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LOOSE LIPS SYNC HITS
THE SOUND OF MUSICAL.LY



campaigns to maximise exposure and 
engagement around our artists and their 
music,” he says.

In the future, he suggests that labels can 
work more with Musical.ly via “strategic 
partnerships involving co-branded tours, 
exclusive Muser pop-up shops and other 
creative experiences that capture the energy 
from highly engaged Musers and leverage 
them to drive additional value for artists”.

Smith, meanwhile, says she has found 
Musical.ly “brilliant to work with, every 
project that we have collaborated on has 
been unique”. “During my current dialogue 
with them, they have presented new ideas 
which I’ve never seen from them before so 
they are clearly intent on innovating and 
pushing the boundaries with every new 
partnership,” she adds.

 
IS IT ONLY GOING TO  
WORK FOR THE MOST  
MAINSTREAM POP ACTS?
For all Musical.ly’s enthusiasm, though, 
doubts still exist about the platform’s 
durability and appeal. Could a heavy metal 
act, say, find success on Musical.ly? Or is it 
a platform purely for pop music? “Musical.ly 
is definitely not just for kids and pop music,” 
Petrey says. “I see all types of music genres 
doing well on there. If you look at the top 20 
global songs at any moment, you’re likely 
to see some hip-hop, R&B, Latin, dance 
and rock alongside pop songs.” There is, 
to be fair, some evidence of this diversity. 
In mid-June 2017, the Musical.ly global 
top 20 included songs by electronic music 
producers Zedd and Martin Garrix, as well 
as Maroon 5, while new wave rock act Ra Ra 
Riot’s ‘Suckers’ featured in February 2017’s 
Next Wave promotion.

But even if you don’t buy the idea that the 
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platform will ever appeal to a broader range 
of music fan, there’s nothing necessarily 
wrong with that, as Smith explains. “I would 
say at this stage the Musical.ly audience is 
younger and will probably stay like that,” she 
says. “But that’s fine.  We know that this  
 audience is fickle, hard to engage  
 with and has short attention spans;  
 so by working with Musical.ly we  
 are directly tapping in to their  
 online behaviour. ”

 
FROM MUSICAL.LY TO  
LIVE.LY: AVOIDING THE  
PITFALLS OF THE FAD
As for the other obvious limitations to 
Musical.ly – notably the brief length of videos 
(up to one minute) and the inability for 
Musers to directly monetise their work on 
the platform – the launch of sister platform  
 Live.ly  in July 2016 will help to address these. 
Live.ly allows users to stream live video for 
up to 20 minutes and they can be rewarded 

SARTORIUS VICTORIOUS
By Music Ally’s  
Wesley T. A’Harrah
The underlying question we have 
from Musical.ly is how we can fuel 
the fires of a spillover effect from 
the app into other platforms – for 
monetisation purposes or for overall 
growth. When we look at Sartorius, 
this is someone who’s gone from 
a few million fans in Musical.ly 
to now having: 17.4m fans in the 
app; over 157m views and 2.5m 
subscribers on YouTube; upwards 
of 30m streams and 270k followers 
on Spotify; 1.2m likes on Facebook; and 8.4m followers on 
Instagram. He’s just announced that he’s putting out a single 
with Blackbear, who co-wrote ‘Boyfriend’ for Justin Bieber. 

Musical.ly’s existence as a music-led platform has not only 
allowed Sartorius to break into actual success as a 14 year-old 
musician, but it’s necessary to understand how well he and his 
team have led this development across platforms. Katy Perry’s 
livestream of herself during the release of Witness is a big thing 
for a megastar to do, but it’s totally ordinary for Jacob Satorius 
to be on YouNow talking to fans for long periods of time. 

It’s become commonplace to put out lyric versions of 
music videos – which is especially important for Musical.ly 
fans. But when was the last time you saw a major artist put 
out an Official Dance Video version of their music video in an 
attempt to make more Musical.ly videos of their artist /artist’s 
dance style spring up within that platform? Sartorius is on top 
of that. The way his ecosystem is set up promotes a virtuous 
cycle between Musical.ly and YouTube, especially, getting his 
Musical.ly fans to YouTube to watch his music videos, where 
he has a dance video to show them how they should try 
dancing within Musical.ly. 

More Musical.ly fans = more YouTube views = more 
Muiscal.ly fans. And it keeps growing and growing.

for their efforts thanks to a system of virtual 
gifts. The new app has already made quite an 
impression on Musical.ly users, racing past 
2m downloads in just a few weeks, while Max 
and Harvey attracted 50,000 viewers as they 
filmed themselves wandering around Alton 
Towers last summer.

All this, plus the recent introduction of 
a Duet feature that allows users to create 
split-screen videos with two people singing 
and dancing at the same time, suggests a 
company that is unwilling to merely sit and 
enjoy the success of its star product. In this 
regard Alex Hofmann, Musical.ly’s America 
president, clearly doesn’t lack ambition, 
recently telling Rolling Stone that he sees 
Musical.ly as “an entertainment social 
network” rather than a video-sharing app. 
“There are other platforms out there that are 
really good for entertainment; and there are 
other platforms out there that are really good 
social networks,” he said. “We see ourselves 
at the intersection of both.”

Succeed in this goal of combining 
entertainment with social media and 
Musical.ly could become one of the key 
global platforms for the future of the music 
industry. Fail and there is a chance that 
Musical.ly’s fans could leave it as quickly as 
they did MySpace, Digg and Ello before it.

“I think Musical.ly is here to stay for a 
while,” says Petrey, who rejects the idea of 
the platform as a fad. “There are many great 
things the platform has done to keep its users 
engaged; but the one thing that stands out to 
me is guiding people on what type of content 
to create. It’s brilliant. They coach people on 
what type of challenge, song or comedy skit 
to create that day through their featured 
content. No other social network goes out  
of its way to guide their users on what type  
of content to curate – and this is where 
Musical.ly has really changed the game.” :)
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TOOLS  
Through the past decade, the music 
industry has seen dozens of platform-
tracking tools come and go. From 
BigChampagne’s founding in 2000, the Echo 
Nest in 2005, Semetric in 2007, Next Big 
Sound in 2008 and Soundcharts in 2015, 
each of these platforms found their unique 
space in the landscape of their time. 

As marketers increasingly look to playlist 
placement as the foundation of their 
campaigns, the team at Chartmetric 
have decided to build themselves on one 
specific, formidable niche: Spotify playlists. 

(Readers not yet familiar with 
Chartmetric can access a 14-day free 
premium account and follow along 
with our exploration of the platform by 
using the sign-up code “MUSICALLY” on 
Chartmetric.io.)

Logging into Chartmetric, the user 
is provided with a few different ways 
they can explore the data gathered by 
Chartmetric – Playlists, Curators, Artists 
and A&R.

Selecting the Playlists tab initially 
provides you with a few of the most-
followed playlists across Spotify – of 
which Chartmetric is, today, tracking 
the top 974,321. Other available search 
options include viewing playlists by 
growth, activity (replacement of tracks 
within the playlist) and Spotify’s genres 
and moods playlists. 

Taking a look at the Curators tab, 
users are presented with most-followed, 
growing and most-active options in order 

to search through curators. Looking at 
most-followed curators reveals a top 
six of Spotify, spotifycharts, Filtr US, 
Filtr Sweden, Digster.fm and Topsify by 
number of followers to their playlist. 

Turning instead to most-growing, 
though, Chartmetric shows off some of 
the more interesting insights it can offer; 
when looking at the top seven curators 
by percentage growth in the last week, 
we see spotifycharts, BTS, Walt Disney 
Records, Trap Nation, HITS, Digster France 
and Hollywood Records come out on top. 

Looking for a specific curator is simple, 
while typing in elainelin, tastemaker and 
creator of Zoedic, to the search bar quickly 
presents a user with an overall profile on 
the curator that includes related curators, 

number of Spotify followers, number of 
created playlists, total playlist followers, 
most popular playlist followers, tags and 
top artists in playlists. Scrolling down 
displays the playlists Lin has created, 
along with figures such as percentage 
growth/decline over time. 

Even a quick look around can show off 
some brilliantly practical data, a good sign 
of a platform focused on actionability of 
its views. The ‘related curators’ section on 
curators’ profiles, and the ‘similar playlists’ 
sections are especially useful for any 
team considering to whom they should 
be pitching their music and watching as 
benchmarks of playlisting success. 

Even more intriguing is the A&R section 
of Chartmetric. Based on identifying 

smaller artists that have been added to 
playlists with over 10k followers, this 
presents scores of artists that have been 
playlisted to hundreds of thousands of 
playlist followers, though only hold a few 
hundred followers to their own artist 
profiles. To give some perspective here, of 
the default 100 shown in the A&R tab at 
the time of writing, only 14 have over 1,000 
followers of their Spotify profile; 17 have 
under 100 followers. It’s easy to imagine 
how this tab can be tantalising to a label, 
management company or publisher looking 
to identify an artist on an upward trajectory 
who could be in a convenient and well-
placed playlisting presence position. 

For reporting capabilities, Chartmetric 
allows users to toggle any number of 
artists they are following, choose a time 
horizon ranging from one day to all time, 
set a minimum playlist follower threshold 

CHARTMETRIC



6 | sandbox | ISSUE 182 | 21.06.2017

for reported playlists and add along social 
media, Spotify/iTunes ranks, as well as 
playlist change metrics.

Curious where the inspiration and 
strategic vision behind Chartmetric came 
from, we spoke with Sung Cho, its founder 
and CEO, to get a better idea.

 
sandbox Looking at all of the different 
types of data companies that have been 
built to service entertainment industries, 
what made you move into this space?
Chartmetric: Much of the idea behind 
Chartmetric came from the data 
companies I became familiar with while 
working in mobile games in the early 
2000s. Thinking specifically of App 
Annie – a company every game company 
subscribes to and pays thousands of 
dollars to every month; in some cases, 
hundreds of thousands of dollars a 
month. I thought that was a fascinating 
business model. I’ve always loved music, 
and after working at Oracle a couple years 
ago, I wanted to build a data-oriented 
company for music that met a similar 
model to App Annie. Except with App 
Annie, which can be so expensive on 
account of buying data from proprietary 
sources, it would have to be cheaper and 
better at providing estimates.
 
sandbox Chartmetric focuses specifically 
on playlisting data. Why not add in social 
media, radio or other sources to help 
boost your offering?
Chartmetric: Tracking social media data 
changes in one place is convenient, but 
the most demand and questions come 
from figuring out what’s happening with 
playlists. Our goal is simple and it’s based 
on being the best at understanding Spotify 

playlists, curators and trends within the 
platform. BigChampagne tried all sorts of 
things, Next Big Sound had a large offering 
but no longer has access to Spotify data, 
and now Soundcharts is around for us to 
differentiate from. So we want to provide 
our differentiation based on going into 
Spotify playlists deeply and efficiently. 
We’re tracking about a million playlists 
on the platform and alongside playlists 
we’re tracking artists and curators. With 
Next Big Sound and Soundcharts, there 
are URLs all over the place to social media, 
but there tend to be errors with them. 
Of the 600k artists we are tracking at 
Chartmetric, we have some 350k URLs and 
we estimate that 80% are correct.
 
sandbox If I’m a marketer, what’s the 
quickest and best way to use Chartmetric?
Chartmetric: Chartmetric can help to work with 
the system of understanding which playlists 
you’ve been on in the past – and which ones 
you are likely to get on in the future. The 
playlists Chartmetric estimates an artist will 
be on in the future are based on the playlists 

similar artists have been placed on, and on 
curators similar to those who have already 
playlisted the artist. Genre and other tags 
behind music are also important here. We 
work with some MusicBrainz data for things 
like tags surrounding artists, so we have a 
different level of searchability across tags and 
understanding of trends within the platform. 
 
sandbox How often does Chartmetric 
update and what are the newest features?
Chartmetric: We update the platform 
every week and we’re working on new 
features every day. Last week, we rolled 
out “% change over time” in a new way 
across the platform and that sets us apart 
from Spot On Track’s Spotify tracking. 
Spot On Track shows an equation for 
position change, but Chartmetric shows 
a graph so you can now visually see how 
Spotify is prioritising and deprioritising 
songs. We’ve also updated the reporting 
sections, so users can do CSV downloads 
for every table; but users who still prefer 
to have printable PDFs or print views 
can download those as well for sending 

around. We also provide API access so 
users can work further with the platform 
to better meet their needs, so they can see 
and understand how we’re retrieving and 
presenting information. 
 
sandbox What’s next for Chartmetric and 
streaming?
Chartmetric: A&R. We’re glad to already 
have this as part of our offering and it’s 
going to become increasingly important to 
labels, management companies and other 
parts of the industry to be able to find 
new opportunities and spot rising artists 
at the best times. We’re also working on 
ways to make sure Chartmetric is very 
complimentary to the existing tools that 
labels and management companies have 
available. 

At labels, it’s often about tracking 
stream volumes and revenue, to which 
we’re clearly very complimentary. For 
management companies, they already 
have a great portal at their fingertips 
with Spotify’s Fan Insights. But knowing 
where your artist could be playlisted in 
the future? That’s going to help these 
companies evolve in all sorts of ways.  :)
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