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In 2020, more than ever, the music 
industry has become obsessed with 
the relentless march of the new. Every 

few months, we are told, artists need to 
release new material, which should come 
dressed in a flurry of social media noise. This, 
needless to say, is exciting; but it presents an 
interesting challenge for those working in 
catalogue marketing for whom “new” may 

 Catalogue marketing used to mainly be about the 20th anniversary boxset (with some demos and a  
 couple of new photos added in) or about the same 15 songs in a slightly different order, popped in a slightly  
 different sleeve and called a “best of”. Streaming has changed that completely. Plus, with popular music  
 now of pensionable age, the 50th anniversary is becoming all too common. Putting the release in a  
 proper context and finding ways to draw in new listeners makes the whole process more complex but  
 also infinitely more interesting. We speak to those tasked with shining new light on both the unfamiliar  
 and the overfamiliar to learn how catalogue marketing itself has come of age. 

Catalogue marketing Catalogue marketing 
rejuvenatedrejuvenatedOUT WITHOUT WITH  THE OLDD
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mean 20-year-old demos or a niche audio 
remaster.

Out of limitation, however, comes 
innovation. The past few years have seen 
marketing campaigns around everyone 
from  2 Tone  to  Led Zeppelin  that use the 
latest digital tools and modern thinking to 
tell the tales behind classic album releases, 
reinvigorating them for older audiences 
and – theoretically – introducing new fans to 
these classic works.

“Catalogue is relevant to new audiences,” 
says Tom Herbert, director of digital 
marketing and strategy, global catalogue, 
Warner Music.  “They just maybe haven’t  
 been exposed to it yet. Our job is to put it in  
 front of the right audience in a way which is  
 contextually appropriate and then join the  
 dots for them so that they can learn why this  
 track, album or artist is relevant to them.” 

Tall tales: getting the  
narrative in order
Speak to catalogue marketers about their 
job and what tends to come first is the 
importance of connecting with the listener. 
“I always start my thinking around the story 
of the album/anniversary/artists and what 
will connect with the listener in the world 
that they live in,” says Atlantic Records VP of 

marketing catalogue, Tom Mullen.
“It’s not about the shiny cat toy idea, but 

something that will resonate with them 
personally and in their voice. It could be 
an article, the artwork, a story from the 
past reimagined, a podcast and so on. If it’s 
a good story, it will get retold; and finding 
those points with an album and artist is the 
creative side I can’t get enough of.”

Podcasts, as Mullen mentions, have 
become increasingly popular for this. Ignition 
Records launched a four-part Oasis podcast, 
Listen Up, around the 25th anniversary of 
the band’s debut album, Definitely Maybe, 
in 2019; meanwhile Sony Music teamed up 
with Consequence Of Sound in 2019 on a 

podcast series – as part of  The Opus  brand 
– to mark the 40th anniversary re-release of 
The Clash’s London Calling.

Clare Byrne, senior marketing manager 
at Ignition, explains that the idea behind the 
Oasis podcast was “to present new content 
and document the album’s [Definitely 
Maybe’s] impact on the music scene and its 
wider cultural impact” rather than to tell the 
already well-trodden story of the making 
of the album. The podcast, she explains, 
included interviews with fans, musicians, 
industry figures and media who were around 
the band at the time, mixed in with studio 
and live recordings, plus band interviews 
from the archive.

There have also been a rash of YouTube 
documentaries, including Google Play’s  
 Audio Ammunition  marking the re-release 
of The Clash’s catalogue in 2013; a “mini-
documentary” around the 50th anniversary 
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of Traffic’s debut 
album in 2017; 
and  Automatic 
Unearthed  to 
accompany the 
25th anniversary 
of REM’s 
Automatic For 
The People.

Anniversaries, as you can see, feature a 
great deal in catalogue marketing. But labels 
don’t always have to mark the anniversary 
of the album itself. In 2019, Universal Music 
Catalogue took advantage of the 50th 
anniversary of the moon landing to re-issue 

Brian Eno’s Apollo: 
Atmospheres 
& Soundtracks, 
which was 
originally 
recorded to 
soundtrack Al 
Reinert’s Apollo 

documentary, For All Mankind.
 “Sometimes it’s about identifying  

 appropriate moments in time and culture, 
such as last year’s anniversary of the moon 
landings,” UMC co-MD Richard Hinkley 
explains. “We knew that the world’s 
attention would be on the Apollo landings, 
so it was an appropriate moment to 
celebrate Brian Eno’s Apollo work.”

To do so, UMC agreed a deal with NASA 
itself to access its visual archive. “We 
worked with Brian and the NASA archive 
to create beautiful and thought-provoking 
video that spoke of Brian’s concerns about 
the climate and our misuse of the planet, 
interwoven with the music, and a key piece 
of that was  published on Noisey ,” Hinkley 
explains. “The message and the moment are 

of keen interest to a generation that wasn’t 
born when the original music came out, 
but we presented something compelling to 
them.”

Old shouldn’t mean tired
For Rupert King, group head of marketing at 
Blue Raincoat Music, which owns the rights 
to the Chrysalis Records back catalogue, 
the key to a successful catalogue campaign 
is that it mustn’t look old, outdated or 
irrelevant. “We are making sure that the 
quality of everything that we use [in a 
catalogue campaign] is incredibly high, so 
that it does stand toe-to-toe with other 
release campaigns from frontline labels. We 
don’t want to look like we are stuck in the 
past,” he says.

This kind of approach, he explains, can 
mean anything from using frontline methods 
in your marketing to making sure that your 
promotional video clips are not grizzled and 
grimy. “It has to have the same glamour and 
the same high-resolution as a Taylor Swift 
music video; we have to publish equally high-
standard [content] as you would do on a new 
release,” he says. “We don’t want to use old 
methods [of promotion] and we don’t want 
to rely on old crusty footage.”

Social awareness
A similarly forward-facing logic applies to 
social media, although it can be a dizzy dance 
for marketers to navigate between which 
platforms work for their artists, which could 
work and which will only inspire a sinking 
raft of “OK, Boomer” quips and humiliation. 

“No artist has just one type of fan and 
that’s where social media can be so effective: 
users on Facebook are different to users 
of Instagram, and Instagram users who use 
Stories are different from those who don’t,” 
says Hinkley.  “Creating the right content  
 ideas, delivered through the right social  
 channels will engage the right audience.” 

Herbert says that social media “is 
fantastic for identifying new potential sets 
of fans”. 

“The targeting within Facebook and 
Instagram, for example, enables us to really 
clearly identify our audiences and we’ve 
seen great success in finding them and 
engaging with this new set of fans,” he says. 
“Aside from that, we want to ensure our 
artists and brands are accurately portrayed 
and appeal to modern audiences; and to do 
that they have to embrace all relevant social 
platforms and channels, which we do with 
their cooperation.

Talking about the 50th anniversary 

COVERFEATURE

Ignition’s Clare Byrne explains how 
always-on marketing can apply to deep 
catalogue
• Be aware of key moments and anniversary 

dates to promote with throwbacks etc. 

and encourage fans to be part of the 

conversation.

• Make the DSPs aware of key dates for 

support for relevant tracks.

• Be reactive to pick up with tracks from 

third-party exposure (e.g. cover versions/

tracks being performed live/syncs) to 

promote the reach to a wider audience.

• Replicate activity across all platforms and 

keep the aesthetic consistent.

• It’s essential to have your archive and 

all your catalogue resources logged 

chronologically.

Always on
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re-issue of The Beatles’ Sgt. Pepper… in 
2017, Apple Corps. and Universal told 
music :) ally that Facebook was the biggest 
social platform for The Beatles, with over 
41m fans worldwide, but  Instagram  was 
the fastest growing. They used “organic 
content with Sgt. Pepper frames” to create 
a “campaign narrative” within the Instagram 
feed, as well as vertical Snapchat ads to 
target a potential new audience “and reach 
beyond the hard core and lapsed fanbase on 
a platform that the band previously had no 
presence on”.

Similarly UMC decided that, given the 
visual potential of Eno’s Apollo reissue, 
launching an  official Eno Instagram  account 

was key. “We worked with Facebook to 
ensure that the profile was immediately 
verified and promoted across its music 
pages,” the UMC team told music :) ally  
at the end of 2019. “The profile provided 
a flourishing home to the visuals created 
during the campaign and a place for  
creative, younger audiences to start 
engaging with Brian.”

#catalogue #marketing 
Byrne says that, when using social media 
and other digital tools, it is vital that the 
platform is suitable for the audience. 

TikTok, as one might imagine, should  
be used with caution. Herbert says,  

 “[TikTok] is a key service which is driving  
 catalogue discovery; it’s up to us to figure  
 out how to turn huge usage and exposure  
 within that service into actual consumption  
 within streaming services.”  He also points 
out that catalogue tracks are often used to 
soundtrack TikTok videos. Matthew Wilder’s 
1980s hit, ‘Break My Stride’, for example, 
recently got a new lease of life on TikTok 

thanks to the #BreakMyStride challenge.
For Oasis, however, Byrne was less 

convinced. “TikTok is hugely popular, but 
it may not be as relevant to a guitar band 
with an older core audience,” she says. “As 
an alternative, we encouraged fans to do 
cover versions. We made a new video of 
the  sheet music  for the classic album track 
‘Slide Away’, inviting fans to share their 
recordings of the song [using the hashtag] 
#SlideAwayChallenge and we added these 
to a dedicated playlist on Oasis’s YouTube 
channel.”

Fanning the flames
For the Definitely Maybe anniversary, 
Ignition faced the dual challenges of no 
new music (having reissued the album with 
bonus material five years previously) and no 
active band. As such, the company decided 
to involve fans as much as possible, inviting 
them to share their stories about the band – 
a tactic that leant itself to social media.

Byrne says that the company mapped 
out a schedule of Definitely Maybe-related 
content to share on the band’s social media 
every day from launch of the campaign 
until the anniversary date, including rare 
assets from the catalogue archive such as 
set lists and tour itineraries, “giving fans 
something to talk about and help generate 
conversations”.

Ignitions also launched a closed 
 Facebook group  where fans had to request 
access to become members, while the 
company used the hashtag #DefMaybe25 
across all official Oasis social media to pull 
together the assorted online content. “Tools 
that require direct fan interaction worked 
well, like quizzes and polls, and we created 
shareable assets such as a Facebook frame 
of the album artwork launched on the day of 

COVERFEATURE
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the album anniversary,” Byrne adds. “These 
assets helped us identify our re-marketing 
audience.”

Asset management
In certain cases, marketers may have to go 
right back to the basics for social media. 
“We had to do 2 Tone’s official social media 
from scratch when we first acquired the 
catalogue,” says Blue Raincoat’s Rupert 
King. “A big part of that was tidying it [the 
catalogue] up in a digital sense, everything 
from sloppy metadata on Spotify, [social 
media] profiles being unverified or even not 
having a profile. One of the first steps was 
seeing what wasn’t out there, then getting 
them set up.”

Naturally, there are a wealth of new 
digital tools 
beyond social 
media that 
catalogue 
marketers can 
avail themselves 
of. Rhino UK 
commissioned 
WMG’s Firepit 
Technology to 
create Instagram 
and Facebook AR 
filters based on 
the artwork for 
various  
 Pink Floyd  
albums as part of 
the promotion 
for the The Later 

Years album and boxset, while Ignition 
created a lyric video for Oasis’s ‘Fade Away’ 
as well as an Oasis GIPHY channel. 

Spotify Canvas is another popular tool 
for catalogue marketers: agency Fame 

secret – it’s data. Use it, play with it and 
keep looking past the obvious.”

Ultimately, Byrne says she learned the 
importance of patience for the Definitely 
Maybe campaign. “Always allow as 
much time for planning as possible,” she 
says, even if this may sometimes prove 
impossible. 

“The bulk of the campaign was planned 
quite far in advance; however, we decided 
to do a podcast at relatively short notice 
which proved challenging in terms of 
turnaround times. We had a strong 
response from everyone we approached 
to contribute and ended up with over 18 

hours of interview content so editing was 
obviously a huge task for the production 
company [Cup & Nuzzle]. And we then 
needed a very quick turnaround on 
approvals.”

Do all this, though, and the results can 
be spectacular. 

“People really got on board with 
embracing the celebration and fans’ 
reactions were amazing,” Byrne says. “We 
anticipated good engagement but some of 
the stories about what this album meant 
to them were very heart-warming and the 
campaign was widely embraced, exceeding 
expectations.”  :)

COVERFEATURE

Tom Mullen, now Atlantic Records VP of marketing 
catalogue, explains the challenges and rewards that 
he experienced while working on Jeff Buckley’s 
Record Collection, a website that let devotees 
browse Buckley’s record collection and listen to 
the music within, which he developed alongside 
Buckley’s mother, Mary Guibert, and creative 
agency Fame House during his time at Sony’s 
Legacy Recordings

The catalogue team was so used to the social post 

about an anniversary or the extra content from the 

boxset and this idea had never been done before. It 

was something they’d never seen or could visualise. 

Yet, as soon as I saw the photo of his CD and vinyl 

collection, the visual of the site never left my memory. 

It’s hard to get ideas through a big company and it 

was no fault of anyone specifically. I should have been 

better at explaining the concept or visualising this, but 

at the time I was so set on making this happen.

In the end, I got on the phone with Jeff’s mom and 

explained it to her with all my heart. She responded, 

“Jeff would have 

loved this.” There 

was my approval 

and I was off to 

the races. The Jeff 

Buckley Record 

Collection was 

something I had to 

do; it felt so right 

for him and his 

fans. The goal was 

twofold: to have this be something that lasts longer 

than a day in the news cycle; and something that 

looked into Jeff [as an artist and a person] that you 

can’t get now with streaming. Plus, getting younger 

fans to interact with Jeff on a deeper level because 

he’s not able to tweet or post on Instagram personally.

The response was amazing. The press, the bands 

and artists that had albums in his collection were all so 

excited to share they were a part of this. It wasn’t just 

a day, but something that would be returned to on his 

birthday, his death, a big anniversary. It was evergreen 

for his legacy. Your 

album collection used 

to be your calling 

card, your currency 

and your personality. 

Because his estate had 

these albums still and 

a document of it, made 

this project happen.

I still get hit up 

about the project – 

colleagues finding it or referencing it in meetings. 

It spoke to so many people across age groups or 

genres. 

What we have for Jeff is slightly lost today with 

streaming and many are nostalgic for the collection 

as we sit with millions of songs at our disposal in our 

pocket. This is a look into Jeff’s loves and soul. It’s one 

of the hardest things I’ve ever had to get done within 

a label and it was beyond worth it for Jeff’s legacy and 

helping the next generation learn about his amazing 

music, life and music tastes.

‘Jeff would have loved this’

House created six Spotify Canvas videos to 
promote the 10th anniversary of Pearl Jam’s 
Backspacer album, while Byrne says Canvas 
can help drive engagement on the DSPs.

Data, and the various tools that surround, 
has proven another key weapon. Mullen, for 
example, favours “data upon data”. 

“I use our internal systems to look at 
what’s working, what isn’t with our content, 
advertising, messaging, et cetera,” he says. 
“Also,  [we use] Spotify Analytics and Music  
 Connect to help tell the story past the  
 ‘frontline’ phase and really look at the weeks/ 
 months after a release and continue to find  
 ways to market that music.  The tool is no 
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TOOLS  
There are plenty of digital touchpoints 
between fans and artists, be that on DSPs, 
socials or artist websites. In order to 
manage all of these properties and take 
strategic actions, artists and their teams 
have to harness a plethora of different 
platforms and tools, never mind skills, that 
all have to be looked after and paid for. 

UK-based Beatchain wants to become 
a direct-to-artist platform, facilitating 
independent artists to distribute, promote 
and market their music – all within one 
platform. On its recently launched site, it 
says, “Running a website, mailing list and 
linkshares is expensive. Beatchain is an all 
in one solution, with all the tools you need, 
for one monthly price.” 

In short, Beatchain offers music 
distribution, social and streaming 
insights, social posting and marketing 
tools. The company was founded by Ben 
Mendoza, a former data analyst for a 
variety of multi-billion dollar tech and 
investment companies. Together with a 
team of behavioural economists, PhD data 
scientists, AI/machine learning experts 
and senior music industry professionals, 
he wants to make the process of building 
fanbases more accessible and viable for 
artists.

Signing up for the Basic plan is free 
and enables artists to start distributing 
their music (limited to three releases 
per month), giving them access to the 
platform’s Launchpad (scheduling social 
media posts) as well as the dashboard that 

provides social and streaming insights 
alongside each other. 

Two additional tiers – costing £14.99 or 
£19.99 per month – add on a website builder, 
smart links and email campaigns, with the 
top tier featuring unlimited smart links and 
email campaigns plus a custom domain. 

After signing up for Beatchain and 
connecting your assorted social and DSP 
profiles, you will be able to access a variety 
of tabs.

Insights gives an overview of followers/
listeners across Facebook, Instagram, 
Twitter, Spotify, YouTube and SoundCloud 
– with services like Apple Music and 
Amazon Music being the notable 
absentees here. With a simple point-
based scale of up to ten points, Beatchain 
evaluates how well your social posts are 
doing. What’s interesting is a fan map 
providing users with the amount of Spotify 

followers/listeners and social followers 
in locations around the world. It’s unclear 
what timeframe these numbers are based 
on when it comes to Spotify (presumably 
it’s the “last 28 days” timeframe available 
in Spotify’s own backend). 

In any case, it’s a useful way of 
comparing how fans connect on streaming 
versus socials, providing an interesting 
indicator of the state of an artist’s fanbase 
around the world and how cold or warm 

different markets are when it comes to 
activities like touring. 

Further down, Beatchain presents the 
user with a handy overview of similar 
artists pulled from Spotify and their 
performance across key channels as well as 
awarding each one with a fame score out of 
ten. In this way, artists can keep an eye on 
their neighbouring artists and, if they see 
someone who is doing well, they can use it 

as inspiration and apply similar strategies 
to their own channels.

 Under the Launchpad tab, artists can 
upload and edit content to a cloud-based 
media library, manage their content 
calendar and send or schedule content. 
Similar to what Spotify for Artists offers 
its users as resources, Beatchain also links 
out to helpful tips such as “making great 
content on a budget”. 

From these two tabs, it is already clear 

Beatchain
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how Beatchain can help artists understand 
where their fans are based, what kind of 
content works best for them and, from 
there, instantly post using the built-in 
social media scheduler, thereby ensuring 
they feed content consistently.

 When choosing to distribute through 
Beatchain, artists can access their royalty 
dashboard within the same platform, see 
an overview of their releases and be able 
to get mastering services (a feature that is 
coming soon). 

In September 2019, the startup 
revealed its partnership with FUGA and 
the platform is also distributing to TikTok 
which has only been introduced recently 
by the likes of DistroKid, CD Baby or 
TuneCore. It has to be noted here that 
if a user cancels their subscription to 
Beatchain Distribution, their tracks will be 
pulled from DSPs – which is a pretty big 
drawback.

The Media Library is very helpful in the 
sense that users can tag their uploads to 
classify them more easily. Users can also 
filter them, choosing to only display media 
that hasn’t been used in a post to avoid 
repetitive feeds.

The final tab, Marketing, offers various 
features such as smart links (termed 
“hypelinks” on Beatchain), a website 
builder and a mailing list feature. We’re 
especially impressed with the website 
builder. 

Although it only offers simple editing 
features, it’s able to immediately present 
a decent-looking website that integrates 
a social media feed, a video tab with the 
latest YouTube uploads, an email list sign-
up field and social/DSP icons. Users can 
also connect this website with a custom 
domain and simply add a Facebook pixel. 

TOOLS

For any artist with limited digital 
marketing know-how, these tools when 
combined can ensure they can make use 
of up-to-date marketing techniques for 
a small price. The company has artists 
including Duke, Mike Mayfieldand, Bang 
Bang Romeo and Mötley Crüe using the 
platform.

In terms of how Beatchain fits  
into the market, it is the only service  
music:)ally is aware of that combines 
social and streaming insights and 
scheduling with diverse music-focused 
marketing tools and even music 
distribution. By doing this, Beatchain 
clearly undercuts the price point of using 
platforms like Mailchimp, Squarespace, 
Hootsuite, Linkfire/Feature.fm, ToneDen 
and so on, but is perhaps also limited in its 
functionalities. 

However, the company still seems to 
be in its earliest stages, with the website 
pointing out various features that will come 
soon. Therefore we think it is well worth 
keeping an eye on the platform to see how 
these features will continue to evolve. 
Beatchain also says that it is working on 
developing a version of the platform with 
specialist tools and dashboards aimed more 
specifically at managers and labels dealing 
with multiple artists, although this is not 
yet available.

The app version (currently in beta) 
could also become a really powerful tool, if 
Beatchain adds features that other external 
apps offer to help users create more 
captivating social content. We’re thinking 
that Instagram Stories-focused apps such 
as Over or Unfold (for creating attention-
grabbing content) being the kind of thing 
that a lot of independent artists don’t 
have the resources for and would surely 
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CAMPAIGNS
Normally the music 
business is fixated 
on the ad breaks and 
halftime show at the 
Super Bowl each year 
as this is such a huge 
marketing opportunity 
as well as a hefty 
synchronisation 
payday. But things are 
changing. 

Beyoncé performed at the halftime show 
of the Super Bowl in February 2013 and 
then surprise-released her self-titled visual 
album in December that year. The NFL was 
obviously taking notes. 

This year for the game on 2nd February, 
it created a live visual album that was 
assembled, piece by piece, from the music 
that punctuated the whole spectacle. They 
called it Super Bowl LIV Live. The serendipity 
of the Roman numerals (LIV) showing it’s the 
54th Super Bowl and being a near-homonym 
of “live” was clearly too good an opportunity 
to pass up. 

Demi Lavato performed the National 
Anthem and Yolanda Adams (with The 
Children’s Voice Chorus) sang ‘America The 
Beautiful’ to open the game while Jennifer 
Lopez and Shakira performed the halftime 
show. Each performance went live on DSPs 
(including Spotify, Apple Music, Tidal and 
YouTube) shortly after they happened, 
eventually building up to a full audio and 

visual album. It 
could also have 

been pre-saved/pre-added on Tidal ahead of 
the game on Sunday. 

Proceeds from the National Anthem and 
‘America The Beautiful’ will go to the NFL’s 
Inspire Change grant programme. “This visual 
and audio album is the first of its kind and 
will allow fans to experience the greatness 
of the artists’ performance on Super Bowl 
Sunday at their fingertips and across multiple 
platforms anytime they choose so,” said Brian 
Rolapp, chief media & business officer of the 
NFL. “We are happy to continue the way we 
enhance the fan experience for NFL fans 
everywhere.” 

There are licensing challenges here 
(although knowing what song rights needed 
to be cleared in advance will have helped), 
but the fact that it happened at all should be a 
trigger for music award shows to think about 
what they can do about near-instant delivery 
of their key performances. This is where 
striking while the iron is hot – not wheeling 
out an album weeks after the fact – can have 
a profound impact. 

Those old enough to remember the 
days of the major high-street music retailers 
will recall that the classical and jazz section 
used to be housed in their own special room, 
deep inside the belly of the store. Now, it 
seems, classical releases are being tucked 
away in their own hermetically sealed 
bubble on streaming services. 

Violinist Maxim Vengerov will be making his 
new releases exclusive to classical streaming 
specialist service Idagio. As part of the 
deal he has also been named as an Idagio 
Ambassador. 

The first release under the new 
exclusive deal is Vengerov’s performance 
of Tchaikovsky’s Violin Concerto with the 
Orchestre Philharmonique de Radio France 
and conducted by Myung-Whun Chung. A 
second exclusive album (a performance from 
Carnegie Hall) landed on 4th February while 
a recording of his performance at the Albert 
Hall in London will follow in June. 

Idagio is promising to put its full 
promotional weight behind the albums and 
says that more ambassadors will be signed up 

this year (although it is not clear if they will 
also be trading exclusives as part of the deal). 

It is interesting that the streaming 
exclusive should resurface now within a 
genre that has a number of specialist DSPs 
– not just Idagio but also Primephonic and 
Naxos Music Library. For genres like pop, rock 
and hip-hop, the DSP exclusive for new studio 
albums was a short-lived thing, especially 
when streaming data started to count 
towards the charts and the DSPs felt that live 
performances, sessions and video content 
were more workable on an exclusive level. 

Despite a general decline in the market, 
classical is still a genre that skews towards 
the physical. Indeed, CDs made up 59.8% of 
the classical album market in the UK in 2018 
according to BPI numbers. As such, streaming 
was only 25.2% of the market that year and 
perhaps the feeling is that, for now, confining 
an album to one DSP won’t upset the chart 
apple cart too much. When streaming 
eventually holds the balance, we’ll see just 
how keen classical labels and acts are to play 
the exclusivity game.

 
SYMPHONY IN E(XCLUSIVE)   :  
MAXIM VENGEROV COSIES UP WITH IDAGIO

STUDIO 54th: THE SUPER BOWL’S LIVE VISUAL ALBUM

 The latest projects from the digital marketing arena  
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CAMPAIGNS
We are well used to musicians turning 
to crowdfunding platforms to help 
get proposed albums, tours and other 
music projects off the ground. In the 
case of M.I.A., she is turning to Patreon 
to focus on her non-musical pursuits. 

She is asking people to donate $5 
or $10 a month to help support her 
various art projects, stressing that 
she is still working on music and is close to 
completing her sixth album. 

“I’m doing a Patreon, because I make so 
much stuff and record so many things that 
aren’t music and don’t fit on other platforms,” 
she says on her Patreon page. “I’m making 
films, music, making art and I’ll be posting that 
process on here. But I want to make it fun and 
random, it might be ASMR Sri Lankan cooking, 
or I might go and stay in a silent Ashram in 
India for a month and just not speak, or I want 
to interview interesting people, do some 
reporting, make clothes, make paintings, just 
see where it takes me.”

For those giving $5 a month, they will 
get access to her video diaries where she 
travels the world making art and music, 
access to footage that did not make it into the 
MATANGI/MAYA/M.I.A. documentary, access 
to the Fly Pirates community, posts about her 
art and access to all her archived livestreams. 

For those paying $10 a month, they will 
be given access to monthly livestreams, they 
can participate in a monthly Q&A, get early 
access to posts/content as well as some 
“random surprise content” as and when it 

is available. “It might be a song, a recipe, a 
manifesto, maybe I could help you with your 
homework, you guys could be my manager 
for a day, tell me what to do with my career, 
therapy sessions, dating advice, we’ll see what 
happens,” she says.

The ugly aftermath of the crash of 
PledgeMusic is still being felt by musicians 
– especially those working hand to mouth 
and whose projects on the doomed platform 
either never came to fruition or ended up 
costing them vast sums of money. Against this 
backdrop, it is encouraging that musicians 
have not lost faith in crowdfunding and 
are looking to use it for all their creative 
endeavours – not just their musical ones.

Earlier this year, Justin 
Bieber’s social media 
strategy took a pasting 
when his Instagram account 
re-posted a fan account 
that encouraged fans to put 
comeback single ‘Yummy’ on 
repeat on Spotify and buy 
multiple copies from iTunes 
(and avail of VPNs) to game 
his US chart position. 

The offending post was 
swiftly deleted but still left 
a bad taste in the mouth, 
although we are still included 
to believe it was an over-
zealous social media manager 
posting it by mistake.

Around the same time, Bieber joined 
TikTok to ensure he was running a fully 
modern campaign. As part of that, he 
partnered with Chipotle in a campaign that 
was tied into Sunday’s Super Bowl and 
played out on the video-sharing app. 

“On the busiest day of the year for 
delivery, Chipotle is teaming up with 
TikTok’s biggest stars to create their 
very own Chipotle delivery ads that will 
showcase their personal content styles  
set to Justin Bieber’s hit song ‘Yummy’,”  
said the taco and burrito chain in a 
statement. (The link being, we presume, 
that they want people to think their food is, 
ummm, yummy.)

What that meant 
is that a number 
of major TikTok 
influencers – including 
@daviddobrik (9.5m 
followers), @zachking 
(33.2m followers), @
avani (10m followers) 

and @muslimthicc (1.9m followers) 
– posted Chipotle-sponsored clips during 
the ad breaks in the game using the 
#TikTokTimeout hashtag. This included @
zachking magicking up some food for his 
houseguests as ‘Yummy’ played and others 
ordering a Chipotle delivery and eating it 
to the strains of Justin Bieber. 

According to AdWeek, Chipotle claims 
the campaign reached 95m people during 
the Super Bowl (roughly equivalent to the 
size of the total US TV audience for the 
game), generating 2.5m ‘engagements’.

This was a real Hail Mary pass by 
Bieber that didn’t quite result in a surprise 
touchdown but did advance the campaign 
that bit closer to the 10-yard line. 

PATREON PLANES: M.I.A. GOES CROWD-FUNDING FOR HER ART
 
 

WHEN THE CHIPOTLES ARE DOWN: JUSTIN 
BIEBER’S TIKTOK + SUPER BOWL FORMATION

 The latest projects from the digital marketing arena  
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BEHIND THE CAMPAIGNELENA TEMNIKOVA

Setting up the album and 
broadening the audience
Elena has a huge audience here 
and has had big chart hits in Russia, 
Ukraine, Kazakhstan and so on. For 
this campaign, we used a lot of new 
mechanics to make things more 
interesting for her audience. For 
 TEMNIKOVA 4 ,  we felt that we  
 needed to engage more young people,  
 especially the female audience. 

Before this album, her audience 
was 50/50 male and female. The 
target audience for us with the new 
album was 25–35-year-old fans and 
we really wanted to target a younger 
female audience as well.

To do this we focused on digital, 
of course, and we focused heavily on 
social media, using things like  Giphy , 
stickers and messenger platforms. 

We used Instagram and also VK 
[i.e. VKontakte], Russia’s most famous 
social network with a huge audience [an 
estimated 100m active users]. The main 
focus was on these two platforms. 

We have also had lots of promo support 
from Apple Music, Yandex Music and 
Spotify. 

We wanted to have some digital themes 
[in the campaign], especially around videos 
and different games for our audience 
where we could engage [with fans] better. 

Social stickers
We created stickers that work on four 
different messaging and social platforms – 
VK, WhatsApp, Viber and Telegram. They 
were downloaded 8m times in the first 
month and the biggest platform for her 
was Telegram. 

The stickers contain lyrics from her 

songs as well as a number of song 
titles. We had around 20 different 
stickers on launch and we created 
another sticker pack after the 
album was released.

Working with the DSPs
It’s not often that platforms give us 
some interesting tools to reach the 
audience, but we had [promotional] 
emails from Apple Music and her 
music was featured in different 
playlists. 

What made the promo special 
for us was the inclusion of pictures 
on the top [of the home page], the 
use of banners and so on. 

Yandex Music is very similar 
to Apple Music. There are a lot 
of different playlists and charts – 
and it’s all about the music. Now 
they have podcasts, but it is still 

primarily for music.
On VK, users have a special page 

where it’s just music. It’s also very popular 
here and is basically music inside a social 
network.

 Yandex Music  is the biggest platform in 
Russia and has around 30% [of the market]. 
Both Yandex and VK have a free tier so 
users can listen to music with audio ads 
between tracks. 

Elena Temnikova is a singer, TV star 
and fashion designer who first came 
to prominence in her home country 
of Russia on talent show Star Factory 
as part of girl group Serebro (who 
represented Russia in the Eurovision 
Song Contest in 2007). Since then 
she has forged a successful solo 
career, releasing her debut solo 
album, TEMNIKOVA 1, in 2016. She 
has released a new album each 
year since then, with TEMNIKOVA 
4 coming out in February 2019. The 
aim for this most recent album was 
to target a younger female audience 
through digital and social platforms. 
MARIA SHEIKINA, PR and marketing 
head at TEMNIKOVA, explains how 
they focused on Instagram and VK as 
the dominant social channels, how 
they worked with both international 
and domestic DSPs, where they 
collaborated with a consumer 
electronics and a beauty chain in 
Russia, why they wanted to embrace 
the possibilities of both VR and AR 
and how they created their own 
virtual currency and loyalty scheme. 
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Album documentary 
It came in four parts and we wanted to 
show fans how this album was made. It’s 
a very interesting story. We also offered 
subtitles [for non-Russian speakers].

We wanted to make this film and create 
an event around it so we worked with 
bloggers and the media. There are four 
parts, looking at different things such as 
the music, the show, the design and so on. 
We wanted to show things from the inside. 

Because the audience is busy, each 
episode was around five minutes long. 

We premiered it on Apple Music 
episode by episode and then all the parts 
went on other platforms at the same time.

The re:Store collaboration
In Russia, re:Store is a large premium re-
seller chain for Apple products. We wanted 
to engage with the audience there because 
they love gadgets. 

On this album we have certain themes 
that relate to the use of technology and we 
wanted to show the re:Store customers our 
use of technology such as VR, AR and AI.

We designed  green T-shirts  that 
the re:Store staff wore. These T-shirts 
contained QR codes that, when scanned, 
would lead people to the new album. There 
were also QR code stickers on products in 
all 88 re:Store outlets that linked to tracks 

from the album. The QR code knew what 
music service they used and would lead 
them to the album there. 

A month after the album came out, 
everyone who had downloaded the album 
could show their device with the music 
to re:Store checkout staff and receive a 
branded holographic sticker as a gift. 

The music from the album was played 
every day for one month in these stores. In 
this period, we got a lot of Shazams of the 
tracks. 

Instagram masks
In February, we designed six masks for use 
on  Instagram . We have six tracks on this 
album [excluding an intro and outro track] 
and so there was a different style of mask 
that came with a short music clip from each 
song. 

They were the first music masks on 
Instagram in Russia. Previously they came 
without any music.

The first mask was for the track 
‘Бабочки’ [‘Butterflies’] and we had 21m 
people use it in the first week.

Trilogy of music videos
These were not like music videos; they 
were more like a film. They were for three 
different tracks. 

 The album is about the different  
 drama in your life so we wanted to make  
 it like a film.  We made a trailer for it and it 
looks like the trailer for a film. The trailer 
contained clips from all three videos.

Each of  the videos  were based 
around different themes: ‘Babochki’ 
was about the emergence of romantic 
feelings; ‘Net Svyazi’ was about innuendo, 
miscommunication and arguments; and 
‘Govorila’ brought everything together.

The videos were shot in Portugal in 
an 18th century castle as well as around 
Lisbon. 

It was initially available on YouTube. 
There was also a ‘making of’ video showing 
how it was all created and that was a 
YouTube exclusive. 

Live album to help push  
the studio album
Six months after the studio album came 
out, we released the TEMNIKOVA 4 Live 
album. We wanted to use the live album as 
a reminder for the TEMNIKOVA 4 album 
and a way to get people to listen to it again. 

Partnership with the  
Podruzhka beauty store
It really tied the marketing to the female 
audience aged 18-35 that we wanted to 
build on. 

 Podruzhka  is one of the biggest beauty 
retailers in Russia and has 220 outlets 
around the country. If fans showed the 
promo discount “TEMNIKOVA 4” or a 
downloaded copy of the album on their 
device to the cashier they qualified for a 
15% discount. 

 Fans could also hear the album in the  
 Podruzhka stores, with playlists featuring  
 her music played in-store for a month after  
 the album’s release.  

Podruzhka also worked with us on a 

BEHIND THE CAMPAIGNELENA TEMNIKOVA
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joint promotion – including emails, push 
notifications and social media posts. 

Teaser and unlock campaign  
for the album on VK 
We developed a bot that updated her 
profile picture with the names of songs 
from the album making up the post. When 
the posts gathered a set number of likes 
– 400 for the first song, 600 for the second 
and so on – it unlocked the full tracklist 
from the album. 

We also had a post with five of the 
album tracks blocked for listening and the 
audience had to deliver a set number of 
likes and comments to unlock each song. 
For example, for ‘Садится батарея’ [‘The 
Battery Is Low’], they had to get 1,000 likes 
and for ‘Говорила’ [‘Spoke’] they had to get 
1,500 likes and 1,000 comments. 

We were generating 2,500 likes and 

1,000 comments 
an hour at the 
promotion’s peak 
and we ended up 
with 11,000 likes and 
2,000 comments, 
with the event 
trending on social 
media. 

This was just 
for the 10 hours 
before the album 
was available to 
everyone. 

There was an 
image template 
based on the album 
artwork that users 
on VK could use in 
their profile pictures. 
In order to motivate 

them to change their user picture more 
often, we launched weekly draw games. 
For the most active users we developed a  
 unique template of the profile picture .

We wanted to motivate the audience 
to change their pictures. We had four 
different settings run for two weeks.

We developed a special bot to engage 
the audience. The audience could spin the 
wheel using their comments and win real 
prizes. If they got three prize symbols in a 
line, they could win that prize. 

 From that we got 231,078 new  
 subscribers, over 1m comments under  
 the posts, over 300,000 likes and 10,000  
 re-posts. This was all for an investment of  
 under $500 on the mechanics. 

Sims promotion and city battle
We wanted to reach a younger female 
audience and decided that people who play 

Sims were who we were after. We worked 
with Electronic Arts on this. The winner 
got free tickets to a show, the chance to 
meet Elena there and the Sims 4 game. 

For four cities where she was playing 
on her tour, the residents were competing 
against each other. They posted content 
around Elena and added the hashtag 
specific to their city. 

The residents of the most active city 
won the prize of having free delivery from 
the official Temnikova shop. On top of this, 
the most active players in every city won 
branded clothes. 

Stickers and horoscopes
This was all around one of the focus tracks 
from the album – the song ‘Бабочки’ 
[‘Butterflies’]. We created a bot that sent 
users some predictions based on their star 
sign. Users posted their star sign in the 
comments section and they were sent a 
positive horoscope for the following days.

Unlock initiative for the video for 
‘Нет связи’ [‘No Connection’]
People had to predict when the 
video would be on YouTube. It was 
presented as if there was  
 no connection  and every like 
the post received helped to 
reconnect and to complete 
the picture. 

Making the perfect playlist
This was linked to the tour. People could 
make their dream playlist with the tracks 
they liked most and would like to make up 
the setlist. They could choose 10 tracks 
and then nominate their city. 

We aggregated all this information for 
every city and wanted people to make the 
best playlists for every city. 

Dance competition on Instagram
We organised a dance contest through 
Instagram. People could choose one 
of six tracks and then make up a dance 
to this track and upload it with special 
hashtags. 

We did this with a jury made up of 
seven choreographers and participants 

from ТАНЦЫ на ТНТ, a popular dance 
show on TV here.

They had to write the name of the 

BEHIND THE CAMPAIGNELENA TEMNIKOVA

 13  |  sandbox  ISSUE 245  05.02.2020



track and their nominated 
choreographer and from that 
we chose the best dancer. 

We had a huge number of 
participants. People did not 
have a lot of time to make 
a video but we had a lot of 
people entering. 

It was put to a public vote 
and the winner got to join 
Elena on stage at one of her 
concerts. 

T$ loyalty programme
We created  our own bank  – Temnikova 
Bank – with virtual coins. 

Every participant could get earn points 
in the shape of T$. It was like a loyalty 
scheme and fans could earn them when 
they took part in different competitions 
or activities as part of the wider album 
promotion. 

 The T$s were digital coins that could  
 be spent on items from her online store.  
 In order to track their progress, they could  
 put their digital Temnikova Bank card in  
 their Apple Wallet to see how much they  
 had earned. 

VR live video and AR app
We created a special 360 VR and AR app to 

allow fans virtual access to the tour. 
We  shot the tour  with 360-degree VR 

cameras and slowly opened them for free 
online streaming on the tour website. One 
song from each city was made available the 
day after the show. 

There was a HD camera featuring 
exclusive content which Elena threw 
into the crowd and asked fans to share 
the video content to social media so that 
others could get a backstage view. 

People could play online games during 
the concert using the dedicated AR app as 
well as participate in the light show via their 
phone. There were also prizes on offer for 
those highest on the scoreboard.   :)

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

BEHIND THE CAMPAIGNELENA TEMNIKOVA

15m – streams of the album in  

                     the first six months 

8m – downloads of stickers in the first month

Top countries by listening 
Russia – 83%

Ukraine – 8%

US – 2.5%

Germany – 1.6%

Socials and streaming 
5.3m followers on Instagram

616m GIF views on Giphy

859k followers on VK

276k subscribers on YouTube

112k monthly listeners on Spotify

Vital 
stats

 14  |  sandbox  ISSUE 245  05.02.2020





Published by music:)ally. 

music:)ally helps companies market music 

better, and helps create more sustainable 

careers for everyone in the music industry. 

We accomplish this by researching and 

publishing news and the latest trends on 

digital change, startups and strategy, by 

training companies in what we know, and 

by running campaigns to learn as much as 

we can and drive excellence in our industry 

forward.

We also produce events to facilitate 

international discussion, planning and 

networking around digital change and 

digital strategy. 

Clients include: Spotify, Red Bull,  

Universal Music Group, Sony Music Group, 

Warner Music Group, Beggars Group, 

Facebook, Amazon, Google, Domino 

Recording Co, AEI, Anjuna, Songtrust, Blue 

Raincoat Music, Chrysalis Records, The 

Orchard, the MMF, the BPI, Berklee College 

of Music, BIMM and more.

 SUBSCRIBE 

To subscribe to music:)ally, begin a 

corporate deal or add subscribers to an 

existing corporate subscription, please 

contact Anthony Churchman on  

anthony@musically.com.

To learn more about our training,  

learning and development, and  

innovation workshops, again please  

contact Anthony Churchman on 

anthony@musically.com.

For digital marketing and  

campaign-level services, please  

contact Patrick Ross at

patrick@musically.com

If you have a digital campaign  

related story for sandbox,  

please contact Eamonn Forde on 

eamonn.forde@me.com

 TRAINING 

music:)ally trains labels, agencies and 

management companies across over  

30 countries. Training is available as:

n In-house workshops and innovation  

    sessions
n Material creation for corporate  

    L&D programs
n Team-level / department-level best  

    practice structuring
n Internet-based learning options  

    also available

 MARKETING SERVICES 

n Digital health check 
n Audience development, remarketing  

    and CRM setup
n Ad campaign audit / optimization
n YouTube assessment / optimization
n Facebook assessment / optimization
n Digital marketing plan creation
n Digital media buying
n Creative campaign planning
n Full-service digital campaign  

    implementation

ABOUTSANDBOX

CONTACT
  Boat: Holly, Holborn Studios
 49-50 Eagle Wharf Rd
 London N1 7ED

 www.MusicAlly.com

 mail@MusicAlly.com

Registered company number: 
04525243

VAT number: 858212321

© Music Ally Ltd. For the purposes of 

personal, private use the subscriber 

may print this publication or move it 

to a storage medium; however, this 

publication is intended for subscribers 

only and as such may not be redistributed 

without permission. 

Subscribers agree to terms and conditions 

set up on the music:)ally website, 

except where a separate contract takes 

precedence.  music:)ally has taken all 

reasonable endeavours to ensure the 

validity of all items reported within this 

document. 

We do not assume, and hereby disclaim, 

any liability for loss or damage caused 

by errors or omissions. In particular 

the content is not intended to be relied 

upon in making (or refraining from 

making) investments or other decisions. 

We cannot be held responsible for the 

contents of any linked sites.
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