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Get in tune with
tribes of music

Music is potentially a powerful medium - but not if you misjudge the fans. Matt Hales, vice
president of strategy at agency Octagon, unveils an analytical model for pitch-perfect results

Marketers are looking ever more to
music and entertainment as platforms
through which they can build their
brands, but they face a massive challenge
to engage consumers effectively.

There has been a dramatic increase
it recent years in the number of brands
looking to music platforms, but how can
they ensure delivery of relevant, succes-
sful campaigns from their investments?

To address this question, we extended
our research programine, Passion Driv-
ers —originally developed for sport - into
music. The project aimed to quantify the
‘why' — why do music fans love music?

The idea is that if brands can under-
stand the emotional connéctions linking
fans with music, marketing activity can
be designed accordingly

What turns on the fans

One challenge was to identify a hierarchy
of Passion Driver factors; these aim to
define the relationship between fans and
music. Through the research, we were
able to identify ten such factors(see table,
opposite page).

At the top of the hierarchy is the
‘Share the Love’ factor. For musie fans
in the UK, the primary emotional con-
nection with music is through its oppor-
tunities for social interaction. This is
manifested in the enthusiasm fans have
for introducing friends to ‘their’ tunes
and sharing new discoveries.

Music-sharing plays a major role on
online social networking sites. iPod and
iTunes thrive partly as a result of ‘Share
the Love’, and there are many other
examples. Think of the original idea
behind peer-to-peer website Napster,
where people could swap music files. A
more current example is Last FM - a web-
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Music Passion Driver factor hierarchy

LIVE EXPERIENCE

Source: Passion Drivers
UK Music, Wave 1
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site where the user's musical taste pro-

vides the catalyst for social interaction
with like-minded fans.

Second in the hierarchy of Passion
Drivers is ‘Self-Expression’. This defines
the way music becomes an extension of
oneself. Fans love the way their taste in
music defines them as people. It demon-
strates who they are and what they
believe - think of the VW badge-wearing
fans of the Beastie Boys and the angst-
ridden fans of The Smiths in the 1980s.

Deep connection

‘Artist Affinity’ highlights the impox-
tance of the performers. This relation-
ship is not merely about the musical
output of the artists but also the deeper
link fans feel with them.

In thisarea, there are commonalities
with the “Team Devotion® idea in the Pas-
sion Drivers football survey. This plays
to the notion that fans will support the

artists through good and bad, regardless
of their latest material, just as football
fans would remain loyal to their team. A
prime example is Michael Jackson. He
has had to deal with many career-threat-
ening, high-profile public issues and legal
action but his hardeore legion of fans
appear to forgive everything.

Festival spirit
Fourth in the hierarchy is 'Live Experi-
ence’, highlighting music fans’ love of
the gig and festival experience. Growth
in the number of live experiences shows
the value fans put on them and how
important live music is to the relation-
ship between artists and their fans.
Alfter ‘Live Experience’ is the concept
of ‘Fun’. This highlights the importance
of music in enhancing people’s enjoy-
ment of life. People love dancing to mus-
ic, it ean change their mood and remind
them of a great time they had in the past.
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Moving down the hievarchy, the con-
cepts become less important to the fans
- the Passion Driver factor linking con-
sumers with musie is weaker. ‘Emo-
tional Escape’, which defines the ability
of music to give fans respite fromlife’s
responsibilities, is a less important emo-
tional connection than ‘Share the Love’
or ‘Self-Expression’, for example.

Similarly, ‘Nostalgia’, which is all
about the artists of the past and music’s
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heritage, is a less important emotional
element for music fans.

At the bottom of the hierarchy are
‘My Devotion’, which focuses on the play-
ing of music, ‘Brand Appreciation’ and
‘No Logo'. ‘Brand Appreciation’ ad-
dresses the emotional connection music
can form with brands, while ‘No Logo’ is
about anti-commercialism. The last two
concepts illustrate the challenge com-
panies have in building a role in the

Recent growth in the number of live experiences shows how important live music is to the relationship between artists and their fans

music industry. It is vital to add extra
value to any branded music experience
for consumers to overcome this issue.
How can marketers use these insights
effectively? With the ‘Share the Love'
theme, for example, brands could pro-
vide fans with access to new, unique
or exclusive content to share with
friends. Coca-Cola has applied the
idea successfully with its My Coke
music campaign, which allows fans to
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