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Introduction

In June 2018, Wavo partnered with music group 
Above & Beyond, Activated Events, and 
Paradigm Talent Agency to deliver the digital 
marketing strategy for Anjunabeach at 
Huntington Beach—Above & Beyond’s largest 
show ever in California. We helped the group 
beat their projections by selling over 25,000 
tickets and delivering a Return on Ad Spend of 
over 10,000%. 1.6 million dollars in ticket sales 
were attributed to Wavo ads. 
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1.6 Million
in ticket sales 

25,000+ 
tickets sold

Over 10,000%
ROAS



Their Story

Above & Beyond is one of the most successful British 
groups in the history of dance music. They have two 
Grammy nominations for Best Dance Recording, 
operate two labels (Anjunabeats and Anjunadeep), host 
the weekly radio show Group Therapy, and have ranked 
in DJ Mag’s Top 10 DJ poll several times. 

On January 26th 2018, Above & Beyond released their 
fourth album Common Ground independently, which 
debuted at No.3 on the Billboard 200 and at No.1 on the 
Billboard Top Dance/Electronic Albums chart.

Their touring business has also been successful, pulling 
in an average gross of $262K at the box office over the 
past 36 months, according to Pollstar. In Los Angeles 
alone, Above & Beyond sold over 18,000 tickets for their 
Los Angeles Convention Center show in December 
2017 and sold out the Hollywood Bowl in 2016 with 
17,000 tickets for the Above & Beyond Acoustic Tour. 

With strong demand on both the touring and recorded 
music side, Above & Beyond chose Huntington Beach, 
California to launch Anjunabeach, a unique one-day 
festival on the beach. 

In Los Angeles 
alone, Above & 
Beyond sold over 
18,000 tickets for 
their Los Angeles 
Convention Center 
show in December 
2017
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Goal #2

Result

17,500 tickets sold 
in first 24 hours 

Goal

Sell 7,500 tickets in 
first 24 hours

Result

26,874 total tickets 
sold

Goal

Sell 20,000 tickets 
total

Paradigm’s Tour Marketing department, Involved Management, and 
Activated Events partnered with Wavo to put together a 
comprehensive digital marketing strategy to achieve ambitious goals 
for the show:

Setting objectives
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Pre-launch Phase 1 Phase 2

Our Strategy

By breaking down digital spend into three 
distinct phases, we believed we could increase 
ticket buying patterns during key moments 
throughout the campaign. 

The Pre-launch phase focused on building 
awareness and excitement for the show with 
Above & Beyond’s core fans, and Phase 1 and 2 
focused on re-engaging fans who previously 
expressed interest in the event, but weren’t 
fully committed to buying a ticket. 
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Pre-launch Phase 1 Phase 2

Wavo worked with promoter and 
artist teams to determine campaign 
objectives, as well as the timing and 
copy for three key announcements: 
the show itself, it’s lineup, and the 
start of ticket sales. We also chose 
the appropriate media channels for 
each phase of the campaign and 
the budgets needed to achieve 
client goals. 

Pre-launch

Determine Objectives

After determining campaign objectives, Wavo 
collected and organized all of Above & 
Beyond’s custom fan data and label data to 
ensure their core fans would be reached. 

Pre-launch

Organize Fan Data
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Phase 1

Pre-launch

Wavo placed retargeting and conversion pixels 
on the Eventbrite ticket page and the custom 
microsite created specifically for the event 
where fans could register for the pre-sale and 
get additional information. 

Retargeting 

Pre-launch

Wavo helped the Above & Beyond team follow established best practices for asset creation, 
including the following: 

Creative Best Practices

Use high-energy content

Highlight the fan experience

Use bright and colourful creative

Keep the visual focus on the group

Pre-launch Phase 2
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Pre-launch Phase 1 Phase 2

Phase 1

Wavo launched the announcement 
phase with an event response 
campaign on Facebook to build 
excitement and awareness for the 
show among core fans. This 
strategy allowed Wavo to identify 
fans commited to buying tickets and 
begin to move them through a 
purchase funnel before the show 
even went on sale. 

Announcement 

“The campaign generated 
10,000+ event responses prior 
to any tickets being on sale.”
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Pre-launch Phase 1 Phase 2

Phase 2

For the ticket on-sale, we used 
Facebook, Instagram, and 
Instagram Stories to drive as many 
fans as possible to the ticket page. 
We had already identified a large 
pool of fans with high purchase 
intent through event responses, so 
the on-sale period was focused on 
retargeting that audience and 
targeting audiences of related 
artists, audiences with similar 
interests, and Wavo proprietary 
lists.

Facebook and Instagram
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Pre-launch Phase 1 Phase 2

Phase 2

We used the Wavo Native Network to 
build awareness for the event in the 
dance music community. With an 
eye-catching full takeover of our ad 
unit, we delivered over 542K 
impressions on premium dance music 
publishers like Mixmag, Dancing 
Astronaut, and, Your EDM. This 
audience targeting allowed for a CPM 
almost 80% lower than the norm on 
social media, proving the Wavo Native 
Network to be a cost-effective 
medium to reach engaged dance 
music fans around the world. 

Native Advertising
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Pre-launch Phase 1 Phase 2

Phase 2

We used Google Search Ads to drive 
sales from fans with high purchase 
intent; those searching for ticket 
information about the show or similar 
events in the area. We also used Google 
Display Ads to retarget fans deep in the 
purchase funnel who had visited the 
microsite or ticket page reminding them 
to purchase their ticket.

Google Search & Display
Phase 2

We also used Snapchat Ads to reach 
Dance & EDM Fans who might not be 
active on platforms like Facebook or 
Instagram. With CPMs generally lower 
than on Instagram Stories, Snapchat can 
be an effective tool to build awareness 
within broad lifestyle categories. Snap 
Lifestyle Categories has of over 100+ 
interest categories, including concerts & 
festivals, travel, adventure sports, and 
college life, all based on the most 
popular content on the platform. 

Snapchat
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Campaign Success

With a Return on Ad Spend (ROAS) of 10,676% and over 25,000 tickets 
sold, the Anjunabeach event at Huntington Beach was an extremely 
successful campaign that exceeded the client’s goals. We attributed the 
success of the campaign to a number of important factors:

By marketing the event as a once-in-a-lifetime experience 
taking place on Huntington Beach, fans were more driven 
to purchase a ticket. 

The unique fan experience associated 
with the event.

The quality of the fan data 
provided by Above & 
Beyond’s team. This was 
one of the most important 
factors allowing this 
campaign to be successful. 
By organizing their fan and 
label data, Above & 
Beyond’s team were able to 
give this event a strong 
initial push by allowing us to 
market to an engaged fan 
base. 

Google Display

The quality of the creative 
assets used. We were 
provided with a number of 
engaging and dynamic 
creatives that respected 
Wavo’s best practices and 
ensured fans would respond 
more positively to the ads.

Google Display

This was one of the most important factors in the success 
of the campaign. By organizing their fan and label data, 
Above & Beyond’s team provided access to a highly 
engaged fan base with intent to buy. 

The quality of the fan data provided by 
Above & Beyond’s team.

We were provided with a number of engaging and dynamic 
creatives that respected Wavo’s best practices and ensured 
fans would respond more positively to the ads.

The quality of the creative assets 
used.

Return on Ad 
Spend (ROAS) of 
10,676% and over 
25,000 tickets sold 


