
1

3

4

8

9

10
12

12

15

16

17

17

18

19

21
21
22

23

25

26

29

31

36

37

38

39

43

45

46

50

51

51

53

CONTENTS

GOING GLOBAL: WHY IT'S A GOOD IDEA

The Current Global Marketplace

How We Got Here

Benefits of Global Music Marketing

Global Challenges

Sources of Global Income

The Job of the Global Music Marketer

CHOOSING FOREIGN MARKETS FOR MUSIC

Identifying Listener Groups and Their Locations

Define Your Music

Identify Related Products

Identify People Who Buy Related Products,

and the Countries They Live In

Identify Communications and Sales Channels

Examining Regions of Music Marketing Activity

The World’s Major Regions

Leading Markets in the Global Music Industry

Emerging Markets in the Global Music Industry

Assessing the Profit and Risk Potential of Target Foreign Markets

Market Accessibility

Effectiveness and Reach of Music Marketing

Channels and Systems

Overall Economic Health

Risks and Legal Protections

Exploring Cultural Similarities and Differences

Cultural Differences and Product Development

Cultural Differences and Business Conduct

PLANNING BASIC GLOBAL BUSINESS STRATEGY

Exporting to Foreign Countries

Pricing and Profitability

Foreign Distribution Deal Points

Trade Regulations

Financing and Payments

Packing and Shipping



vi THIS BUSINESS OF GLOBAL MUSIC MARKETING

Advantages of Exporting 55
Disadvantages of Exporting 57
Piggyback Exporting 58

Licensing to Foreign Countries 59
How Licensing Works 59
Advantages of Licensing 61
Disadvantages of Licensing 62

Joint Ventures 63
How Joint Ventures Work 63
Advantages of Joint Ventures 64
Disadvantages of Joint Ventures 6 5

Foreign Subsidiaries 65
How Wholly Owned Subsidiaries Work 66
Advantages of a Wholly Owned Subsidiary 66
Disadvantages of a Wholly Owned Subsidiary 66

chapter 4: PRODUCING AND PACKAGING MUSIC FOR GLOBAL SALE 69

Standardization, Customization, and Mass Customization 70
Standardization 70
Customization 71
Mass Customization 72

Tailoring the Musical Product for Foreign Audiences 72
Feature Customization 73

Style Customization 74
Atmosphere, Symbolism, and Mood 76
VALS Motivation Types 79
Form Customization 83

Packaging the Product for Foreign Audiences 85
Foreign Packaging/Labeling Regulatory Requirements 85
Aesthetic and Symbolic Aspects of Packaging 87

chapter 5: PLACING AND PRICING MUSIC FOR FOREIGN SALE 89
Distribution Channels 89

Places Where People Buy Music 90
Intermediaries 91

Length of Distribution Channel 93
Pricing Strategies 95

Balance Between Earnings Needs and End-Price Viability 96
Discounts for Volume Sales and Promotional Allowances 98

Competitive Pricing 99
Consumer-Based Pricing 100
Price Discrimination 101

Pricing to Conform to Regulations 103
Pricing to Meet Strategic Goals 104
Product Life Cycle Pricing 104



vii

107

108
109
110

116
118
119
119
120
121
122
122
122

125

125
126
130
131

132
133
134
137

139

140

141
143
144
145
147
147
147
150
154
156

156

159
160

CONTENTS

DISTRIBUTING DIGITAL MUSIC GLOBALLY

Online CD Stores: Hybrid Digital-Tangible Sales Outlets
Multimember Digital Distribution Channels

Digital Music Retailers (DMRs) and How They Work
Digital Music Aggregators (Distributors)

and How They Work
Global Digital Strategies—Major Label
Global Digital Strategies—Independent Label
Global Digital Strategies—Self-Distributing Artist

Direct Digital Distribution Channels
Sales Tax Issues

Coordinating with Other Distribution Channel Members
Basic Web Site Features

Configuring the Digital Product Mix

PROMOTING GLOBALLY THROUGH RADIO PLAY

AND AUDIOVISUAL PERFORMANCE

Radio Play in Foreign Markets
Terrestrial Radio

Digital (Internet) Radio
Satellite Radio

Radio Performance Royalties Payable to
Recording Artists and Labels

Do-It-Yourself Global Radio Promotion

Audiovisual Play in Foreign Markets
Do-It-Yourself Global Audiovisual Promotion

PROMOTING GLOBALLY OUTSIDE THE MUSIC INFRASTRUCTURE

Sponsorship and Co-Branding
Market Forces Powering Sponsorship and Co-Branding

Arrangements
Starbucks: From Brewing Coffee to Burning CDs
How Corporations and Ad Agencies Find and Choose Music
How Music Sellers Get Their Music to Corporations

Television and Movie Use

Television Opportunities Worldwide
Types of Programming
Movie Opportunities Worldwide
Getting Music into Television and Film
Advantages of Being Independent

Maximizing the Marketing Value of Use Outside the Music
Infrastructure

PROMOTING GLOBALLY THROUGH LIVE PERFORMANCE

Strategic Global Touring



viii THIS BUSINESS OF GLOBAL MUSIC MARKETING

Touring Channel Partners
Targeting and Touring a Territory
Touring Worldwide
Niche Touring
Deals and Agreements for Global Touring
Multicasting the Live Concert Experience

Barriers to Global Touring
Visa Regulations
Taxes on Live Music

Sources of Tour Support
Record Company Tour Support
Sponsorships, Including Multicasting
Festivals and Multiartist Tours

Government Support for Touring
Creative Approaches to Touring

Chapter 10: PROMOTING GLOBALLY THROUGH INTEGRATED

MARKETING COMMUNICATIONS (IMC)

Message
Message Objective
Message Content

Mode

Public Relations (PR) and Publicity
Advertising
Direct Marketing
Sales Promotion

Media
IMC Mode and Choice of Media

Local Media Availability
Media Habits of Target Audience
Message Content and Objective
Cost Effectiveness

Mix

Type of Market
Buyer-Readiness Stage
Stage in Life Cycle of Campaign or Product
Budget

chapter 11. MANAGING THE GLOBAL MUSIC MARKETING PROGRAM

The Global Music Marketing Master List
Market Research

Business Strategy
Product Development
Administrative Preparation
Distribution

161
163
165
171
173
175
176
176
177
178
178
178
178
179
179

181

182
183
185
187
187
190
192

201

203
204
205
206
206
207
208
210

210

212
214

215

215
215
216
216
217
218



CONTENTS ix

Live Performance 218

Radio Play 219

Integrated Marketing Communications (IMC) 219

Further Steps 220

Next Moves 220

Chapter 12: PROFITING FROM GLOBAL MUSIC PUBLISHING 223

Supply Channels of Music Publishing 223

Composers and Lyricists 223

Publishers 224

Sources of Revenue 225

Revenue Collection and Distribution Agencies 225

Global Music Publishing Networks 226

Chapter 13: COMPARING NOTES: INTERVIEWS 229

Thinking Globally as an Independent Musician

Suzanne Ciani, Composer, Record Label Owner,

United States 229

Distributing Music in a Global Market

Rob Kuilboer, CEO, Astral Music, the Netherlands 231

Marketing Digital Music Worldwide

Daniel Cheung, Head of Orchard Asia, Hong Kong 237

International Marketing in a Small Record Company

Maryjurey, Director of Manufacturing and International

Operations, New West Records, United States 241

General Observations on Global Music Promotion

Peter Fosso, Founder/President of NetMusic and Global

Music Project, United States 243

Appendix: MUSIC INDUSTRY WORLD RESOURCES 247

International 247

Economic and Financial Indicators and Country Data 247

Trade Procedures and Resources 248

Music Industry 248

Worldwide Music Styles, Characteristics, and Preferences 249

Conferences and Seminars 250

Advertising and Media 250

Movies and Television 250

Africa 251

Ghana 251

Nigeria 251

South Africa 251

Asia 251

China 251

Hong Kong 252



THIS BUSINESS OF GLOBAL MUSIC MARKETING

India 252

Japan 252
South Korea 252
Taiwan 253

Southeast Asia 252
Indonesia 253

Philippines 253
Singapore 253
Thailand 253

Oceania 253
Australia 253
New Zealand — 254

Europe 254
Austria 254

Belgium 254
Croatia 254

Czech Republic 255
Denmark 255
Estonia 255
Finland 255
France 256

Germany 256
Greece 257

Hungary 257
Iceland 258
Ireland 258

Italy 258
Latvia 259
Lithuania 259

Luxembourg 259
Netherlands 259

Norway 259
Poland 260

Portugal 260
Romania 260
Russia 260
Slovenia 260

Spain 260
Sweden 261
Switzerland 261

Turkey 261
Ukraine 261

United Kingdom 262
Middle East 262

Iran 262



CONTENTS XI

Israel 262
Lebanon 263
United Arab Emirates 263

South America 263
Argentina 263
Brazil 263
Colombia 263
Venezuela 264

Central America and the Caribbean 264
Cuba 264
Jamaica 264
Mexico 264

North America 264
Canada 264
United States of America 265

ABOUT THE AUTHOR 266

INDEX 267


	Inhaltsverzeichnis
	[Seite 1]
	[Seite 2]
	[Seite 3]
	[Seite 4]
	[Seite 5]
	[Seite 6]
	[Seite 7]


