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THIS ISSUE

This Guide is designed to help you 
map out your year ahead. We asked 25 
thought leaders in the modern music 
industry to explain what they were 
excited by in 2022 and – more specifically 
– where they found optimism. They spoke 
about the Metaverse and Web3, the role 
that short and long form video will play, 
and the changing values in the industry. 

We dig into two campaigns that are worth 
keeping an eye on in 2022: The Smile, the 
new band from Radiohead’s Thom Yorke 
and Jonny Greenwood, plus Tom Skinner 
from Sons Of Kemet find a more nuanced 
approach to livestreaming; and how The 
Brit Awards 2022 will have some major 
awards decided for the first time by users 
of TikTok.

Sandbox’s popular 
Tools and Behind 
the Campaign pieces 
continue to be 
published every  
two weeks on the 
Music Ally website.

From now on you’ll 
find Tools here 
and Behind the 
Campaign here. 
For past issues of 
Sandbox, including 
previous Tools 
and Behind the 
Campaigns, please 
search our Archive.

The Lead Campaigns

Tools & 
Behind The 
Campaign
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The Sandbox Guide to... Marketing in 2022

When T.S. Eliot declared that April was the cruellest month, 
he was almost certainly forgetting about January, a month 
of winter cold (in the Northern Hemisphere, at least), post-
festivity hangovers and the long return to work. 

But Music Ally is made of sterner stuff, which is why we choose 
to look forward to 2022 in the spirit of optimism.

Thus, the first Guide of the year is designed to help map out 
your year ahead.  

We asked 25 thought-leaders in the modern music industry – 
including Aaron Bogucki, global head of audience development 
at AWAL, Beth Appleton, chief marketing officer at Jaxsta, 
Devraj Sanyal, MD & CEO of Universal Music India and South 
Asia and Molly Neuman, president of Songtrust, amongst many 
more – to explain what they were excited by in 2022 and - 
more specifically – where they could find optimism. 

They fed back some fascinating insights which, together, 
helps map out the year ahead. We’ve broken this Guide into a 
few topics that will directly affect the key decisions made by 
marketers in 2022:

• The Metaverse / Web3 – including, yes, NFTs 
• Short-form video content – and where the next 
opportunities lie 
• YouTube and long-form content – just how powerful is it as 
a platform? 
• Growing opportunities of data-driven insight – are we at a 
tipping point? 
• The rise of new values in the music industry – and new 
ways of working 
• …And a return to real-life meetings, proper gigs – and 
getting off Zoom

The answers were as varied as the participants themselves and 
- we hope - will give you all some reasons for hope as you cover 
under the duvet on January mornings. 

January 2022284
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• Remember – for a quick list of the best 

advice, don’t forget to check out the 

Actionable Takeaways at the end of this Guide.

https://musically.com/tag/sandbox-tools/
https://musically.com/tag/behind-the-campaign/
https://musically.com/sandbox/
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MARKETING IN 2022

The Metaverse / 
Web3 – a year of 
radical change

iven Music Ally’s digital 
slant, it was perhaps 
inevitable that many of the 

responders to our call found cause 
for optimism in the metaverse and 
the decentralised world of Web3 – 
where new opportunities, they  
say, abound. And yes, NFTs play  
a big part.

Anya Du Sauzay, head of 
marketing, Parlophone

With the continuing 
expansion and 
mainstream adoption 
of the metaverse I am 
most excited about 

the ever-growing collaboration 
opportunities between artists, music 

and the gaming world. I think the 
Fortnite and Roblox -style activations 
are only scratching the surface of what 
is possible in this space and with new 
partners, tech, platforms and NFT 
opportunities on the table, it feels 
genuinely exciting.
 
I am optimistic and hopeful about the 
return of live music in a big way in 
2022. Seeing the cautious return of it 
last year has without a doubt breathed 
new life into our artists and fan bases – 
so long may it continue.

Aaron Bogucki, global head of 
audience development, AWAL

I’m excited to see how 
Web 3.0 is going to 
continue to disrupt and 
drive innovation in 
every aspect of the 

music ecosystem. Concepts like new 
shared-ownership models in music 
rights between artist and fan, finding 
new ways to drive demand with 
superfans via NFT’s, metaverse artist 
tours on Decentraland and Roblox - 
the digital space hasn’t been this 
exciting for over a decade!

Marcela Moreira,  
marketing director - LATAM, 
WM Global Marketing

It would be almost 
impossible to speak of 
the world of digital 
music in 2022 without 
mentioning the 

metaverse. Virtual worlds have already 
been a big topic of conversation in the 
industry last year, and after Mark 
Zuckerberg’s initiative of changing 
Facebook’s name to Meta, I believe we 

G

2022: a year of  2022: a year of  
change and growthchange and growth

25 industry 
leaders 
share their 
predictions and 
hopes
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are closer to having more aspects of 
the metaverse reaching a mainstream 
audience, and having more ways where 
fans can connect and interact with 
their favourite artists virtually. 

This is very exciting, and I don’t 
foresee it reducing the desire to attend 
gigs and see idols live – but instead 
creating new opportunities for artists 
to connect with their audience at a 
deeper level and in different moments 
(and worlds!).

Ikechukwu Onuorah, director, 
The Orchard Nigeria

As 2021 comes to an 
end, and we still are 
learning how to deal 
with the pandemic, I 
reflect on the 

challenges our industry faces along 
with new opportunities as we continue 
to explore alternative ways of 
operating.

To say that tech is revolutionising 
the digital music space is an 

metaverse here in Africa, so looking 
ahead to 2022 it will be exciting to 
see how we all, as an industry, will 
respond and innovate in this space. 
I’m also keen on seeing how the live 
entertainment industry responds to 
the metaverse as well. I can see a great 
opportunity for them here, especially 
as I have been observing the sale of 
digital real estate.

I also expect to see more visually 
expressive artists like Lil Nas X coming 
out as the dust settles. This is the 
perfect playground for them. I foresee 
the gaming industry continuing to 
push boundaries with more synergies 
between them and the music industry, 
alongside tech making everything 
faster, simpler, more transparent and 
smaller.

Lastly, I believe China has presented an 
interesting blueprint for markets like 
Africa to consider adopting in years 
to come. This will involve building and 
controlling tech, while using their vast 
population and diaspora numbers as 

MARKETING IN 2022

New ways to drive 
demand with 
superfans via NFTs, 
metaverse artist tours 
on Decentraland and 
Roblox - the digital 
space hasn’t been this 
exciting for over  
a decade!

“

understatement! From physical and 
virtual concerts being streamed, 
plus NFTs providing a new way to 
capitalise on digital art being sold 
(imagine what just one or a collage 
of all Micheal Jackson’s original 
artwork could go for if it was up for 
grabs)? We can only conclude that the 
digital music space is on course for 
meaningful growth in 2022.

Recently, we were introduced to the 
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their purchasing power increases to 
their advantage, and making their artist 
global names while breaking records 
globally along the way!

Devraj Sanyal, MD & CEO 
Universal Music India and 
South Asia

From an Indian and 
South Asian standpoint, 
2022 is poised to be a 
landmark year where 
the recent resurgence 

of non-film Music will be cemented as 
an important part of music 
consumption. Given the background of 
Bollywood film music and its 
longstanding cultural prominence this 
is a huge opportunity and exciting time 
for us.  Within this, regional music will 
grow exponentially. India is a culture of 
22 languages and nearly 20,000 
dialects – the potential here is 
unbounded.  
 
The dominance of social media and 
its critical role in the music promotion 
piece will only strengthen with short 
format video players sitting at the 
strategic core when engaging with gen 
Z and gen α (alpha). The next stage of 
evolution will be seen by way of digital 
avatars, crypto & digital currency 
driving real digital trade in music,  
NFTs and more. Finally, I think a few 
genres will begin their serious journey 
to the mainstream and the one that’ll 
be most visible and prominent amongst 
them all will be indigenous and regional 
Hip Hop.
 
Priyanka Khimani, founder, 
Khimani & Associates

Extensive innovation in 
music technology, 
including blockchain 
and NFTs, is going to be 
one of the biggest 

trends to watch out for in 2022. 

Blockchain and NFTs, if implemented 
correctly, have the potential to 
democratise the digital music space.

From concert tickets to merchandise 
to soundtracks and exclusives, 
everything can be offered to an 
audience in the form of NFTs. For 
artists and newer businesses, this 
can bring a tremendous amount of 
independence as it will allow direct 
access to their audience. Besides the 
obvious additional revenue stream, it 
can also be channelled as an effective 
tool to raise funds from their fans to 
independently release their music. 

For labels, NFTs will provide broader 
avenues for marketing and promotion 
of their content.
 
While the NFT space is still evolving, 
looking at the current response to 
NFTs in other spaces like sports and 
art, I believe the potential for this in 
the music industry is tremendous and 
I can’t wait to see how this progresses 
in 2022.
 
Digital innovation in other aspects 
of music, right from licensing to 
management and enforcement of 
rights, is going to be another area to 
watch out for.
 
Gaurav Wadhwa, co-founder 
& CEO, BGBNG Music 

I believe the coming 
year is going to be all 
about breaking new 
sounds and artists 
through disruption in 

short-video content, over-the-top 
(OTT) platforms, re-imaging music 
videos and live performance IPs which 
have a strong digital leg. The pandemic 
has sped up the growth for OTT 
platforms that’s indirectly having a 
huge impact on music and artists. It’ll 
be easier for new artists to break into 
charts or strike sync deals – and as a 
result, seed themselves into pop 
culture. We at Big Bang Music are 

MARKETING IN 2022

China has presented 
an interesting blueprint 
for markets like Africa 
to consider adopting 
in years to come. This 
will involve building 
and controlling tech, 
while using their 
vast population and 
diaspora numbers  
as their purchasing 
power increases to  
their advantage

“
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already in the thick of things and aim 
to drive this tectonic shift in the Indian 
Music industry. 

Having “100 true fans” is better than 
having many casual ones, [as well as] 
spending more time with fans, knowing 
them and understanding them. Tapping 
on popular communities on platforms 
like Discord is becoming more essential 
by the day. India beyond Bollywood 
fandom is yet to witness true loyal fan 
following within non-film and indie 
spaces.  

While we are still watching how NFTs 
space moves within the music industry, 
I do believe that music NFTs are going 
to be significantly more valuable in the 
future. 

Maggie Collins, executive 
director, Association of Artist 
Managers (AAM) Australia

If 2021 was the year 
where NFTs brought 
the application of 
blockchain into the 
mainstream, then 2022 

is an exciting prospect for all 

decentralisation nerds out there, such 
as myself. To be honest, I’ve never 
been much of an optimist, but there 
are a lot of possibilities with emerging 
technologies that are sparking a lot of 
hope for me. I don’t think it’s all going 
to happen next year, but we’ll make a 
lot of progress. DAOs will follow into 
the mainstream (if they’re not arguably 
already there), and the idea of fewer 
middlemen between artist and fan is 
something I’m interested in. 

I’m an artist manager (and head of 
Australia’s peak body The Association 
of Artist Managers), which is somewhat 
a “middleman” – but if anyone is agile, 
adaptable and savvy enough to adopt 

new tech it’s managers. I like to think 
we’ll be the ones to lead the new tech 
into application, and most importantly, 
guide the artist to retain more power.

Jon Binstead, interim 
marketing director, Lickd

Major advancements 
next year will include 
the Metaverse playing a 
greater role in live music 
and contribute to the 

wider trend of music converging with 
gaming. This year alone has seen 
Warner invest in Roblox and Sony 
invest in Epic (Fortnite). User generated 
content will also become a larger 
percentage of revenue to labels. 

The fact that Facebook and TikTok are 
trialling monetisation means this trend 
will only increase. If you think that 
TikTok was considered as nothing to 
the music industry two years ago and 
is now a key player, combined with 
the rise in profile of the metaverse 
and their investment into music and 
entertainment technologies, this trend, 
and the sums involved, will continue to 
rise rapidly.

MARKETING IN 2022

It’ll be easier for  
new artists to break 
into charts or strike 
sync deals – and as a 
result, seed themselves 
into pop culture 

“
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Short and long- 
form video:  
new experiences, 
innovative content

nother notable buzz word 
around the digital music 
world has been short-

form video content, with a number 
of respondents excited about the 
opportunities this will bring for 2022.

Jack Clough, digital assistant, 
Cherry Red Records 

Looking ahead to 2022, 
for a label such as ours 
– that is predominately 
catalogue focused – the 
continued evolution of 

the tech and streaming world should 
present plenty of possibilities. Last year 
at Cherry Red we’ve seen back-
catalogue tracks and albums resurface 
in brilliant and sometimes unexpected 
ways online. 

It’s well known that catalogue 
accounts for a large proportion of 
music streaming, but opportunities 
to get your music in front of fans are 
becoming increasingly diversified, 
and I’m optimistic about the ongoing 
growth of short-form video apps 
such as TikTok, fitness and wellbeing 
apps like Peloton, and VR games and 
experiences – just to name a few 
examples.
 
The development of the short-form 
video space, and the entry of YouTube 
and Instagram should bring more 
chances for artists and labels to see 
renewed activity around catalogue 
tracks and it’s crucial to make the most 
of these organic moments when they 
do arise. Streaming and the use of 
music in other tech spaces has created 
an evergreen landscape for catalogue 
to continue to deliver for artists and 

labels way beyond the initial album 
cycle and key anniversaries. 

The industry is no longer dealing with 
a simple evolution of formats but is 
instead facing constantly changing and 
innovating tech which includes not 
only music platforms, but non-music 
platforms that want to use music 
to enhance their user experience - 
keeping on top of this can be tiring, but 
it’s always exciting!

Ronny Chung, senior 
marketing manager - Asia, 
WM Global Marketing

How will we be 
sustaining and growing 
our value to artists with 
short-form content like 
TikTok, Reels and 

DouYin (China) continuing to grow? It’s 
changed drastically the way we 
consume content and music, we see 
sudden stream growth and successes 
when a sound goes viral. It has and will 
continue to present a lot more 
opportunities and new artist 
discoveries.
 

Gaurav Wadhwa, co-founder 
& CEO, BGBNG Music 
Short is the new Big: with the gaining 
popularity of short format content, and 
the mirroring of streaming top charts 
with trending short audios on short 
video apps, we are certain that short 
content will take over other formats. 

Don’t be surprised if the future music 
video lengths are 30-60 seconds, 
released on short video apps before 
other platforms. According to a 
RedSeer report, the monthly active 
users of the short-form segment in the 
country are expected to grow more 
than two times to reach 650 million 
users by 2025, clocking the second 
spot after television.

Will Tompsett, head of 
marketing, 4AD

2022 will see labels and 
artists needing to be 
increasingly creative 
around formats and 
releases; with issues 

around manufacture and Brexit, fans 
will need to adjust to more acts 

MARKETING IN 2022

A
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splitting physical and streaming.  
Finding new ways to satisfy demand 
and engage partners is key – be it 
through special events/NFTs/physical 
merch/brand partnerships, to name 
just a handful of outlets.
 
YouTube Shorts has the potential to 
become a really vital tool – it will be 
very quick to scale given the resource 
of YouTube to promote it in-app, 
whilst the fact that it’s going to add 
subscribers to an existing YouTube 
channel audience, rather than building 
a new fanbase on a new app, provides 
motivation to engage and grow quickly.  

Niclas Molinder, founder, 
Session

There are going to be a 
bunch of innovations 
that take the music 
industry to the next 
level next year, which 

include: more songs in shorter formats 
that are specially written and produced 
for certain streaming platforms; a 
continued focus on playlists and artists’ 
constant struggle to understand the 
algorithms to get into the right playlists. 

I also think we will see greater focus on 
human-curated playlists and focus on 
the people who create the lists. Thanks 
to new opportunities that make it easy 
to collect credits information about 
who did what on songs, a new type of 
Credits will be developed in 2022. 

This will create a completely new 
experience for music consumers where 
they get unique insights behind the 
scenes when the music was created. 

ouTube is nothing new, of 
course. But some – including 
Duncan Byrne, marketing 

director at Involved Group, saw large 
growth from the platform in 2021 – 

and have plans to capitalise on this 
platform in the year ahead.

Duncan Byrne, marketing 
director at Involved Group

A big story for us this 
year has been YouTube. 
We’ve seen revenues 
increase year-on-year as 
the subscription 

platform rolls out to new markets, but 
this year in particular our revenue has 
more than doubled. We’ve always been 
bullish on YouTube, and have invested 
a huge amount of time and energy into 

building out strong brand channels for 
our labels. 

Today, YouTube is a music DSP and 
the world’s biggest video discovery 
platform. To capitalise on that, we’ll be 
going harder on long-form mix content, 
interactive 24-hour radio streams, 
playlisting and catalogue discovery 
ideas, and re-evaluating the role of 
curator channels and official artist 
channels in our posting schedule. 

Will Tompsett, head of 
marketing, 4AD
Any new fans you gain via Shorts 
will be getting notifications in the 
future about official videos and other 
longform content on your channel, so 
spending a little time using Shorts will 
help your wider video strategy.  

I also like the fact that fans can create 
Shorts using audio from your standard 
videos on YouTube - meaning more 
reason to upload BTS, tour diaries 
etc that might have those golden 
soundbites that can end up circulating 
wider, without the context, in memes.

MARKETING IN 2022

Don’t be surprised  
if the future music 
video lengths are  
30-60 seconds,  
released on short  
video apps before  
other platforms
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Data becomes even 
more essential in 2022

The growing 
opportunities of data-
driven insight

n a digital world, the music 
industry has more data than 
ever at its fingertips; the 

impact of this has been huge on all 
areas of the business, and is only going 
to get more meaningful in 2022.

Ana Rodriguez, co-president 
of the International Music 
Managers Forum

We know that data is 
essential for strategic 
decisions; there is a lot 
of big data in the 
industry, but there is 

still a lack of education on how to 
interpret it, especially on what not to 
believe with what the platforms allow 
us to see. What truly motivates me 
right now is the sharing of information 
about the use of numbers to help 
choose territories, and the small data 
to understand the motivation of the 
audience – to design better tours, carry 
out more efficient artistic 
collaborations, and open markets with 
greater viability and efficiency. We are 
in the best moment for music.

Chaz Jenkins, chief 
commercial officer, 
Chartmetric 

Whilst the pandemic 
has been tragic and 
brought hardship for 
many musicians, it has 
accelerated a number of 

positive trends. Music has become 
‘sexy’ again to companies and brands in 
other sectors - seven years of 
sustained growth in recorded music 
revenues and no net fall in 

consumption as a result of the 
pandemic has attracted greater 
attention from companies in other 
sectors, either looking to invest or 
seeking to increase consumer 
engagement in their own sectors. 

The richness of insight into the 
demographics and geography of artists’ 
audiences has meant that businesses 
have also been taking a greater interest 
in emerging and non-mainstream artists, 
rather than simply trying to associate 
their brands with global stars. Whilst 
the number of artists breaking through 
at the top of the market has slowed to 
a trickle over the past two years, there 
has been a wave of artists outside of 
frontline pop in the US and UK who 
have benefited. The return of live events 
is only likely to accelerate this trend. 

The other great hope is the growth 
in the gamification around music - 

streaming is now 20 years old and as 
it reaches maturity in many markets 
(and possible saturation), it is ripe 
of innovation. Existing services are 
already morphing and new services 
arriving to cater for consumers’ 
evolving use of social functionality 
… potentially providing a meaningful 
consumer use case for NFTs. 

Niclas Molinder, founder, 
Session
2022 will be the year with a focus 
on the rights of music creators with 
creators around the world becoming 
more aware of how important it is to 
have knowledge of the rights to the 
music they create. Several different 
exciting initiatives will provide both 
education and awareness as well as 
provide effective tools that simplify 
the collection and management of 
all important data from the creative 
process.

MARKETING IN 2022
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Music has become 
‘sexy’ again to 
companies and brands 
in other sectors - seven 
years of sustained 
growth in recorded 
music revenues and no 
net fall in consumption 
as a result of the 
pandemic 
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Better values and 
innovative working 
practices

The rise of new values in 
the music industry and 
fairer ways of working 

hile Covid was – and indeed 
still is – a massive challenge 
to the music industry, many 

people see the sweeping changes 
obliged by the global pandemic as 
a way of changing the way that the 
music industry works. 

Beth Appleton, chief 
marketing officer, Jaxsta

2022 will see the 
acceleration of what 
should always have 
been. All segments of 
the music industry have 

a moral responsibility to deliver 
transparency and equity for all 
creatives involved in making music.
 
Those companies, be they labels, 
distributors or platforms, that enable 
creatives to get paid immediately and 
according to their contract without the 

necessity to chase or investigate will 
be rewarded.
 
Such management of music  
revenues makes a critical difference  
to people’s lives.
 
We expect fairness and organisations 
must proactively initiate the 
distribution of unclaimed royalties. 
90-day payment terms should be 
non-existent. Completely unlicensed 
use of music can never be considered. 
Credits should be at the core of every 
recording.
 
I am excited about evolving business 
models such as Tidal enabling selection 
of your two favourite artists where 
royalties flow directly and subscription 
fees are split amongst the artists that 
you have listened to – as opposed 
to the typical existing model where 
all subscriptions are pooled in one 
revenue pot to distribute. This shows 
that fairer payment models can exist as 
they should.
 
NFTs are enabling new ways for 
creatives to earn and have the 
possibility to shift power from 

intermediaries back to creatives.
 
In summary we are on a journey 
towards a responsible and ethical 
industry where everybody will be paid 
their rightful earnings.
 
Delivering value to artists and writers, 
producers and all of those who are 
involved in creating music - the 
ecosystem of over $US 20-billion-
dollar industry - will be delivered by 
efficient payment, equity and crediting 
all involved accurately, reliably and – 
importantly – responsibly.

Henriette Heimdal,  
head of international growth, 
Family In Music

I am excited for the 
development of the 
next iteration of the DIY 
and independent 
creator economy, which 

I believe is a values-based one. 

Artists and songwriters are able to 
approach their work and partnerships 
in a way that reflects current trends 
and changes in general consumer 
trends. Companies must be more 

MARKETING IN 2022
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ethical in their dealings with their 
business partners - the creators. 

Creators are also able to make more 
educated and ethical decisions around 
who they want to work with. The 
beautiful result of new options and 
platforms emerging which support 
musicians’ careers is that it encourages 
companies to compete on services, as 
well as values.

As a part of this, there are a lot of 
exciting initiatives around sustainability 
and music that highlights the 
responsibility we all must take to 
ensure our planet is fit for purpose for 
the next generations to come. I would 
love to see more creators demand for 
their partners to strive for absolute 
sustainability perfection.
 
I am also excited for a more 

democratised and accessible approach 
to artist funding. Having worked 
alongside DIY creators for a long time, 
this is one of the consistent issues I 
have observed, which has driven many 
to sign unfavourable deals. 

At Family in Music, we are adding 
an advance tool to our platform that 
allows independent artists to access 
crucial funding to take their career to 
the next level, without having to give 
up any rights. This will enable  

our partners to manage their own 
careers on their own terms and pick 
exactly the partners they want to 
work with.

Molly Neuman, president, 
Songtrust

At Songtrust, 2022 will 
be focused on 
continuing to make 
progress in improving, 
refining, and building 

new capabilities in rights management. 
Publishing administration is the 
wonkiest part of the music industry, 
but we’re obsessed with making what 
we do accessible to more and more 
rights holders, as well as being the best 
possible partner to the global 
ecosystem of publishing pay sources. 

With rights fragmentation consistently 
in the headlines around high-profile 
partial and otherwise complex 
catalogue sales, and with new models 
of monetization continually coming 
to market, precise and accurate 
registration, collection, and distribution 
of these rights and revenues will 
continue to be critical to our industry.
 
I look forward to participating in the 
conversation about non-binary rights 
management, where our industry 
looks to the whole pie, rather than 
keeping recorded music or publishing 
siloed, and to including independent 
creators - the fastest growing segment 
of the industry - more fully in the 
conversation. 

This unity can only push us toward a 
more holistic industry approach that 
is based in shared values of equity, 
diversity and inclusion, supporting  
new geographies and genres, 
and creating a balanced field of 
opportunity for music creators around 
the world, at all levels.

MARKETING IN 2022

Organisations must 
proactively initiate 
the distribution of 
unclaimed royalties 
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Back to life,  
back to reality

A return to real-life 
meetings, proper gigs  
and getting off Zoom

ure, Zoom has been very 
helpful in the Covid era 
and no one really wants to 

see a return to the endless flights of 
2019. All the same, the return of IRL 
experiences is something a number 
of respondents are eagerly looking 
forward to in 2022.

Corey Zaloom, director of 
global digital marketing, 
Domino Recordings

As a digital-focused 
marketer, I suppose I 
should have some 
answer about NFTs, the 
continued growth of 

TikTok, or the metaverse. But what I’m 

actually looking forward to is the 
(hopefully) continued return to live 
events and IRL experiences for fans. 
There’s simply no digital substitute for 
having people engage with artists and 
each other regardless of how much we 
keep trying to replicate this online. 
 
At my first show back post-Covid 
shutdowns I was immensely moved by 
getting to observe and people watch. 
Demographic tools - charts, numbers, 
etc - are only going to present part of 
the picture in the end. I’m most excited 
about the return of the intangible.

Simon Wheeler, director of 
global commercial strategy, 
Beggars Group

The first thing I want to 
see in 2022 is live music 
returning and 
harnessing some of the 
great strides that have 

been made in streaming to sit 

MARKETING IN 2022

S

Hannah Overton,  
managing director, Europe, 
Secretly Group

I’m really looking forward 
to digging into our 
sustainability goals next 
year, working out how to 
lower the carbon footprint 

of our business and working together as 
an industry to tackle the big issues of 
shipping and manufacturing. I’ve been 
heartened by the progress of our peer 
labels in pushing the sustainability agenda 
forward and I hope our efforts at Secretly 
can be equally as inspiring to our 
community of artists and labels.

Gaurav Wadhwa, co-founder & 
CEO, BGBNG Music 
The success of the Masterclass format – 
fans learning from their idols – has given 
birth to a new opportunity within the 
music industry. Organisations such as 
Frontrow, brands like WhiteHatJr, are now 
experimenting with music education as a 
real monetisation and branding strategy.

Mandar Thakur, COO, Times 
Music 

Firstly, to us at Times 
Music, 2022 is truly the 
consolidation of a 
pathway into an even 
greater opportunity: the 

diversification of the music industry into a 
truly 360-degree business that transforms 
into a lifestyle consumption business 
(from a business centred around just 
digital licensing). An ongoing slew of 
events all point to an exciting 2022 and 
other years ahead: structured capital 
entering the music business; capital 
markets recognising music as an asset 
class; the emergence of NFTs; the meeting 
of the gaming and fitness worlds into the 
music ecosystem; and, more importantly, 
an industry that is now truly “artist first” 
–  as artists reach an even more significant 
portion of their fans online.
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The Metaverse is not just hype so start initiating collaborations: it’s an 
opportunity to innovate an artist’s communications, secure virtual real 
estate, and establish an artist’s connection with virtual worlds. 

Internationalised opportunities abound – so make sure you know how 
each territory really works: preferred communication, genre focus, and 
platforms vary wildly, so make sure you work with local partners.

NFTs are not going away, and are not about million-dollar headlines 
any more: so consider seriously how they could be useful for your fans, 
from enhanced “fanclub memberships” to live show add-ons.

Embrace the new-platform churn and find the opportunity: all music, 
including catalogue, has a new place to truly shine – consider fitness 
platforms and your music’s use in UGC.

Think short, build long: music is blowing up on short-form video plat-
forms, but moves fast – so think how you can create buzz with short 
music videos and songs and pivot that elsewhere. YouTube Shorts may 
work well to bridge the gap if you have limited resources.

Have you looked more carefully for brand partnerships? Brands are 
seeking to collaborate with niche and non-obvious artists: so look for 
niche and non-obvious brands.

Understanding what your artists really want can give you a compet-
itive edge. It might be things that are non-traditional but deliverable 
– like increased transparency, better inclusion, sustainability commit-
ments, or access to funding. Have you asked them what they really, 
really want?

Actionable takeaways

alongside it. This should be able to 
grow the pie for a lot of the industry 
and enable artists to connect with 
more people from more places 
efficiently, and more sustainably. 

I would like to see the industry 
take a more positive and scalable 
approach to enabling start-ups and 
new businesses to use licensed music 
from the beginning and not asking for 
forgiveness later. My third wish is to 
see so many friends and colleagues in 
person: Zooms / Teams / Hangouts 

have done the job, but there’s nothing 
like that personal contact. 

Having said that, the days of flying 
everywhere all the time feel long-gone, 
so a more sustainable approach to 
business travel is well needed.

Aaron Bogucki, global head of 
audience development, AWAL
I’m also interested to see how teams 
work to find the right balance between 
working from home and the in-office 
experience. 

Noémie Lefort,  
marketing manager - EMEA, 
WM Global Marketing   

The last two years  
have been completely 
unpredictable, so  
I am curious to see  
how we will push the 

boundaries of music marketing  
2022, while applying learnings  
of the pandemic, as the world opens 
up even more.

Zooms / Teams / 
Hangouts have done 
the job, but there’s 
nothing like that 
personal contact

“



Music Ally’s ‘Best Music Marketing Campaigns of the Year 
Sandbox Report’ is always hotly-anticipated, and one of our 
flagship annual publications, providing insights into the 
most innovative music marketing campaigns of the past 12 
months. In 2021, we published our biggest issue ever, with 
69 case studies of the best of the year.

There were an incredible 200+ submissions, and having 
sifted through this vast amount of campaign info and data, 
we invite you to join us for our upcoming webinar session, 
where our team will break down the key learnings from the 
Report – including from campaigns that didn’t quite  make 
it into the final report:

• Key pre-release and post-release elements and  
  showcase some of the best examples 
• How are the best marketing teams pushing pre-orders? 
• What were the most effective streaming activations? 
• What are the top marketing initiatives to activate  
  during release week?  
• Key trends like NFTs or the metaverse and show how  
  these have been incorporated into our top campaigns 
• And much more!

It’s the ideal way to prepare your marketing teams for 2022, 
and will present useful cross-campaign insights so you can 
compare your marketing with what your competitors are 
doing and to equip teams with actionable takeaways for 
implementing top music marketing strategies. 

For over a decade, Music Ally 
has upskilled people in all 
levels of the music industry: 
from major label teams, to 
Indies, managers, and DIY 
artists. Our Learning Hub is 
designed so that everyone 
– from students to CEOs – 
can get the edge they need. 
Always up-to-date with the 
newest digital marketing 
knowledge and future-facing 
strategies: Music Ally trains 
the best to be the best.

. .

You can read more about 
this paid webinar here – for 
pricing, booking and group 
discounts, please contact
anthony@musically.com

Exclusive 50% discount on this module for Sandbox readers!

Your instructor for this module is Music Ally’s Head of Marketing Services. Marlen has a background in music and brand 
partnerships, initially working for Universal Music in Germany and Switzerland. She got a Masters in Music Business 
Management in London, further developing her expertise in integrated marketing campaigns, intellectual property, 
and copyright management. She works across Music Ally’s marketing services, and delivers training to a wide range of 
clients including the MMF and BPI. She also analyses the latest marketing tools and case studies for Sandbox.

Thursday 24th February 2022 : 5pm GMT / 12pm ET / 9am PT
For one hour, plus Q&A.

https://MusicAlly.lnk.to/tiktokbest
https://MusicAlly.lnk.to/sandboxSFV
https://musically.com/?post_type=musically_events&p=101062
mailto:anthony@musically.com
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T H E  L AT E S T  P R OJ E C T S  F R O M  T H E  D I G I TA L  M A R K E T I N G  A R E N A

ivestreams are so passé. 
Right? 

It’s almost two years since the 
pandemic forced the near-total 
shutdown of the live business 
globally and, as a result, every 
single act immediately started 

to livestream as a way to fill the 
gap. With pretty much everyone 
doing it, standing out became 
incrementally harder and things had 
to become more extravagant (see: 
Dua Lipa, BTS) or more special. 

This all meant that a standard show 

1

“
This is one of the first streams this year to  
really test this blended set up, so acts of all  
sizes will be looking at what the band (and 
Driift) do to make it special and different

The 
Brothers 
Grin: The 
Smile plan a 
triptych of 
livestreams
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CAMPAIGNS: THE SMILE

MTV Europe Music Awards. 

The industry has been talking since 
summer 2020 about the role of 
streaming if and when live music 
properly returns and there were 
discussions about “hybrid” events – for 
audiences at home as well as in the 
room. This is one of the first streams 
this year to really test this blended set 
up, so acts of all sizes will be looking at 
what the band (and Driift) do to make 
it special and different. 

The Smile’s debut single is called ‘You 
Will Never Work In Television Again’. 
Given they have such immediate 
access to an advanced streaming 
platform, the vagaries of traditional TV 
probably now hold little interest for 
them. 
• We are planning a Behind The 
Campaign special on this livestream and 
the wider marketing around The Smile in 
an upcoming issue of Sandbox. 

was not going to cut it anymore. So 
what’s better than one show? Two 
shows. And what’s better than two 
shows? Three shows, of course. 

Which leads us to The Smile – a new 
side-project that features Thom Yorke 
and Jonny Greenwood from Radiohead 
alongside Tom Skinner from Sons Of 
Kemet. They are doing three shows (in 
the round) at the end of January that 
will have small audiences in the venue 
itself (Magazine in East London) as 
well as being made available as a paid 
livestream on Driift. 

Tickets start at £14.38/$19.26 and 
the run of shows is aimed at making 
The Smile the hardest-working band in 
jazzy-post-rock. 

The different performances are 
happening at 8pm (GMT) on 29th 
January, then at 1am (!) on the 
morning of 30th January and finally a 

brunch-time show at 11am (also on 
30th January). 

Each show will also be available for 48 
hours after the band walk off stage and 
those who bought tickets can watch 
them back an unlimited number of 
times in that two-day window. Each 
performance is scheduled for one hour. 

Landing such a deal with The Smile 
was pretty straightforward for Driift as 
its two founders have senior roles at 
ATC Management, the management 
company whose clients include… 
Radiohead as well as assorted 
Radiohead-adjacent projects. 

The streams will be directed by Paul 
Dugdale who has directed concert 
films for such niche and underground 
acts as Adele, Taylor Swift, Coldplay, 
Paul McCartney and The Rolling 
Stones. He’s also worked on major 
award shows like The Brits and the 

https://www.youtube.com/watch?v=-EB5NhI2RQQ
https://www.youtube.com/watch?v=-EB5NhI2RQQ
https://thesmiletheband.com
https://driift.lnk.to/TheSmile
https://driift.lnk.to/TheSmile
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The Brit Awards 2022 
will have major awards 
decided for the first time 

by users of TikTok. 

It is a big year of changes overall 
for the Brits – having to move with 
the times to find relevance in a 
world, a media landscape and an 
audience consumption dynamic 
that are all very different to how 
things were when it started in 
1977 or even during its high-water 
mark in the 1990s. This year, the 
show has scrapped its gendered 
categories. 

There is a single Artist Of The Year 
category rather than having one for 
British Male Solo Artist and another 
for British Female Solo Artist (and 
there is now also a single Internation-
al Artist Of The Year category). 

The biggest change, however, is that 
there will be four new genre-based 
categories (alternative/rock act, 
pop/R&B act, hip-hop/grime/rap act 
and dance act) and they will all be 
voted for by fans using TikTok. 

There are five shortlisted acts in each 
category that fans can vote for. 

BritTok: 
awards to 
be voted for 
on short-
form video-
sharing 
platform 

2

T

THE GUIDE TO MARKETING IN 2022
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Perhaps referencing the repetitive 
appeal of streaming and short-form 
content, TikTok users will be able to vote 
up to 10 times per category per day until 
the voting closes on 3rd February. 

Those long enough in the tooth will 
recall in 1999 when Belle & Sebastian 
fans availed of an online voting experi-
ment (in partnership with Radio One) to 
secure the Scottish indie band the Best 
British Newcomers award – beating the 
far more commercially successful Steps 
to the prize. 

Could this be open to abuse and block 
voting by the most fervent fans? The 
Brits say no as it bars acts (and their 
labels) from running competitions/ 
incentives to encourage multiple  
votes and it also warns it will weed  
out bots and disqualify heavy  
advertising spend designed to drive up  
the votes. 

“No prizes or giveaways of any kind 
should be offered by a Nominee or 
Connected Person to incentivise votes 
for any Nominee,” it says in its rules. “No 
spend on advertising on any platform 
to drive the vote, including ad formats, 
boosting organic content or influencer 
posts.”

One does suspect, 
however, there are 
teams of people 
seeking out loopholes 
of any shape or size 
to try and skew the 
votes in their favour. 
Until the actual show 
– and until some 
runner up cries foul – 
this is all in the realm 
of the hypothetical. 

The Brits has long 
been adding digital 
strings to its bow – 
working with YouTube 
and a multitude of 
social media plat-
forms to find ways 
to attract and hold 

consumers for whom the 
very idea of sitting down 
in front of ITV to watch is 
simply ludicrous. This year 
is just an acceleration of 
that – hence this voting 
partnership with TikTok. 

The initiative was pushed 
heavily by TikTok, with the 
awards show saying the 
#BritsTikTok hashtag was 
on 100m views before the 
voting had even opened on 
20th January. The platform 
had also built a custom 
landing page in the app 

for the voting (the first time it had done 
anything like this). 

It will only be on the night, and if Belle 
& Sebastian suddenly sweep all four 
genre categories, that we will know if the 
experiment has or hasn’t worked.

https://musically.com/2022/01/19/fans-to-vote-brit-awards-on-tiktok/
https://www.tiktok.com/@brits
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OUR SERVICES

About Sandbox
Clients include: Spotify, Red Bull, Universal Music Group, Sony Music Group, Warner Music 
Group, Beggars Group, Facebook, Amazon, Google, Domino Recording Co, AEI, Anjuna, 
Songtrust, Blue Raincoat Music, Chrysalis Records, The Orchard, the MMF, the BPI, Berklee 
College of Music, BIMM, RARE Sound, Tommy Boy Records, Hollywood Records and more. 

music :)ally helps companies with market-
ing insights, strategy and education. We 
do this by researching and publishing 
news and the latest trends, startups, 
tools and best practice across the indus-
try and around the world; then taking 
what we know and turning it into hands-
on training for marketers, managers and 
others. And behind the scenes we also 
work with select clients on their own 
marketing campaigns and ideas too. 

We also produce events to facilitate 
international discussion, planning and 
networking around digital change and 
digital strategy. 

SUBSCRIBE
To subscribe to music :)ally, begin a  
corporate deal or add subscribers to  
an existing corporate subscription, 
please contact Anthony Churchman on 
anthony@musically.com 

To learn more about our training, 
learning and development, and 
innovation workshops, again please 
contact Anthony Churchman on 
anthony@musically.com 

For digital strategy and marketing 
services, please contact Patrick Ross at 
patrick@musically.com 

If you have a digital campaign  
related story for sandbox, please  
contact Eamonn Forde on  
campaigns@musically.com 

Next issue
Due: 23rd February, 2022

The Sandbox Guide to...
Marketing Classical Music

Classical music is a growing genre on 
streaming, and needs to be treated 
quite differently to other music. So 
this Guide will dig into marketing 

the genre, and try to understand the 
“classical” audience, and what they 
want – and what other genres can 

learn from it.

Contact
Boat Holly, Holborn Studios,  

49-50 Eagle Wharf Road,  
London N1 7ED

SHARE-SQUARE www.musically.com
ENVELOPE mail@musically.com

Registered company number: 04525243 
VAT number: 858212321

TRAINING
music :)ally trains labels, agencies, 
management companies and universi-
ties across over 30 countries. Training is 
available as: 

In-house workshops and innovation 
sessions (both in-person and virtually) 

Material creation for corporate  
L&D programs 

Team-level / department-level best 
practice presentations 

Online training and certification via 
our Music Ally Learning Hub 

Webinar sessions for practical 
knowledge and skills 

MARKETING SERVICES
Digital Strategy Assessment 

Digital Fan Building & Communication 

TikTok Strategy 

YouTube Assessment / Optimisation 

Instagram and Facebook Assess-
ment and Optimisation 

Digital Advertising Strategy 

Creative Ideas / Development / 
Innovation 

Full-service Digital Campaign  
Implementation
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storage medium; however, this publication is intended for subscribers only and as such may not be redistributed without 
permission. Subscribers agree to terms and conditions set up on the music:)ally website, except where a separate contract 
takes precedence. music:)ally has taken all reasonable endeavours to ensure the validity of all items reported within this 
document. We do not assume, and hereby disclaim, any liability for loss or damage caused by errors or omissions. In par-
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