
TOWARDS A NEW CREATIVE BALANCE

MUSIC & BRANDS



The Link Between 
Brands and MusiC

INTRO



Dual expertise: legal (law) and musiCal (DJ, event organization, label, 
management) = both Creative and ContraCtual.

Early campaigns using non-mainstream tracks = taste for originality, 
betting on artists before they beCame “famous.”

Role at BETC, now PubliCis / Prodigious: leading musiC Creation at the highest 
agenCy level, managing teams, working with strong brands.

Initiatives promoting artists : label, Panik events, etC. = legitimaCy to Claim 
brands Can be Cultural veCtors, not just sponsors.

I. Brief personal introduction

Education : Master’s in Law → strong foundation in ContraCts, 
negotiation, usage rights.

Musical background : DJ + rave organizer in the 1990s → Close to 
Creation and emerging artists.

Career path : Virgin ReCords (business/liCensing side). Joined BETC in 
1999 → beCame MusiC Creative DireCtor, founded BETC MusiC.

Since Sept. 2021 : MusiC Creative DireCtor at PubliCis FranCe & 
Managing DireCtor of Prodigious Sound.



THE ROLE OF

Music in advertising

Builds emotional identity → emotion, mood, tone, bridges 
visuals and audience experience.

Enhances recognition & memorability → sonic signatures, 
melodies, iConiC traCks, liCensed hits.

Creates cultural connection → brands embed themselves in 
pop Culture, perCeived as Current or avant-garde.



THE BIG LEAP
- LACOSTE



Why this topic today ?

Advertising & sync market in transformation : economic 
Constraints, teCh shifts, demand for authentiCity.

Caurret as insider → experienCe aCross major Campaigns 
and brand–musiC bridges.

Examples :

Lancôme – La Vie est Belle : long synC history, latest 
Campaign is a Composition with Justin Hurwitz.

Garnier : Lizzo synC « Good as Hell » => now budgets 
are reduCed ×10.





II. CURRENT STATE OF THE SYNC MARKET



CONSTRAINED

1. ECONOMIC CONTEXT

Post-COVID : brands Cut Comms budgets, esp. 
“non-essential” spend.

Geopolitical uncertainty : eleCtions, inflation, wars → 
Cautious ROI-driven deCisions.

Inflation/cost pressure : rising produCtion, rights & 
liCensing Costs forCe new trade-offs.



2. Direct consequences

Falling sync budgets → less willingness to pay for Costly 
traCks or big artists.

Fewer high-priced licenses → brands exploring Cheaper, 
flexible routes (exCeption: Cartier / Janis Joplin).

Decline in “awareness buys” → fewer “pay for the hit to be 
reCognized” strategies; shift toward originality & Custom work.



III. NEW OPPORTUNITIES



1. RISING

ROLE OF EMERGING ARTISTS

Audiences seek authenticity & sincerity →
emerging artists deliver that.

Lower costs → Cheaper liCenses, more flexibility

Easier cooperation → artists with strong voiCes but 
adaptable to advertising Codes.

Example : Enfant Sauvage x DS ad



2. GROWTH OF ORIGINAL

COMPOSITION & 
SOUND DESIGN

Brands commissioning tailor-made works : sound motifs, 
signatures, brand sound environments.

Advantages : full rights ownership, unique identity, no 
ConfliCts.

More integrated collaborations → artists involved 
early in Creative proCess.
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