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The global music industry is a 50 billion-dollar business despite constant shifts in the way music is enjoyed by fans—music lovers are still here!

According to RIAA (Recording Industry Association of America), 

 For the first half of 2015, strong growth in revenues from streaming services offset declines in digital downloads and overall wholesale revenues increased 0.8% to $2.3 billion on a year-over-year basis. At retail, the overall value decreased 0.5% to $3.2 billion.

First half (1H) revenues from music streaming services surpassed $1 billion for the first time, growing 23% in 2015 to $1.03 billion—up from $834 million for 1H 2014. This category includes revenues from subscription services (such as Rhapsody and paid versions of Spotify, among others), streaming radio service revenues that are distributed by SoundExchange (like Pandora, SiriusXM, and other Internet radio), and other non-subscription on-demand streaming services (such as YouTube, Vevo, and ad-supported Spotify). Music streaming services contributed 33% of total industry revenues in 1H 2015, compared with 26% for 1H 2014. The growth in revenues from streaming services more than offset the decline in revenues from permanent downloads for the first half of the year.

The value of paid subscriptions to on-demand services grew to $478 million, up 25% y-o-y on a value basis. The number of paid subscriptions increased from 7.9 to 8.1 million, but is up 49% versus the number of paid subscriptions in 2013. Note that the launch of Apple Music only occurred on the last day of the period.

 Source: RIAA, 2015, Joshua P. Friedlander Vice President, Strategic Data Analysis, RIAA , 2015 Mid-Year RIAA Shipment and Revenue Statistics

According to Music 360–2015 (Highlights Media and Entertainment) report, Nielsen’s fourth annual study of US music listeners, 91% of the national population listens to music, spending more than 24 hours each week tuning into their favorite tunes. While total listening figures are roughly the same as last year, how we access and engage with music is changing.

In looking at the report data, 75% of Americans listen to music online in a typical week, up nearly 12% from last year. And online listening trends are having a significant impact on our on-demand listening habits. While Americans streamed more than 164 billion on-demand tracks across audio and video platforms in 2014, they streamed 135 billion in the first half of 2015 alone—up more than 90% from the same period last year. And our music listening isn’t just becoming increasingly digital, it’s becoming more mobile. In fact, 44% of us report using our smartphones to listen to music in a typical week, a 7% increase over last year, while we’re listening on our desktop computers less.

Radio continues to be the No. 1 source of music discovery in the United States, with 61% of respondents saying they find out about new music from AM/FM or satellite radio, a 7% increase over last year. Word of mouth is also important, particularly for teens: 65% say they discover new music through family and friends, well above the average of 45%.

Source: Nielsen.com, MUSIC 360 - 2015 HIGHLIGHTS
Source: Nielsen “Music is still the soundtrack to our lives media and entertainment” 09–14–2015

Sources: American Library Association, The Bureau of Labor Statistics (CPI), The League of American Theaters and Producers, The Marketing Report, The Motion Picture Association of America, National Cable & Telecommunications Association, Pollstar, The Recording Industry Association of America

The Net Neutrality Debate Continues

The positions and arguments haven’t changed much, but the net neutrality discussion (particularly at the government level) has accelerated. December 15, 2015, the FCC approved rules that enable mobile carriers to regulate application use. Many members of Congress have already stated they will fight this by creating a new law. This debate is still far from over; expect heated discussion all year long.

The music industry is still suffering from steep declines and is still building strategies and systems to counteract this. The key words moving forward are innovation and experimentation; most people have accepted the fact that we cannot force consumers to behave as they did in the past. Instead, we must seek to better understand our audience, foster stronger communication, and be willing to take leaps of faith on a regular basis.

Sources: Martin F. Frascogna (Entertainment Attorney)—sections [1–11], Jason Feinberg (VP Consumer Marketing) Concord Music Group—sections [12–16]

Some 182 million Americans watched nearly 41 billion online videos in May, up 5% from the previous month, according to newly released data from ComScore Video Metrix 

Adam Lella, comScore, Inc.   comScore Releases May 2013 U.S. Online Video Rankings, JUNE 14, 2013

 You Tube Statistics

According to the Youtube.com website (2016)

YouTube reaches 4 billion video views daily, up 25% from May 2011 according to DailyTech.com.

Mobile

    Once users are on YouTube, they are spending more time per session watching videos. On mobile, the average viewing session is now more than 40 minutes, up more than 50% year-over-year.

The number of hours people spent watching videos on mobile is up 100% year-over-year. More than half of YouTube views come from mobile devices. YouTube’s mobile revenue is double year-over-year.

Sources: Tech Crunch, Reuters, YouTube.

Manufacturing Processes, Systems, Product Platforms and Music Production

Manufacturing is entering a dynamic new phase! As a new global consuming class emerges in developing nations, and innovations spark additional demand, global manufacturers will have substantial new opportunities—but in a much more uncertain environment. While CD sales are falling worldwide, Japan still reports about 78% of physical sales and Germany 70% compared to 20% in some countries, like Sweden, where online streaming is dominant.

    Source: “IFPI publishes Digital Music Report 2015”

 April 14, 2015  (Page 62) (Please transform to author/date citation and provide full bibliographic information for the source.)
From his article series “Airplay 101,” Farrish speaks out on the positives of utilizing vinyl.

Using Vinyl for Airplay—Bryan Farrish: “Vinyl (or wax) is actually growing in popularity. And radio, although it never totally dropped using vinyl, is now increasing its use of wax in particular formats. You may have even heard the scratches purposely put on some urban or pop recordings to simulate real vinyl.”

please provide a text citation, as well as full bibliographic info
Source: Bryan Farrish Radio Promotions—“Airplay 101” airplay-articles@radio-media.com —www.radio-media.com
 In addition to providing vital airplay information on more than 1,800 radio stations in the US and Canada, Mediabase provides information to every major record label. Mediabase charts are published weekly in USA Today and counted down on virtually every important radio countdown show every weekend. Mediabase and BDS both monitor 80% of the same stations. 
Mediabase, founded in 1985, is now owned by iHeart Media, Inc., formerly Clear Channel Communications, which also currently owns over 850 radio stations.

To have your album encoded, send to:

Mediabase

15260 Ventura Blvd, Suite 1500

Sherman Oaks, CA 91403

Attention: Encoding

    Send a letter stating, “please encode radio tracks only”; state radio tracks for encoding, list the artist, name of label, genre of music and a contact email/number. 
The total number of radio stations that subscribe to Mediabase is around 1,800 US/Canadian commercial radio stations.

Additionally, you can email your MP3 to digitaldelivery@mediabase.com and follow up by filling out the form online to “send notification” at: http://w2.mediabase.com/mmrweb/newmusic.asp
A great example of having brand loyalty would be the American rock band, the Eagles. On October 30, 2007, the Eagles released Long Road Out of Eden, their first album of all-new material since 1979. For the first year after the album’s initial release, it was available in the US exclusively via the band’s website, Wal-Mart and Sam’s Club stores. It was commercially available through traditional retail outlets in other countries. The album debuted at #1 in the US, the United Kingdom, Australia, New Zealand, Netherlands and Norway. It became their third studio album, seventh release overall, to be certified at least seven times platinum by the RIAA. In an interview with CNN, Don Henley declared, “This is probably the last Eagles album that we’ll ever make.” 
Brand loyalty, unlike brand equity, is not just given to you; it is earned over a period of time. Once you or your artists have reached this plateau, it’s priceless!

The most notable branding initiative in the music space to me has been Apple’s non-use of cool songs in their TV ads—notable because Apple’s use of such songs was the talk of the town in the ad-music continuum for the last few years, and no brands have successfully filled that vacuum in 09. Apple has recently and effectively used underscores with voiceovers to sell their iPhones and iPhone Apps, utilizing music that’s unique in its overuse of an acoustic guitar and glockenspiel instrumental combo—a sound that many in my field many would say/complain is the ‘Apple Sound’ that other clients requested a bunch this past year for their own underscores.”

    —Josh Rabinowitz, SVP, Director of Music at Grey Worldwide

TweetDeck, Reachli, HowSociable and Addictomatic focus on a variety of platforms such as: Flickr, YouTube, Twitter, WordPress, Bing News, Delicious, Google, Ask.com, etc. It’s really useful for keeping an eye on recent industry developments and brand reputation. Twazzup is also a great Twitter monitoring tool.

    Lastly, Social Mention monitors over 100 social media sites. 
It is probably one of the best free listening tools on the market, as it analyses data in more depth and measures influence with four categories: Strength, Sentiment, Passion and Reach.

Monitor your competitors. Checking out your competition’s online activity and noting successes and failures can help you refine your own approach. Understanding how consumers interact with other brands in your niche will give you insight into how you can boost your online reputation and fill in the gaps where others are lacking.

CD Baby’s entire catalog of over 130,000 albums has been added to Super D’s existing catalog of 415,000 albums, according to CDBaby’s website

 Though the search engines warned site developers, again quoting from Google, to avoid “‘free-for-all’ links, link popularity schemes, or submitting your site to thousands of search engines, because these are typically useless exercises that don’t affect your ranking in the results of the major search engines—at least, not in a way you would likely consider to be positive,” they also took proactive steps to recognize linking schemes and down-rate or de-index sites using them.

My overall suggestion in making life easy is to browse through companies that specialize in link building services. View www.linking-service.com.
 CMJ (and college music in general) is about 75% alternative. Indeed, the first chart we want to look at (and the main chart in CMJ) is the “Top 200,” which are 200 listings of deep alternative charting artists (compared to 40 or 50 of other charts).

While there are close to 5,000 US colleges and universities, there are only around 700 college radio stations that report to CMJ, which adds credibility.

Bridge Ratings’ study of 3,500 consumers ages 12 and up determined that the current status/awareness and usage of Internet radio among average Americans have impacted the usage of traditional radio (AM/FM) listening greatly. The results of this study suggest that the two sets of Internet radio-streaming listeners (“Streamies” and “Simuls”) are increasing their use of Internet radio. The study also indicates a positive relationship between those listeners who primarily listen to simulcasts of AM/FM radio streams (Simuls) and their terrestrial listening when not listening on the web. In the following media growth projections, Bridge Ratings estimates based on current trends that Internet radio will have 185 million listeners by 2020, 250 million will still be listening to terrestrial radio, and HD radio will have less than 10 million.

Streamies and simuls, those listening primarily to AM/FM simulcasts via the Internet, are spending more time listening to Internet radio than six months prior, and simuls are spending more time with the AM/FM counterparts to their Internet streams. Growth in listening to both simulcast (AM/FM) streaming and the terrestrial counterparts would suggest that each is having a positive impact on the other.

    Bridge Ratings’ projections for mobile phone audio audience size by 2015 could reach 40 million. This compares with our estimates for terrestrial (274 million), satellite radio (25 million) and HD radio (5 million).

    Traditional radio companies are finding insufficient resources for the type of development of new media content and strategies needed to transition with its future audiences who today are between 10 and 24 years of age.

Total Internet advertising surpassed that of traditional radio in 2008 and Internet radio advertising will show 12–20% growth this decade; 
traditional radio companies should see the benefit of fully developing compelling Internet radio content and highly trained sales forces.

Their mission, should they decide to accept it, is to invest in and develop brand content for mobile media such as cell phones. It is clear from these Bridge Ratings’ statistics that Internet radio’s ROI (return on investment) potential is on much 

Satellite is still a very popular broadcast platform for US listeners. According to Statista.com, the numbers of consumers listening to satellite radio has steadily increased. 2015 had 31.9 million 
subscribers versus 21.5 million subscribers in 2009.

Satellite is very unique platform as its signals broadcast nationwide, across a much wider geographical area than terrestrial radio stations. The service is primarily intended for motorists as it is available by subscription, mostly commercial-free, and offers subscribers more stations and a wider variety of programming options than terrestrial radio.

The technology allows for nationwide broadcasting so that listeners can hear the same stations anywhere in the country.

However, terrestrial radio is still proving resilient, especially in the car. More than 80% of those polled by Edison Research said they listen to AM/FM radio in their vehicle. AM/FM radio still is a major threat to satellite radio in that it’s still free.

Tower Records closed its 89 American outlets in 2006, but the Japanese branch of the chain—controlled by NTT DoCoMo, Japan’s largest phone carrier—still has 85 outlets, doing $500 million in business a year. Go figure!

As CD sales continue to decline and traditional retail record shops close each year, consumers have to go online to buy music. Your promotion should direct consumers to your Japanese website where they can buy your music and merchandise directly from you or link to Japanese shops to buy your digital downloads, CDs and other merchandise.

    Source: NY Times, “CD-Loving Japan Resists Move to Online Music,” Sept. 16, 2014; “IFPI publishes Digital Music Report 2015,” April 14, 2015

Global Consumers Are Buying More Online

    According to a polled survey of 30,000 online respondents in 60 countries, more than half of global consumers are willing to buy products online.

The survey was conducted to understand how digital technology will shape the retail landscape of the future, according to Nielsen Global e-commerce and the New Retail Survey. One-quarter of global respondents say they are already ordering retail products online for home delivery and more than half (55%) are willing to use do so in the future.

The report looks at how consumers are using technology and offers insights into how retailers and manufacturers can use flexible retailing options to improve the shopping experience and drive increased visitation and sales across channels.

Connected Commerce: Bridging Digital with the In-Store Experience

The good news for brick-and-mortar retailers is that clicks won’t be replacing bricks any time soon. Online shopping has a number of benefits, but physical stores also have strong key advantages over e-commerce—especially for fast-moving consumer goods. In fact, the majority of global respondents (61%) reported that going to a physical store is an enjoyable and engaging experience. A similar percentage (57%) think that shopping in a retail store is a fun day out for the family.

However, Nielsen research shows that clicks do lead to bricks and this is an important take-away for retailers and manufacturers who must engage the consumer early on the path to purchase.

Who Is Shopping Online?

The growth of online CPG (consumer packaged goods) sales has been driven in part by the maturation of digital natives, the consumers who grew up with digital technology (the Millennials and now Generation Z). These consumers have an unprecedented enthusiasm for and comfort with technology, and online shopping is a deeply ingrained behavior. Current usage of six e-commerce options (home delivery, in-store pickup, drive-through pickup, curbside pickup, virtual supermarket and automatic subscription) is greatest among the youngest respondents, and they are also the most willing to use all of the e-commerce options in the future. For example, 30% of Millennials (ages 21–34) and 28% of Generation Z (ages 15–20) respondents say they’re ordering groceries online for home delivery, compared with 22% of Generation X (ages 35–49), 17% of Baby Boomers (ages 50–64) and 9% of Silent Generation (ages 65+) respondents. Younger respondents are also the most willing to use all of the e-commerce options in the future.

According to the Nielsen Global Retail Format Preferences Survey, Patrick Dodd, a Nielsen spokesperson mentioned:

Millennials are at the beginning of their careers and are starting to form households, while the oldest members of Generation Z will soon be graduating college and joining the workforce. 

While digital is here to stay, the majority of consumers will continue to shop for the bulk of their purchases in-store—even if the channels they’re using are changing. Shoppers will use whatever format best suits their needs for convenience, choice and value. Therefore, it is critical that retailers and manufacturers leverage physical and digital assets to optimize the in-store experience.

    Source: Nielsen Global Retail Format Preferences Survey, 2015.

Understand the Design Differences

Study the album trends in a specific region of release before blindly putting out a product. US statistics reveal that 90%
 of albums use photography of the group/band/musician; the three most commonly used colors are black, blue and white; and only 10% use artistic graphics. However, what works here in the US in terms of colors may not work in another country.
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