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is vital to understanding the future of music/tech  – and 
of the music business itself. 

Finally, making predictions about which startups will 
thrive in the future is an imperfect science, to say 
the least, so we decided to check in with some of the 
startups we tipped in previous years, to find out how 
things are going.

The music technology startups of 2021 are part of a 
group that are driving notable change. Read on to find 
out which ones, and why – and then watch this space...

Joe Sparrow
Editor, Music Ally

Music Ally’s editorial focus is industry-
wide, but in the last few years we’ve 
intentionally focused more on the 
technology and startups which drive 
innovation in the music business. 
This quarterly report is entirely devoted to those startups 
and emerging technologies.

So far in 2021, we have already written about over 100 
music/tech startups (or startups that are adjacent to 
music) – a notable increase on previous years’ coverage. 
That’s mainly due to there being more startups to cover, 
as the technology in and around music becomes more 
nuanced, specific, and quietly revolutionary. 

In this report, we’ve rounded up 60 startups that we think 
are particularly worthy of your attention. This is not a 
“best new startups of 2021” list – instead, it’s a snapshot 
of our view of this ecosystem: these are early-stage tech 
companies (or ones new to the music industry) that we 
have encountered for the first time this year. 

Startups don’t exist in a disruptive vacuum: there’s a 
huge network that helps get a startup off the ground. We 
spoke to two investors and accelerators whose overview 
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❱ Introduction

Music Ally is currently seeking sponsors to support 
an initiative to provide our premium subscription 
service free of charge to all employees of music-

related startups worldwide, and to maintain a 
constantly-updated database of music-related 

startups. If your company would be interested in 
supporting this initiative please contact  

paul.brindley@musically.com
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❱ Music Ally’s A to V  
of promising  
startups in 2021

thethereport ❱ Startups A-V

Yes, an ‘A to Z’ would have been a more obvious structure, 
but as much as we smiled at Zoomcorder’s ability to send 
a Snoop Dogg avatar to Zoom meetings in your place, it 
didn’t quite make our top 60, and bumping it up for purely 
alphabetical-gimmickry reasons felt wrong. We have 
principles!

Actually, we do. From our earliest days, one of Music Ally’s 
core tenets has been our curiosity about new technology 
– and the companies building it – in and around the music 
industry.

We love to write about new startups and their ideas, and 
that’s something we’ve carried through to the pitching 
sessions at our events and our long-time partnership with 
the annual Midemlab contest.

We’re also self-aware. Many, indeed most, of the startups 
we write about don’t become planet-straddling unicorns 
worth more than a billion dollars.

In fact, many of them quietly shut down within a couple of 
years with net assets barely more than a few dollars, some 
unused printer cartridges and a box of branded t-shirts.

Some do manage to build sustainable businesses, while 
others are acquired by bigger companies to continue their 
work on a grander canvas. One plucky startup we covered 
when it launched in 2008 is now a streaming goliath with 
365 million listeners.

Not every startup is the next Spotify, though. Even when we 
look back at the long-forgotten startups we tipped in past 
roundups – Gabuduck, Pheed, DJZ, Boxopus and SpotOn 
Radio in 2012, for example – we see the early buds of ideas 
that would later come to fruition much more successfully.

That’s what we’re looking for in our 2021 picks. A future 
unicorn or two would be nice, for sure, and it’s always good to 
be first to write about a startup that later gets snapped up by a 
much bigger fish. For example, podcast-clipping startup Podz, 
which we wrote about in February, would have made this list 
had Spotify not swooped in to acquire it for €45m in June.

But we hope the value of this list is as much about what the 
creativity of today’s grassroots startups tells us about how 
music/tech might evolve in the next five to ten years.

Self-justification out of the way, now to business. For  
the purposes of this list, we’re focusing on startups that 
Music Ally wrote or heard about for the first time this 
year. It’s a snapshot of 2021, not a ranking of the ‘best’ 
60 startups currently operating. And just to be clear, it’s in 
alphabetical order, rather than any kind of value ranking.

Startups don’t become less interesting just because we 
wrote about them longer ago, of course. Elsewhere in 
this report, we’ve caught up with some of our picks from 
previous years, to make sure they get a spotlight too. 

Read on, and enjoy!

From Algoriffix to Volta, here is our pick of the music/tech 
(and adjacent) companies we’ve covered this year so far
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Clients can choose what kind of royalties to sell to investors 
– not just recordings or publishing, but image rights too – 
then offer them up for auction on the platform.

ANote Music also has a secondary market where investors 
can sell on their shares to one another. And, as with similar 
startups of this kind, the pitch to artists and labels is that 
they aren’t selling their actual rights away by using it.

❱ Artime
www.artime.io

One encouraging trend of recent years is ‚artist as startup 
founder’, with more musicians identifying gaps in the 
market and building tech teams to try to plug them.

Mario Winans had a big hit in 2004 with ‘I Don’t Wanna 
Know’, but in 2021 he’s hoping to help the next generation 
of artists make their way in the music industry.

Artime is his startup, which has put together a roster of 
experts for independent artists and students, who can use 
its site to book mentoring sessions with them. Amadeus 
Thompson, Kristal Oliver and Fatman Scoop were among 
the first mentors signed up, along with Winans himself.

It’s pricey: $195 just for a 30-minute introductory 
session with one of those experts. But it points to a 
bigger, post-pandemic role for online mentorship to 

complement the real-world mentoring networks that the 
music industry has been trying to build in recent years.

❱ Audience Republic
www.audiencerepublic.com

Streaming has brought back a slow-burn aspect to the 
recorded music industry: it’s still good for a new track to 
roar off the blocks in its first day and week, but building 
momentum over time is also a common phenomenon.

❱ Algoriffix
www.algoriffix.com

Stockholm-based startup Algoriffix is working in the field of 
AI music, with a firm focus on tools for human musicians. It 
pitches its system as “AI as your co-writer” and has already 
tested it out in this year’s AI Song Contest.

Musicians upload a solo recording or stem, then Algoriffix’s 
system will “recognise notes and recommend the meter and 
harmony that fit best your performance”.

The startup recently took to Kickstarter for a crowdfunding 
campaign, and is using a freemium business model for its 
app, with a limited free tier upselling users to monthly 
subscriptions letting them upload more and longer tracks.

The idea of an AI collaborator for songwriters isn’t new: 
Japanese startup Amadeus Code has been doing it since 
2018. Persuading human musicians that AI assistance 
can enhance their creativity is the key challenge for these 
companies – and then persuading them to pay for it.

❱ ANote Music
www.anotemusic.com

If you had a pound for every 
new music royalties investment 
platform that had sprung up in 
the last couple of years... well, 
you’d have a tidy sum to invest in 
some music royalties.

ANote Music launched in July this 
year with a focus on European artists 
and labels – including €357k worth of 
musical assets listed on day one.
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AudioMob claims to be able to reach 1.5 billion of them 
through its ads, and because its ads are audio rather than 
traditional banners or videos, it sees them as particularly 
suitable for music marketing.

BMG, Epic, Empire, Ministry of Sound, Parlophone and 
Warner Music Group are among its clients already, with 
AudioMob’s music case studies showing encouraging 
metrics for those campaigns.

❱ Audioshake
www.audioshake.ai

There has been a burst of activity around audio-separation 
technology in the last year, from open-source tools like 
Deezer’s Spleeter to startups like Audioshake.

It’s a branch of artificial intelligence tech that involves 
taking a track and separating it into its component stems, 
even if that track wasn’t actually multi-tracked in the first 
place.

Audioshake’s system can break songs down into vocals, 
drums, guitar, bass and ‘other’ stems, and it pitches this as 
opening up new uses for that music for their rightsholders.
Examples? Sampling and remixes, as well as instrumentals 
(think karaoke) and sync licensing – where stems are 
increasingly in demand alongside full master recordings.

Audioshake launched earlier this year, then rolled out an 
‚Audioshake Live’ subscription pricing model for music 
companies, with WMG, Hipgnosis, Downtown Music and 
CD Baby among its early adopters.

❱ Authentic Artists
www.authentic-artists.ai

Given that Authentic Artists’ business is 
creating virtual musicians, we suspect that its choice of 
name is knowingly getting up the noses of people who don’t 
see any authenticity in avatar artists.

We’re fascinated by this area, from our past coverage of 
Japanese star Hatsune Miku to the more recent attempts of 

In live music, fast starts are still hugely desirable. Audience 
Republic is one of the startups trying to help promoters, 
festivals and artists pre-register superfans to ensure they 
get tickets to upcoming events.

It also wants to turn those fans into a promotional force 
in their own right, getting their friends to also pre-register 
and earning points to redeem for prizes (meet’n’greets, VIP 
access etc) if they do well.

Using gamification to turn fans into digital street teams 
has been tried before. Audience Republic is hoping its 
integration with the biggest ticketing platforms will help it 
make a success of the model.

❱ AudioMob
www.audiomob.com

AudioMob first pinged Music Ally’s radar early this year, 
when our head of training Kushal Patel chose it as a startup 
to watch in his games talk at our Sandbox Summit. Since 
then, it has also been backed by Google’s European Black 
Founders Fund.

AudioMob’s business focuses on in-game audio ads for 
mobile games, capitalising on that industry’s booming 
growth in recent years – around 2.5 billion people are 
predicted to be playing on their mobile devices this year.
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“bounce files between your people instantly” when working 
on a project together. Music companies can also use these 
sync features.

However, there’s more to Aux than files. Its Aux Insights 
feature provides artists with personalised recommendations 
of people (e.g. potential collaborators and producers/
engineers) and companies (labels, venues, radio stations) 
who may be of use. For the latter, Aux Insights is also 
pitched as a way to “supercharge your triaging with 
algorithms” as those pitches come in.

❱ BeatBread
www.beatbread.com

Music/tech is Music Ally’s stomping ground, but we 
haven’t written that much about the burgeoning financial 
technology (fintech) sector. That’s changing, because some 
fintech startups are training their sights on the music 
industry.

BeatBread is one of them. Based in Los Angeles, it’s offering 
advances to artists of up to eight times their annual 
streaming income, with the stated aim of helping them to 
retain ownership of their master recordings, publishing and 
other revenue streams.

The company is casting its net wide: artists with “as little as 
10,000 and as many as 10,000,000 monthly listeners” on 
the major streaming services.

However, it is also making it clear that it plans to stay 
in its lane, focused on funding rather than expanding 
into (for example) distribution. Indeed, it has partnered 
with distributors including UnitedMasters, Symphonic 
Distribution and Horus Music, who use its ‚chordCashAI’ 
system to power their own advances for artists.

❱ Callin
www.callin.com

In a world where the biggest music services have piled into 
podcasts, and where Spotify, Facebook and Twitter are all 
trying to eat Clubhouse’s live-audio lunch, is there space for 
fledgling startups straddling those two sectors?

Riot Games to spin virtual music groups out of its League of 
Legends universe.

Authentic Artists is following suit, initially with three 
creations. Nayomi is the “cyborg queen of lo-fi”; Gnar Heart 
is a friendly, electropop-making rabbit; and DJ Dragoon is… 
some kind of two-legged reptile with a big tongue and a 
penchant for trap.

These characters are bundled together as a collective called 
WarpSound, who were active on SoundCloud and Twitch 
earlier this year before going quiet for improvements that 
the company promises will “level themselves up”. We’re 
looking forward to hearing the results.

❱ Aux
www.aux.app

Due to launch in November, Aux is part of another trend 
we’re seeing rising in 2021: services designed for artists 
who are collaborating remotely with one another, as well as 
for the admin tasks their teams face around that.

So, at one level Aux is a desktop application that keeps a 
musician’s files synchronised in the cloud, and helps them 
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Callin hopes so, and its founder David Sacks sold his 
previous business, business communications app Yammer, 
to Microsoft for $1.2bn, so he has experience of building 
value against Big Tech competition.

Callin is very similar to Clubhouse: it has live audio ‘rooms’ 
where people can chat about topics. However, its app also 
lets the room owners turn their broadcasts into on-demand 
podcasts, complete with auto-generated transcripts, and 
export them to MP3s for distribution elsewhere.

This could be a useful podcast production tool for artists, 
and it also feels like a pointer towards the future for the 
live-audio efforts of bigger companies. So, will they build 
these features themselves, or might one of them buy Callin 
as a shortcut?

❱ Colabox
www.colabox.co

As endorsements of a music marketing startup go, being 
used for Drake, Taylor Swift, The Weeknd and Billie Eilish 
isn’t a bad start.

Colabox started life as an exclusive tool for Universal Music 
Group, but 20,000 campaigns later, it opened up to other 
labels and artists this year too.

Colabox’s promise is one of “superfan ignition around track and 
album launches” using a variety of tools and tactics, including 
mini-games, listening parties and fan-content campaigns.

The goal is always to not just create a spike in streams of a 
new release, but to ensure those streams settle down to a 

higher baseline than they were before the campaign.

“Over 60 days, for every fan that we engage with, it 
generates about $1.80 in streams, and if you look at 
six months, it’s up around four dollars,” chief scientific 
officer Richard Summers told our Sandbox Summit Global 
conference in May.

❱ Creative Futures
www.creativefuturescollective.com

This was one of the most interesting startups in this year’s 
cohort of the Techstars Music accelerator. Its mission: “to 
unearth the next generation of creative industry leaders 
from disenfranchised backgrounds and empower them to 
break cycles of systemic inequalities they’ve experienced”.

It has been doing this work since 2018, but became an 
official organisation in 2020, before joining Techstars Music 
this year. Its core activity is an eight-week program for its 
participants (‘fellows’) to have virtual workshops, access to 
its network of mentors, and a four-week paid internship at a 
relevant member company.

Those members include Spotify and Epidemic Sound 
from the music sector, and Creative Futures also has 
a foundation element where companies can sponsor 
scholarships to take part in its program – or even sponsor 
an entire one for 50-100 people.

❱ Cybr
www.cybrxr.com

As more artists 
and labels think 
about exploring 
the metaverse, 
Cybr is one of the 
startups giving 
them a helping 
hand. In its case, 
with an emphasis 
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on making virtual events as accessible as possible for their 
fans.

It has developed a WebXR – browser-based augmented 
and virtual reality – platform where artists can create 
experiences and hold events for their fans.

Earlier this year, Grace Weber was the first artist to give it a 
public tryout, with a listening party that fans could attend as 
avatars and watch a live video stream of Weber performing 
and answering their questions.

The pitch to both artists and fans is that this is the 
metaverse with “no app download, no VR headset or game 
console needed”.

Cybr is also using 3D volumetric capture technology to turn 
artists into accurate avatars, as well as providing features 
for fans to interact with one another at these events.

❱ Doors
www.doors.live

We’re 18 months into the Covid-19 pandemic, and the 
overcrowded sector of livestreaming startups has yet to 
shake itself out. 

We included several in our 2020 list of music/tech tips, and 
Doors is one of the class of 2021 that seems promising.

Founder Joel Broms Brosjo was on the original team of 
Beats Music (which ultimately became Apple Music) as well 
as co-founding B2B service Soundtrack Your Brand. His 
new venture Doors aims to be a one-stop shop for artists 
looking to stream live.

They can use it to create and run their events, including 
moderation tools and fan interactions, while also tapping in 
to data about their audiences, and handling the necessary 
payouts and reporting.

In September, the company ran its most high-profile event 
yet as Damon Albarn (of Blur and Gorillaz) streamed live 
from London to a global audience.

❱ Dreamstage
www.dreamstage.live

Another example of a new, music-
focused livestreaming company. 
Dreamstage has worked on more 
than 100 performances so far by 
the likes of Yo-Yo Ma, Mastodon, 
Sean Paul and Rodrigo y Gabriela.

The company powers livestreams 
for which it builds interactive 
venues and sells tickets, with 
an app for the Apple TV set-
top box – although it also 
supports viewing on computers, 
smartphones and tablets.

Besides its client list, a couple of other points made 
Dreamstage stand out from the crowd. Its CEO is Thomas 
Hesse, president of Sony Music’s global digital business 
back in the day.

Meanwhile, in May Dreamstage took investment from 
streaming service Deezer, with hints that the two 
companies would be finding ways to work together.

With Spotify, Apple Music, Amazon Music and (obviously!) 
YouTube Music all at varying stages of integrating 
livestreams into their services, Deezer’s interest in 
Dreamstage is no surprise.

❱ Fanbase
www.fanbase.app

This Fanbase isn’t the ‘blockchain-powered music fan 
rewards platform’ we wrote about in October 2018. 
Instead, it’s a newer startup focusing on one of 2021’s tech 
buzzphrases: the creator economy.
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Here, that means an app on which musicians, influencers 
and other celebrities can build communities of superfans, 
and make money from a combination of monthly 
subscriptions and tips.

Snoop Dogg, Charlamagne Tha God and Chamillionaire 
were among the first artists trying Fanbase out. It also 
recently expanded beyond its first market (the US) to the 
UK, Australia and Canada, while preparing to launch a 
TikTok-style short-video making tool called Flickz.

This is another long-established startup category in our 
world: SupaPass, which launched in 2016, is one prior 
example. Carving out a space between Patreon, the tips 
and subscriptions economies of YouTube and Twitch, and 
whatever DSPs decide to do in this area will be tough. That 
said, startups like Fanbase (and Fave – see the next pick in 
our list) may give those DSPs some inspiration...

❱ Fave
www.faveforfans.com

You’d be hard-pressed to 
find two musical fandoms 
more enthusiastic than Taylor 
Swift’s Swifties and the BTS 
Army. Their ability to mobilise 
to support (and especially to 
defend) their idols is already 
legendary.

Full marks to Fave for bravery 
then: these are the first pair 
of fandoms it has targeted 
with its community platform, 
which gathers fans to chat 
and create together. 

The company has also taken 
investment from Hybe, to 
which BTS are signed.

When we interviewed CEO Jacquelle Amankonah Horton 
in August, she outlined the lessons Fave has learned both 
from the world of influencer superfans (from her former job 
as a product manager in YouTube’s creator tools team), but 
also from the not-always-successful past attempts to build 
superfan platforms in the music industry.

Fave has tools for fans to message, create videos and 
slideshows, and a gamified points system to reward their 
activities. It’s also taking a swing at user-generated merch, 
trying to create a marketplace for fans to sell products 
they’ve designed, while ensuring artists get a cut.

❱ Feed
www.tryfeed.co

Not every startup has to be a potential unicorn: there’s a 
demand in our industry for practical tools that can save 
artists and labels money and time when running all aspects 
of their businesses.

Feed is one example that we think has promise. It’s a tool 
for automating Facebook and Instagram advertising that is 
specifically designed for clients with smaller budgets.

Its technology analyses their existing social media posts, 
then deploys the budget that they’ve set towards expanding 
their reach and driving business – whether that’s streams, 
ticket sales, social followers or other goals.

We like the message that Feed sends out to artists: that 
success comes through posting stuff that people “enjoy and 
engage with” rather than trying to game the systems or go 
down a spammy road.

❱ Flower of Sound
www.flowerofsound.com

There is something powerful to be explored at the 
intersection of virtual reality and health-tech. Flower of 
Sound is a good example of that, with an app currently 
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in beta designed for VR headsets like Facebook’s Oculus 
Quests.

Its tagline is “Be the DJ of your own well-being”. What that 
means is a meditation app using spatial audio, but with the 
listener playing a far more active role than simply sitting 
back and blissing out.

Here, users will be able to interact with the individual 
sounds and move them around their virtual environment. 
Flower of Sound has already joined two schemes – the 
Jump European Music Market Accelerator and the Music 
Tech Europe Academy – to help as it prepares for launch.

❱ Flymachine
www.flymachine.com

One signal, albeit not always reliable, for spotting an 
interesting startup is the track record of its founders. 

In livestreaming firm Flymachine’s case, those include 
Andrew Dreskin, founder of ticketing firm Ticketfly; Rick 
Farman, of the Bonnaroo and Outside Lands festivals; and 
ATC Management.

A team that know their live music onions, in other words. 
Flymachine has developed a platform for artists to stream 
live, but is also majoring on social and shopping features 
around that.

The former include built-in video chat and the ability to 
move between different ‘rooms’ at its virtual venues, while 
the latter ties merchandise in to the ticket-buying process.

Partnerships are in place with physical venues including 
New York’s Bowery Ballroom and LA’s Teragram Ballroom, 
but the proof of Flymachine’s potential will come in the 
calibre of artists it’s able to work with over the coming 
months.

❱ Forever Holdings
www.foreverproject.co.uk

Don’t get us wrong: if we were going to interview Chic’s 
Nile Rodgers, we’d prepare properly. But prepare 350 
questions? That’s a bit much. He’s a busy man after all!

However, this is exactly how many questions Forever 
Holdings asked Rodgers, as part of the filming process for 
what it described as “the world’s first voice-interactive 
portrait” in March this year.

The company’s technology turned this footage into an 
interactive experience for mobile devices and computers, 
where fans could interact with the virtual Rodgers by asking 
him questions.

Based on a concept originally developed to preserve the 
stories of Holocaust survivors, the startup is now putting 
it to use with prominent figures from the arts, science and 
other sectors.

With more artists thinking about their legacies (not to 
mention ways to reach fans in places they’re not visiting 
physically), Nile will surely only be the first musician to 
explore the potential.

❱ Genies
www.genies.com

Genies has described itself 
as “the world’s largest avatar 
technology company”, although 
we’ll tactfully forget about Apple 
(with its Memoji) and Snap (with 
Snapchat’s Bitmoji) when fielding 
that claim.

Genies is certainly interesting 
though, although it has yet to 
launch its consumer product: a 
mobile app that gets people to 
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create their “fantasy self” in the form of a cartoon avatar.
The app is due for release in November.

What then? The promise is that people will be able to use 
their avatars “across the internet” while collecting “rare 
wearables”. Stop us if you saw this coming: at least some of 
those wearables will be sold as NFTs.

Where this gets fun from Music Ally’s perspective is Genies’ 
partnership with Warner Music Group, announced in 
April, which will see the label both turning its artists into 
avatars, and releasing branded wearables through Genies’ 
marketplace.

❱ Humit
www.humit.app

Based in India, Humit is tackling an age-old (in digital music 
terms) challenge of helping people to share the tracks they 
love with friends and the wider world.

Here that means a mobile app, available in beta, which gets 
people to sign in with their Spotify accounts – Apple Music 
will be added soon – then share 30-second audio snippets 
of their favourite songs.

Humit hopes that these snippets (or ‚hums’) will be an 
appealing alternative to sharing music through the bigger 
social networks and messaging apps.

It’s also turning all these recommendations into playlists 
(‘stations’) for listening, with hopes that independent artists will 
see Humit’s app as a good place to interact with fans. India’s 
home-grown short-video apps have been a huge success, so 
Humit will be hoping there’s a niche for short-audio too.

❱ Instruments of Things
www.instrumentsofthings.com

Turning your physical movements into sound is a task that a 
few startups have explored with hardware down the years: 
for example Mi.Mu’s MIDI-controlling gloves.

Instruments of Things is the latest, and like other hardware 
startups it has been drumming up its first orders on 
crowdfunding site Kickstarter.

Its lead product is called SOMI-1: a combination of 
wearable sensors; a ‘hub’ that receives their data and acts 
as a MIDI interface; and a companion app that makes 
‘soundscapes’ based on your motion including ‘Nature’, 
‘Ambient’ and ‘Club’.

Professional dancers, musicians and DJs, and regular people 
who like to cut some rug are among its target customers, 
with its campaign to raise €50k ending in mid-October.

❱ Infinite Catalog
www.infinitecatalog.com

“Royalty accounting doesn’t have to be hard,” is the 
preferred slogan of Infinite Catalog – a phrase that may 
bring a wry smile to the face of anyone who’s slogged it out 
in the deepest depths of that particular task.

The company is trying to build tools for what it sees as “the 
coming artist-centric, services-focused age” where profit-
share based deals become a much more common way for 
artists and rightsholders to work together.

Pulling in royalties from distributors, services and collecting 
societies is part of the task, but presenting that information 
in an accessible way so that its customers can get on with 
making decisions is also key to Infinite Catalog’s growth.
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❱ Invisible Universe
www.invisibleuniverse.com

The Genies / WMG 
partnership may be creating 
avatars out of celebs, but 
another startup, Invisible 
Universe, is creating avatars 
*for* them.

Take a bow Squeaky & Roy, 
toys for the D’Amelio family; 
Qai Qai, a doll for Serena 
Williams, and Crazynho the 
monkey, for footballer Dani 
Alves.

The theory here is that 
these characters make their 
debut on the social media 
profiles of their partner 

celebrities, then get spun off to build their own audiences, 
with the potential to then expand into merchandise, long-
form video, games and other digital opportunities.

If nothing else, the company has proved very successful at 
getting journalists to repeat its ‚the Pixar of the internet’ 
slogan.

Still, if this idea works with influencers and sports stars, it 
will surely work with popular musicians too, and depending 
on how the deals are structured, it could be a decent new 
revenue stream for those artists.

❱ LiveControl
www.livecontrol.io

LiveControl is another livestreaming startup, but this is one 
with its focus firmly on the back-end side of this sector: the 
technology that venues can use to provide reliable streams 
of their events.

“Say hello to your new camera operator,” as the company 
puts it, pitching itself as a remote production crew for 
livestream events, right down to panning and zooming the 
in-venue cameras.

The company is also stressing its openness, with a system 
capable of streaming to YouTube, Facebook and other 
services, although it can also create venues their own 
branded web players too.

There’s clearly a demand here from venues aware of the 
chatter around ‘hybrid’ concerts that are attended in-person 
and streamed online.

In the US, YouTube kitted out a number of venues with 
the necessary technology, but LiveControl – armed with 
a $30m funding round from this July – could appeal as a 
platform-neutral partner.

❱ Looped
www.loopedlive.com

Bad Bunny, Dua Lipa and Ashanti are among the artists 
whose livestreams have used Looped so far. The company 
styles itself as a virtual venue that can host events, and also 
video meet‘n’greets.

It’s not just for music. Looped wants to host podcast 
interviews and webinars among other events. The events 
can be ticketed affairs, with artists able to sell merchandise 
to the fans who are booking.

Looped also has some starry names on the funding side. 
It raised a $7.7m seed round in March from investors 
including Live Nation Urban’s Shawn Gee; Blueprint 
Group’s Gee Roberson and Cortez Bryant; artists Jill Scott, 
Questlove and AJ McLean; and RealNetworks founder  
Rob Glaser.
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Glaser should certainly know a talented live-video startup 
when he sees one. Like its rivals in the livestreaming space, 
Looped faces a crowded market with likely consolidation 
ahead. The coming months will tell us whether it can thrive.

❱ Lovo
www.lovo.ai

Synthetic speech technology can be controversial, 
particularly when it’s being talked about in the context of 
‘deepfakes’ – cloning someone’s voice to create recordings 
of them saying things they didn’t actually ever say.

However, there are positive uses for this kind of technology 
when it’s applied with the full knowledge of the subject. 
We’ve written about Australian startup Replica before, and 
this year we reported on a similar firm called Lovo.

It’s an AI-powered voice creation startup, and its relevance 
to the music industry is its $4.5m funding round in August 
led by South Korean firm Kakao Entertainment.

That partnership opens the way to apply Lovo’s tech to 
human musicians: “a future where an individual’s voice will 
be utilised effectively as an intellectual property and as 
an asset” as Kakao’s J.H. Ryu put it when the funding was 
announced.

An artist’s ‘voice skin’ could be used in games; to announce 
news in different languages; or even as an option for smart 
speakers and audiobooks, to name a few of the possibilities.

❱ MakersPlace
www.makersplace.com

There are lots of 
NFT marketplaces, 
and many of 
them are working 
with musicians 
in some way, but 
bagging funding 
from a major label 
is a good way of 
standing out from 
the herd.

Sony Music 
was one of the 
investors in 
MakersPlace’s 

$30m Series A funding in August, alongside musicians 
Eminem and 3lau – both of whom were among the early 
NFT experimenters from the music world.

The following month, MakersPlace announced plans for 
NFT drops from Shakira, Tom Morello and T-Pain, as it 
began to leverage what it described as a “development 
partnership” with Sony Music. Music is clearly one of the 
company’s main focus areas.

MakersPlace already had momentum though: more than 
$100m of transactions in the first eight months of 2021, 
not to mention involvement in one of the most notorious 
NFT yet: digital artist Beeple’s ‘Everydays: The First 5000 
Days’, which went for more than $69m in March.

❱ Mindset
www.getmindset.com

Many artists have plenty of stories to tell outside their 
music, and as the world and its DSP aunt stampede into 
podcasts and live audio, that is creating opportunities.

Mindset is exploring those as a standalone app rather than 
as podcasts on existing services. It was launched by K-Pop 
production company Dive Studios as a way for artists to talk 
about their lives and the lessons they’ve learned.

Fans don’t get to listen for free, though. Each artist is the 
subject of a 10-episode series of podcasts within Mindset’s 
app, with the first episode available for free, and the 
remaining nine unlocked for $24.99.

That may seem expensive, but as Mindset expands beyond 
K-Pop, there is potential for it to tweak the prices to what 
fans of other artists will pay. Investment from Scooter 
Braun and Twitch co-founder Kevin Lin suggests ambitions 
for global expansion.

❱ Moonai
www.moonai.es

Spanish startup Moonai is part of the 
music / health-tech crossover with 
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a specific focus: helping women to relieve period pain 
through “science-based sounds, resources and pain 
tracking insights”. Those sounds include electronic music: 
drone, ambient and soundscapes designed to help relieve 
menstrual pain.

Moonai has been working with a group of advisers from 
the music, tech and health industries, including lawyer and 
investor Cliff Fluet, and female, trans and non-binary artist 
network Female:pressure from the music side of things.

It’s a really interesting combination of neuroscience and big 
data, with a business model that will be subscription-driven, 
including a focus on business-to-business deals – corporate 
wellness programmes, for example. Moonai is currently in 
private beta, and preparing for its launch.

❱ Music Health
www.musichealth.ai

Like Moonai, Music Health is exploring 
how music can be used for health 
purposes: in its case, tools focusing on 
‘brain health’, with an initial focus on the 
incredible effect personalised music can 
have on people living with Alzheimer’s 
and dementia.

The startup is working on several 
products, including anxiety and physical 
fitness tools. However, its first release is 
Vera, which is focused on brain ageing.

“An AI-powered wellness tool that acts like a personalised 
radio. Vera learns which artists, genres and songs you 
love and helps you connect them back to memories,” as 
its pitch goes. The service starts with a questionnaire on 
the time you grew up and your favourite artists to tune its 
recommendations.

With Vera, Music Health is trying to convince those aged 
60+ to pay £39.99 for six months or £69.99 for a year to 
slow down the effects of brain ageing with their research 
to date demonstrating significant impacts on those living 
with late stage Alzheimer’s and other forms of dementia.  
The team are banking on a simple UI and a price point 
significantly below the mainstream music services to win 
the nascent 60+ streaming market.

❱ Nerve
www.nerve.pro

This is another example of a hot trend in the fintech 
sector – ‘neobanks’ – finding its way into the music 
industry. Neobanks are the new, digital-only banks that 
have positioned themselves as disrupters of the traditional 
banking system. Some, like UK-based Monzo, shot to 
billion-dollar ‘unicorn’ status in a blink of an eye.

Nerve is at the very start of its journey, as a neobank 
targeting professional musicians. Launched in the US in 
September, it’s a business banking service that can help 
artists generate automatic tax statements, connect with 
other musicians, and even aggregate their streaming and 
social data.

They may still find purpose-built analytics dashboards 
better for the latter function, and Nerve will have to 
tackle the barrier facing every neobank in its early days: 
persuading people to trust it with their money more than 
their existing, traditional banks.

❱ Ocean
www.oceanwaves.io

We knew Ocean was one to watch when, during the 
selection process for this year’s Midemlab startups contest, 
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we found ourselves noodling away on it for half an hour 
while grinning from ear to ear.

What is ‘it’ though? It’s the latest spin on the ‘online music 
studio’ idea that has fuelled the likes of Soundtrap (now 
owned by Spotify) and BandLab down the years.

You sign in, create a new project, then drag in loops, beats 
and sounds to its sequencer window to start making music, 
with a button to invite friends and a chat window to talk to 
them as you co-create.

As fun as it is, the real potential here – although this is 
something Soundtrap has been tapping for a while too – is 
education. Ocean could be a brilliant tool for use in schools, 
as the company builds out its education partnerships.

❱ OneOf
www.oneof.com

For most startups, seed funding tends to be a few million 
dollars at most, but given the money swashing around the 
NFTs space, perhaps it’s unsurprising to see some of its 
startups buck that trend.

OneOf, for example, which emerged in May with a 
wallet-popping $63m of seed funding to launch an NFTs 

marketplace that would have a dual focus on music and 
environmental sustainability.

The former included Quincy Jones Productions as one of 
the company’s backers, and Doja Cat, Jacob Collier, G-Eazy 
and the estate of Whitney Houston as early clients. Doja 
Cat’s most recent series of NFT drops sold out quickly in 
September, ranging from $5 to $188,888 in price.

The sustainability angle – using a blockchain that is much 
less of an energy drain than Ethereum – is becoming less 
of a unique selling point as more NFT startups launch with 
similar promises. Still, OneOf looks to have the funds to 
figure out how else it can stand out from the herd.

❱ Overview Ark
www.overviewark.com

UK-based Overview Ark is another startup that has been 
built by artists to address a gap they saw in music/tech, 
based on what they wanted to use themselves. In this case 
the artist is Miro Shot, inspired by their own exploration of 
‘immersive music concerts’ linking the real and virtual worlds.

Overview Ark is trying to build a platform to help many 
more artists do that: “creating a digital twin of the music 
industry and the live music circuit in the metaverse based 
on the needs of music industry stakeholders” as the 
company puts it.

The idea is that this world is persistent, with storytelling, 
quests, games, stores and various ways to meet other fans. 
Accessibility is key too: it is not designed to be something 
that only artists with big budgets can use. 

Currently in private beta, the business model is inspired by 
Fortnite and similar metaverse outposts: free to play, with 
money coming from microtransaction fees, pro account 
subscriptions, product placements and brand partnerships.

❱ PatchXR
www.patchxr.com

This was originally spotted as part of the 
#NextStageChallenge hackathon to identify 
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tech projects capable of helping musicians through the 
pandemic.

Now PatchXR is a fully-fledged startup, and one that chimes 
very well with 2021’s music/tech zeitgeist. Specifically the 
metaverse portion of it.

It’s a VR app for creating electronic music by building new, 
virtual instruments – or exploring and evolving those made 
by the app’s wider community.

An almost Minecraft-like modular approach to music 
making, with a business model around ‘EPs’ – packs of 
instruments plus story and game elements helping people 
to use them.

Professional musicians can also use it to perform live. It’s 
currently in private beta, and we’re excited to see how its 
community develops.

❱ Pixelynx
www.pixelynx.io

Is Pixelynx a startup or a consultancy? Or, as the company 
pitches itself: “a portal into the metaverse” for brands, 
musicians and other creative types?

Two of its co-founders fall into the second and third 
categories, and arguably the first too: Joel ‘deadmau5’ 
Zimmerman and Richie ‘Plastiman’ Hawtin have consistently 
explored new technologies in their careers at the forefront 
of electronic music.

With Pixelynx, they’re trying to bring their peers into the 
new world of gaming, virtual worlds and blockchain/NFTs. 
It was set up to help musicians create their own avatars and 
digital collectibles, then license them out to various games 
and worlds.

The company is also willing to go further and build out 
artists’ own virtual experiences – something Zimmerman 
is doing himself with his Oberhasli virtual world. And yes, 

digital collectibles bring another obvious opportunity: 
Pixelynx is launching its own NFTs marketplace too.

❱ Playbyte
www.playbyte.io

It’s important to look outside the world of obvious ‘music 
startups’ to see what else might be relevant in the near 
future. Playbyte is one of those wider-angle companies that 
illustrates a trend worth watching.

Described at launch in September as “the TikTok for games”, 
it’s a mobile app where people can scroll through a feed of 
‘hyper-casual’ games and play them.

However, there is a creative aspect here too: the Playbyte 
app also enables people to make their own games to 
share with its community, grabbing ‚trending’ art and 
backgrounds, then remixing them with their own items and 
game rules.

Right now, it’s hard to see where music fits in to these uber-
simple games where the characters are all emojis. Could 
artists launch their own games in Playbyte? Could musical 
assets be made available for its community to work with? 
Or perhaps in the longer term, this is an idea that the bigger 
social apps (the actual TikTok) might incorporate…

❱ Rapchat
www.rapchat.com

Sony Music has been spreading 
its startup bets in 2020. Besides 
MakersPlace, it co-led a $2.3m 
funding round for Rapchat, 
signifying its interest in the 
social music creation space.
Rapchat is a hip-hop focused 
app that provides aspiring artists 
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with a catalogue of beats and instrumental tracks to rap 
over, then share their creations with other users.

The startup has been watching what works on TikTok 
closely, with charts of trending tracks and a challenges 
section where its community can compete for cash and 
studio features with bigger artists.

At the time of the funding in May, Rapchat had more than 
half a million monthly active users, and plans to expand its 
features to include distribution of their work to streaming 
services. Creating that pipeline to commercial release for a 
community of amateur music-makers is one of the trends 
we’re seeing in the music creation sector in 2021.

❱ Rcrdshp
app.rcrdshp.com

Rcrdshp is a startup making NFTs, but it might just be the 
next bigger electronic music brand in the making too. Its first 
collection of digital collectibles was released in August, selling 
out in a few hours. Since then it has repeated the trick twice.

That is attracting bigger fish. In September, Rcrdshp raised 
a multi-million dollar seed funding round from a group of 
investors in the crypto/blockchain world, including Dapper 
Labs – the creator of the CryptoKitties game that was many 
people’s first glimpse at NFTs.

With a (so far) proven ability to make money by selling out 
its NFT drops in speedy times, Rcrdshp is finding willing 
partners in the world of dance music. Blanco Y Negro, 
Strange Fruits and Wookie are among the labels and artists 
who have partnered with the company so far.

❱ Royal
www.royal.io

When Justin Blau (aka 3lau) 
founded his own startup 
this year, he zeroed in on 
two buzz trends in the 
music/tech sector: rights 
ownership and NFTs. 

Raising $16m of seed funding to get up and running, the 
company is building a platform for artists to “create digital 
assets with embedded ownership in the master recording, 
earning royalties from income-producing activities such as 
streaming”.

Royal is planning to have a secondary market built in to 
ensure that artists can continue to take a cut from resales 
of their NFTs.

The challenge is this: when artists are being advised to hang 
on to their rights, might it also be wise to hold off on selling 
those rights (or even portions of them) as NFTs, until the 
sector matures?

Still, Blau’s interest in finding an artist-friendly evolution 
path for this technology is clear, so Royal has a chance to 
influence that maturing process in a positive way.

❱ Serenade
www.serenade.co

Like OneOf, Serenade is making environmental 
sustainability a key part of its pitch to artists and to the 
music industry about getting involved in NFTs. It, too, is 
using a blockchain that’s less of an energy drain.

Founded in Australia, the company already has some 
interesting partnerships with artists (Jungle, Super Furry 
Animals, Ladyhawke), festivals (Strawberries & Creem) and 
rights companies (Hipgnosis).

When we talked to founder Max Shand for one of our 
startup files, he stressed that Serenade sees NFTs not 
as a get-rich-quick scheme, but more as a new form of 
digital fanclub: an ongoing relationship between artists 
and fans based around loyalty and rewards. The Hipgnosis 
relationship is also noteworthy: a sign of an NFT startup’s 
desire to work not just with artists directly, but with music 
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rightsholders too. For a technology that has sometimes 
sparked a renewal of the middleman-cutting rhetoric of 
music’s first period of blockchain hype a few years ago, 
that’s encouraging.

❱ Slip.Stream
www.slip.stream

Influencers want to use music in their videos without 
getting copyright strikes: a problem that has already been 
the basis for businesses including Epidemic Sound and NCS 
(formerly NoCopyrightSounds) in the last decade.

We’ve also seen a new wave of startups emerge to try to 
serve this demand: Lickd and Thematic, who were this year 
joined by Slip.Stream and Uppbeat (covered later in this 
report).

Slip.Stream launched with a catalogue of more than 50,000 
tracks, charging its customers $12.99 a month or $95.99 
a year for access to its catalogue. Influencers (including 
livestreamers) and podcasters are among its targets.

Backed by $3.25m of funding this year, Slip.Stream is also 
(like both Epidemic Sound and NCS) keen to straddle the 
production and commercial music worlds, having acquired 
independent label Commission Music and rebranded it as 
Slip.Stream Records.

❱ Sona
www.meetsona.com

“The first digital music therapist,” is how Sona 
sees itself, with a mobile app that plays music with the 
purpose of reducing the listener’s anxiety and stress. The 
more they use it, the more personalised the stream of music 
is to their tastes.

As with other music/health-tech apps, Sona has set out 
the science behind its technology, commissioning a study 
claiming that 10 minutes listening to its app not only 
relaxed participants, but also had a “restorative effect” on 
their brains.

The business model here is subscription: $3.99 a month 
or $29.99 a year, paid for via Apple and Google’s in-app 
purchase systems. Its challenge will be to compete with 
much bigger rivals in the mindfulness space like Calm and 
Headspace, even at its lower price point.

The company has been commissioning its own music so far, 
and has taken part in three separate startup incubators in 
2021 alone, as it hones its product.

❱ Songfluencer
www.songfluencer.com

The world of influencers can be a world of smoke and 
mirrors, especially when trying to figure out which social 
stars can really have an impact in a partnership with a label 
or artist.

That said, the world of startups promising to connect labels 
and artists with the right influencers can also be daunting: a 
blizzard of dashboards and metrics and promises that macro 
/ mid-tier / micro / nano influencers are where it’s at (delete 
according to company’s own focus).

www.musically.com
  Quarter Three 2021/Issue 433  17



thethereport ❱ Startups A-V

Songfluencer is one of the startups that has built 
momentum and trust in the music world, with clients 
including various major imprints (Atlantic, Columbia, 
Interscope etc) and an expanding remit covering the full 
gamut of social platforms.

A great influencer marketing campaign is about constructing 
a tapestry of suitable partners, rather than simply chucking 
money at the biggest stars. In 2021, labels and artist teams 
don’t need to be told this, but they relish partners who can 
help them do it well.

❱ Staccs
www.staccs.com

There have been attempts to create services based around 
listening to or watching music concerts on-demand before, 
but none have really taken off. However, have Covid-19 
viewing habits trended more in that direction? Swedish 
startup Staccs hopes so.

Unveiled in January before a launch in the Nordic region 
in May, it’s a video-on-demand (VOD) service focused on 
music concerts. 

The company worked hard to get licensing deals in place for 
that launch: concert recordings of Oasis, Queen, the Rolling 
Stones, Nina Simone, Tupac Shakur and David Bowie were 
among its catalogue.

At launch, Staccs was priced higher than an audio streaming 
service: around $14.30 a month, although early adopters could 
buy an annual subscription that cut the cost considerably.

Also notable is the company’s plan to pay out on a user-
centric basis, with the royalties due from each subscriber 
only divided between the concerts they have watched.

❱ Starmony
www.starmony.io

Artificial intelligence as a creative tool for musicians is 
an established idea now, but just as interesting is AI as 
a creative tool for non-musicians. Popgun used AI to 
create loops and beats for people to make tunes with, 
while HumOn and Humtap made melodies from people’s 
humming and other vocalisations.

Starmony sits alongside those latter two. Based in Sweden, 
it raised $3.4m this year to continue work on an app that 
it pitches to users as a way to “write a song just using your 
voice”, and then have that track sound properly produced 
and mixed.

People sing or rap into their smartphone microphone, then 
the app offers a choice of musical accompaniments based 
on analysing their input. Early Spotify exec Sophia Bendz 
and Soundtrack Your Brand co-founder Andreas Liffgarden 
are among its investors.

❱ Sublive
www.sub.live

The average internet connection is (usually) good enough 
for Zoom video calls, but if you’re a professional artist 
recording with someone remotely, there are stricter 
demands for quality and latency.

Last year, we wrote about Elk’s Aloha service, which aimed to 
tackle this challenge. Sublive is in similar territory: a service 
structured around online ‘live rooms’ where musicians can 
play together with synchronised audio and video.

The company promises that it’s possible to play in far-flung 
locations – up to 1,000km apart – with less than 20ms of 
latency (layman’s interpretation: definitely good enough).
There is potential for integrations into digital audio 
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workstations (DAWs), livestreaming and music creation 
platforms to get Sublive into the hands of as many 
musicians as possible, too.

❱ Supercritical
www.gosupercritical.com

Supercritical isn’t really a music startup at all, although one 
of its co-founders, Michelle You, was previously one half of 
concert discovery startup Songkick’s founding team back in 
the day.

Her new venture is trying to help companies of all kinds play 
their part in tackling the climate emergency, with tools to 
measure, then reduce and offset their climate impact. The 
idea is to make this process easier and faster for clients who 
aren’t big enough to have their own sustainability teams.

There are already some organisations specialising in 
sustainability for music industry companies: Julie’s Bicycle in 
the UK and Reverb in the US, for example. Supercritical may 
not have their specialism, but it might still be a very useful 
partner for music companies trying to get to grips with their 
carbon footprint and other sustainability metrics.

❱ Supertone
www.supertone.ai

Supertone first came to 
our attention through its 
involvement in a South 
Korean TV show that brought 
dead singers back to life 
through holograms and 
AI voice synthesis – thus 
enabling them to ‚sing’ songs 
they’d never covered when 
alive.

Bringing back Kim Kwang-
seok, a popular artist 
who died in 1996, was an 

impressive technological feat, but what relevance does it 
have to the modern music industry? K-Pop giant Big Hit 
Entertainment was asking that question in February this 
year with its money, investing around $3.6m in Supertone.

The startup had already talked publicly about how its 
technology might be used to synthesise the voices of 
a group like BTS, so that they could be used for games, 
audiobooks or animation dubbing without the human band 
members needing to be available.

Cool or creepy? Supertone and other synthetic voice 
startups will be helping the music industry to find out in the 
next 12-18 months…

❱ Talkshoplive
www.talkshop.live

What times we live in, when a buzzy 
startup trend of 2021 is essentially QVC, 
but with influencers. That’s the gist of 
the flurry of companies that sprang up 
blending livestreaming with ecommerce, 
some of which have confusingly similar names.

So, Talkshoplive isn’t the same as Popshop Live, but both 
companies raised funding in July as investors clambered 
aboard their trend – $20m and $6m respectively.

The reason we’ve chosen Talkshoplive as our promising 
pick is because it’s already been working with a number 
of musicians: Alicia Keys, Meghan Trainor, Dolly Parton, 
Garth Brooks and Trisha Yearwood included. There’s even a 
channel devoted to The Carpenters!

Many artists still feel awkward having social posts about 
their merch, so expecting them to turn presenter to verbally 
sell may be a stretch. 

But finding other ways to get music products onto 
Talkshoplive and its rivals is a strategy with potential.
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❱ Tapes.ai
www.tapes.ai

Creative AIs can make music, but that doesn’t necessarily 
mean full songs. Tapes.ai calls itself “the future of 
sample packs”, and it’s hoping that its AI focus can help 
it to compete with the established sample and beat 
marketplaces like Splice.

It works as you’d imagine: an AI spitting out musical loops, 
and a team of humans picking the best ones and organising 
them into sample packs for musicians (whether pro or 
amateur) to download.

The size of its pipeline is being pitched as one advantage, 
with packs of more than 5,000 samples – although the 
model is pay-as-you-go, with users buying credits which can 
then be spent on individual loops.

Tapes.ai also says that it’s looking to work with artists and 
sound designers to turn their work into ‚AI-powered packs’, 
so there could be some interesting partnerships ahead.

❱ T-Minus
www.t-minus.info

The wider space of music/
health tech has some very 
specific sub-categories. 
Moonai, profiled earlier in 
this piece, uses music to ease 
period pain, for example. 

T-Minus’s focus is on people 
who suffer from tinnitus. 
A demographic group that 
includes a lot of musicians.

In part, this is a hub to help people with tinnitus, pointing 
them towards information and peer support as they try to 
manage the condition.

T-Minus also has an app offering sound therapy, guided 
meditations and daily advice for its community, with the 
‘sound enrichment’ created by co-founder Rupert Brown, 
who’s both a pro musician and a long-term tinnitus sufferer.

Un:hurd
www.unhurd.co.uk

British startup Un:hurd describes itself as a “data-first music 
marketing tech company”, sitting somewhere between a 
startup and an agency.

Its campaigns start with an analysis of an artist’s social and 
streaming data and a goal, be that increasing streams, video 
views or followers.

The service is delivered through an app that visualises the 
data and suggests next steps, including helping artists to 
see where their listeners are, and what playlists might be 
most suitable to pitch for.

Un:hurd raised $341k in August to continue building the 
app, which is due out this autumn. The company claimed 
then that it had already generated 25m Spotify streams for 
its first set of artist clients. If it can scale that up once it 
launches commercially, it may well find a niche for itself in 
the music marketing/tech space.

Unitea
www.unitea.com

We’re in the middle of 
a new wave of efforts 
to help artists find, 
understand and reward 
their keenest fans – as 
well as encouraging them 
to be even keener (if that’s 
possible) at listening, 
watching and spreading 
the word.

Fave (profiled earlier in this report) is one of the new crop of 
superfan startups, and Unitea is another. Its service is based 
around a ‘social currency’ called Karma, which fans earn by 
linking their Spotify account to its app and then streaming 
their favourite artists as usual.
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What do points mean? Prizes. Special merchandise, 
meet’n’greets and more. Unitea also wants to get brands 
involved in its gamified economy. “As we scale the goal 
is to create UGC: TikTok meets a frequent flyer miles 
programme,” is how founder Ketan Rahangdale described 
his plans to us in June.

Fandom gamification startups have struggled to build 
traction in the past, so Unitea (and Fave) have a challenge 
ahead, but if they can grow, there may be some lessons for 
the actual streaming services to take from these apps.

Uppbeat
www.uppbeat.io

It’s always interesting when a cluster of startups doing 
a similar thing emerge at the same time. Uppbeat sits 
alongside Slip.Stream and (slightly more established) Lickd 
and Thematic as a company trying to give YouTubers an 
easier way to license music.

The company launched in January with a catalogue of 900 
tracks from artists, producers and composers, with a freemium 
model that involves upselling customers to a monthly 
subscription for unlimited use of that music.By September, 
Uppbeat had signed up more than 200,000 users – it hasn’t 
said how many are subscribing – and was expanding its 
catalogue with sound effects and audio clips. The startup is 
now seeking a Series A funding round to continue building out 
its service, and scrapping for share of mind (not to mention 
wallets) for those YouTubers and other creators.

Viktrs
www.viktrs.com

Talkshoplive, profiled earlier, is one example of the 
intersection between online video and e-commerce. 
TikTok’s experiments with shopping are another. Viktrs is 

part of this trend too. It wants to help artists make money 
from their music videos by making them shoppable, so that 
fans can buy the clothing and  other items that they see.

Viktrs’ pitch to musicians is that it can help them to 
financially benefit from „the added value of artists’ creativity 
on communities across music, culture and fashion”. 
However, it also sees itself as a generator of data that they 
can use to strike further partnerships with brands.

We’ve seen quite a few ‚interactive music video’ startups 
down the years, and they tended to be fun but gimmicky. 
However, against a backdrop of interactive video 
commerce, Viktrs has potential.

Volta
www.volta-xr.com

It was good 
fun seeing the 
home studios, 
kitchens and 
living rooms of 
musicians during 
the early period 
of Covid-19 
lockdowns, 
when 
livestreams were all about access rather than whizzy 
production. But as time has gone on, we’ve seen 
expectations rise from fans and artists alike.

Volta is one of the startups helping to put the whizz back 
into those livestreams. It’s a tool that artists and DJs can 
use to create impressive-looking mixed-reality streams, 
connecting it to their existing tools (Ableton, Traktor, Serato 
etc) and then to their YouTube, Twitch and TikTok accounts 
for the output.

Imogen Heap and Blessed Madonna are among the 
musicians who’ve already given the system a spin, and its 
participation in this year’s Techstars Music accelerator has 
given it an early inroad to potential music industry partners 
and clients.
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whether musical, structural, or commercial – that shapes 
the immediate future of the industry happens. To get to 
grips with this, we’ve spoken to artists, major labels and, of 
course, startups themselves. 

There’s another important layer in this music/tech stack 
– the investors and accelerators – who do the tricky job 
of spinning all the plates needed to get a startup off the 
ground. This is often in the form of strategic investments, by 
nurturing talent and ideas, connecting partners, and aiding 
the transformation of a good tech idea into a successful 
business that makes a difference. Their overview of music/
tech is vital to understanding the future of the space – and 
of the music business itself. 

The music/tech startup world has mutated rapidly and 
fruitfully in recent times; from a set of businesses that were 
viewed a few years ago with – let’s say – low enthusiasm, 
to a thriving ecosystem where confidence is high and huge 
investments are normalised. 

Moreover, the technology pedalled by the music/tech startups 
is not simply buzzy and exciting: it’s being placed at the 
centre of strategies by major businesses as they seek ways of 
streamlining payment systems, unlocking hidden catalogue 
revenue, and creating a brand new direct-to-fan market.

During this time, Music Ally has kept a close eye on the 
music/tech space, because it’s where the innovation – 

❱ Music/tech in 2021
The view from the investors and accelerators
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So we spoke to two of the experts 
in this space: Rishi Patel and John 
Acquaviva of early stage venture 
capital firm Plus Eight Equity 
Partners, which focuses on music/
tech and counts Richie Hawtin and 
Pete Tong as advisors; and Chris 
Howard, CEO of The Rattle, a slightly 
mysterious “troop cohort gang 
crew posse” of makers, startups and 
hackers who aim to rebuild the music 
industry by launching exciting, 
challenging startups in and around it.

All three spoke of startup technology 
that promises an exciting future for 
the music industry: one that behaves 
quite differently to the current one, 
and that may involve a power shift or 
two. 

These technology-driven changes 
will result in a music industry that is 
part of a much broader one: where 
music, gaming, health, wellness, and 
social content converge as building 
blocks of a creator economy, where 
the metaverse will power new unique 
experiences that use and create music, 
and where direct-to-fan connectivity 
and monetisation enables artists and 
musicians to independently control 
their destiny.

Consider this a weather forecast for 
the music industry from the people 
who spend all their time scanning the 

horizon and placing bets on what will 
happen.

❱ Plus Eight Equity Partners
Plus Eight Equity Partners is an early 
stage venture capital firm that was 
founded in 2014 by Rishi Patel and 
John Acquaviva, and it invests in music 
technology companies that it believes 
will have a transformative effect on the 
music industry. Its investments have 
included AI-powered mastering and 
distribution service LANDR, AI-music 
platform Endel, and creator tools 
platform Splice.

Acquaviva’s experience in the music 
technology space is rooted in his career 
as globe-trotting DJ – which eventually 
led to his co-founding of Beatport in 
2003, and Plus Eight Equity Partners in 
2014. His co-founder Patel brings many 
years of experience in private equity, 
mergers and acquisitions and financing 
transactions as an investment banker 
on Wall Street. Music luminaries serve 
as the firm’s advisory board: artist/DJs 
Pete Tong and Richie Hawtin, and music 
talent manager Ben Turner.

We spoke to Rishi Patel and John 
Acquaviva about the state of music/tech 
startups in 2021, and what they feel 
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Consider this a 
weather forecast 
for the music 
industry from 
the people who 
spend all their 
time scanning the 
horizon and placing 
bets on what will 
happen...”

• Rishi Patel

• Chris Howard

• John Acquaviva
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with it – in particular, irrational exuberance. 

There is so much capital being thrown in every which way, 
it’s challenging to know what will stick to the board and what 
will fade away with time. For the time being, we’re studying 
this market every single day and getting smart on every 
technology architecture, every use case and application, and 
speaking with every management team in the space possible.

Another theme that continues to excite us is “convergence”. 
Music, gaming, health, and wellness, and social content 
creators have never been more joined at the hip. As 
these media areas increasingly overlap, we expect new 
business models to unfold that play to the strengths of the 
combination. 

Our investment in VersusGame and Endel are two great 
examples of convergence; the former being a story of 
music, gaming and social content creators and the latter 
being representative of the overlap between music and 
health & wellness. Only time will tell how these platforms 
will continue to grow and adapt to meet the opportunities 
presented by the marketplace.

What trends have you seen emerge in music/tech the last 
couple of years months – and what does this say about the 
music/tech space in 2021?
In the wake of COVID-19, every major trend in music-tech 
has been a response to the pandemic. With artists no longer 

excited about as investors, the trends they have spotted, and 
what opportunities they think the future holds.

How has 2021 been for Plus Eight so far – and what have 
your highlights been?
2021 has been marked by the creator economy explosion – 
led by over 50 million creators participating in a $100 billion+ 
market opportunity. Plus Eight started with DJ and techno 
music culture: a culture so intertwined with technology that 
its name was derived from it. Given our historical learnings 
and experience, our group could not be better suited to serve 
this creator economy – since musicians and DJs are arguably 
some of the original creators. 

Given the backdrop of the global pandemic, It feels unnatural 
for us to say that 2021 has been our strongest year ever 
– but it’s the reality. We’ve participated and supported a 
number of next-round financings that have meaningfully 
elevated our portfolio valuation. 

We have welcomed a handful of new portfolio companies 
into our family. And, we relocated the base of our North 
American operations to Miami which just feels right given 
the robust activity in the Miami Tech investment scene. 

Further, we reconnected “physically” with some of our 
investors and partners including our friends at Techstars 
Music. With business-related travel being significantly 
curtailed, our team has been able to stay focused on 
opportunities of the highest priority.

What specifically excites you right now in the music/tech 
space – and how are you engaging with these things?
The manner in which the creator economy embraces Web 
3.0 is really exciting. We’re at yet another technology 
inflection point and the story of music is a big part of that. 
Continued democratization of content in the hopes of 
building the foundation for a middle class for musicians and 
creators alike is the holy grail. 

This world has every right to be able 
to sustain a living doing something 
they are passionate about – and we 
are optimistic that new platforms 
supporting direct artist-to-fan 
engagement and monetization in 
whatever format (blockchain, NFTs, 
metaverse, etc.) will continue to raise 
the bar. 

Specifically relating to blockchain, 
NFTs and the metaverse: we haven’t 
seen this much excitement from the 
investor community since the dawn 
of the Internet in the late 90s. And of 
course, you get everything that comes 
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touring, artists and artist managers were forced to explore 
new revenue streams on the digital frontier. We observed 
growth in several key verticals including live streaming, music 
creation tools, NFTs, and the metaverse (among others). 

Each of these verticals has experienced a massive investment 
boom – and in the case of music creation tools, has established 
incumbent players such as SPLICE and LANDR (below), which 
have further progressed their market dominance. 

Of particular note is a distinction we drew between: 1) the 
time it took the music industry to adapt to the digital age 
when the internet finally came underway, and 2) the time it 
took for the music industry to adapt to their circumstances 
via new revenue streams when COVID-19 hit. The headline 
here is that we’re encouraged that the music industry 
is moving towards adapting to its environment at an 
accelerated pace.

What do you think are the overlooked trends, technologies 
or activities happening in the music/tech space – and why 
should people pay attention?
Despite all the positive press, nearly 60% of creators earn 
less than $50,000 USD a year. 

The industry needs to do better – and technology has, is, and 
will play a crucial role in that process. Attention to, and the 
fostering of, the creator middle class is critical for the long-
time survival of the industry. 

We see many parallels between the established “gig 
economy” and the rising “creator economy” that give us 
confidence that the creator economy is not just a fad. This 
point greatly resonates with us, as Plus Eight’s history is 
built on the foundation of creators/musicians/DJs who use 
technology to create. 

Plus Eight has a strong focus on the creator economy –  
why this is so important to you, and what do you hope  
will happen in that ecosystem?
The history of media shows that the musician was the 
“original” creator. They were the first to create monetizable 
content that was consumed by a global audience at scale. 
The paradigm shift from analog to digital (led by the Internet) 
changed how we think about the “creator”. Web 2.0 ushered 
in a new generation of creators composed of streamers, 

influencers, gamers, video creators and next generation 
musicians. This new “creator” class will continue to proliferate 
as we step into Web 3.0’s new territory supported by the 
new direct to fan platforms, blockchain, the metaverse and 
so much more that we don’t even know about yet. Music and 
music/tech will serve an important role in this new creator 
economy but will increasingly be only a part of the story.

What’s your feeling on how the music industry, in general,  
is working with music/tech startups in 2021 compared to 
the past – and what could change for the better?
The role of music/tech startups in the music industry reached 
a new high in 2021. Never before has technology been so 
critical in keeping the industry evolving (or alive!). 

With touring revenue dried up, artists relied on technology 
more than ever to keep fans informed, engaged and 
entertained. Livestreaming exploded overnight as virtual 
shows dominated the mobile phone screens of billions of 
music lovers around the world. 

Platforms like Splice (above) and LANDR proliferated as 
artists spend more time making music than ever before. 
And direct-to-fan platforms like Patreon gained meaningful 
traction as artists looked for new ways to directly monetize 
their audiences. The industry is evolving faster than it ever 
has historically as it enters in a new paradigm of blockchain-
based technologies. 

Music NFT platforms and the metaverse pave the way 
for limitless possibilities in which fans experience music 
and in which artists engage and monetize their audiences. 
Looking into the future, we believe increased understanding 
and competency on the part of artist managers and artists 
themselves to understand the technological developments in 
the music industry can pay meaningful dividends.

Does this combination of an explosion of platforms using 
music, a very varied creator economy, and faster adoption of 
tech by the music industry mean that we’ll see many more 
mergers and acquisitions?
The massive investment boom supporting the creator 
economy inevitably will lead to a very robust and thriving 
ecosystem – but also one in which not every start up venture 
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will achieve success and scale. “White space” opportunities 
are getting filled at lightning speed, with dozens of 
competitors with near-similar offerings, and all vying for the 
same customer or user base. 

Ultimately, the subscale players will be swallowed up by 
larger players or simply go out of business. Nonetheless, 
industry consolidation will lead to valuation creation as 
these players form the pillars of the key segments within the 
industry. 

Looking forward: what music/tech do you think  
will grow to prominence and become highly important  
in 18-24 months’ time?
The metaverse is the wildcard technology that could 
invariably be a game-changer. It offers an entirely new 
medium of experience that connects artists with fans. 
Moreover, it may be the key to unlocking the value of NFTs 
which while have been extremely popular, have to date 
demonstrated marginal at best utility. 

Furthermore, the plethora of upcoming blockchain 
architectures have yet to become interoperable and poses 
a significant challenge in user adoption. The key to success 
will ride on the music industry’s ability to understand and 
incorporate the lessons learned from the gaming industry. 

❱ The Rattle
The Rattle was founded in 2017 by technology 
entrepreneur Chris Howard and artist/producer Bobby 
Bloomfield, and operates in London, Los Angeles and New 
York City, standing “as a counter-culture to the traditional 
music and startup industries.”

By offering work-space, studios, mentorship, and an in-house 
venture program, it aims to support emerging artists and tech 
makers as they develop into better creatives and found their 
own businesses.

We spoke to Howard, CEO of The Rattle, who has launched a 
number of startups and was a member at MIT, Techstars, and 
a speaker for MIT Global Startup Workshop. He explained 
to us his exciting vision of the state of music technology and 
was forthright in his views of the flaws in the current way that 
the incumbent music industry connects with technology.

He told us how artist-led companies are the way forward, 
how the social media industry will take over artists’ creative 
capacity, how there’s “an utter lack of experience” in the 
music industry for it to engage properly with startups, and 
how livestreaming is a joke (for now).

How has 2021 been for The Rattle so far – what have your 
highlights been?
2021 has been a mixed bag, if I’m honest. Demand for  
The Rattle went through the roof, but people’s capacity  
to pay went through the floor. Our membership is entirely 
full, which is lovely! We opened our Los Angeles space two 
days before LA locked down, and then we couldn’t reopen 
it until just a couple of months ago. So that was another 
highlight too.

In terms of the pandemic, our people – artists, creators, 
hackers, and early stage entrepreneurs – were some of 
the hardest hit during the pandemic. Many of them lost 
pretty much their entire income, which meant that their 
capacity to afford something like The Rattle was swept from 
underneath them. 

And that was a key consideration in one of our business 
model pivots at the beginning of this year, where we moved 
away from a fee-paying membership model and instead 
transitioned into an equity-based model. 

And so one of the highlights has been the launch of what 
we call the “venture label”: a kind of a product/programme 
that helps artists, founders, inventors, and hackers turn their 
projects into compelling early stage startups. 

And so far, it’s been fucking fantastic! But it does make a 
bit of a dent to our cash flow. And so as a result of that, we 
ended up raising a round of $1.5 million in capital earlier this 
year, to support that transition in our business model. 

What things excite you right now in the music/tech space – 
and how are you engaging with them?
Some of the most exciting things for us do not obviously 
relate to music/tech. One of our fundamental beliefs is 
that music tech is such a small niche. It’s such a precise and 
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specific area of technology that it, in our opinion, doesn’t 
warrant its own category. 

Most music technology or startups are really ultimately only 
there to serve one of four customers: the three majors or the 
disaggregated group of independents. And that community 
as a whole only subscribes to one core or two core business 
models: the reproduction or the licencing of original music, or 
the performance of original music. 

So that makes music tech, in our opinion, really, really, really 
boring. But what we get excited about is what we call “music 
adjacent technologies” – things that serve the creators of 
businesses, enterprises, and projects in the world of music. 

But they’re not necessarily specifically targeting music, it’s 
just that music is a use case of what they created: whether 
that’s the management of music rights, or the creation of the 
music itself.

At the other extreme are things like challenger banks in the 
financial services sector, neo-banks and neo-insurers are 
really exciting for the world of music and music tech, because 
they essentially liberate the creators, the managers, the 
whoever else, from a lot of the services they would normally 
pay for via a royalty. 

These kind of music, adjacent services are really, really 
exciting. They liberate the process of being an artist, or a 
process of being a manager from the business model that 
people are accustomed to paying for. 

I think it’s easier to say the things we’re not excited by – 
you know, those traditional things that service the four 
main customer groups and the two main business models. 
We’re not excited by any of that because there are too 
many established gatekeepers preventing innovation  
from occurring. 

What trends have you seen emerge in music-tech the last 
18/24 months – and what does this say about the music/
tech space in 2021?

There’s absolutely no way you can answer that question 
without touching on the livestreaming boom. At the very 
beginning of the pandemic, a lot of our members came to us 
and asked us what they should do around livestreaming.
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We suggested that they make one of two choices: to 
wholeheartedly lean into alternative modes of performance 
like livestreaming, or to hunker down and work on becoming 
the best songwriter or creative they can possibly be, so that 
when the pandemic is over they come out being the absolute 
top of the pack. 

We’re really glad we gave that advice for a couple of reasons. 
The first is that we saw livestreaming as a fad. Don’t get 
me wrong – it is a viable model for performing to a mass of 
people at relatively low cost in a relatively interesting way. 

But it frustrated me so much that the industry was pushing 
livestreaming as “the answer”, when – forgive my strong 
language – it’s absolute fucking bollocks. 

The reason I say this about livestreaming in particular is that 
[...] people have a fixed amount of time that they’re prepared 
to spend in front of a screen. 

In order for livestreaming to work you not only need to make 
a compelling product that works en masse – but you need a 
deep relationship with a person who’s going to consume it, 
because they need to stop watching TikTok in order to start 
watching your live stream. 

That simple fact of having to turn off something in order to 
turn on a livestream is the reason livestreaming has failed. 
(Although it can work when you have enormous brands and 
you do exclusive events.)

All of these music technology services and platforms that 
enable livestreaming: you’ll see them dying left, right and 
centre – because they failed to understand the very basics of 
human psychology. 

This obsession with using digital platforms to replace a 
human experience tells us that the music/tech space doesn’t 
know what it’s doing. 

We’re looking into making direct investments into early stage 
artists and creative businesses, instead of investing in music 
technology, because from the investor’s point of view, there’s 
a lot more opportunity to be discovered if you follow the user 
of the tech – ie the artist and whoever else – than the creator 
of the tech.

What do you think are the overlooked trends, technologies 
or activities happening in the music-tech space – and why 
should people pay attention?
The first sounds very obvious but from a fresh perspective: 
people have underestimated the power that social media has 
on the music economy, and therefore the music technology 
landscape. 

A lot of people assume social media platforms are there to 
promote and distribute things… but social media is actually a 
creative tool. 

So we’re seeing TikTok, for example, hiring dedicated humans 
to nurture artistic behaviour within their community. TikTok 

All of these music technology services and 
platforms that enable livestreaming: you’ll 
see them dying left, right and centre...”
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actually cares about nurturing that creative content because 
that will become the normal way to become an artist, as 
opposed to sitting in your bedroom playing guitar, writing a 
song, finding a manager, and seeking a label.

And so in the music tech world, we’ve completely overlooked 
the creative capacity of social media, to the point where 
social media companies will overtake the normal practice of 
how people create art. 

And that leads on to my second overlooked trend. We used 
to live in what I would call a “uni-media world”, where media 
would classically be in one format: a song, a video, or a film. 
Artists would pick their lane, and create in that lane, and then 
technology companies would service those people.

But we’re not in a uni-media world, we’re in a multimedia 
world: a single piece of art or creative output can contain 
many different uni-media lanes. Whereas technology makers 
don’t seem to focus on more than one media lane at any 
given time. It’s infuriating. 

So we are looking at opportunities that mix many different 
media formats into one process. 

Artist-led companies point to where technology is going to 
go. And finding those artists-led investment opportunities 
cannot be done in the standard way. By having multimedia 
creators and technology makers under one banner, you can 
then create commonality to understand who is ahead of 
another person and who is not.

What’s your feeling on how the music industry, in general, is 
working with music/tech startups in 2021 compared to the 
past – and what could change for the better?
I don’t think the music economy or the music industry 
has ever reliably engaged with the startup community. I 
personally have a lot of experience in how other industries 
have engaged with the startup community – and the way that 

the music economy partners with the startup communities is 
basically a joke. 

In 2021, compared to the past, [the music industry] is deeply 
more engaged [with startups] than it was. But that has 
caused more problems, in my opinion, because those who 
are deeply engaging, have very little if any experience in 
understanding code or human behaviour.

We’re seeing lots of ex-managers, and lots of artists, coming 
in with what they think are good ideas – without market-
testing, without market proof – and going to the music 
industry startup community and saying, “hey, here’s my great 
startup”. 

And the enablers coming into the startup ecosystem from 
the music industry itself have never built a company or a tech 
startup, either. So there’s an utter lack of experience in the 
music industry that allows it to fully engage with the startup 
industry. 

I think that the people who should come into the music 
industry to support the startup world should come from  
Y Combinator, MIT, the Valley, or Silicon Roundabout –  
and then partner up with the deep experience found in the 
music industry. 

But there’s so many egos and people who think they know 
what they’re doing – when in fact they don’t – making deeply 
influential and supportive decisions. 

There are of course, great founders in the music tech world – 
I’m not trying to say that there’s not – I’m saying that the vast 
majority, compared to other industries and their respective 
startup worlds, in the music industry are woefully bad. 

So what could change to make it better? I believe any music 
exec that is in a significant decision-making capacity to 
support or engage with the startup community needs to 
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go through the process of starting their own technology 
business to appreciate how and why technology finds its 
market, and how technology gets created and how teams get 
made in that kind of universe. 

Only then do I believe the music industry will be able to 
effectively engage with the wider startup community in 
order to find new solutions to existing or new and  
emerging problems. 

Looking forward: what music-tech do you think will  
grow to prominence and become highly important in  
18-24 months’ time?
It’s already important – but I think it will become even more
important in 18 to 24 months time – and that is technologies
that aggregate income. I think it will be of relatively 
temporary importance, but I think it will become one of the
dominating areas of technology.

Platforms that are able to aggregate all the diversified 
sources of income that any creator has – whether your 
business model is based on being an influencer, performer, 
a content creator, or a rights maker – many creators will 
adopt dozens of these income streams at any one given  
point in time. 

And technology that allows you to clearly audit that income 
will become increasingly important.

No one’s really cracked this problem because the ability 
to capture that data is notoriously difficult. [I’m talking 
about tech that] flags where you’re not getting your income 
because you haven’t organised yourself properly. 

Looking to the metaverse… if VR headsets were being used 
at school in the 13-18 age group right now, and the price 
point of those headsets are affordable, their behaviours 
would become normal, and they later become a power-
spending group. 

The reason I say that is that right now we’re seeing AR and 
VR becoming adopted in that age group with the Oculus 
Quest 2. Then those 13-18 year olds become 22-25 year 

olds, and that’s when technologies in that age bracket 
makes sense. 

We will see technology startups flourish in the metaverse – 
this is exactly what happened with gaming. But we are about 
three to five years off that power spending category dictating 
what technology gets created. 

Can you expand on The Rattle’s worldview of how 
people within the music industry can be part of the wider 
entertainment and tech industry – how do you see The 
Rattle and tech/startup innovation empowering this?
It’s not as simple as what I’m about to say, but I – and many 
others – believe it’s generally true. And data does support it. 
Recorded music in 2020 generated around $21.6 billion 
in terms of revenue, and if you look at Starbucks’ earnings 
report, it generated around $25 billion worth of revenue in 
2020. 

So one coffee company has more revenue than the entire 
recorded music business globally – that’s extraordinary. 

If you then look at the value of the whole music industries, 
it ranges between 75 billion and 100 billion for the western 
economy, in terms of assets: if you were to buy the entire 
economy. The market cap of Starbucks was $118 billion last 
I checked.

Why [The Rattle] makes this point incessantly is because 
the music business or the music economy is defined by the 
business model that it adopts – and a market size is defined 
by the problems which that market addresses. 

So in the music economy, the two core problems  
are currently: how do I re-perform music? How do  
I reproduce music?
They’ve only chosen one business model in order to address 
that: the business model of music rights. And that music 
economy is very small. 

Our worldview is that we believe for many emerging artists, 
your early career, project, or business can use the music 
economy as a beachhead to establish a strong brand position. 

www.musically.com
  Quarter Three 2021/Issue 433  30



thethereport ❱ Startups: investors and accelerators

You can then use that brand position to solve problems 
outside of the music economy. A tangible example in the 
Rattle membership is two wonderful and very well respected 
artists in Los Angeles: Brian and Jane Spencer (AKA Finkel). 
They acted largely independently and crafted a really strong 
brand for themselves as excellent performing artists and 
making a reasonable living. 

But what they refined was their interpersonal dynamic: they 
used that learned skill, which they practice on stage and 
practice on social media, to essentially become journalists... 
where go and engage with small and unheard-of cultures 
and use their interpersonal dynamic and engagement to tell 
the story. 

They have taken their brand position in music to create a 
business which is music-adjacent – in film and documentary 
production. 

So our worldview is to enable those kinds of crossovers as 
much as possible, where you leverage a position that you 
establish as an artist to create in a different economy – one 
that is larger and more engaging. This could be gaming, 
education, medicine… music and sound translates into almost 
every other economy, you just need to be creative in how 
you bridge the gap.

How do you see “the music business” operating –  
and in what form – in five to ten years? What future 
opportunities exist?
Looking forwards, there will be a new industry altogether. 
That’s my hope, at least. I think in five to ten years, the music 
business will act and operate a lot like the fine wine business. 
People collect things instead of consuming things in the fine 
wine business: an asset class that gets moved around. 

We can see this happening with the likes of Hipgnosis, and 
many other funds, which have been deployed simply to 
purchase legacy copyright. I think it will move into almost a 
wealth management business, largely for the exploitation and 
collection of legacy music rights. And also a sync business – 
a lot around advertising – far more than a recorded music, 
artist development, or live-performance business. 

Its practices will look less like developing new artists, and 
more around sweating assets. So then a competing business 
or industry will take over the artists and the creative capacity 
– and I think that’s going to be the social media industry.

Finkel have taken their brand position 
in music to create a business which 
is music-adjacent – in film and 
documentary production...”
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❱ The class of  
  ’19 and ’20

thethereport ❱ Startups catch-up

launches in November. “We also participated in Seed Club, 
an accelerator DAO for community tokens, and have been 
exploring ways that Ampled can explore Web 3.0 tooling to 
benefit members,” says Robey.

“We just released a blog post on Mirror outlining some of 
the thought process behind why musicians should be open 
minded about exploring Web 3.0, and even included an NFT 
sale – which sold out in an hour and a half!”

❱ Anything World

Anything World emerged last year with funding from 
Warner Music Group, and ambitious plans for a technology 
capable of using people’s voices to summon 3D objects and 
characters.

“We have over 3,500 creators building out amazing 3D 
experiences with us now,” says CEO Gordon Midwood, 
noting that this includes WMG, which built games for Pink 
Sweat$ and Ashnikko using Anything World’s tech.

It was fun choosing our startup picks of 2021 for the 
feature earlier in this report, but we don’t want to just 
move on from the ones we highlighted in 2019 and 2020.
Many of them were in their earliest days then, and have 
since gone on to raise funding, forge industry partnerships 
and grow their customers or users. So... we went back to 
some of them for a catch-up! 

❱ Amadeus Code
Based in Japan, Amadeus Code 
originally launched as an AI music app 
designed to be a songwriting aid for 
musicians.

“Even given the challenges of the past 
year, we’ve managed to launch several new Amadeus Code 
subscriptions,” says co-founder and COO Taishi Fukuyama 
(pictured).

“In addition to building the core structure for AI-composed 
music, we’ve launched a web app that enables musicians to 
download a library of audio loops, one-shot samples, and 
MIDI files made with our AI software.”

❱ Ampled
Ampled launched in 2020 as a new spin on crowdfunding, 
with a cooperatively-owned platform designed to give 
artists maximum control. “Ampled’s 
membership has been growing and 
we recently adopted a ‘season’ model, 
where 15 artists launch pages together 
in supportive cohorts,” says co-founder 
Austin Robey (right). The third season 

Startups we tipped in previous years let us know how things are going
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“We now have almost 700 labels and publishers signed with 
over 300,000 tracks live and available for our market to 
instantly license. We’ve expanded into new markets, built 
new technology to support the differences in each market 
and managed to close a funding round in the midst of the 
pandemic.”

Having grown its team to eight people, ClickNClear is now 
seeing its revenues climb again, as sports events return.

❱ Creative Passport

Launched by musician (and tech early adopter) Imogen 
Heap, Creative Passport is a personalised online identity 
admin and connections tool for musicians.

“After launching the open beta platform at the end of 2020, 
we spent the first three quarters of this year nurturing our 
music maker community,” says CEO Carlota De Ninni.

That included developing an open-source micro service 
after receiving an EU grant, and redesigning the service’s 
user experience and interface based on feedback.

“Being a not-for-profit company, funding has been tight, 
as philanthropic donations decreased due to Covid,” notes 
De Ninni. “The platform has been experiencing organic 
growth thanks to word of mouth and integration with music 
industry partners.”

❱ Driift
It’s certainly been a rollercoaster for livestreaming promoter 
Driift, which launched in the early months of the pandemic.

“We couldn’t be happier 
with the continued 
growth of the company 

“On the platform side we have Anything World up and 
running in Roblox now which we are very excited about,” he 
says, adding that this isn’t publicly available yet.

“And automated traditional rigging is coming for every 3D 
object too, which we feel is going to be even more of a 
game changer!”

❱ Audigo Labs

Audigo Labs launched its smart 
microphone, app and cloud service 
in June 2021, aimed at musicians, 
podcasters and video creators. It’s 
been a whirl since.

“We shipped our mobile studio app and the first production 
run of the Audigo microphone to our pre-order customers, 
doubled the size of our team, brought on some highly 
strategic investors, and established a number of key 
relationships and partner deals that will set us up for 
continued growth and success,” says CEO Armen Nazarian 
(pictured).

❱ ClickNClear

With its service licensing music for 
performance sports, ClickNClear made a 
splash in our NY:LON Connect conference’s 
startup pitch session in early 2019. “Despite 
sports being on a hiatus due to Covid, 
we’ve made significant progress in all areas of the business,” 
says CEO Chantal Epp (pictured).

thethereport ❱ Startups catch-up
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Endel will more or less cease to exist, as we’re becoming the 
new platform for personalised audio.”

“Instead of a very compact app Endel is today, you’ll get a 
massive catalogue of personalized soundscapes created 
with your favorite artists around your favorite activities. 

Think not just Focus, Relax, Sleep, but also hiking, cooking, 
lovemaking and birth-giving, among others.”

❱ Endlesss

Endlesss was a joint Midemlab category 
winner in 2019 with its music-making 
app, which offers a playful yet powerful 
interface for creating and collaborating 
on tunes.

“It’s been an amazing year for us. In just over a year we 
publicly launched our iOS app, ran the seventh biggest 
software campaign ever on Kickstarter, launched our 
desktop app and just recently raised £400k crowd equity 
from our community,” says CEO Tim Exile (above).

“We have over 100,000 users on the platform and a core 
community on our Discord server of intrepid users building 
a deep culture and network of friendships around live 
collaborative music creation.”

❱ Lickd

After an initial appearance as Hookd, the rebranded Lickd 
launched in 2017 as a platform for licensing commercial 
music to YouTubers.

and performance of the sector as a 
whole. To be sat here today having 
sold over 500,000 tickets since we 
launched is something we couldn’t 
have dreamt of a year ago,” says 
CEO Ric Salmon (right).

Two notable deals were with 
Spotify – for its first run of livestreams – and the 
Glastonbury Festival, although the latter event had some 
teething problems, which Driift has since worked hard to 
ensure never happen again.

“For a small startup, in a brand new sector, to be working 
with such iconic brands was incredible,” says Salmon. “And 
to cap everything off, we have just closed a significant 
investment round into Driift.”

❱ Endel

Endel may have launched as an AI music 
startup, with an app helping people to 
focus, relax or sleep. But recently it has 
been collaborating with human artists 
including Grimes and Plastikman.

The company has also closed a funding round and signed a 
deal with Mercedes. “We have a few major collaborations 
still coming this year, which is exciting,” says CEO Oleg 
Stavitsky. “Next year, however, the product you know as 

thethereport ❱ Startups catch-up

www.musically.com
  Quarter Three 2021/Issue 433  34



performance’ gloves in 2019, 
offering a way for musicians 
to control their sounds with hand 
movements.

Earlier this year, it launched a 
desktop app called Glover, which 
CEO Adam Stark (pictured) says “makes the powerful 
software and algorithms behind the MiMU Gloves available 
to all at an affordable price”.

Mi.Mu has also launched a free iOS app called Gliss, which 
connects to Glover so that iOS devices can also be used 
with the system.

“We just love watching how artists take the MiMU Gloves 
and use them for things we’ve never imagined – music, yes, 
but also speech, visuals and installations. It’s a blast.”

❱ Musiio

Musiio first launched in 2018 with 
tools applying AI to analysing and 
tagging large catalogues of music, and 
it has since been joined by a number of 
rivals in that category.

“We are three years into operation and 
I am pleased to say some of the very 
early ideas we had around product market fit,  
and how instrumental an AI-powered search could  
be for the music industry is becoming reality,” says  
CEO Hazel Savage (above).

In the last year, Musiio has signed up customers including 

“Things are going well. I see the 
Lickd journey in three distinctive 
phrases: tech, content and 
acquisition,” says CEO Paul 
Sampson (right). 

“We have it built and we have 
broken the back of the deals with 
the record and publishing industry so it is now all about 
growing our user base. In the last year alone we have  
added 600k tracks, significant strategic partnerships  
agreed and have seen month-on-month revenue growth for 
the last 14 months.”

In September, Lickd raised a £5.1m funding round to fuel 
further growth, from investors including WMG and Epic 
Games.

❱ Maestro

Maestro has been one of the most 
active livestreaming startups since the 
Covid-19 pandemic began, aided by a 
$15m funding round in March including 
Sony Music and NetEase as investors.

“We have had the privilege of working with many of the 
world’s biggest and most innovative brands in music, 
ranging from Pandora, Apple Music and Live Nation to  
Billie Eilish, Ty Dolla $ign and Twenty One Pilots,” says  
CEO Ari Evans (pictured).

“Since Spring 2020, we’ve paid out tens of millions of 
dollars to creators across ticketing, subscriptions, and 
merchandise following the  launch of our monetisation 
tools,” he adds.

“Hundreds of events run smoothly on our platform every 
month, and those volumes continue to increase. We’re 
really just getting started.”

❱ Mi.Mu
Another startup spawned from 
Imogen Heap’s exploration of 
music and technology. Mi.Mu 
started selling its ‘gestural music 

thethereport ❱ Startups catch-up
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“Luckily, we were up to it! 2020 and 2021 have been our 
biggest growth years to date. We’ve signed deals with 
companies like Symphonic Distribution, and we’re even 
powering a vinyl campaign for Kimmie Rhodes and Willie 
Nelson.”

Fukuyama is also proud of the company’s ‘Press On with 
Qrates’ campaign which gave 100 extra vinyl copies to 
client artists for free, to help them make money while 
touring was shut down.

❱ Super Hi-Fi

Super Hi-Fi delivered an impressive demo 
when we first chatted to the company in 
August 2019, with its technology “akin to 
an AI radio producer” capable of mixing 
tracks and dropping audio snippets into 
streaming services’ output.

“2021 has delivered the most growth and progress in the 
history of Super Hi-Fi, with strong commercial indicators 
that our bet on differentiated music listening experiences is 
finally looking more like a mainstream concept,” says CEO 
Zack Zalon (above right).

That includes deals with Sonos, Peloton, iHeartRadio, 
Napster, 7Digital and Octave Group, with Zalon promising 
“larger” integrations to come.

“Most importantly, this will be the biggest year by far 
in terms of investment in new-product innovation and 
platform expansion,” he says. “Finally, we are growing the 
company with revenue and not with funding. That is core 
to our values - we’ve bootstrapped Super Hi-Fi from its 
inception.”

❱ SyncFloor
B2B firm SyncFloor 
provides licensed music to 
a range of businesses, and 
like the wider industry it 
has seen a rapid expansion 
of its potential partners 

Beatstars, Hipgnosis, Epidemic Sound and Jamendo for 
various aspects of its tech.

“We grew our revenue 600% from year one to year two 
and then in year three we doubled our revenue again,” says 
Savage. Musiio is now valued at $10m after raising its latest 
strategic funding round.

❱ Paperchain

We first spotted Paperchain in 2016 
when it was exploring using smart 
blockchain contracts for music.

Since then it has shifted focus, first to 
help rightsholders identify and claim 
‘black box’ royalties, and also to help 
companies calculate royalties and pay advances.

“We’ve had a tremendous year,” says founder Daniel Dewar 
(above). “We launched our instant payments product, have 
paid out $1m+ to artists, partnered with Stripe to launch a 
card and wallet to make it easier for artists to access their 
streaming income, raised $1m in our pre-seed round and 
most recently partnered with UnitedMasters to launch 
instant payments for 10,000+ ‘Select’ creators.”

❱ Qrates

Qrates is a music-focused crowdfunding platform with a 
particular speciality: vinyl. It helps artists and labels pre-sell 
vinyl releases then get the records into fans’ hands. “Last 
year was a crazy ride, and creating physical products like 
vinyl records was quite challenging given Covid-19 and 
Brexit — things we never saw coming,” says CMO Taishi 
Fukuyama (yes, also of Amadeus Code and pictured above).

thethereport ❱ Startups catch-up
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“We passed 50k paying customers this year, and our H1 
2021 gross revenue has already exceeded our 2020 total,” 
he says.

Partnerships and integrations with Pioneer, SoundCloud 
and Beatport; a new subscription tier called Tribe Plus; and 
a video-call system for DJ tutors to host classes and events 
have also helped the company push on.

❱ Vampr

Vampr claims to be the number 
one network for musicians: a tool 
for finding industry contacts and 
collaborators, but also offering 
publishing and distribution 
options.

“It’s been a phenomenal year for us on every front. Aside 
from reaching a really exciting milestone with 1m total 
signups, we launched a subscription service called Vampr 
Pro and have just hit our 12 month target of 3% active 
users subscribing,” says CEO Josh Simons (above).

“With this we have also enjoyed revenue growth of 22% 
month-on-month. We’ve begun signing up advertisers and 
affiliate partners, with music tech platforms such as Audible 
Reality and NFT platform Yuser among our first several 
customers.”

Vampr raised $800k in February, and is now raising a 
“significantly larger” round.

from different sectors, fitness 
included.

“With Covid-induced 
constraints on in-person gym 
workouts, fitness and wellness 
businesses naturally have 
looked to online alternatives, 
and some new digital natives 

have popped up in this space as well,” says COO Cestjon 
McFarland (above).

“All of them need a music solution beyond what the 
PROs enable. In fact, our first fitness customers came to 
us – before we’d even begun marketing a fitness-oriented 
offering –simply because they didn’t know where else to 
turn.”

The company sees this as just the beginning, and is training 
its sights on social gaming, social audio and social video 
among other sectors.

❱ Tribe XR

Tribe XR popped up in 2020 
as part of the Techstars Music 
accelerator with a virtual reality 
app aiming to teach people 
how to DJ: learning on virtual kit before practising and even 
performing from VR.

The pandemic had a silver lining for this business. “VR 
usage, online learning, and virtual concerts / DJ sets all 
grew significantly,” notes CEO Tom Impallomeni (above).

In late 2020 Tribe XR raised a seed funding round from 
investors including Eventbrite founder Kevin Hartz and 
Major Lazer member Jillionaire.

thethereport ❱ Startups catch-up
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❱ Don’t look back  
   and hanker and hanker

thethereport ❱ Looking back

We wrote: “Sonic Seeds... is using a music-fingerprinting 
algorithm to recommend songs to its users. Sonic Seeds claims 
to have 8.5 million songs in its database, and lets people find 
music to listen to by artist or song.”

And now? Sonic Seeds did not successfully take on 
Pandora, and is now just a footnote in music/tech  
history. But the last decade has seen plenty of 
innovation around the ideas of algorithm-driven music 
recommendations that it was exploring. It’s just that they 
have happened mainly within the big DSPs, rather than 
from startups challenging them.

Sonic Seeds aims to take on 
PandoraCALENDAR-ALT

We wrote: “Music discovery service Shuffler.fm is... being touted as 
a Flipboard for music. That means a magazine-style app that pulls in 
tracks from music blogs and plays them as a continuous stream, with 
easy access to the original blog posts to find out more.”

And now? Shuffler shut down in 2017, with its CEO going on to 
found messaging marketing startup I Am Pop (now ShopPop). We 
still have very fond memories of its original app and its follow-
up, which was called Pause. Bringing more context to music as 
you listen to it is a great idea, but not one that many streaming 
services have explored in depth. We’d love to see someone do it in 
a way that can generate revenue for those music blogs – which as 
businesses have had a tough decade.

Shuffler.fm launches its  
native iPad appCALENDAR-ALT

We wrote: “ReDigi is part cloud storage service, letting 
people store their music collections and listen to them from 
other devices. But it also lets them sell their songs, as long 
as they have been legally downloaded, rather than ripped 
from CDs or pirated.”

And now? From small acorns, giant, sprawling legal battles 
are born. ReDigi spent much of its lifetime embroiled in a 
case brought by Capitol Records accusing it of contributing 
to copyright infringement, before filing for bankruptcy 
in 2017. But by then, the question about whether music 
downloads could or couldn’t be resold had been rendered 
largely irrelevant by the growth of streaming, and libraries 
of (non-owned) music in the cloud.

ReDigi secondhand music 
downloads site gets beta launchCALENDAR-ALT

We wrote: “Independent musicians are now being invited 
to create accounts on the service, which blends traditional 
Myspace-like features with more modern gamification, 
rewarding fans for their activities, including promoting music 
to their friends.”

And now? Another startup that has long vanished from the 
internet, but the idea of gamified superfan communities is 
very much alive and kicking in 2021. Indeed, it’s the focus 
for three of the startups in our 60 to Watch feature in this 
report: Fanbase, Fave and Unitea. The twist in Rockstar 
Motel’s tale is that nowadays, its founder and CEO is an 
actual real-estate broker. We’re not sure if that includes 
motels though.

RockStar Motel opens for 
businessCALENDAR-ALT

What startups 
was Music Ally 
reporting on  
in October 2011?
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