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Pentatonix: Using Social Media for Consistent Virality 

 With the creation of YouTube, Facebook, Twitter, and other forms of online social 

media, individuals seeking to break into the music industry have a wider open door than ever 

before, and one band that has done this successfully in the last few years is the innovative vocal 

quintet Pentatonix. As the group has promoted itself online and formed a personal relationship 

with its fans, Pentatonix has been able to consistently create viral content. 

 The band first created a massive following on the television show The Sing-Off in 2011, 

and they ultimately won the competition. However, Mitch Grassi, one of the band’s singers, 

recognized, “Reality show stars can be a bit of a flash in the pan because the next reality show 

comes along and people quickly forget about them. But we wanted to make sure that we 

maintained our presence in the music industry.” (Brunner, 2014) The solution was to create an 

even greater fan base online and creating a personal connection with the viewers of their content. 

 Their main avenue of releasing new content was through YouTube, mostly with covers 

and medleys of previously recorded songs. Although this is a strategy used by thousands of other 

YouTube users and musicians, Pentatonix’s unique instrumentation helped them stand out. But 

in addition, each video ends with the band addressing the viewer, thanking them for watching 

and encouraging them to subscribe to their YouTube channel and watch more of their videos, as 

well as check out their website. Dave Kusek of Hypebot.com recognizes the genius in this 

strategy: “Not only does this add a more personal connection, [but also] simply mentioning these 

things will dramatically increase your click-throughs and subscribes.” 



 Pentatonix similarly uses Facebook and Twitter to creatively promote their work. 

Facebook’s algorithm promotes posts on users’ news feeds that have links to media over those 

with only text. So Pentatonix’s posts to Facebook almost always contain links to their videos and 

songs, increasing their chances of being seen (and clicked on) by viewers. On Twitter, each 

member of the band has their own account besides the official Pentatonix account, which 

retweets posts from the individual band members in addition to posting original text and links. 

This gives the band’s fans “more of the personal connection and insider information they want.” 

(Kusek, 2014) Pentatonix also used Twitter for their hashtag and campaign #AskPTX, where 

they asked fans what songs they wanted to hear the band cover. 

 By the end of 2014, Pentatonix had 4 million subscribers on YouTube, more than 

525,000 Facebook fans, and 150,000 Twitter followers, with each music video garnering 

millions of views. (AppleMagazine, 2014) Their following grows to this date as the group 

continues recording and selling albums and even traveling on sold-out tours worldwide. Their 

popularity, especially in the first year of their career, grew exponentially because of their ability 

to reach out to fans, give them what they wanted, and make a personal connection, an important 

component of creating viral content. 

 In their book The Dragonfly Effect, Aaker and Smith (2010) address four principles for 

grabbing consumers’ attention for a product: get personal, deliver the unexpected, visualize the 

message, and make a visceral connection. “Messages that metaphorically call out your name 

cultivate feelings of personal relevance. And that is more likely to lead to engagement and 

behavior change” (p. 57-58). Pentatonix consistently followed and still follows these principles 

by keeping fans informed of their work and even their personal lives through social media, as 

well as for making their content original, memorable, and unique, musically and visually. 

 One other characteristic of the videos of Pentatonix that contribute to the originality of 

their content is their ability to tell stories through their videos. Aaker and Smith also emphasize 



the importance of storytelling in grabbing attention of the consumers: “Our appetite for stories 

reflects the basic human need to understand patterns of life” (p. 82). While not all Pentatonix’s 

music videos explicitly tell stories, they all still follow an arc where the musical technique builds 

to a high point at the end, similarly to how a story follows an arc building up to a climax. 

Pentatonix’s most viewed videos follow this structure, including their most popular video by far, 

a medley of the songs of Daft Punk, with a view count of over 123 million. 

 Time will tell whether or not the members of Pentatonix continue their personal 

connection and subtle storytelling with future content, as their audience grows and more 

opportunities come up for their career that will most likely prevent them from answering fan 

requests as they previously have. However, for the time being, Pentatonix remains a strong 

leader in creating consistently viral content that brings in an audience like nothing ever seen 

before.  
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