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I
f you were playing music industry bingo 
in early 2020, then a run of “TikTok”, 
“monetizable” and “hip-hop” would 

have you screaming “full house”. It is not 
too much of a surprise, then, that “social 
streaming” app Triller – whose appeal 
combines elements of all three – has got 
music industry marketers pricking up their 
ears in recent months.

 Triller , essentially, is an AI-powered 
music video app that allows users to 
create videos by automatically stitching 
together their 15-second clips into one 
coherent whole. Users can upload audio 
or choose songs from the Triller feed 
for their videos which, if not quite as 
“celebrity” as Triller claims, are at least 
fairly professional thanks to the app’s AI-
powered auto editing.

 It’s not quite a case of: “Come in, TikTok – your time is up.” However, Triller has been growing sharply in recent  
 months and is starting to break tracks and acts in its own way. For now, the audience skews towards both  
 the US and hip-hop, but the app has global ambitions and wants to go deeper into different styles of music.  
 It is already making inroads into EDM and that cross-genre expansion will only continue this year. As it  
 stands, tracks on Triller are not fighting for attention in the same way they have to on TikTok which makes  
 it an exciting and potentially powerful platform. We speak to those using it about what works, what  
 doesn’t work and why Triller might not kill TikTok but could end up offering a fresh alternative. 

Music next big launchpad?Music next big launchpad?
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In December 2019, Triller launched 
full-song in-app streaming, allowing “artists 
and publishers to receive full stream credit 
when a video goes viral, with streams 
counted directly on Triller” according to its 
press release. 

“For the first time, streaming will benefit 
all parties,” Bobby Sarnevesht, executive 
chairman of Triller and partner in Triller 
strategic partner Proxima Media, said at 
the time. “The label, artists, and publishers 
get credit and revenue from streams and 
the associated streaming fees.”

As for the hip-hop audience, Ryan 
Kavanaugh, founder of Proxima Media 
and a Triller strategic partner, tells Music 
Ally that the app’s demographic is aged 
16-27, 85% of users are in the US and it 
skews urban. Triller recently announced 
new investors – including Snoop Dogg, 
The Weeknd, Lil Wayne, Young Thug and 
Kendrick Lamar – while the app’s global 
leaderboard sways towards rap acts, 
topped by Lil Wayne, Roddy Ricch and 
French Montana at the time of writing.

A look, too, at the acts who have 
benefited from using Triller shows a 
distinct hip-hop bias. Triller was one of the 
key tools in the rise of Lil Tecca, according 
to manager Giuseppe Zappala, with the 
rapper using the platform (as well as 
Instagram) to build anticipation for his 
breakthrough hit ‘Ransom’, while Chicago 
rapper Calboy’s ‘Envy Me’ got a boost from 
the success of the  #Envyme Challenge  on 
Triller.

More specifically, Triller appeals to 
the hip-hop dance community, with the 
platform becoming a place to help break 
dance trends like  The Woah . 

Pitchfork recently pondered the 
case for Triller as a music discovery app, 

mentioning dancer ChyTheGreatest 
as helping to break K$upreme’s ‘Gucci 
Cologne’, Lil Baby’s ‘Pure Cocaine’ and Rich 
the Kid’s ‘Splashin’’ in her Triller videos.

The answer to music discovery? 
Kavanaugh says that his company, which 
acquired a controlling interest in Triller in 
2019, sees the app as “the answer to music 
discovery”. 

“There’s about 20,000 new songs 
uploaded per day in the US: the formal way 
we describe it is, ‘Music discovery is the 
biggest challenge facing the music industry 
today,’” he says. “Triller we actually see as 
the answer to music discovery. We make 

it simple for the biggest and the smallest 
artists to create videos with music in a 
professional-looking way using our AI. And 
then if it goes viral, the artist benefits.”

That’s a heck of a claim, when for every 
Lil Tecca there are thousands of artists 
doing little or nothing on Triller. That said, 
Triller has scale on its side, at least in the 
US. In a recent press release, Triller argued 
that it was now bigger than TikTok in the 
US, with more than 26.5m monthly average 
users. 

This success may not have spread 
globally – in Sensor Tower’s ranking of the 
top 20 apps worldwide in Q3 2019, Triller 
was nowhere to be seen, while TikTok 
was second by worldwide downloads – 
but there are signs of interest picking up 
in other markets, with UK act  Darkoo 
recently finding success with ‘Gangsta’ on 
Triller.

 It helps, too, that Triller appears to have  
 a better relationship with the music industry  
 than TikTok , whose love/hate struggle with 
labels, artists and publishers looks set to be 
one of the defining battlefields of 2020. 

A Wall Street Journal report in October 
2019 claims that the three major labels 
each have “a small stake” in Triller, citing 

“people familiar with the deals”, while Tuhin 
Roy, UMG’s SVP of new digital business 
and innovation, said that Universal “is 
dedicated to working with innovative 
companies like Triller that are creating new 
ways for fans to engage with artists” when 
UMG signed a global licensing deal with 
Triller in 2018.

A label source in the US says that Triller, 
while not yet of great importance to the 
music industry, “is definitely interested in 
becoming a good partner to the business”. 

“In terms of linking through to streaming, 
the fact that [streaming] is baked in doesn’t 
hurt,” the source adds. “At the same time, it 
is still growing as a business. I don’t know 
how much they are moving the needle for 
the music industry at this point.”

Complementary; not a killer

For all Triller’s nascent popularity, though, 
very few people in the music industry 
are looking at it as a replacement for 
TikTok or  Dubsmash . Instead, it is seen 
as a complementary tool, with certain key 
differences. One of these is its relative lack 
of scale when compared to TikTok’s 800m 
monthly users. 
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This might seem like a negative point 
for Triller, but it does have a certain upside: 
one label executive told music:)ally that 
TikTok is overrun with pop stars, which 
makes it harder to cut through compared 
to Triller.  It’s hard, after all, for even the  
 biggest hip-hop act to compete with a  
 TikTok BTS exclusive. 

“If you can match the right content with 
the right audience, then definitely there is 
an interest to break through the clutter [on 
Triller],” says our US label source.

Triller has also captured a hip-hop 
audience that, while definitely present 
on TikTok, is diluted by TikTok’s sheer 
scale, where different genres of music rub 
shoulders with comedy clips, cooking and 
everything in between. 

“Hip-hop has become the new pop,” 
says Kavanaugh. “Gen Z are very smart. 
It’s not an audience that can be bought or 
marketed to. It’s organic and real. Brands 
like Tommy Hilfiger or Beats are prime 
examples. They worked because the 
community adopted them early on. And 
that is what is happening to Triller. We are 
the beneficiary of hip-hop becoming the 
new pop.”

Triller’s pan-genre plans
The question remains about whether 
Triller’s appeal can also extend to other 
musical genres. Triller’s recent deal 
with the Grammys, which saw it host an 
official Grammys party as well as offering 
“exclusive artist content”, looked like a play 
for the mainstream, while a  Mariah Carey  
Triller Christmas challenge in December 
2019 could be seen as evidence of Triller 
reaching out to a mass audience. 

One genre where Triller has made 
some impact is EDM, a connection that 

makes sense given Triller’s dance-centric 
audience.  Marshmello  was one of the 
recent investors in the platform, as well 
as one of Triller’s biggest stars: he has 93k 
followers on the app and his videos often 
pass more than 1m views each there.

At this point it is worth injecting 
a dampening note of reality. One US 
journalist, who has covered both hip-
hop and Triller, says that the platform’s 
popularity has been overstated. “It’s 
mildly popular,” he argues. “It’s not close to 
TikTok, and the main appeal of it seems to 
be for rappers or underground dances.”

Triller’s impact outside of hip-hop has 
also been fairly minimal. True, Mariah 

Carey’s ‘All I Want for Christmas Is 
You’ finally hit number one in the 
US in 2019, but it’s unlikely this had 
much to do with Mariah’s Triller 
Christmas challenge, which didn’t 
appear to have much of an impact 
on the general public.

What’s more, Chris Mariotti, 
“leader and manager” of LA rock 
band Edgar Allan Poets, says 
that Triller is “not a place for 
rock lovers” after experimenting 
with the app for his band. “In 
two months, I posted around 15 
videos [on Triller], I tagged them, 
I searched for some cool trending 

hashtag,” he says. “My top video gained 
100 views, I got just one like and I gained 
just one follower. Honestly, I felt in the 
desert. I felt out of place! So after two 
months, I decided to stop putting an effort 
into that app.” (See box on next page for 
more.)

Triller content is not locked  
to the Triller app
A possible counter argument to 
this is that Triller isn’t all about on-
platform success.  Videos made  
 on Triller can also be used elsewhere,  
 allowing users to benefit from its  
 relatively sophisticated video-editing  
 function without being stuck on  
 the platform.  In summer 2018, for 
example, 10k.Caash made a video 
on Triller that showed him dancing 
The Woah to ‘Intro Part 2’ by 
Arlington rapper  Splurge . Rather 
than becoming a Triller hit per se, 
the video took off after  10k.Caash  
uploaded it to his Instagram, in a 
way that shows the malleability of 
Triller.

“Nobody has really broke 
using [Triller] exclusively; it’s 

COVERFEATURE
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a combination of things,” says the US 
journalist. “And normally it gets more 

exposure once it’s posted on other 
platforms like Instagram or YouTube. 
That’s compared to TikTok where 
something could get big on there without 
ever being posted anywhere else.”

American hip-hop entrepreneur Wendy 
Day takes this multi-platform strategy with 
upcoming rapper  Lil Donald . 

“Every now and again, Lil Donald 
posts the best Triller videos on his IG 
and Facebook for comments from his 
followers,” she says. “This is not during 
any contest. It’s just a way for him to 
acknowledge and inspire fans to make 
Triller videos with his songs in the hope 
that he’ll post them. With nearly 200k 
followers on IG, that’s incentivising.”

Building the Triller brand
On a global scale, it is probably too early to 
really judge Triller.  “There has been a  
 growing conversation around Triller, but  
 I don’t know how much of that has been  
 Triller themselves,”  says our US industry 
source. “I don’t think it’s the first name on 
people’s lips. But that’s not to spite them. 
They are still growing their business and 
their identity.”

The company’s new musical investors 
should help it to find a new audience – 
although we once said the same about 
Tidal – while Triller’s plans for global 
expansion are only just getting going, 
helped along by its local music feeds and 
leaderboards. 

The company is also in an acquisitive 
mood, buying  Mashtraxx , a machine-
learning platform for music and video 
editing in late 2019 in a move Triller claims 
will provide its users “with next-generation 
editing tools to create and track powerful, 

attention-grabbing, and shareable content”.
 “Triller’s growth has been largely based  

 on its organic nature and its ability to  
 showcase art and generate user engagement  
 and streams,”  Sarnevesht tells music:)ally. 
“Our acquisition of Mashtraxx and its AI 
along with Triller and its huge fanbase is a 
roadmap to pure excellence never before 
seen.” 

Time will tell if this elaborate claim can 
come true. But, like the hip-hop community 
it serves, you could never accuse Triller of 
lacking ambition. :)

COVERFEATURE

Chris Mariotti, “leader and manager” of LA rock 
band Edgar Allan Poets, on Triller versus TikTok
I always followed the social media of the band 

and I was able to gain more than 700,000 likes on 

Facebook – maybe I was helped by the name of the 

band – more than 20,000 on Twitter, 25,000 on 

Instagram; on TikTok I just started and I have 40 

followers but 238 likes under my videos and some 

comments, so even if these are small numbers, at least 

I can see some engagement.

I can feel that people 

are watching and taking 

actions on TikTok [while] on Triller, I felt alone; I 

thought I was just posting for the algorithm. So if you 

play rock, don’t use Triller; it’s a waste of time. 

Maybe in the future things will change, but I doubt 

it. The app seems already targeted to a specific 

audience, style and music. This could be the big flaw of 

Triller compared to an app like TikTok where you don’t 

feel out of place whatever music you play.

Triller: ‘I felt alone’
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TOOLS  
Consumer concerns around online 
privacy, and new regulations such as 
GDPR, COPPA and CCPA are causing 
complications for tech giants like 
Facebook, Google and TikTok; and are 
increasingly seen as a differentiator and 
point of competitive advantage for Apple. 

Those same philosophical differences are 
beginning to emerge in the startup space 
too. OCL, a London-based technology 
company, wants to help music marketers 
to unlock exclusive experiences while also 
protecting user privacy. 

 OCL’s D2F platform Portes recently 
came out of beta and it allows artists to 
communicate with their fans and launch 
diverse campaign activations from within a 
single mobile-first platform. Crucially, at no 
point will the app collect any personal data. 

PJ Dulay, SVP of music partnerships at 
OCL, says, “What you really want to do if 
you capture things like email is to use that as 
a stepping stone to measure behaviour and 
tailor your marketing activity. Once you know 
what [your customers are] doing, you can 
create a marketing strategy. We have built 
a solution that will allow people to continue 
selling merchandise, to market and to do 
all these things they currently do without 
knowing John Doe lives in 55a Main Street.”

How it works is that artists can create 
their own ‘private lounge’ inside the Portes 
app, which currently has some similarities 
to Apple’s Wallet, enabling fans to collect 
and access the fanclubs of their favourite 
artists and brands in one place. 

Artists will then be able to create 
a unique collectable called a DiiD for 
different physical and digital activations, 
including VIP access to tickets, 
merchandise, competitions, news, 
exclusives, events and so on in order to 
offer things of value that only a fan can 
have access to. 

From a customer perspective, fans 
will be able to access these activations by 
tapping or scanning a bespoke QR code 
that the artist can share anywhere they 
like. This could be on a billboard, a flyer, 
the artist’s website or directly within the 
app. It also works via tappable links, NFC, 
beacons and even AR. 

The OCL team highlights how this is 
effectively a two-step process: a fan scans the 
code which then prompts them to download 
the app within a few seconds. Once the app is 
downloaded, all content is pre-loaded. 

Dulay notes that in some territories and 
verticals, marketers still need to warm up 
to the idea of QR codes; whereas they’re 
ubiquitous when you go to most countries 
in Asia, for example.

“The QR code as a tool, as a mechanism 
by which you travel from something physical 
to something digital, didn’t work 10 years 
ago because it was complicated as you had 
to download a QR reader,” says Dulay. “Now 
you’ve taken out one step: once you find 

physical and digital together, it’s a no brainer. 
If you look at people like Coca-Cola or Pepsi, 
they will use them constantly. It’s just a much 
smarter way to do it.”

 DiiDs can also be shared with any 
partners – including sponsors, brands, and 
ticketing agencies – who can verify VIP fan 
status without sharing any personal data. 
This technology for verification of VIP fan 
status will be provided by Portes for free to 
any third-party brand or ticketing platform. 

Portes has also built in anti-fraud and 
anti-bot technologies to ensure the content 
is accessed by actual fans and to help fight 
problems like ticket touting. Every DiiD 
that a fan captures is unique to them and 

cannot be counterfeited or 
stolen. This is an approach 
that is already being used 
successfully by the likes of 
ticketing app Dice; but Portes 
takes this a step further by not 
capturing any fan data while 
enabling various engagement 
opportunities.

 OCL explains that, rather 
than using Ticketmaster’s Verified Fan 
system, artists can provide fans with a 
special DiiD they need to activate. They can 
then communicate with everyone who has 
that DiiD through notifications. This could 
include saying, “I’m coming for an exclusive 
concert next week. Be sure to buy your 
ticket using your DiiD.” 

Fans won’t have to leave the DiiD as 
artists can add a payment link so fans will 
be able to buy via a system like Apple Pay 

Portes
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and will find their ticket inside the app 
after purchase. 

For those fans who have bought 
tickets through that DiiD, real-time show 
information can be uploaded inside the app 
as well as post-show content so that artists 
can continue to have that relationship with 
the fan. They will then be able to super-
segment their fans via their usage of these 
DiiDs such as by only providing those fans 
who have attended a certain show with 
access to an exclusive merchandise DiiD. 

You can even charge for special VIP DiiDs, 
converting fans into superfans. 

Other opportunities are to limit 
DiiDs to a certain usage level to create 
scarcity or time limits and also setting 
parental controls. With the point-to-point 
communication happening on mobile, 
the company joins other privacy-first 
startups like Canopy, which is developing 
recommendation technology with 
customer data stored on the personal 
device.

 From the artist perspective, they will 
get access to a very simple interface for 
such a fanclub on Portes. There are a few 
things artist teams can customise, such as 
the tabs that are available, the branding 
or the text – with more to come as the 
platform develops. When updating any of 
the tabs, the DiiD refreshes in real time. 

A true benefit of the DiiD system 
is that any updates to the lounge will 
be immediately available. OCL also 
emphasises how artists need no technical 
expertise to create a DiiD and can launch it 
in under 10 minutes.

Portes gives one artist DiiD away for 
free so any act can get up and running. 
Once a valuable action happens, such as 
the sale of a ticket, the company will take 
a commission of between 5-7% (the exact 
percentage is still TBC). 

Besides this free DiiD, Portes has 
several pricing tiers. The first one is a 
monthly membership fee starting at £20 
a month for the basic system. Depending 
on how many DiiDs you’d like to create, 
the tiers go up to £300 a month, enabling 
teams to create around 100 DiiDs. 

TOOLS

Which tier is the best fit will depend on 
the number of people who’ll have access to 
the Portes developer platform, the number 
of artists and the amount of DiiDs. There is 
no limit as to how many fans will be able to 
activate and access an artist’s DiiD.

Artists will also be able to upload 
status updates and use Portes as a form of 
social media. The benefit here is that once 
fans are boarded onto the DiiD, they will 
receive all of these posts and promotional 
messages unlike on other social platforms 
where organic reach is highly restricted and 

potentially expensive. 
On top of that, artists can set 

up pop-up notifications driving 
fans back into the DiiD. Fans will 
be able to filter at the DiiD level 
the kinds of notifications that 
are important to them. 

Portes brings together what 
artists would otherwise need to 
do on many different platforms. 
They can, of course, still use 
these platforms to drive traffic 
to their DiiD which becomes like 
a private lounge for artists and 
their fans.  :)
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CAMPAIGNS
The DSP thirst for exclusives from 
major artists has moved away from 
the album and towards content 
like videos, live performances and 
session singles. That could all now 
change. 

The new EP from 
Coldplay suggests a 
testing of the water 
as to what an act 
will give a DSP on 
an exclusive basis 
without flipping into full album territory. It’s 
called Coldplay Reimagined and features not 
only three acoustic versions of tracks from 
their recent Everyday Life album – ‘Cry Cry 
Cry’, ‘BrokEn’ and ‘Champion Of The World’ – 
but also a companion short film that features 
Chris Martin and Jonny Buckland from the 
band working on the recordings. 

The video is only nine minutes long but 
comes up on the listing page as “© 2020 
Apple Music” rather than, for example, “© 
2020 Coldplay” or “© 2020 Parlophone”, 
which is somewhat revealing about what the 
negotiations for this exclusive might have 
involved. 

While it’s obviously not a new album or 
even new music – just three existing songs 
unplugged and a video about them – it is 
still interesting from the perspective of just 
how much material acts are comfortable 
giving streaming services on an exclusive 
basis without it souring their relationship 
with other DSPs. 

It came hot on the 
heels of Justin Bieber giving Apple Music 
an exclusive on the video for the ‘E.T.A.’ 
track from his Changes album. According 
to Apple, it’s just “the first in a collection of 
brand new music videos from Changes that 
will launch exclusively on Apple Music over 
the coming weeks”. 

These are, of course, enormous acts and 
can push the boundaries here – and no DSP 
is really going to blackball them because they 
offered a rival DSP some acoustic tracks 
or some videos. Even so, it all feels like a 
testing of the water about how far they can 
go without souring relations with another 
streaming platform.

And if this becomes the norm, will new 
acts – especially those the DSPs want to be 
seen to have had a hand in breaking – have 
to increasingly negotiate the combustible 
politics of exclusives? 

If Coldplay and Bieber are firing the 
starting pistol on a new exclusive content 
arms race, it’s a gentle one. For now. 

Rapper T-Pain posted a curious tweet 
last month. He claimed that someone 
had launched the fucktpain.com website, 
perhaps to mock or troll him. So he decided 
to do something else. “I simply purchased it 
from them and now all the profit comes to 
me. Got it? So buy it up!! I’d appreciate it,” 
he tweeted, adding in a cry-laugh emoji for 
good measure. 

Clicking on the link leads you 
to a site that has a backdrop 
of screengrabs from Twitter 
of real people slating T-Pain. 
There’s @Spistella saying, 
“tpain is a terrible artist and 
he is the ugliest creature 
on the planet.” Or there’s @
KrazySexyKool87 asking, “Is 
it just me or does Tpain seem 
as if he has terrible breath? Smh…” 
Or @CINAbun and the very direct, 
“tpain is trash.” It’s all pretty harsh 
stuff. 

Overlaid on the page is a 
button saying “—> FUCK IT <—” 
and when you click on it you 
are led to an online shop selling 
T-shirts with different slogans on 

them (“Auto Tune Sucks”, “Fuck T-Pain”, 
“T-Pain sucks”).  They are all selling for 
$24.99 each and there are multiple designs 
all along the same theme. 

That really stuck it to the trolls, right? 
Well, not all of them: T-Pain’s mentions on 
Twitter are full of people applauding his 
ingenuity, but also some who think it’s all 
a prank and that T-Pain owned the site all 

along. 
Either way, it’s a pretty good 

wheeze: T-Pain has some new 
merchandise to sell and he has 
gone far beyond his 1.2m Twitter 
followers with a campaign that’s a bit 
like the Mean Tweets segment on US 

chat show Jimmy 
Kimmel Live. But 
turned into a retail 
opportunity. 

As with Lewis 
Capaldi and James 
Blunt in the UK, if 
you can puncture 
the online abuse 
with humour or 

irony, it makes 
you look 
better and 
smarter than 
the trolls. 

And 
spinning some 
revenue out of 
this makes the 
victory even 
sweeter. 

NO PAIN, NO GAIN: T-PAIN’S WEBSITE TAKEOVER AND TROLL TAKEDOWNSTEALTH EXCLUSIVES: COLDPLAY AND JUSTIN BIEBER TEST THE BOUNDARIES

 The latest projects from the digital marketing arena  
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CAMPAIGNS

What an album is today is proving 
both an existential threat but also 
a creative opportunity for the 
music industry. 

On the one hand, the DSPs are 
accelerating the disassembling 
of the album with their focus on playlists and 
singles; but on the other hand, they are offering 
ways to reframe the album as a body of work. 

There were visual albums from the likes 
of Beyonce’ (both Beyoncé and Lemonade) 
as well as Frank Ocean (Endless). There have 
also been enhanced album “experiences” 
such as what Spotify did last year on the Billie 
Eilish Experience, an interactive take on her 

debut album, as well as assembling the Love 
Taylor, Lover Enhanced Album playlist to push 
Taylor Swift’s Lover album. Now add to that 
list the “lookbook”  Spotify has created for 
Bad Bunny’s Yo Hago Lo Que Me Da La Gana 
album. 

A lookbook is used in the fashion world to 
show off a designer’s new collection and is 
distributed to media and retail for marketing 
purposes. Here Spotify used the concept to 
show off the Puerto Rican rapper’s strong 
visual aesthetic across a series of shots 
structured around five songs and storylines 
from his album. The different looks were 

created by Mexican stylist Nayeli 
De Alba and Storm Pablo (who is 
Bad Bunny’s personal stylist) and 
they even entered the real world 
with two physical displays in 
different parts of New York the 
day of the album’s release (29th 
February). 

All the acts mentioned 
above are massive – with Bad 
Bunny being number five in 
Spotify’s most-streamed acts of 

2019, putting him ahead of even Taylor Swift. 
Handing acts the tools to give their albums a 
visual impact that goes far beyond the sleeve 
art is to be welcomed, of course. However, 
limiting such support to those who already 
have huge audiences and streaming numbers 
risks ushering in a new class system where the 
gap between the huge and the not-so-huge 
only widens. 

The 1975 have repeatedly used a social 
media reset to announce a new album 
– scrubbing their social channels to set 
things up for a fresh release. 

Not going as far as the full reset, a 
tweet from a new Twitter account (@
MindshowerAI) sent their fans down 
a variety of digital rabbit 
holes to figure out what they 
were up to. “Begin your own 
journey and find yourself in 
our stunning retreat,” said its 
first (and, so far, only) tweet. 
“Mindshower digital detox 
puts you back in control. 
RECONNECT. RECHARGE. 
REJUVENATE.” 

A 60-second video came with it that 
featured soothing images of nature over 
which were automated-sounding voices 
saying things like, “My joy is constant and 
smooth”/“I hope for a better world for 
everyone.” 

Clicking on the mindshower.ai link 
(which now redirects to the band’s official 
site) added more clues while it was still 
live, including what seemed to be auto-
generated phrases that were vaguely tied to 
mindfulness. 

The fact the account was only following 
@snowflakesmasher86 (who just happens 
to be named after a character on the 
band’s last album) was quickly spotted and 
pounced on by fans. This was underscored 

by lead 
singer Matt 
Healey 
posting 
the phrase 
“MIND 
SHOWER” 
under a 

photo on his Instagram account. 
The Mindshower trailer then ended up 

on the band’s YouTube channel, leading up 
to a YouTube premiere for the computer-
animated video for their track ‘The 
Birthday Party’. 

It’s a pretty simply activation and not 
anywhere near as complex or as cryptic as 
the long run up to Harry Styles’ ‘Adore You’ 
single last year that had a fake tourist site, 
fake Yelp-style reviews and more as part of 
an intricate breadcrumb trail for months 
in advance. Even so, this fits into what The 
1975 have done for a long time in their 
marketing and while things like this are 
expected from them now, it doesn’t lessen 
their impact. 

LOOK WHO’S BOOKING: BAD BUNNY HOPS ON SPOTIFY PROMOTION
 DETOX OF THE POPS: THE 1975’S MINDSHOWER 

OFFERS SOCIAL MEDIA CLEANSING

 The latest projects from the digital marketing arena  
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How did K CAMP and GENIUS 
begin working with Music Ally?
PR: GENIUS first got in touch with 
music:)ally back in March of 2018. At 
the time, K CAMP’s single “Racks Like 
This” was about to come out. GENIUS 
had taken part in all of music:)ally’s 
training and got in touch, wanting to 
go deeper, and interact at a higher 
level. So we started working together 
with the objective of really bringing  
K CAMP back to the forefront. 

Working together, we ensured 
that every release and the overall  
K CAMP web presence was 
completely optimised. They had 
loads of great music coming, and we 
wanted to use each one as a step to 
building K CAMP’s audience.  
K CAMP had a lot of great songs in 
the bag, and we knew each one was 
a building block to getting him back 
on top. We just had to keep moving 
forward, dropping albums, mixtapes, 
and singles, until we got to the right 
track. This happened to be “Lottery”.

Creating the ‘Lottery’ track  
and its quiet release
NH: The song was recorded on tour 
during an off day in New York in 
February 2019.

The guys killed the day in the 
studio. It was a song that they liked 
a lot and we ended up setting it up 
to release near the end of the tour in 
early April. 

  K CAMP is an artist who releases  
 frequently and has a pretty rabid  
 fanbase. He likes to feed the core  
 fanbase and doesn’t want to make  
 them wait too long. 

We scheduled the song for release 
and then we unfortunately found out 
that that Nipsey Hussle passed away 
[on 31st March 2019], the day before 
the song was scheduled to come out.  
K CAMP and Nipsey were friends so 
this didn’t feel like the kind of song 
that was fitting for that moment.

The viral impact starts
NH: We didn’t really push the track 
very much. We just let it be. It was 
like that for a while. It just sat there 
on DSPs and the core fans consumed 
it. Then after some time, we started 
to notice that, like many of those 
records, the dance community had 
started to embrace it. 

There are kids who do freestyle 
dance videos and they were 
uploading them to YouTube, 
Instagram and other places. 

We started to see that happen 
a bit more frequently than normal. 
Most of his records get embraced 
by these types of kids, but this was a 
little bit more intense. 

 IL: This started happening  
around two weeks after release. 
There was a trend on Instagram and 
this is really where the hashtag 
 #LotteryChallenge  came through. 
As much as we would love to take 
credit for starting that, it was more 
a case of spotting what was going 
on and then leaning in to do what 
we could to enable the virality to 
spread. We began a playlist around 

the hashtag on YouTube, and curated any 
videos being made to the song there. We 
also used the hashtag heavily on Instagram, 

Atlanta rapper K Camp began releasing mixtapes in 2011 and then signed 
to Interscope in 2014, building up a loyal following. The release, however, 
of ’Lottery’ in early 2019 changed everything. The track initially had a slow 
build, with his team focusing on amplifying the organic growth of the 
track on platforms such as Instagram, YouTube and Triller. A few months 
later users of TikTok pounced on the track taking it to nearly 30m UGC 
creates and over three billion views on Tik Tok as it started to go viral at a 
phenomenal rate – although most users were calling it ‘Renegade’ (after 
the track’s producer, Reazy Renegade).  NAVEED HASSAN (senior manager 
and head of A&R at MDDN), GENIUS ( K CAMP’s business manager and 
DJ collaborator), PATRICK ROSS (SVP of digital strategy at music:)ally) 
and ISABELLE LJUNGQVIST (digital marketing coordinator at music:)ally) 
explain how they tracked its viral growth, where they worked closely with 
TikTok to amplify it, why changing the metadata around the track was 
essential to fall in line with what users were actually searching for; and how 
one should best manage a viral hit to ensure it leads into the next stage of a 
career rather than leaving the artist high and dry as a one-meme wonder. 

Interest declared: Music Ally has worked closely for two years with K CAMP’s team including his business partner  
and DJ collaborator GENIUS, the team at MDDN and with K CAMP and GENIUS’s RARE Sound label.
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where dances were also being done. A big 
part of what music:)ally and K CAMP did, 
was to amplify the organic uplift. This took 
the form of us capturing the content being 
made, and getting K CAMP to comment 
and re-post on the best ones. This further 
pushed the challenge, as people now knew 
K CAMP was paying attention.

NH: We were actually pushing a different 
30-second clip of the song; we were 
pushing the hook of the song. 

After seeing this track raising its hand 
organically, we decided to shoot a music 
video for the song and pay homage to the 
dance community. We got a really talented 
choreographer who brought dozens of 
young dancers into the video. They were 
dancers who these kids look up to that are 
in the music video with  K CAMP. That was 
the fuse that really started it because it just 
continued to grow on its own. 

G: The record was growing life because 
of some of the stuff we do at RARE Sound 
/ Mixtape Monopoly [GENIUS’s viral 
marketing network] regularly. Initially, 
Lottery was moving in the ATL club scene 
and ATL Dance scene because we serviced 
the record to local club DJs in Atlanta from 
the start. Empire also dedicated marketing 
spend to independent playlisting/viral 
marketing with Mixtape Monopoly in two 
separate series around the record early on 
between April and September 2019. 

At Mixtape Monopoly, we used our 
viral engine to repurpose content that was 
initially being created by dancers to create 
viral momentum. We had initially seen this 
work for a Campaign we did for Megan 
Thee Stallion with 300 Ent in early 2019 
where we repurposed her freestyle videos 

and viral content through our viral engine 
that helped to blow her up. An example of 
this would be when Chance The Rapper 
initially made a video to Lottery that we 
spread through Twitter and Instagram. 

We initially even sent the original studio 
preview of the song through a series of 
Viral pages we created around K Camp. 
We engaged Triller for marketing early and 
got the #LotteryChallenge as a featured 
challenge on the app which helped the 
momentum. 

Around 5,000 Videos were created  
on the app. We took some of the top  
videos and repurposed them across social 
media. 

We also took Lottery to Radio 
independently between September and  
November  2019 and peaked at number 
#44 on the urban radio charts. The 
momentum was already high but the spill 
over into TikTok really helped to make it a 
worldwide smash.  

The viral impact accelerates
NH: In September, there was a young girl 
[Jalaiah Harmon] who uploaded a clip to 
Instagram, which we believe is the first of 
what’s called the Renegade Dance now. 
She uploaded this to Instagram and a 
couple of kids saw it on Instagram and it 
became a mini viral video on there. 

Then, from what we understand, a few 
folks on TikTok started to do it. Charli 
D’Amelio [TikTok star with close to 30m 
followers] did it. This was coinciding with 
the rise of TikTok and it just boiled over. 
Before we knew it, kids were now using 
the beginning of the song. Renegade is the 
producer so this tag of Renegade led into it 
becoming known as the Renegade Dance 
or Lottery Challenge. It went viral on 
TikTok and, before we knew it,  Lizzo  was 
doing a video to the song. The streams on 
DSPs were still going up. 

 Even months after release, every week  
 we would see a new peak in the song, which  
 is pretty incredible. It 
continues to grow.   
It’s been an 
interesting ride. 

How ‘Lottery’ 
became a 
‘Renegade’ 
NH: In early 2020, we 
made a decision to 
change the metadata 
and include the word 
“Renegade” in the 
title of the song. We 
got some information 
that that’s what 
kids were Google 
searching for – the 
term “Renegade”. We 

just included that in the metadata and the 
title. 

That helped to connect the dots for 
people. I think kids had already figured out 
that this was a song called ‘Lottery’, but 
changing the name slightly helped a bit. 

PR: It was very clear that “Renegade” was 
what people were identifying it as. I think 
that was a very smart move to put it in the 
metadata and releasing it with that word 
in the title, then updating the metadata on 
YouTube so that the videos would surface. 
We were encouraging people to use the 
hashtag and  K CAMP was commenting 
back to people, liking posts and reposting. 

NH:  Nick Kosir  [the meteorologist on Fox 
46 in Charlotte, North Carolina] was a big 
part of it on Instagram [doing a dance to 
the track before it went on TikTok]. Doing 
the dance became a thing. It just swelled 
organically. 

BEHIND THE CAMPAIGN  K CAMP
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We didn’t come out of the gate knowing 
this was a hit. We didn’t have a giant 
marketing budget. We just served the core 
and continued to do what felt right as far 
as embracing the dance world – and then it 
got its own legs. 

TikTok as a partner 
NH: I was noticing what was happening 
on TikTok and I was hitting up our label 
and saying, “Hey, guys, what are we doing 
about this?” They weren’t really listening 
to us. So I just started Google searching 
who does artist relations at TikTok and I 

found Isabel Quinteros [music partnerships 
& artist relations at TikTok] on Instagram 
and sent her a DM. She said,  “You guys  
 have the biggest song on the platform.  
 We’ve been trying to reach out.” 

When that happened, things spilled 
over and we had bigger conversations 
with our record label, we got into TikTok 
and it’s close to 30m creates now and over 
3bn views of the videos, including that 
15-second clip. It’s pretty wild. I was at 
a restaurant not long ago and I heard a kid 
walking by me singing the song. That’s the 
first time that has ever happened to me.

Converting TikTok plays  
into  K CAMP fans
NH: They didn’t really need us [to get 
involved to push it]. It was taking on a life 
of its own. It is still a challenge to bring 
the audience back to the fact that is a 
song by  K CAMP. That’s the challenge 
right now – converting all of these ears 
that have discovered the song and are 
doing the dance but are maybe not an 
urban-listening audience or are not our 
core fanbase.  K CAMP didn’t even have 
a TikTok profile until maybe a few weeks 
ago. He hasn’t even really posted anything 
on there yet. We have supported them by 
reposting stuff that we’ve seen on Twitter 
and Instagram, but it was taking on a life of 
its own. 

There were a few of these viral moments. 
There was the one with the meteorologist. 
It also went viral on a few places like Reddit 
and on Twitter there was a  video of a girl in  
 a car  at a gas station. There’s no sound and 
you see the girl doing what we now know 
as this dance. She’s doing the hand motions 
and the whole thing. 

There’s no sound and someone from 
another car is videoing her and laughing 
because she’s doing a dance. Then somebody 
cleverly realised what that was and 
overdubbed the song on there. Of course, it 
synced up perfectly so it’s really obvious that 
she’s doing what’s now called the Renegade 
Dance. That was another big moment. 

It just rippled into places that maybe it 
hadn’t before and it became synonymous 
with TikTok. People were saying, “Oh, 
that’s the TikTok dance.”

It takes on a life of its own
IL: Back in April and May, nothing was 
happening on TikTok around this track. 

Instagram, YouTube and Triller were all 
using the track. It was going viral in those 
communities, but TikTok was completely 
silent. That all changed!

NH: It truly has been an organic song that 
has really taken off. As much as I would 
like to take credit for a genius marketing 
plan that we put behind it, it’s really just 
a talented artist and a talented producer 
who made a song that the world just 
connected with. It aligned with the rise  
of TikTok in a way that really benefited  
the song. 

Our company is headed by Benji and Joel 
Madden [of Good Charlotte]. Joel came into 
the office one day and said, “My daughter 
had a sleepover last night and there’s a 
bunch of girls at our house. They’re in their 
room and they’re all laughing and dancing. 
I walk into the room and they’re dancing to 
this song.” It’s been stories like that over and 
over with this song.

“It doesn’t have to be consumed  
as a traditional song”
NH: You’re just seeing people look at song 
structure differently now. If you look at the 
track ‘Life Is Good’, the Drake and Future 
track, it seems like a nod to what Travis 
Scott did on the Astroworld album. It’s 
essentially two songs mashed together. It’s 
not really one song. It’s less about putting 
together a song with a traditional intro-
verse-chorus-verse-chorus-bridge-outro. 

It’s about putting together a bunch of 
moments that can exist on their own and 
that complement each other. It doesn’t 
have to be consumed as a traditional 
song. When we noticed it starting to 
trend on TikTok, at first the song wasn’t 
even properly ID-ed. Somebody uploaded 
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this piece of the song, maybe just 
because it was the beginning of the 
song and that was the easiest part 
for them to upload. It was some 
weird string of letters and numbers. 
It was the original sound [i.e playing 
in the video rather than being 
overlaid]. 

When I reached out to TikTok, 
part of my conversation was, 
“Hey, there’s a bunch of different 
metadata in your app. Can you guys 
collect it all and put them under 
‘Lottery’?”

Now TikTok has a deal with 
Apple Music so it’s a little bit more 
streamlined and all the streams are 
counting, but it was just going viral 
by itself. These different sounds 
were associated with the videos but 
they were all the same song. 

I’m not sure why people chose the 
beginning 15 seconds. There were 
conversations about if we should try 
to re-engage the chorus of the song. 
At this point, kids are understanding 
it’s the Renegade Dance. And that 
Renegade vocal in the track is really 
the Renegade tag – his producer tag 
that’s on every beat he makes.

PR: I think it’s also interesting to 
note that this moved from platform 
to platform.  TikTok is a platform  
 where a full-length track doesn’t  
 work; that’s not where it lives.  TikTok 
was the more snackable version of it. 

Building on the first viral wave
NH: For us, the next steps are continuing 
to build the story. Yes, TikTok is a 
massive part of the story for the song, 

but continuing to grow it outside of that 
platform specifically is the next step for  
us. And also really trying to keep it  
organic. 

In our conversations with Isabel at 
TikTok, I was asking her how we can 
continue to build this and her suggestion 

was, “I wouldn’t recommend 
promoting the challenge or using 
the language of ‘challenge’.” For the 
younger generation, when they 
know that there’s a not-so-subtle 
call to action, you will get turned off. 

If it’s a proper challenge, they 
are not interested in it. So for us, 
it was almost like an exercise in 
being patient and not putting a 
bunch of energy and quote-unquote 
marketing [behind it] – not trying 
to really market it in that way. We 
let it do its thing organically; but, at 
the same time, we were looking for 
opportunities to grow it outside of 
TikTok specifically. 

We’re actually in conversations 
now with Snapchat about a new 
feature they’re rolling out. It looks 
like they want to use the song as the 
first audio piece here. 

TikTok tips
NH: They don’t have anything like 
[a data dashboard à la Spotify for 
Artists]. They don’t have a product 
for that currently. They’re willing to 
give you whatever information they 
have, which at this point is not a lot. 
But they’ve been easy to work with 
as far as just staying in touch and 
giving us some recommendations on 
how to keep things building. 

But we haven’t really been given 
any robust data from them about who’s 
doing it [making videos etc.]. It seems, from 
my perspective, at this point that there are 
a few kids who have risen very quickly to 
the top that are these mega-influencers on  
TikTok. It’s an interesting situation because 
they’re young. I feel like they reflect the 

userbase of the platform.  Charli D’Amelio  
is around 15. 

 There are a few of these mega- 
 influencers at this point that, when  
 they latch onto something, it really  
 takes.  We did meet with TikTok over the 
Grammy Weekend and they explained a 
few things. There is a 60-second feature on 
their app, but they recommended that the 
15-second clips tend to perform better. I 
think it’s an attention span thing. 

They also recommended that videos 
or uploads that have a beginning, a middle 
and an end tend to work better – meaning 
that there is a setup in the video and then 
some kind of payoff. Also videos that 
include the person, or somebody’s face, 
within the first three seconds of the video 
[have an impact]. 

For us, it worked out really well with 
the dance because you see somebody’s 
face immediately. The way that the 
dance is set up, there is a very distinct 
beginning, middle and end. The way the 
15-second clip ends is a payoff with how 
the dance unfolds. It was a natural thing 
that happened to really react with the 
algorithm that TikTok created. I would love 
to see more data from them. That would be 
super useful. 

TikTok, for now anyway,  
is hard to game and is all 
the better for it
NH: I think it’s refreshing. Music, like all 
things in life, is pretty cyclical. It feels like 
there’s a new thing that’s happening with 
TikTok. The way that kids are turned off 
by things that are very clearly marketing, 
it’s a reflection of what kids really want to 
see. That’s what the platform is saying and 
that’s what the song has tied into. 
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It is pretty interesting and I think 
that’s why you’re seeing that labels are 
going after songs that raised their hand 
organically. A lot of these artists are 
getting pursued for pretty significant 
record deals.

 We are in a weird world now where you  
 can have a viral hit on one platform like  
 TikTok, and maybe only 15 seconds of your  
 song is going viral and then that translates  
 into seven-figure deals with a major label. 

Avoiding a TikTok bubble
NH: We have seen a tremendous uptake 
on DSP, clearly from the TikTok thing.  K 
CAMP’s  Spotify  monthly listeners have 
more than doubled now. What’s cool is 
that now a lot of these kids are discovering 
him.  K CAMP is not necessarily a new 
artist. He’s had some really successful 
records before. His first two hit records 
were platinum before DSPs really existed. 

It’s cool that it’s introducing his music 
to maybe a new audience or an audience 

that was too young to understand when 
he first came out. But it’s feeding into the 
other songs.

We are seeing a reinvigoration of his 
fanbase, apart from the core. On the side 
of the core fans, for them, this moment is 

a nod that  K CAMP is a career artist; that 
he’s not somebody who had a few hits and 
went away. He still has hits in him, but I 
think that the traditional knowledge of the 
music industry, whether they would admit 
it or not, is that the model was meant to 
ramp up an artist, get a few hits and then, 
after those hits, it’s really hard to sustain a 
level of success. 

Building on the momentum  
TikTok gives you
NH: You need to have a really smart team 
around you in the digital sense and in the 
touring sense to keep a profile at a certain 
level. I think people are getting better at 
it now, but it’s just proof that great artists 
make great songs and great songs react. 
You can have moments in the beginning of 
your career, but you can have even bigger 
moments as things go on.

PR: In terms of cross-platform spillover, 
even in the early days when he was doing 
Instagram and then moved into YouTube 
and eventually TikTok, say a dance 
influencer network or a bunch of  
 dance influencers from Germany  posted 
about it, we would look at it on Spotify and 
we would suddenly  K CAMP streams in 
Germany start to go up. 

The bulk of his streaming comes out 
of the US, but it was really interesting 
watching the global plot as every time a 
new dance influencer network in whatever 
country put a video live, within 24 hours 
or 48 hours we start seeing that country 
coming up in terms of stream listening. On  
K CAMP’s  Discovered On  tab on Spotify 
currently, four out of five “discovered 
ons” are TikTok playlists with the song 
playlisted on Spotify.

The third wind
NH: Where  K CAMP is in his deal is an 
interesting spot. He signed to Interscope, 
but we’ve actually been working with 
Empire. Interscope and Empire have a  
deal – a downstreaming arrangement –  
and we are working with them. But now 
we’ve been talking with the Interscope 
team again. 

It’s just been a conversation of how we 
can continue to build this. We expected to 
see the song dip over the holiday season 
because during that time everyone wants 
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to listen to the Mariah Carey Christmas 
album. But we actually saw the song 
continue to build. So, for us, the song isn’t 
even over yet; it’s just continuing to get out 
there. 

 Oprah Magazine  posted about it 
online in late January. Celebrities continue 
to upload these dance videos. 

For us, we’re just getting in front of 
audiences that we’ve never been in front 
of before.  
     It’s just a matter of continuing to tie  
 everything from the dance back to  K CAMP  
 and back to the DSPs to feed streaming. 

Ultimately, we’re planning on doing 
a remix of the record and bringing in 
somebody else with a different audience 
and continuing the story that way. That 
is what’s on the horizon. It’s been a 
really interesting moment and it has just 
sustained so much longer than I would 
have guessed.

BEHIND THE CAMPAIGN  K CAMP

Riding the momentum  
while avoiding becoming  
a one-meme wonder
For somebody like  K CAMP, fortunately 
I don’t have to worry about that so much. 
He’s somebody who’s always looking to the 
next song. ‘Lottery’ has done really well 
with our core and there is a song called 
‘Ice Cold’ that we’ve got that’s performing 
really well. It’s just about continuing to do 
what you do and not being afraid. 

There’s a collective knowledge in 
the industry that, yes, when you have a 
moment that’s shaping up, it’s important 
not to take everyone’s attention off the hit; 
but at the same time, you can’t just stall 
and continue to ride that that single song 
because then it just becomes what the 
career is; it’s a 15-second thing. 

For someone like  K CAMP, he’s a guy 
who’s had several hits and he’s an extremely 
talented writer and artist. He’s in the 

studio every day. So for him, it’s just a really 
obvious thing to continue to do what he 
does best – and it’s not even a soft release. 

It is just a natural instinct to keep creating 
and making stuff. We invite in the audience 
that comes into his catalogue through TikTok 
or through the dance. They’re welcome too, 
but it’s not going to stop him from continuing 
to do what he does. 

Carrying this through  
the rest of 2020
PR: We had a very aggressive release 
schedule.  K CAMP would drop an album 
and then he’d be dropping mixtapes and he 
kept going with projects. Once we saw the 
hit around ‘Lottery’, everyone did actually 
pump the brakes. 

It was important to have the ability to 
actually stop and go, “Hold on a minute. We 
need to give this some breathing space. We 
need to slow down our release schedule 

now because this is actually connecting.” 
I think that was actually a key moment 

of not just moving onto the next single 
going, “We are in this world of keeping 
releasing music, but, hold on, this is 
actually skyrocketing.” I think that was very 
powerful.

NH:  It is a strange ebb and flow that you  
 have to understand.  It’s more of a feel. 
The data says something for sure. I think 
we’re in a time where there’s almost too 
much data, where people are forgetting 
why we are in this business in the first 
place. It’s because we all love music and it 
all connected with us at an early stage in 
our life. 

Sometimes a hit is a hit and you know 
it’s a hit – and so it doesn’t matter if it was 
added to  RapCaviar  or whatever playlist. 
Sometimes we just connect to a song and 
there’s this visceral thing that happens. 
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When a celebrity or somebody with a 
big platform is motivated to do something 
and to create something with a song, that’s 
the spark that we’re looking for that isn’t 
always captured by data – until it takes off 
and it gets embraced. 

  K CAMP is  
 someone who’s  
 always trying  
 to release at a  
 breakneck speed  
 in general and it’s  
 because he wants  
 to stay in front of  
 people.  But then at 
the same time, he 

is willing to like sit down look at things and 
say, “OK, this is a moment here.” 

He’s always talked about a two-tiered 
approach. When you’ve got one record 
really raising its hand, you want something 
that your core fans are also consuming. 
If you’ve got a giant record that’s on a 
platform like TikTok, your core fanbase may 
not relate to that in the same way. So it’s 
important to have both levels working.   :)

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: campaigns@musically.com
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Isabel Quinteros, music partnerships & artist 

relations at TikTok, on ‘Lottery’ taking off and 

how it can work with artists to amplify this.

How did you notice that ‘Lottery’ was  

starting to take off on TikTok?

We noticed it started to take off when the 

frequency of posts using the song spiked from zero 

on 8th October to 25m views by 15th October and 

doubling that by 20th November. The song has 

been steady since and currently has approximately 

18m creations with over 3bn views.

What metrics are you looking for in order to 

identify the early stages of a viral hit?

We’re looking at the velocity of creations over time. 

How did you help the  K CAMP team build  

on the initial traction here? 

Once we caught the wave, we leaned into it by 

playlisting the track and running a banner in our 

Sounds page. We also engaged with the artist and 

encouraged him to share some of the amazing 

posts to his socials, tagging the creators so they 

could get credit and also be excited to share. 

What advice can you give to someone when 

a song starts to react on TikTok in order to 

maximise its potential? 

We always tell the artist to lean in, create a 

video using the track and join the trend. Share 

their favourite TikToks onto other social media 

platforms and tag the creator so they can repost 

and give credit. Artists can also create duets with 

creators’ content in the app. 

How can they best prolong the life of  

a track on TikTok and ensure it does  

not run out of steam quickly? 

We’ve seen that tracks can have really long life 

spans and trends also cycle back into TikTok 

culture. People are really creative with their videos; 

and they’re not just listening on repeat – they’re 

creating something they’re proud of. 

The community often finds sounds that can be 

applied to different content styles. It’s important 

to understand that TikTok isn’t limited to one type 

of content and creators are fitting their content 

across categories like DIY, sports, vlogging, ‘Day In 

The Life’, comedy et cetera. 

Being able to apply a sound across verticals can 

really help extend the lifespan of a song. Take, for 

example, Roddy Ricch’s ‘The Box’: it really helped 

that the opening of the song could be applied to so 

many different interpretations of the sound.

What are the common mistakes an act  

or a label can make when they see a track  

starting to take off on TikTok? 

The most common mistake we’ve seen labels and 

artists make is ignoring what’s happening in-app. 

We have an incredible community that rallies 

around an artist and really helps propel a single. 

It’s important to be timely and engage with the 

community. 

Once you have a song go viral, the chances of 

having another sound hit increases. For example, 

Doja Cat has had five viral songs. Luh Kel has had 

six viral songs.

How will TikTok be evolving in terms of its tools 

and analytics to help acts/labels spot this early 

viral action and make the most of it? 

We are constantly evolving and offer tools for our 

artist community. We recently launched our  

Pro Account which provides content analytics to 

all public figures. We have also added the artists’ 

songs to their profiles and introduced ‘link in bio’.

The Lottery of a TikTok triumph
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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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