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Report and summary
‘If a bank such as First Direct can be considered to be one of  
the “coolest brands”1 and can advance customer satisfaction and 
engagement through being creative then there is hope for all of 
us here today’, noted Sir Richard Heygate in his opening remarks 
as chairman and keynote speaker at the 5th Creative Dynamics 
session, Marketing With Byte(s) – Analytics With Attitude, hosted 
by Henley Business School.

Henley Business School’s seasoned panel of analytics experts drawn from Google, IBM, 
GfK Media & Entertainment, Musicmetric and Streamhub, and an audience of senior 
music industry and creative sector executives came together to explore best practices 
relating to how advanced analytics can and are being employed to inform the creation 
and execution of marketing strategy.

The commercial landscape in all sectors of today’s economy is now awash with data.  
For the music industry and the creative sector, the story is the same. Labels, artists, event 
organisers, venue owners and retailers are not just drowned in sound, they are also 
drowning in data. And yet, with a relatively small investment and effort, and a reasonable 
pool of data, it is possible to apply advanced analytics to uncover the insights needed to 
help engage with fans and customers either directly or through intermediaries, and to 
drive engagement and increased sales. 

The session examined the variety of roles that data and analytics can play in informing 
strategic and tactical decision-making and demonstrated specific examples of tools and 
approaches to drive incremental revenue growth and operational efficiency.

Guest speakers at the event:
Sir Richard Heygate 
Chairman/keynote speaker, Managing 
Partner, Oneida Associates

Andrew Grill  
Partner, IBM (former CEO of kred.com)

Anna Morrogh  
Google, Entertainment & Media

David Orman 
Vice President, Kwamecorp Ventures

Colin Strong  
Managing Director, GfK, Media  
& Entertainment

Marie-Alicia Chang  
Musicmetric, co-founder of Semetric 
and the Musicmetric suite of tools

Guy Champniss 
Henley faculty, Associate Professor of 
Marketing and Consumer Behaviour

1  Centre of Brand Analysis (2012–13) CoolBrands official results [Accessed 7 March 2014] 
   http://s3.coolbrands.uk.com/files/2012/09/CB012-13-Official-Results-tAKy0N.pdf
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Key themes
• Are analytics the future of strategic competitive advantage and an imperative  

for the music and creative sector?

• How can innovation and value propositions be driven by data and analytics? 

• Can such analytical insights drive cost savings and also bring incremental revenue?

• How does data exploration sit alongside creativity in this sector? 

The role of analytics in the future of the music  
and creative sector
Today, as illustrated below, there are a number of disruptive forces that are necessitating 
changes to revenue and industry models and driving the need for data and analytics.

Figure 1 Disruptive forces are reshaping the music industry and the creative sector 
(IBM, 2013)

The challenge for the music and creative industries is to make the most of these 
disruptive forces and the opportunities they provide. 

A recent IBM survey2 found, somewhat surprisingly, that small and midmarket senior 
marketing leaders may not be as digitally savvy as they would like. Specifically, midmarket 
CMOs want to put all the components of a strong digital strategy in place. These 
components include an increased focus on analytics to capture customer insights, social 
networks to foster collaboration, and mobile and cloud to achieve advanced operational 
efficiencies and attract and market to new customers. The survey indicated companies 
that have successfully fused the digital and physical, including ‘Big Data’ analytics to 
achieve transformation, were 26% more likely to outperform their rivals.

2  IBM (2013) The customer-activated enterprise. [Accessed 7 March 2014]  
    http://www.ibm.com/midmarket/us/en/csuite2013.html
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Opportunities for analytics to inform marketing strategy and tactics 

The audience pinpointed some of the different opportunities that are emerging to  
use analytics to inform marketing both at a strategic and a tactical level across the 
creative sector. 

•	  Free TV networks have an opportunity to provide more audience insight to  
advertisers, especially to provide support advertisers to accelerate digital ad revenue 

•	Cable MSOs/pay TV have an opportunity to improve CRM operational efficiency 
and churn reduction, and a strategic opportunity for higher advertising sales and 
monetising customer interactions

•	Premium TV networks have the opportunity to improve content offering with 
emerging initiatives on driving second-screen experience and personalisation

•	Studios have the opportunity to improve content development and marketing ROI  
as most organisations are still using high-level insight to make major investments

•	 Information providers have the opportunity to use analytics to drive information 
extraction, operational streamlining and creating new analytics-based customer 
products

•  Content publishers have the opportunity to build direct-to-consumer community 
platforms and marketing services, and to use audience insight to improve pull 
marketing efforts

How can innovation and value propositions be driven 
by data and analytics? 

Raw material… many uses

In the same way that a song has many different ways of being used or enjoyed once it is 
written, so too does data. The trick is to know what you want, how to find it and apply  
the information in the right way – a way that works for the business.

Music buyers and fans of books, film and TV leave plenty of clues for artists and their 
business teams in the data trail that they leave behind them as they buy and consume 
digital content. From social media engagement while watching or streaming content,  
or listening to music, or buying tickets and merchandise, or even sharing photos and 
videos taken with smartphones at live events, data is now everywhere. 

Descriptive and predictive analytics as drivers

The prospect of attempting to tame the fire hose of data can appear more than a little 
daunting. And yet, with just a little mindful curiosity and practice, analytics can move 
centre stage in informing marketing strategy relatively quickly.

By collecting the right elements of data, it is possible to build up a profile picture of fans – 
who they are, what they like, what they buy and how much, what they listen to, what and 
how often. 

The discussion focused around two types of analytics that can be used to inform and 
sharpen marketing strategies. The first is descriptive analytics that allows marketers 
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to understand what happened in the past and/or who their audience profile is through 
audience insights. The second is predictive analytics that offers a way for marketing 
teams to remove much of the guesswork of traditional marketing techniques and 
allows scenario planning to assess the likely success of different offers made to different 
segments of music fans before executing the marketing campaign. The latter is becoming 
increasingly important, particularly where budget pressure requires marketing teams  
to often do more with less.

Andrew Grill (IBM) brought us cutting edge examples of how predictive analytics had 
been successfully applied in the film business. In one example Grill showed how a pool 
of both structured transaction and unstructured data was used to predict box office hits, 
outperforming the critics of the Los Angeles Times, which is the usual bellweather for 
sorting out the blockbusters from the turkeys. 

By combining and analysing real-time feeds from social media channels, movie studios 
are now able to tap into a real-time focus groups to understand how their creative 
content resonates with their audience. 

Andrew’s evidence showed how this real-time feedback loop now provides marketers 
with a deep, granular understanding of fan reaction to their creative output, by target 
segment, and enables them to adjust their marketing campaign executions, for example, 
movie trailers and media buying, ‘on the fly’, as each day of the campaign progresses 
leading up to the opening weekend.

He echoed the thoughts of Angela Ahrendts, former CEO of Burberry, who said ‘Consumer 
data will be the biggest differentiator in the next 2–3 years. Whoever unlocks the reams  
of data and uses it strategically will win.’

A framework for understanding how data and analytics can be drivers of innovation. 

Guy Champniss, marketing faculty of Henley Business School and former Executive 
Producer and Programme Director for both the BBC and ITV, provided a useful framework 
to help shape the conversation around how data and analytics can be drivers of 
innovation. 

The framework answers the key questions which are:

(i) what data do you actually need, and  
(ii) more importantly, what do you want to do with it?

The purpose of the framework (see diagram) was to try and introduce some structure  
to what is currently a very fluid debate. Understanding what type of data we can use, and 
what we can use it for helps not only identify the right approaches, but can also remove  
a lot of the fear that can be seen in people’s eyes when the words ‘big’ and ‘data’  
are uttered!

Guy Champniss discussed how measuring transactional data is the nursery slope for  
big data and predictive analytics. The question here is what data does the company 
already have, and what quality is that data? GIGO reaffirms the obvious – garbage in, 
garbage out…
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Measuring non-transactional data is the realm of the Twitter feed and sentiment  
analysis. While the data format lends itself to this analysis, we should be careful what we 
look for here, suggested Champniss. Interesting comparisons have been made between 
laboratory experiments and Twitter feed analysis, where just as the fruit fly is good for  
lab analysis, so Twitter is good as the studied organism. But just as we would not 
generalise from the fruit fly for all living creatures, so we should exercise caution with 
Twitter. We should, at the very least, question its validity as a useful proxy for  
human behaviour.

‘Target’ and other such companies are experimenting with transactional data, using this 
to improve their customers’ experience: getting answers to new questions, and using  
this to disrupt shopping habits.

Experimenting with non-transactional data is like moving from nursery ski slopes to a 
black slope with all the anticipation and trepidation that comes from such an adrenalin 
rush. This final quadrant is the wild west of predictive analytics, looking at how data 
can help us shape our customers’ journeys to our and their benefit. This could involve 
crowdsourcing programming ideas or using your customers to actually re-engineer your 
own business. The risks are high, but then so are the rewards.

Interestingly, using this framework revealed a clear distinction within the delegates at the 
event. Many were comfortable with the role data and analytics could play in describing 
either what had happened in the past (e.g. sales, downloads to own, video views) and 
the demographics that were available with such insights. However a number of the 
participants were much less comfortable with the potential that experimentation offered, 
concerned that advanced analytics would interfere with the creative process itself.

Social  
Analytics
- understanding data on  
 social networks 
- awareness, engagement  
 & reach 
- WARNING - we don’t always      
 talk about what we love...! 
 (Tufekci, 2003)

Decision  
Science

- experiments 
- the ultimate in field  
 research 
- adapt & develop products

Performance 
Managment
- understanding data within  
 company databases 
- purchasing activity 
- customer profitability 
- real time and agile 
- GIGO issues

Data  
Exploration

- getting answers to new  
 questions 
- AB testing on websites 
- predictive modeling  
 for future behaviours - new  
 cluster analysis 
- cluster analysis of ‘life  
 changes’

Non-transactional 
Data

Transactional 
Data

Measurement Experimentation
Adapted from 
Parise, Iyer & 
Vesset (2012)
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However, the application of ‘decision and behavioural science’ within the company–
consumer relationship is undoubtedly becoming more popular in other industries (such 
as fast-moving consumer groups (FMCG) and finance, for example) and the music and 
creative industries should watch these developments carefully.

Can such analytical insights drive cost savings  
and also bring incremental revenue?

Measuring engagement

YouTube Analytics makes it easier to identify top-level channel trends, and more quickly 
dive into granular information regarding audience engagement, demographics and 
discovery. 

Google Trends helps pinpoint the macro-trends within search terms (e.g. brand mentions 
for Ministry of Sound). With YouTube being the world’s primary source for music search, 
performance data can be observed at the micro-level. This can be as simple as being able 
to quantify who your audience is, where they live, how they find you and what they are 
watching. 

Each of these pieces of insight helps to drive decisions such as where an artist should tour, 
where and when to release specific tracks or collections of songs, what devices should this 
content be made available through and how or should the current campaign be adjusted, 
essentially leading to where to place the financial resources – in real time – based on the 
digital content consumption patterns being seen. More complex analysis would also 
provide input around what point viewers disengage with the content, and what doesn’t  
or didn’t work. 

This insight can then inform management decisions on where to place the financial 
resources – in real time – based on the digital content consumption patterns being seen. 
More complex analysis would also provide input around what point viewers disengage 
with the content, and what isn’t working or didn’t work.

In a related but slightly different vein, David Orman shared real-time performance 
analytics offered up by the Streamhub platform that enabled TV executives to understand 
real-time, media consumption patterns across multiple devices. 
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Figure 2 Streamhub platform (Streamhub, 2013)

Social TV analytics has moved from the media lab to mainstream media research in 
just four, short years, driven by the purchase and usage rates of tablet and smartphone 
devices. The Streamhub platform has been developed to provide one central place 
for media executives and decision-makers with the audience insights needed to drive 
decisions across content, advertising, marketing etc.

The future of the research department isn’t about accessing information from multiple 
platforms and tabulating data; it’s about providing data that will enable media 
organisations to optimise performance based on live and historic data.

The importance of networks in audience insight 

Colin Strong, from GfK, introduced data exploration and showed how networks were 
an important focus for developing and applying audience insights to drive marketing 
strategy. 

He explained that there are over 17 million tracks available on Spotify alone and evidence 
from a number of academic studies shows that it’s actually difficult to predict individual 
preferences for music from data: ‘It is questionable whether any computer will be able 
to capture the subtlety and personalisation that real human beings demonstrate across 
social contexts’.
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What is proving more reliable is a data-driven understanding of network effects – how  
we as humans make decisions as individuals within a collective group networked together 
both on- and offline.

Strong explored the implications of this new data-driven understanding of different 
types of networks among different groups and how this potentially opened up new 
opportunities for different types of content platforms that helped serve up the right type 
of content, to the right group of people in their preferred way of discovering music. 

Through understanding networks, organisations can, for example, reduce campaign 
costs by looking at how to connect with influencers within the network rather than 
communicating with all the individuals in the network. Similarly, innovation can target 
networks by looking at encouraging network uptake of new products and services 
thereby reducing the marginal cost of selling.

Causation rather than correlation was the focus of Marie-Alicia Chang, co-founder of 
Musicmetric. She suggested triangulating data from different sources to enable marketers 
to get a clearer and more realistic understanding of how music fans engage with artists 
across multiple platforms to obtain and consume music. Musicmetric has developed a 
dashboard that ties together social analytics and sales performance data to help drive 
marketing strategy.

How does data exploration sit alongside creativity  
in the music and creative industry sector? 
The challenge for companies from the music and creative industry sector is to evolve  
into truly data-driven businesses by fusing the traditional ‘creative hunches’ with the fact-
based evidence derived from data and analytics. New digital channels are offering up a 
significant opportunity to engage directly with consumers, individually and at scale. 

Achieving this will require a significant investment of time and resources in order to 
create a new core-competency around data but as Google’s Anna Morrogh stated ‘so 
much is easily available now’. 

Having nurtured this new expertise, firms must develop a relentless focus on audience 
intimacy, understanding individuals’ interest, behaviour, motivation and influence. This 
requires a change in culture for many companies. As IBM’s CEO Ginni Rometty stated at 
the Investor Relations address in March 2013, ‘The challenge is not the technology. The 
challenge, as always, is culture – changing our entrenched ways of thinking, acting and 
organizing.’ 

Reflecting on the framework put forward by Guy Champniss, there was some discussion 
about its impact on creativity. Whereas the measurement side of the matrix found a 
home with most people, there were genuine concerns about the experimentation 
side. This could be attributed to a fundamental challenge that is unique to the creative 
industries: those who hold creative positions will never cede control to predictive 
analytics. The belief that acknowledging the power of the technologies in these two 
quadrants signals the end of the creative spark, needs to change.
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As such, possibly one of the most interesting lessons that emerged from the day was 
not so much what technology can and cannot do, but rather what we are and are not 
prepared to let it do. In an industry where artists and managers have a key input in the 
decision-making process, data-driven creativity is not yet popular. 

Indeed a number of attendees debated the extent to which data and analytics could  
and, indeed, should impinge upon the creative process. 

Conclusions
The conclusion, if not a consensus, was a reluctant acceptance that analytics and metrics 
clearly had something of economic value to offer the creative sector but that deliberate 
care should be taken when deciding the extent to which metrics drove the creative 
production of content.

Sir Richard Heygate helped draw the proceedings to an end by encouraging the audience 
to worry less about the technology from the outset and to consider the experience the 
consumer wanted to have. Above all keep things simple and don’t get over burdened 
with ‘big data’ but practical and applied content that informs and with which the fan and 
consumer can engage.

The lively discussion during the event and networking sessions throughout the day 
suggest that this is an issue worth further exploration. It was clear that many in the room 
had an appetite for deploying advanced analytics as a smart and practical way to begin  
to reversing the ‘dollars to dimes’ challenge faced by the industry.

Key points
The topic of analytics in the music industry and creative sector has many strands.  
There are a number of primary considerations that many organisations would benefit 
from adopting.

At the macro-level:

•  obtain commitment and sponsorship at board level to a data-driven culture that  
is focused on harnessing data to drive value creation

•  set expectations that this is a journey of between 12 and 18 months and be clear  
about what will be measured and for what purpose

•  define the engagement strategy for each audience (both direct and indirect) from  
the outset and then decide what data is needed

•  build a small dedicated, multi-skilled and co-located team to prove the case and  
drive the creation and adoption of the data-driven culture

•  define ‘where we are now’ with the people, data and tools you have today
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At the micro-level:

•  define the purpose of each analysis and how it will create value

•  seek new knowledge by asking many questions – be curious

•  answer the ‘so what’ question (i.e. now I know this, so what?)

•  answer the ‘now what’ question (i.e. knowing this now, what do I do next?)

•  demonstrate clear, visible ‘quick wins’ that drive value creation and keep  
sponsors engaged
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For more information and to be kept informed about the Henley Business School  
Creative Dynamics sessions, contact helen.gammons@henley.ac.uk

If you are interested in the MBA courses for the creative industries at Henley Business 
School visit 

www.henley.ac.uk/mba/course/mba-for-music-and-creative-industries 
www.henley.com/mbacreative 

or contact Helen Gammons directly on helen.gammons@henley.ac.uk

Visit IBM for further conversation: www.ibm.com/smarterplanet/uk/en/business_
analytics/ideas/index.html 

www.ibm.com/midmarket/us/en/csuite2013.html
http://iveybusinessjournal.com/topics/strategy/four-strategies-to-capture-and-create-value-from-big-data#.Ux40CNyaEuJ
mailto:helen.gammons@henley.ac.uk
www.henley.ac.uk/mba/course/mba-for-music-and-creative-industries
mailto:helen.gammons@henley.ac.uk
www.ibm.com/smarterplanet/uk/en/business_analytics/ideas/index.html


www.henley.ac.uk/mbacreative

This brochure is correct at time of going to print (March 2014)  
Henley Business School reserves the right to amend any aspects  
of this information. For the latest information please see our website.




