
SuperStar DJ Campaign
A few insights



Global Social Media



The target audience represent the 
core Social Media audience



Social Media reach and consumption 
vary amongst countries
Examples:

US:
#1 - Facebook
#2 - Blogger

UK:
#1 - Facebook
#2 - Tumblr

Brazil:
#1 - Orkut
#2 - Facebook



Social Media behaviours are 
culturally specific

UK and DE users are more lilely to 
share content than JP users



Social Media behaviours are 
culturally specific



Social Media Local Differences

● Facebook dominates
● Blogging platforms are important 
● Need to appreciate the SNs with the highest 

reach for each locales
● Engagement will vary amongst locales



Music and Social Media 
on mobiles



Adults media use and attitudes 
report 2012 (Ofcom)





16-34 are the most frequent internet 
users. They are mobile.



Music and SNs are key activities on 
Smartphones





Music and Social Media on mobiles

Delivering the campaign experience on mobile 
devices will be critical to the success of the 
campaign in terms of:
● Exposure
● Participation
● Interactions with SNs



Online music distribution



SoundCloud
(Jan 2012)



MySpace
(March 2012)

262 million users
(are they active?)



iTunes

http://www.asymco.com/2011/07/13/itunes-app-total-downloads-finally-overtook-
song-downloads/

12 million songs per month







BitTorrent downloads

= 40 million songs per month
http://www.musicmetric.com/



Piracy local charts

http://www.bbc.co.uk/news/technology-19601653?loc=e2%209bj



Online music distribution

Consider all music distribution chanels to:

● Know what people want for each locale
● Seed music?



Online purchasing 
process



MIAC - ACER

INTENTION CONTINUANCEADOPTION



MIAC (Model of Intention / Adoption / 
Continuance)



Social Media does not sell on its 
own
SEO is key.



That's it for now.



Music participation activities



Songify

http://www.youtube.com/watch?v=DcJFdCmN98s



Songified track on iTunes



http://www.youtube.com/watch?v=49aokfOfxVk&list=PL3C979ABB0FD181BC&index=17
http://www.youtube.com/watch?v=f4h-Jwj_FKQ&list=PL3C979ABB0FD181BC&index=18



Other bits that I keep at hand



2_20919_How_Superbrands_Breed_Superfans_6_Best_Practices_for
_10X_Greater_Fan_Growth_-_8_7_12



The first (about 33% of the cases) is because of product-
involvement. The experience is so novel and 
pleasurable that it must be shared. 

The second (about 24%) is self-involvement. sharing 
knowledge or opinions is a way to gain attention, show 
connoisseurship, feel like a pioneer, have inside 
information, seek confirmation of a person’s own 
judgment, or assert superiority. 

The third (around 20%) is other-involvement. The 
speaker wants to reach out and help to express 
neighborliness, caring, and friendship. 

The fourth (around 20%) is message-involvement. The 
message is so humorous or informative that it 
deserves sharing.



Group M




