Huffington Post,
Rolling Stone has been overw
positive. Buckley fans took to
media, thanking the creators
Buckley's record collection to

D\‘j Listening to Jeff Buckley’s Record Collection Is A Thrill
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music fan is now able to
seamlessly scroll through
Buckley's unique collection.
Additionally, this project
contains a social share
element that allows the user to
stream and share ="~ -

his is a great concept and a lot of fun to
itually explore Jeft Buckley's record collection.
ou can tell .
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This site deserves recognition for seamlessly bridging the
gap from physical to digital and clearly representing a physical
collection online. This project also introduced the music of Jeff
Buckley and his many influences to the current generation of
music listeners — and will continue to for generations to come.

CAMPAIGN BUDGET: £10,000-£15,000

. AUDIENCE DEMOGRAPHIC
 AGE: N/A

. FEMALE: 35%

: MALE: 65%

. LOCATION: Global

© SUCCESS RATING: 10
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TEAM MEMBERS
INVOLVED

Tom Nield, account director, Landmrk
Rob Hampson, lead designer, We Make
Awesome Sh

Paul King, lead developer, We Make
Awesome Sh

Ricardo Chamberlain, digital marketing
manager, Sony Music Latin

OVERVIEW OF CAMPAIGN

The aim of this campaign was to engage
with fans of CNCO in the buildup to the
release of their debut album, Primera Cita,
locally across the key territories. We wanted
a campaign that would drive pre-sales of
the album and generate a social buzz with a
story that was PR-friendly.

We chose to reach our target audience by
resonating with one of the biggest trends of
the time, Pokémon Go. We knew that all of
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the fans were mobile and were interested
in collecting keepsakes and shouting about
what they were doing and where they
were doing it. We also knew that adding a
competitive element would build exposure
even further.

The Landmrk platform was used to
create localised listening premieres in key
locations across our target territories.

For a limited time each day, a new song
from their upcoming album was dropped
into a geographical location for fans to
unlock using a CNCO-branded map on
their mobile phone's web browser (no

app download required). At each of the
hotspots, fans used Facebook Connect to
create a personalised medal featuring their
photo, their name, the listening location
and the song, which was shareable across

SONY MUSIC LATIN (& WE MAKE AWESOME SH)

the relevant social channels.

Data collected from around the world was
used to populate a dynamic leaderboard that
showed which fans were the most devoted
CNCOwners. Once the target amount of
unlocks was reached each day, additional
content was available online for everybody.

KEY LEARNINGS

CAMPAIGN BUDGET £15,000-£25,000

: AUDIENCE DEMOGRAPHIC

¢ AGE: 14-18 + 24-34

: FEMALE: 49%

: MALE: 51%

LOCATION: US, Spain, South America, Central America

i SUCCESS RATING: 10

#CNCOGO thrilled fans and had them interacting with the band

on an exponential curve upwards over the course of the four-

day campaign. From the first day, when the chosen track was
discovered by 93 fans, to the last, when the track was discovered
by 343 people. Some 111 personalised medals were collected over
the course of the campaign.

Success on social was a key metric of this campaign, with
fans generating some brilliant content and #CNCOGO trending on
Twitter in the Dominican Republic. Elsewhere on the web, the story
was covered by major media outlets such as Billboard, Music Ally
and Univision.

Over the course of the four-day campaign, there was a total of
132,368 page views, with 18947 unique users — with an average
session time of 2m 42s.

Primera Cita debuted Top 10 in 15 countries, including #1 in
Bolivia, Ecuador and Guatemala.

Primera Cita is the #1 Latin album in the US —dominating
Billboard's Top Latin Albums Chart in the US. Also, their album
accumulated over 1m streams on Spotify just hours after its release.

Social media impressions saw an 87.3% lift during the campaign.
Social media interactions with the band saw a 79% lift. Audio streams
of the album increased by 56.3%.
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DAUGHTER

TEAM MEMBERS
INVOLVED

Matt Brown — manager

Will Tompsett - digital marketing (4AD)
Jason White — head of marketing (4AD)
Jo Morris — marketing (Beggars)

Gerald Youna - streaming (Beggars)
Alison Fielding - artwork (Beggars)
Adam Berman - Web Dev (Beggars)

OVERVIEW OF CAMPAIGN

The group already had a big social media
following, especially on Facebook; we soft
launched by sharing a new website, which
quietly featured a photo of the new album
cover (a painting by Brighton-based artist
Sarah Shaw). We then targeted ambiguous
display ads at the pool of users who
visited this new site after being referred
from the Daughter socials, as we moved
early to associate the artwork with the
band and record. We then fully launched
the album a week later (after also teasing
gifs from the '‘Doing The Right Thing' video)
with an album pre-order, new single and a
Songkick partnership for a limited number
of underplays. The first video also went
through the band's YouTube channel
rather than Vevo, in order to reach the
earliest fans, and was timed for 8am UK to
hit the majority of their younger fanbase
—rewarded with it trending on Twitter
across Europe.

With big support from radio and
streaming services, we moved to our next
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4AD

DIRECTOR'S NOTE FILMS Q&A GALLERY DONATE CREDITS

DAUC HaebR

3 FILMS

Not To Disappear is the second album released by Daughter, and features the three singles ‘Doing The
Right Thing; ‘Numbers' and ‘How! In collaboration with the BAFTA-nominated lain Forsyth and Jane
Pollard, and writer Stuart Evers, the band released three respective short films for the tracks. Though all
are linked by one motif, the films can be enjoyed on their own or sequentially.

You can read about the experiences of all involved, the meaning behind the stories that inspired the
films, and find-behind the-scenes photos from the video shoots below, along with the music videos
themselves.

ARNCHERERONEEESDIRECTORS

We love this band. They quietly remind us why music really matters.

We've worked together since the first video from 'If You Leave! And when the early demos of ‘Not to
Disappear’ started coming out of the studio it was obvious they were setting the bar exceptionally high
for this new album.

stage of online promo, with the launch of
Timeline. Something we all agreed on early
was that the band are relatively quiet on
socials, but their fanbase
are very busy there;

so we decided a focal
point of the campaign
should be fan-sourced
content, which led to the
creation of Timeline on
the band's site, which
pulls photos, videos, text
from Twitter, Instagram S
and Tumblr posts that use #ohdaughter,
which is the group's social handle. We
were overwhelmed by the response, with
hundreds of submissions —from live
photos to tattoos of lyrics to embroidered
album covers —and this allowed us to

keep socials busy and ensure that there
were constant mentions of the band as
anticipation for the new album grew.

== Central to the campaign
has always been word
of mouth for a band who
have a real emotional
connection with their
fans, and this mechanism
allowed us to share

the creative works of
people and allow them

- to feel a genuine part of
the campaign. Almost 12 months after
release, we still have daily updates.

As part of this focus on the band's site
as a genuine, evolving hub for exclusive
access to Daughter (in order to develop
the aesthetic of the campaign and for

CMPRIGH BREAKDOWN

: AUDIENCE DEMOGRAPHIC
. AGE: 14-34

. FEMALE: 65%

© MALE: 35%

: LOCATION: UK

: SUCCESS RATING: 9

retargeting etc.), we also developed the 3 Films feature, tied to

the three lead videos from the album which were directed by the
BAFTA award-winning lain Forsyth and Jane Pollard. It featured
exclusive behind the scenes images, plus interviews with all parties
and copies of the short stories that inspired each short film.

We partnered with Spotify for the campaign, leading to huge
streaming numbers in week 1 and beyond, plus Songkick has been
valuable in growing an already strong live following, culminating in
a sold-out Brixton Academy show this autumn. Around the show
we invested in Snapchat geofilters, and also used Twitter's new
Camera app to capture live gifs and videos from the show, giving
unprecedented access for their international fanbase.

KEYU LEARNINGS

Not To Disappear was released 15th January, peaking in the Top 20
and improving on the impressive first-week sales of their debut
album. In terms of numbers on socials, Daughter have added over
200k Facebook and Spotify followers respectively, and trebled their
Instagram following. They continue to have around 2m monthly
listeners on Spotify and also perform strongly on Apple Music.

BBC 6Music were firm supporters, with three A-List singles, which
informed an ambitious outdoor marketing campaign on release,
reflecting the strong reviews and general press coverage. The
album has continued to sell and stream well, with the band playing
prominent festival sets at Latitude, Primavera and Glastonbury
Festivals amongst others. They also won the AIM Award for Best
Second Album.



