
Artist and Brand Partnerships

Where are we now?



The current media landscape.....



“It’s all about the thumb stop”

Capturing consumers attention on

their devices and compelling 

them to  engage with content....



Music and musicians as the vehicle to capture

consumers attention.



WHY BRANDS LOVE MUSIC

 Connection to the consumers cultural universe

 The ripple to start a social media wave 

Injection of credibility, relevance and depth into

The brand persona.

 Multiple touchpoints- IRL, Online, PR, Broadcast,

POS, Experiential.





The Present...
 

Authenticity is vital - ‘faNS BULLSHIT DETECTOR’

ALIGNMENT TO ARTISTS WITH REAL CULTURAL CURRENCY

MUSIC AS A VEHICLE TO DRIVE TRAFFIC TO BRAND ONLINE SUITE 

CO-COLLABORATION/ARTIST AS STAKEHOLDER

bringing fans closer to the artists they love

MUSIC AS A KEY PART OF THE BRAND DNA 
(02, DR MARTENS, JAGERMESITER, JACK DANIELS)





Assesing a brand partnership 

AUTHENTICITY - ARE YOU A GENUINE FAN OF THE BRAND AND CAN YOU CREDIBLY ADVOCATE ON THEIR BEHALF?1.

COLLABORATION - BEYOND THE PURE FINANCIAL RETURN, WHAT BRAND-OWNED DATA, CHANNELS AND INSIGHTS COULD BE OF

benefit to the artist?

2.

beyond the music- what passions does the artist have beyond the music? How can they work with brands to bring

those passions to a wider audience and potentially develop new revenue streams?  

3.

fans first - how can we work with brands to enhance the overall fan experience around touring and releases?4.

think long-term-  it’s not advisable for an artist to be aligned to multiple brands in the short-term; nobody wins.

pick your potential partners carefully and develop organic and evolving relationships.

5.

understand your partner- be familiar with what the brand is trying to achieve from the relationship and be willing to

contribute potential ideas. the most effective campaigns are those with some artist input at planning stage.

6.



Thank you


