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1.  AR, VR, MR 



VR, AR, MR 

Science-fiction visualisations of virtual and augmented reality are 
decades old, but in recent years commercial VR headsets and AR-
capable smartphones have brought them to a wider audience; while AR 
(augmented reality) has been present on Android and IOS app stores 
since they first launched in 2008. 
 
Startups like Layar and Metaio were early to experiment with “browser” 
apps that overlaid information onto the phone’s camera feed. 
 
By 2009, Music Ally was writing about AR marketing campaigns for 
artists like Eminem, John Mayer, Simian Mobile Disco and Sean 
Kingston; in the years since there have been a steady stream of 
experiments around music and AR. 
 
Mixed Reality (MR), arguably led by Microsoft’s Hololens and billion 
dollar startup Magic Leap combines virtual and augmented reality 
within the real world. Gaming has been the early focus in terms of 
consumer applications, so it is still very early days for music on these 
devices.  



VR, AR, MR 

Investment and hype surrounding 
AR and VR picked in in 2016 after 
the commercial success of 
Pokémon Go; as well as the use of 
AR in social apps like Snapchat 
and Instagram, plus the launch of 
Apple’s ARKit and Google’s 
ARCore   
 
AR and VR startups raised more 
than $3bn in 2017 according to 
research firm Digi-Capital.  
 
Of that, $2bn came from apps with 
AR features – a category that 
includes the Pokémon Go mobile 
game. 
	
	
	
	
	
	



2.   Companies: AR, MR, VR 



Melody VR (UK) 

MelodyVR built up a large catalogue of live performances 

shot for VR, ahead of its commercial launch in May 2018 

after raising some USD $30m funding. Available in UK, US, 

France, Germany, Sweden, The Netherlands, Switzerland, 

Greece, Austria and Belgium – mirroring the European 

rollout of Facebook’s Oculus Go VR headset 

 

MelodyVR has been one of the most active startups when it 

comes to working with labels, managers and venues and 

has deals with all the majors as well as several publishers, 

collecting societies, venues and telcos.  

 

MelodyVR is also laying plans to make its content 

available as Android and iOS apps, to widen its reach 

beyond the still-growing VR-headset market, as well as 

expanding its business model beyond a-la-carte sales to 

“platform advertising and sponsorship”.	



Magic Leap (US) 

After years of hype and over USD $1.8bn of VC raised, 
The Magic Leap One Creator Edition mixed-reality 
headset finally shipped in August 2018. costing a cool 
$2,295, and still only available for developers in 
certain cities in the US. 
 

Tónandi, the music-manipulation app developed with 
Icelandic band Sigur Rós, is included with the system, 
alongside some other “preview experiences” 
developed by the company.  
 

Described by tech magazine The Verge as “…a 
fascinating, wonderful illusion ... But it’s not the kind of 
revolutionary (or downright magical) advance that 
Magic Leap has teased for years. It’s a better version of 
a thing I’ve tried before, and that thing is still very 
much a work in progress.” 
 
In February this year Magic Leap CEO Romy Abovitz 
claimed that it would be possible to watch hologram 
livestreams within the next five years 
 
 
 



Landmrk (UK) 

 

 

The Pokémon GO for branded content, Landmrk 
enables bands (or brands) to ‘place’ content at 
specific locations in the real world. Fans can then 
view a map to find their way to those places, and 
listen to the music, watch the video, or interact with 
whatever the content is.  
 
Dubbed by the company as ‘Kinetic currency’ the 
value exchange is of physical movement in return 
for a reward. 
 
When Sony Music LatAm launched the app for 
Colombian band CNCO the company said that the 
app has been downloaded over 23,000 times in the 
three weeks since it was launched and that fans in 
over 130 markets have installed it 
 
Other notable uses include Shakira and Ariana 
Grande. In the case of the latter, fans visiting her 
dedicated website on their phones can find their 
nearest ‘sweetspot’ on a map, then visit it to 
decipher a code on a nearby billboard. There are 
rewards for this: tickets to Grande’s next UK tour, 
CDs, merchandise and “location-specific selfie 
filters” 



THEWAVEVR (US) 

TheWaveVR was among the 2017 Midemlab finalists 
for experiential technologies, presenting perhaps the 

most enjoyable virtual reality experience that 

approaches interaction with live events. Though its 

overall userbase is small, engagement within 

TheWaveVR’s virtual gigs is incredible.  

 

Users frequently stay immersed and interacting with 
each other for upwards of three hours, and hundreds 

have gone longer than seven hours within one 

session. Rather than cause for concern, this is a 

testament to the quality of TheWaveVR’s experience; 

this is not an atypical length of time for an avid gamer 

to spend in an ongoing session. Real DJs from Las 

Vegas night clubs have been booked to play gigs in 
the platform, and attending fans can actually talk to 

each other in, and connect after attending, a gig. 



Snapchat, Instagram and Facebook Camera 

The most logical strategy for the music industry 
to take advantage of AR: partnerships with the 
popular social apps that are making this 
technology mainstream. 
 
One of the most popular features on Snapchat are 
Lenses: Snapchat’s simplified version of AR 
technology quickly became popular both with its 
young users and advertising partners. The AR 
features fueled a growth in engagement for 
Snapchat as well as advertising revenues.  
 
Instagram and Facebook added similar tools in 
2017, with new updates and tools continually 
helping to evolve the capabilities. In the last year 
Snapchat has introduced its new Shoppable AR 
feature, which lets advertisers display and sell 
products through the app’s Lenses, and is now 
bringing lenses to the desktop.  
 
Meanwhile Snapchat has played an essential role 
spreading the adoption of augmented reality, with 
high profile AR uses by artists such as Dua Lipa, 
Bruno Mars and Ed Sheeran 



3.   AI, Bots and Voice 



AI, Voice and Bots 

Machine-learning can be used to analyse a huge catalogue of music and the habits 
of hundreds of millions of listeners to provide hyper-personalised 
recommendations, as Spotify and Apple Music do 
 
This technology can also be used for A&R purposes: to analyse the streaming and 
social metrics of hundreds of thousands of artists and identify those that are showing 
signs of breaking through, or high engagement from fans. 
 
The question of whether AI can create original music is being explored by startups 
including Amper Music, Popgun and Jukedeck - and these companies offer artists 
and labels creative, experimental marketing opportunities.  
 
AI can also be seen at work in the voice assistants of companies like Amazon (with 
Alexa), Google (Google Assistant), and Apple (Siri), which respond to people's voice 
commands, and also tie in to machine-learning powered recommendations  
 
Bots on messaging services (mainly Facebook Messenger in the west) are 
increasingly being used for music marketing 



AI, Voice and Bots 



3. Companies: AI, Voice and Bots 



Smart Speakers and Voice Assistants 

With voice assisted devices, streaming music is 
moving from the smartphone back into the 
mainstream home.  
 
And it’s the mass market that the music industry is so 
keen to sign up to streaming subscriptions.  
 
We’re only now beginning to explore how these 
devices will change the way those listeners interact 
with music, and the way that music is curated and 
formatted for them, making the evolution of smart 
speakers and voice assistants one of the most 
important trends for the music business in the 
coming years  
 
In March, Voicebot published a study claiming 
Amazon accounted for 71.9% of current US smart 
speaker owners, ahead of Google’s 18.4% and other 
companies’ 9.7%. By August, CIRP was claiming that 
Amazon had 70% of the US install-base, ahead of 
Google Home’s 24% and HomePod’s 6%. There are 
some future market-share predictions too. Globally, 
TrendForce expects Amazon to account for 50.8% of 
global shipments in 2018, ahead of Google’s 21.6% 
and Apple’s 9.8%, with Alibaba on 6.3% and Xiaomi 
on 5.1%. 



Jukedeck (UK) 

Jukedeck was one of the first AI-composition startups to 
come out of stealth mode.,winning a startup prize at the 
Le Web conference in December 2014, before launching 
its service a year later, backed by a £2.5m funding round.  
 

Jukedeck has been targeting YouTubers and other online 
video creators with its tool, which takes in their choices of 
genre, mood, tempo, instruments and track length, then 
spits out tracks for the customer. If acceptable, they can 
pay $0.99 for a royaltyfree licence or $199 to buy the 
copyright.  
 

The company is aiming primarily at filmmakers, games 
developers and online video creators, making music on 
demand based on their inputs for genre, mood, length 
and instrumentation among other attributes.  
 
But there are also opportunities for music companies to 
collaborate. Earlier this year Jukedeck worked with some 
of the K-Pop songwriters from Korean music stable 
Enterarts, taking compositions from Jukedeck’s algorithm 
and turning them into full songs which were then 
released globally.  



Rotor Videos (UK) 

Rotor Videos uses artificial intelligence technology to 

automate the production of music videos: upload a track; 

add owned clips and images or choose stock clips from 

its library and one of more than 40 ‘styles’ and then watch 

the system create a video.  
 

Rotor isn’t just aimed at artists who don’t have large video 

budgets as majors are also having to make their 

marketing budgets stretch further: for example by 

creating lyric videos for every single track on an album, 

or for older tracks that never had a video – remixes and 

B-sides included. 
 

The company says it already has more than 90,000 artists 

using its tool, with a business model that involves paying 

once they have a video they’re happy with – from $15 to 

$30 per video, depending on its quality. 



The Bot Platform (UK)  

Messaging bots typically work on Facebook’s 
Messenger platform and automate communication 
between the platform and fans of an artist or brand.  
 
The Bot Platform has been one of the early movers in 
helping the music industry to develop bots for artists. 
Dance stars Hardwell and Axwell /\ Ingrosso are among 
its clients and they are processing millions and millions 
of messages every week.  
 
“They’re not ‘chatbots’ – no one wants to chat to a bot!” 
says founder Syd Lawrence.  “You don’t want to chat to a 
machine: you want to use a machine. The discussion 
around bots is now about useful applications rather than 
nonuseful conversations.”  
 
For music artists, The Bot Platform’s bots can be used to 
keep fans updated on new music; to promote upcoming 
tours; to sell merchandise – Axwell /\ Ingrosso sold 
more than £5k worth of limited-edition merchandise by 
sending out a single message from their bot – and to 
generally keep a communications channel open 
between artists and fans. 



3.   Campaigns 



Little Mix (Sony) 

In November 2018 Sony Music UK launched a dedicated 
Alexa skill (the voice equivalent of apps) for UK pop group 
Little Mix. It’s called ‘Little Mix AAA’ and is a behind-the-
scenes affair based on their new album ‘LM5’. “In the 
studio, Jesy, Jade, Perrie & Leigh-Anne give all the behind 
the scenes info on what it was like recording the album, 
stories from video shoots, all the details on their style and 
share personal messages on what their new songs mean to 
each of them,” explains the blurb. “Requesting to go 
backstage will give you the chance to join the girls as they 
travel the world! Hear the girls recall their favourite 
moments across their careers and what they love about 
being in a band, including everything you could want to 
know about dance routines, costumes, and shows.” New 
content will be added every week, with a quiz thrown in 
for good measure.  
 
Little Mix are the highest-profile artist to get their own 
Alexa skill yet, following on from Paloma Faith’s ‘Paloma’s 
Bedtime’ skill earlier this year, which was also launched by 
Sony Music UK. There is plenty more experimentation to 
be done with skills, as well as with Alexa’s native music 
features 



London Grammar (Ministry of Sound) 

Once upon a time, London Grammar were a holdout from 
Spotify, until they returned with their second album in 
2017 
 
Ministry of Sound’s job was to identify where the band’s 
audience were online, and reengage with them. Once the 
album came out, Ministry of Sound worked with Spotify 
on an inventive Mood Mix Generator playlist.  
 
It asked fans for their current mood and which band 
member they’d like a playlist from, then generated a 
Spotify playlist for that fan based on tracks chosen by the 
band member.  
 
Album tracks and remixes from the band were also 
included, as well as tracks identified by Spotify’s API as 
likely to appeal based on acts that the fan listened to or 
which were similar to London Grammar. It was a neat spin 
on personalisation, and more than 13,000 playlists were 
generated in the first week. 



Gorillaz (Parlophone) 

‘Humanz’ was the fifth studio album from multi-media 
virtual band Gorillaz, and their first major release in 
seven years. Parlophone deployed a mixture of 
cutting-edge technology and clever brand 
partnerships to boost the album’s reach to new and 
old fans alike.  
 
One of the key planks in the strategy was a dedicated 
mobile app for the band, at a time when many labels 
had drifted away from this marketing channel. The 
mixed-reality app was a showcase for the band’s 
characters, including an augmented reality album-
listening event for fans gathering in 500 specific 
locations around the world.  
 
A partnership with Deutsche Telekom provided the 
budget and brand backing. There was also a virtual-
realty video for the track ‘Saturnz Barz’, with YouTube 
as the distribution partner. It passed 3m views in its 
first two days – the most successful VR music video to 
date at that point. 



Tom Grennan (Insanity) 

Grennan’s debut album, Lighting Matches, was 

released at the start of July on Insanity Records  

and featured two songs recorded with his band in 

front of green screen with each performer having 

a 3D camera tracking their movements, creating 

an impression of viewers being in the room and 

able to move around it. This footage is then 

overlaid on 3D footage of the actual recording 

studio at Metropolis  
 

Working in collaboration with PlayStation VR Tom 

appears to look directly at you as if you really are 

in front of him 
 

There is an accompanying behind-the scenes 

video on YouTube outlining just how big a 

technical undertaking it all is. Interestingly, the VR 

performance is exclusive to PlayStation VR until 

January next year – marking a different kind of 

(virtual) windowing.  



Muse (Warner Bros) 

Muse have just announced the Simulation Theory 
World Tour, kicking off in February 2019 in the US 
and in June in Europe 
 
The Simulation Theory World Tour will feature a new 
‘Enhanced Experience Package’ that allows access 
to an exclusive Mixed Reality Pre-Show Party, 
powered by Microsoft, with three original virtual 
reality games, inspired by tracks from Simulation 
Theory. Additional Enhanced Experience perks 
include a premium concert ticket, show specific 
poster, interactive photo experience with props and 
memorabilia from the band’s latest videos and 
more. 
 
This has the potential to be the most advanced 
example of mixed reality we’ve seen to date, and 
demonstrates how in order to ramp up the 
immersive experiences around a tour or release it 
always helps to have a technology platform or 
hardware partner to help foot the bill. See also 
Gorrilaz / Deutsche Telekom; Sigur Ros / Magic 
Leap; Tom Grennan / Playstation… 



VR & AR Marketing Timeline: Other Notable Artist Campaigns  

Ariana Grande Snapchat merch-lens (Aug 18) 

CNCO AR app (Aug 18) 

Tom Grennan VR experience from Sony (Jul 18) 

David Bowie Is museum exhibition AR/VR version (Jul 18) 

Childish Gambino summer Snapchat lens (Jul 18) 

 Years & Years Palo Santo Facebook Camera effects (Jul 18) 

Vance Joy concert livestream in Oculus Venues (May 18) 

OK Go guy’s Lambchild Superstar VR music-making app  

The Vamps Landmrk location-based campaign + selfie filters (Apr 18) 

Eminem Augmented app for live shows (Apr 18) 

Justin Timberlake ‘Outside In’ with American Express (Apr 18) 

Tunnel AR app by Die Fantastischen Vier (Mar 18) 

AR Tonandi Magic Leap app for Sigur Ros (Dec 17) 

Masters of the Sun AR from Black Eyed Peas - AR comics app (Nov 17) 

Big Shaq Man’s Not Hot Facebook Camera effect (Nov 17) 

Dua Lipa New Rules Snapchat lens (Oct 17) 

Michael Jackson Shazam AR ads (Oct 17) 



ABOUT MUSIC ALLY 

For over fifteen years, Music Ally has operated at the intersection of music and technology. Across our periodical, 

training and consulting services, Music Ally is in constant contact with core companies catalysing digital change in 

the music industry. This paper outlines noteworthy and new activity across augmented, mixed and virtual reality as 

well as trends in artificial intelligence, bots and voice / smart speakers that will shape the future of music 

marketing 

This report is brought to you in partnership with Most Wanted Berlin 

Started in 2010, MOST WANTED: MUSIC (MW:M) has become 
the most important music business event in Berlin and the 
second largest conference for music and creative industry 
professionals in Germany. It is run by the Berlin Music 
Commission, the music industry network of Berlin.  
 
Our goals: enable practical know-how transfer, enhance 
networking and exchange and inspire new perspectives and 
business models.  
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