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Coca-Cola is turning consumers to fans through Coke Studio, a global music mar-

keting platform that spotlights emerging musicians. By merging its cultural clout and 

uniting people via sound, Coke is catering to the growing interest in experiences over 

things, and desires to discover artistic talent.
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HIGHLIGHTS

01 After launching in Pakistan in 2008, Coke Studio is going global and extending the brand 
platform to spotlight emerging artists worldwide

0   Coke Studio is offering additional brand value beyond just selling a product, uniting people 
through music experiences

02 By focusing on new talent, Coke is leveraging the small creators that consumers trust and 
giving people the diverse new music they want to hear

DATA

3 77% of American consumers used music to cheer themselves up during the pandemic

3 74% of Americans value experiences over material things

3 77% of consumers have either selected or paid more for a personalised brand experience

SCOPE

During the height of the pandemic, 77% of Americans used music to cheer themselves up—something that comes as no 
surprise, given that Americans rank music as the most important way to boost happiness, over television and exercise. 
[1][2] “[Music] provides happiness, silliness, comfort, shared sadness, a sense of common cause, a sense of common 
grief,” says Catherine Moore, music professor at the University of Toronto. [3] For Coca-Cola, which has long marketed 
its world-famous soda as happiness in a bottle, music partnerships have become a natural extension of its brand identity. 
After decades of music marketing and catchy song lyrics featuring in their ads, Coca-Cola is taking a fresh approach to 
music through the global launch of its emerging artist platform, Coke Studio.

Wildly successful since its 2008 creation in Pakistan, the digital-first and always-on Coke Studio platform provides an 
opportunity for emerging talent to partner, create and deliver moments of musical magic to new audiences. Led by BETC 
London, Coke Studio’s expansion campaign kicked off with a YouTube film called The Conductor, in which lesser-known 
musicians from around the world covered Queen’s hit track “A Kind of Magic” in their own genre and cultural style. The song 
is a hat-tip to Coke’s new Real Magic brand platform, which shifted its marketing approach from generalised broadcast 
messages toward an “ecosystem of experiences” that unite people through joy – appealing to the 74% of Americans who 
value experiences over material things. [4]
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https://us.coca-cola.com/cokestudio
https://www.youtube.com/CokeStudioGlobal
https://www.coca-colacompany.com/news/coca-cola-launches-real-magic-brand-platform-including-refreshed-visual-identity-and-global-campaign
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In addition to the campaign, further Coke Studio content can be unlocked through the on-pack activation “Drink. Scan. 
Enjoy”, which sees packs of Coca-Cola turn into digital portals bringing consumers back to the Coke Studio platform 
where they can participate in contests for a chance to win concert tickets and explore new music. As people's music 
consumption has become digitally led, with new music discovery driven by apps and algorithms, what does Coke Studios' 
approach tell us about how brand partnerships can unite consumers through experiential joy, while spotlighting the new 
talent listeners are keen to discover?

Spotlighting global talent is a natural extension of the Coke Studio brand identity 

Coke Studio (2022)

CONTEXT

MUSIC AS A UNIFYING COMMON DENOMINATOR

“Music is not bound by gender, geography, race, or religion. It doesn’t matter. Whether it’s a small community for an 
emerging band or a huge global community, music unites,” says Kevin Goodman, chief entertainment officer at Front 
Row Centre music marketing. [3] Music is the tie that binds us, especially in times of crisis like COVID-19 – eight in 
ten people said listening to music became more important amid pandemic-related stress, while 69% would give up their 
favourite social media account for one year over forgoing music. [2]At a time when the majority of American Gen Y and 
Z believe that we’re culturally more open to hearing diverse voices, and 59% are seeking content from more diverse 
creators, Coke Studio is bridging borders and cultures by platforming up-and-coming musicians. [5]

EXPERIENCES OVER ADS

By moving away from traditional advertising models to offer consumers experiences instead, Coke Studio is giving 
consumers added value beyond simply being product purchasers. Cultural and travel experiences are top spending 
priorities for Gens Y and Z, especially after the pandemic, with event, show, and cultural attraction click-through rates 
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skyrocketing (they went up by 86% in 2022 over the previous year). [4]As 77% of consumers have either selected or paid 
more for a personalised brand experience, it’s clear that customisation and experiences are the way to go for brands. [6] 
That’s why Netflix keeps users engaged with personalised reviews and recommendations, while Pollen enables people 
to recommend and sell experiences to friends in exchange for free tickets and rewards.

NOURISHING EMERGING GLOBAL TALENT

Coke has chosen not to work with global celebrities for this campaign, in hopes that it can nourish the emerging talent 
that people are looking for online. “A lot of people say they’re interested in emerging artists, but they really don’t know 
where to start,” says Moore. [3] Alongside Spotify’s diverse playlists that feature new tracks, Coke Studio makes it easy 
for consumers to find and discover new artists. For the nearly 25% of American adults who listen to music for over five 
hours a day while they work from home, this is quite helpful – at some point, they’re going to want something different to 
listen to. [2]

Consumers trust smaller niche creators that reflect their tastes and values

Coke Studio (2022)

INSIGHTS AND OPPORTUNITIES

UNITE PEOPLE THROUGH MUSIC

As 79% of people say that listening to music decreases loneliness, brands have an opportunity to unite people through 
music, cross-pollinating their consumer bases with band and artists fanbases. [2]Coke Studio proves that in-person 
music experiences translate well online, and can bring people together over shared interests in discovering cross-cultural 
sounds – important for the nearly 40% of Canadian youth who are seeking content from diverse creators. [7] Musicians 
themselves are doing the same. Dua Lipa connects to fans through cultural common ground on her Service95 platform, 
sharing her favorite podcast, book and movie recommendations, similar to Solange’s Community Library.
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https://canvas8.com/library/signals/2022/04/21/netflix-keeps-users-engaged-with-personalized-experience
https://canvas8.com/library/case-studies/2020/01/27/pollen-experience
https://canvas8.com/library/signals/2021/11/29/dua-hub
https://www.service95.com
https://canvas8.com/library/signals/2021/10/28/solange-library
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OFFER EXPERIENTIAL BRAND VALUE

As people are increasingly valuing experiences over material objects, brands can create offerings that combine a 
product’s unique appeal with added experiential value. “One of my favourite things to do is put brands in the music 
space that have no business being there,” says Goodman, referring to FRC’s Cottonelle toilet paper partnership which 
offered an unexpected premium washroom experience at Canadian music festival Osheaga. [3] Alongside Coke Studio’s 
experiential music marketing, brands like Apple Music are courting users with live-stream concerts, while Sony has 
explored immersive, digital concert experiences. As most people have social media accounts, cross-channel social 
experiences work well – even traditional music companies like SiriusXM, Billboard and MTV are integrating interactive, 
trending TikTok content onto their own platforms.

PARTNER WITH NICHE TALENT

Brands can tap into niche talent, from emerging artists to micro-influencers, to reach a wave of loyal consumers that they 
may not have access to otherwise. This helps a large brand like Coca-Cola return to its small business roots and exude the 
authenticity, relatability, and credibility that today’s audiences value – and as 92% of consumers trust a micro-influencer 
more than a traditional ad or endorsement from celebs, while over 70 TikTok artists, including Jxdn and Tayler Holder, 
signed major label deals in 2020, it’s clear that social media can be a first stop to form these partnerships. [8][9]
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https://www.frcmarketing.ca/cottonelle-ditch-the-tricks
https://canvas8.com/library/signals/2022/05/24/apple-music-courts-users-with-live-stream-concerts
https://canvas8.com/library/signals/2021/01/19/sony-immersive
https://www.siriusxm.com/
https://www.billboard.com/
https://www.mtv.com/
https://www.tiktok.com/@jxdn?lang=en
https://www.tiktok.com/@itstaylerholder?lang=en


CAS DSTY:RDMD--­UD|JDuluuDC8,2DS0-­ok8SD-­ektdkeiDn28nU2D0fy8-­ifDy-­gkpDheoDp-­U0-­y2

RELATED

aomcpRci   gc:dml gog 
dso: ídSl ypowcp hecsl
CASE STUDY • MAY 24, 2022

Pop star Rosalía has be-
come one of the top 
Spanish-speaking artists 
worldwide thanks to 

aenohrcSdo: whd:ym 
rtmds nc:m mtmScd:b
cwpe Soth rehsl
SIGNAL • JUN 27, 2022

Recognising that sustain-
ability is becoming non-ne-
gotiable for a growing num-
ber of music fans, Refor-

-oí dm HdkHok slc:yb
d:y rtmds nc:uorT
REPORT • NOV 25, 2021

Though the Grammys cele-
brate the best in music, for a 
real understanding of who’s 
on the rise in the indus-

-dgy:omdm we:e?Sm 
nhor mthye d: rtmds 
mShecrd:y
SIGNAL • JUN 11, 2021

Hipgnosis, a company that 
buys royalty rights from mu-
sicians, has announced a 
large revenue rise thanks 

SOURCES

qaDv2ydDb2UUDHkeoDb-he-­hydDuluuj uaDS8-­eoDYek02oDbHhypfDuluqj

@aD .n2y0Dke02ymk21Dp8eo-­p02oDsdD0f2Dh-­0f8yD VaDHkpy8g8t0DAom2y0kgkeiDIegkif0gDbHhypfD
uluuj

WaDSn80ktdDbuluqj (aDC)IDIegkif0gDbHhdDuluqj

3aDSn80ktdDbuluqj |aDANADbx2sy-­hydDululj

waDH-­gkpD)-­gke2ggDb8yUo1ko2Db--­UdDuluqj

-hpr-­2Uke2DDShU8y2DChemhg|DGDC8e0yks-­08ygDMDshpr-­2Uke2yghU8y2ciyhkUap8y
© 2022 Canvas8 Limited. All rights reserved. Neither this article nor any part of it may be reproduced, stored in a retrieval system, or transmitted in any 
form or by any means, electronic, mechanical, photocopying, recording or otherwise, without the prior permission of Canvas8 Limited.

https://www.canvas8.com/library/case-studies/2022/05/24/rosala-spanish-pop-icon-with-global-reach
https://www.canvas8.com/library/signals/2022/06/27/reformation-brings-music-fans-sustainable-tour-merch
https://www.canvas8.com/library/reports/2021/11/25/tiktok-music-fandom
https://www.canvas8.com/library/signals/2021/06/11/hipgnosis-streaming-music
https://www.verywellmind.com/verywell-report-music-helped-us-through-the-pandemic-5181803
https://www.verywellmind.com/verywell-report-music-helped-us-through-the-pandemic-5181803
https://www.verywellmind.com/verywell-report-music-helped-us-through-the-pandemic-5181803
https://www.verywellmind.com/verywell-report-music-helped-us-through-the-pandemic-5181803
https://www.verywellmind.com/verywell-report-music-helped-us-through-the-pandemic-5181803
https://www.soundunited.com/news/3-in-4-americans-say-music-has-been-key-to-improving-their-mental-health-during-covid-study-finds
https://www.soundunited.com/news/3-in-4-americans-say-music-has-been-key-to-improving-their-mental-health-during-covid-study-finds
https://www.soundunited.com/news/3-in-4-americans-say-music-has-been-key-to-improving-their-mental-health-during-covid-study-finds
https://www.soundunited.com/news/3-in-4-americans-say-music-has-been-key-to-improving-their-mental-health-during-covid-study-finds
https://www.soundunited.com/news/3-in-4-americans-say-music-has-been-key-to-improving-their-mental-health-during-covid-study-finds
https://about.ads.microsoft.com/en-gb/blog/post/march-2022/experiences-will-be-top-of-mind-for-consumers-in-2022
https://about.ads.microsoft.com/en-gb/blog/post/march-2022/experiences-will-be-top-of-mind-for-consumers-in-2022
https://about.ads.microsoft.com/en-gb/blog/post/march-2022/experiences-will-be-top-of-mind-for-consumers-in-2022
https://about.ads.microsoft.com/en-gb/blog/post/march-2022/experiences-will-be-top-of-mind-for-consumers-in-2022
https://about.ads.microsoft.com/en-gb/blog/post/march-2022/experiences-will-be-top-of-mind-for-consumers-in-2022
https://about.ads.microsoft.com/en-gb/blog/post/march-2022/experiences-will-be-top-of-mind-for-consumers-in-2022
https://culturenext.byspotify.com/en-US
https://culturenext.byspotify.com/en-US
https://culturenext.byspotify.com/en-US
https://culturenext.byspotify.com/en-US
https://culturenext.byspotify.com/en-US
https://www.cbinsights.com/research/report/beauty-trends-2021/
https://www.cbinsights.com/research/report/beauty-trends-2021/
https://www.cbinsights.com/research/report/beauty-trends-2021/
https://www.cbinsights.com/research/report/beauty-trends-2021/
https://www.cbinsights.com/research/report/beauty-trends-2021/
https://culturenext.byspotify.com/en-CA
https://culturenext.byspotify.com/en-CA
https://culturenext.byspotify.com/en-CA
https://culturenext.byspotify.com/en-CA
https://culturenext.byspotify.com/en-CA
https://www.ana.net/blogs/show/id/mm-blog-2020-02-micro-influencers-better-content
https://www.ana.net/blogs/show/id/mm-blog-2020-02-micro-influencers-better-content
https://www.ana.net/blogs/show/id/mm-blog-2020-02-micro-influencers-better-content
https://www.ana.net/blogs/show/id/mm-blog-2020-02-micro-influencers-better-content
https://www.ana.net/blogs/show/id/mm-blog-2020-02-micro-influencers-better-content
https://www.musicbusinessworldwide.com/tiktok-has-over-800m-active-users-worldwide-75-of-them-say-they-discover-new-artists-on-the-platform/
https://www.musicbusinessworldwide.com/tiktok-has-over-800m-active-users-worldwide-75-of-them-say-they-discover-new-artists-on-the-platform/
https://www.musicbusinessworldwide.com/tiktok-has-over-800m-active-users-worldwide-75-of-them-say-they-discover-new-artists-on-the-platform/
https://www.musicbusinessworldwide.com/tiktok-has-over-800m-active-users-worldwide-75-of-them-say-they-discover-new-artists-on-the-platform/
https://www.musicbusinessworldwide.com/tiktok-has-over-800m-active-users-worldwide-75-of-them-say-they-discover-new-artists-on-the-platform/


CAS DSTY:RDMD--­UD|JDuluuDC8,2DS0-­ok8SD-­ektdkeiDn28nU2D0fy8-­ifDy-­gkpDheoDp-­U0-­y2

Wc:S So k:oí roheT
Canvas8 are a leading behavioural insight practice. Working across media, communication and product design, 
we harness a range of research methods to reveal practical insights into what audiences really think and do.

EXPLORE THE PLATFORM

Unrivalled resource of 29,000+ articles on global consumer 
behaviour, available exclusively to members.

Your account manager:

karenm@canvas8.com

BECOME A MEMBER

A Canvas8 membership allows you to continually monitor 
changes in human behaviour by carefully blending multiple 
disciplines into a more holistic, living view. Delivered to you in 
a one platform and designed for businesses that need results 
from their insights.

Dominic Rowe | Group Commercial Director

dominic@canvas8.com

BESPOKE SOLUTIONS

From ethnographic research to strategicplanning workshops, 
we offer a range of solutions tailored to enhance your under-
standing and inspire creativity.

James Cunningham | Group Head of Strategic Partnerships

james@canvas8.com
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