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songs that had soundtracked 

their lives.

“It is a new opportunity to create 

powerful stories and deep 

engagement with our brand and 

our tournament,” said Pathy.

Robert-Murphy expanded on that. 

“FIFA Sound is not a concept, it is an 

always-on, connected ecosystem. 

It’s about inspiring football fans, but 

also about increasing FIFA’s ever-

growing cultural relevance around 

the globe.”

The goal is to help FIFA engage 

with a younger audience with 

a different demographic split 

to its existing fanbase. “They’re 

young, they’re diverse, they’re 

very socially conscious, and that’s 

something where the music 

industry is a step ahead of us, and 

we can learn a lot,” said Pathy.

Season two of ‘PlayOn’ is 

launching in November with new 

hosts – “a charismatic duo!” – and 

a different format. Pathy said that 

the immediate connections made 

between the artists and sports 

stars interviewed have shown 

that the cultural crossover is real.

“Sports and music are two huge 

businesses. Obviously there is 

monetisation and all sorts of 

business metrics behind this, but 

what’s at the core of it is emotions. 

Both music and sports have that, 

and it’s the best way to connect 

with an audience,” he said.

Both men talked about the 

importance of data, while stressing 

that it is not the sole driver of the 

moves they are making.

“It should not be your strategy. 

Data is not the strategy, it’s a 

phenomenal tool that can bring 

science behind the emotions, 

and can bring the business 

metrics behind creativity. It will 

be key to build a business plan, 

because sports and music are 

also expensive businesses!”  

said Pathy. “You need to make  

the right choices based on the 

right data.”

Robert-Murphy agreed. “It’s 

combining the science and 

magic,” he said, before talking 

about the importance of 

collaboration between different 

industries.

“There is a massive convergence 

of entertainment. Before it 

was very much siloed: you had 

sports, fashion, film, gaming, 

music, all of this was working very 

separately,” he said. “But none of 

these cultural businesses live in 

a bubble anymore: they are all 

interacting with each other. That’s 

why collaboration is crucial.”

Pathy left the audience with a 

musical quote to ponder as the 

event drew to a close, citing 

Drake’s track Thank Me Now and 

its “Damn, I swear sports and 

music are so synonymous /

‘Cause we want to be them, and 

they want to be us” line.

“If I haven’t convinced you, I’m 

sure Drake will do the job much 

better than I can!” he laughed.



34 MATCH OF THE DAY

Keep an eye on 
sports startups
Joe Sparrow’s opening presentation was a 

snapshot of some of 2021’s most interesting 

sporty startups, but there are hundreds more 

out there. They’re tackling challenges and 

exploring opportunities for an industry that 

has large physical events, healthy audiences 

online, and keen fandoms. 

As such, they can provide plenty of 

inspiration for startups and labels alike in the 

music world.

Sports stars can 
be music curators
The personal bonds that fans feel with 

their sporting heroes can easily extend to 

music, and we’re seeing growing attempts 

to channel that: from startups like Earbuds 

to Drake’s curatorial role on ‘Monday Night 

Football’. With new artists trying to cut 

through the noise of tens of thousands of 

tracks released every day, curation from 

sports stars could help.

Musicians can be 
sporting pundits
If you haven’t watched Snoop Dogg 

commentating on equestrian dressage at the 

Olympic Games, head to YouTube now: it’s 

a joyful moment. And one that shows that 

musicians’ sporting interests can bring them 

opportunities too. 

Not all of them will get a slot to ponder 

dancing horses on primetime TV, but sports 

shows of all kinds are keen to enlist artists 

who have a genuine passion for sport.

Sponsoring sports isn’t 
always expensive
Iain McNay’s passion for Cherry Red Records’ 

involvement in grassroots football was clear, 

and he made a persuasive case for other 

labels – and even artists on an individual level 

– to get their wallets out to support local sport. 

The key point being that this doesn’t have to 

be expensive. Attila the Stockbroker certainly 

won’t be the last artist with their name 

emblazoned on football shirts.

Music can learn from 
sport to attract brands
The Fuse and Seven League presentations 

at Match of the Day highlighted some 

constructive areas for music companies 

to work on: particularly when competing 

with sports to secure brand partnerships. 

Providing good metrics on the audience for a 

particular artist or music brand when pitching 

is one key requirement, and off ering longer 

deadlines for brands to get their creative in 

order is another.

TV playback can be 
about the little things
While a lot of the music used by broadcasters 

like Sky Sports is under blanket licences, 

there are still some small but important 

things labels can do to give their tracks the 

best chance of being picked. 

Being on top of the paperwork, including 

registrations with collecting societies, was one 

thing that Sky’s Peter Bradbury pulled out. 

Having the right edits available (particularly 

removing swearing) is also important.
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Lessons to be learned 
around mental health
The lifeblood of the music and sports 

industries are young, talented artists and 

athletes, but success can come fast and bring 

with it huge pressures, particularly in the 

social-media age. Our Premier League CEO 

case study outlines some of the eff orts football 

clubs are making to protect their young stars’ 

mental health, and it’s a key task for labels and 

management companies in music too: the two 

industries can learn a lot from one another on 

this score, and it might be good to create the 

forums to do that in 2022.

Create more and better 
touchpoints for fans
Srishti Das’s presentation at Match of the Day 

used Formula 1 as a good example of a sport 

striving to attract younger fans by creating new 

and better ‘touchpoints’ for them to follow 

their favourite stars, and understand the 

sport’s workings. Her point about the F1 Netfl ix 

documentary was interesting: in music we tend 

to think about such series as best for famous, 

heritage artists, but these behind-the-scenes 

properties can be just as important for helping 

fans deepen their love of newer musicians too 

– even if Netfl ix isn’t footing the bill.

Sports NFTs could offer 
some ideas for music
It is still so early for the NFTs sector, with 

lots of big ideas, a fair amount of bluster, 

and understandable scepticism around the 

grandest claims for what this technology can 

off er. NBA Top Shot shows that NFTs can be 

lucrative in a sporting context, and may off er 

ideas for music NFTs. However, as Mickey

Maher made clear, labels and artists should not 

look at sports’ digital collectibles and assume 

that’s the only path for music tokens: building 

communities and fi nding inventive ways to give 

fans access to artists and their music may be 

more rewarding in the long term.

Working together to solve 
YouTube headaches
Sports events use music, and have the 

licences to do so in their physical venues. 

Those events also want to stream live and 

be archived on platforms like YouTube, 

which is where licensing challenges can lead 

to streams being blocked and on-demand 

videos being taken down. That’s a challenge, 

but as Daniel Ayers noted, it can be a 

constructive one: encouragement for music 

rightsholders, sporting organisations and 

tech platforms to fi gure out new licensing 

structures that can benefi t everyone.

Music and sports can 
be powerful together
FIFA and Universal Music’s ‘FIFA Sound’ 

is clearly at the top end of sports / music 

partnerships in terms of scale, but it 

illustrates the wider thread running 

throughout the Match of the Day event. 

There is so much fertile territory to be 

explored through the intersection of these 

two worlds: labels working with broadcasters, 

artists sitting down with athletes, sports stars 

founding their own startups (as Chantal Epp 

has done) and more. The fact that these and 

other partnerships can work at every level 

from the biggest labels and stars to smaller 

independents and grassroots leagues 

is powerful encouragement to continue 

exploring the possibilities.

TA
KE

A
W

A
YS

 F
RO

M
 

M
A

TC
H

 O
F 

TH
E 

D
A

Y



Riverside Building, County Hall, Westminster Bridge Road, London SE1 7JA

www.bpi.co.uk     |     general@bpi.co.uk     |     +44 (0)20 7803 1300

BPI (BRITISH RECORDED MUSIC INDUSTRY)




