Foreword 

Choosing an interesting dissertation topic is a tough task as there are numerous possibilities for research in the communications industry. Having done my 3rd year internship at Opendisc, a company specialized in permission marketing for international record labels in Paris, I gained substantial knowledge about the music industry and the digital opportunities for record labels. This proved to be an interesting industry for investigation while focusing particularly on record companies and an aspect of digital music marketing.

In order to get some insights on the topic from a record label point of view, I contacted Lijne Kreupeling, Brand Manager at Sony BMG Netherlands with whom I used to work at Opendisc for an interview. After a discussion if social networks could save record labels in future and what the issues of this tool are, I became aware that this was going to be a topic I would be most enthusiastic to write about. 

I would like to thank my tutor Hanneke Ponten for her motivation and guiding me throughout the entire process. Further, I would like to thank Lijne Kreupeling and all my interviewee experts William Pen, Karlijn van den Berg, Sonja Loth, Marjolijn Kamphuis, Erwin Blom and Ralf Hesen for sharing their experiences and knowledge with me. Last but not least, I am thankful for the experience at Opendisc that has helped me tremendously in constructing this dissertation. 

Abstract 

We live in a fast-moving digital world where the future is uncertain and new technologies rise and fall. Music is becoming an entertainment experience. Despite the fact that the music industry is changing in the digital age and the predictions that record labels will become redundant in future, they still exert significant influence in the industry. Record labels have the expertise in distribution, marketing and artist development that are indispensable to artists. Social media is becoming a core part of record label’s communication mix fueled by increased global Internet markets. Online communities offer opportunities to reach global online community users and niche markets. It creates a much more engaging and personal relationship with music consumers. However, free music content has become widely available on the Internet and consumers are less and less inclined to pay for content. The biggest challenge for record labels is the creation of new revenue streams via these communities. Hence, the aim of this dissertation is to provide insights into the long-term trends of online communities and examine its future potential for record labels to promote music and ways to bring in revenues. The policy question is ‘In which ways can record labels use the trends in online communities to adapt their marketing communication to the changing patterns of music consumption?’ Through desk research, 2 international consumer focus groups and expert interviews it became apparent that online communities could become an effective integrated music platform to connect music consumers, artists and record labels if embraced properly. Marketing and promotion via online communities are vital for record labels to strategically generate viral buzz and provide content to connect with music consumers. The trend is moving towards growing users, greater participation, more user-generated content and mobile online communities. Offline and online track sales will not be the main revenue stream for labels anymore. New business models need to be adopted to identify new revenue streams and develop of new profiling techniques and tracking tools. The provision of free content and the formation of partnerships with providers will be crucial to get revenues from advertising, mobile downloads and other means, such as touring and merchandise. This research attempts to provide some answers of how record labels can best take advantage of the growing music demand but in addition to contribute to future studies on the evolution of online communities, role of record labels and music consumption. 
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1 Introduction 

The music industry is changing and record labels are facing many challenges mainly due to the relentless digital revolution. The authors Krasilovsky and Shemel of the entitled ‘bible’ of the music industry (‘This Business of Music’) acknowledge that digital information technology is now central to the music industry. Technology is a challenge, not a choice. New technologies, and those that create them, affect how music is made, shared, and sold. 

They are among many other professionals from the music industry, digital technology, marketing experts and journalists who have followed closely the evolving music industry in the digital age. The trend of declining CD sales continues. According to Techcrunch and The Wall Street Journal, worldwide CD music sales declined 20% in 2007 compared to the same week in the previous year. On the other hand, legal music download sales are increasing by 50%. Overall industry revenue is still down 25% from a year ago by some estimates.
 

There have been many artists who decided to promote and distribute their music without the support of record labels. A recent article from The Economist ‘From major to minor’ highlights this development, ‘Last year several big-name artists bypassed the record labels altogether. Madonna left Warner Music to strike a deal with Live Nation, a concert promoter, and the Eagles distributed a bestselling album in America without any help from a record label. Radiohead, a British band, deserted EMI to release an album over the Internet.’

The biggest labels Sony BMG, EMI, Warner Music and Universal Music Group as well as independent labels can no longer withstand the impact of peer-to-peer file sharing and online communities on the music industry and music consumption. Traditionally, record labels resisted these changes seeking to protect their position in the market. The good news is that music has never been more demanded than before and niches are spreading fast. Thus, the overall music industry is doing well, but record labels are forced to build new business models around these changes and redefine their role in the music industry. 

Today, social networking sites and online communities are extremely popular. Businessweek reported in February 2008 that the most popular service MySpace, owned by Rupert Murdoch’s News Corporation, had over 75 million users, 15 million daily unique logins, 240,000 new users per day, and nearly 30 billion monthly page views - that’s 10,593 page views per second.
 The growth of online communities is sustained by some large-scale acquisitions in recent years. Microsoft was willing to pay $240 million for a 1.6 percent slice of Facebook.
 AOL bought Bebo in March 2008, making the company together with its AIM and ICQ personal communications network a leader in social media with approximately 80 million unique users.

Online communities and music applications have already been utilized strongly by record labels to promote music, monitor artists and discover potential artists. However, the biggest challenge for record labels is now finding new revenue streams within this medium. Track sales are still important for a label’s business which contradicts with the availability of free content within online communities. There are yet many unanswered questions regarding the impacts of online communities on artist exposure, the provision of content and creation of new revenue streams. 

Having gone through the process of finding a topic that would give me the highest motivation, I concluded the topic of this dissertation: 

‘Music 3.0 - An exploration of the trends in online communities as a music promotion channel for record labels’

It is my intention to give a strategic advice to record labels on the future use of online communities through desk research, conducting consumer focus groups and expert interviews. I hope that you will enjoy reading this dissertation as much as I had pleasure writing it. 

2 Policy Question and Research Question 

2.1 Policy Question 

The policy question derived from my dissertation topic ‘An exploration of the trends in online communities as a music promotion channel for record labels’ is: 

‘In which ways can record labels use the trends in online communities to adapt their marketing communication to the changing patterns of music consumption?’

2.2 Research Question 

The research question derived from the policy question is: 

‘What future strategies can record labels embark to maximize the engagement of music consumers through online communities?’

2.3 Sub Questions 

I concluded the following sub questions that will guide my research and formulation of the advice: 

· Online Communities 
· What are the characteristics of the most popular online communities?

· Which tools do these online communities provide to engage music consumers? 
· Music Consumption 
· What are the influencing factors affecting today’s music consumers?

· How is music valued among members of online communities?

· How receptive are music consumers towards digital word-of-mouth marketing?
· Trends 

· How do experts see the future role of online communities as a marketing and promotion channel for record labels? 

· What are the most important criteria for content to reinforce push and pull factors for music?

· Which tools will provide the best the opportunities for record labels to connect with music consumers?
2.4 Operationalization

In order to ensure consistent use and clarification of my research question (‘What future strategies can record labels embark to maximize engagement of music consumers through online communities?’), I would like to give the following definitions: 

1. Engagement: 
From a marketing point of view, engagement is an aspect of relationship marketing and refers to the planning and strategy of establishing customer loyalty, brand loyalty and customer lifetime value.
 The goal is to create strong and lasting relationships with a core group of consumers by fostering ongoing communication with consumers, furnishing loyalty by building in incentives or privileges and stimulating a sense of belonging by providing a membership format.
 The purpose of engaging consumers for record labels is to create dialogue with music consumers and build a strong fan base of the artists. 
2. Music Consumers:

The term music consumers refers to a group of consumers who actively consume music offline and online. Music consumption encompasses the act of listening, sharing, searching and recommending music of all genres.

3. Online communities: 

Within social networks, there are many types of online communities based around different target groups, interests, business models and services. In this context, I refer to companies that have developed online communities through free subscription. These sites serve the idea of connecting people with friends and those who share similar interests through personal profiles and interactivity. In addition, these online communities provide online music services to record labels, artists and consumers by means of tools and applications, such as MySpace, Facebook, Last.fm and Youtube. 

4. Record labels:

The objective of this dissertation is to conclude an advice for all types of record labels concerning the use of online communities. Record labels include the 4 major international labels and their affiliates (Sony BMG, EMI, Universal Music and Warner Music) as well as independent labels. 

3 General Outline of Chapters 

Chapter 4 describes the general research purpose of this dissertation and the research components that are necessary to fulfill this purpose. Chapter 5 explains the methodology that I chose for my qualitative research. Chapter 6 describes the theoretical framework consisting of 5 theories that underlie the topic of investigation. Chapter 7 is an introduction in online communities and web developments and examines 4 examples of online communities. Chapter 8 outlines the main trends that affect music consumption and analyzes the results of 2 focus groups. Chapter 9 and 10 give insights into the trends in content and tool development that can be deployed in online communities and summarizes some expert opinions. Chapter 11 concludes the findings of the research. Finally, the strategic advice can be found in chapter 12. 

4 Research Purpose

The purpose of conducting literature research and expert interviews is to categorize developments and possible future scenarios concerning the impact of online communities on music promotion strategies for record labels. These effects of online communities are supported by theories and concepts from sociology, communication and marketing. 
Furthermore, the research attempts to give answers to the question of why and how music consumption is changing and what the challenges are in developing deeper and lasting relationships with music consumers through online communities. I will test this by conducting an international consumer focus group, interviews with experts and through literature research. 

Last but not least, the research looks at the trends in tool development that can improve user experience. Literature research, articles and expert interviews with industry and tool professionals will reveal profound insights. 

5 Methodology 

In order to formulate a strategic advice, I will employ the triangulation method (Denscombe, The Good Research Guide) by combining different qualitative research methods. I chose to conduct qualitative research because it is a current topic and has not yet been fully explored. Qualitative research can best uncover attitudes and perceptions of people involved in contrast to quantitative research methods. An advantage is that informal research methods provide a richer context in which the findings of formal research can be better explained.
 My objective is to obtain a holistic perspective on the topic through rich and detailed data from experts, consumers and documents to better understand relationships between the record labels, online communities and the music consumer. Qualitative research allows greater tolerance of ambiguity and contradictions that reflects the social reality being investigated.
 This is important for my research because the strategic advice is based on the interpretation of the accumulated in-depth information and views of different stakeholders. 
5.1 Literature Research

Stacks (2002) defines literature research as an in-depth analysis of a particular subject and they represent the most complete analysis available on that topic and may present data, theory, or analysis – or all three.
 By conducting literature research I was able to obtain accumulated knowledge and ideas from experts that provided background information and laid the foundation for the structure of my research. Denscombe mentions the importance of assessing books in terms of the quality of the ideas and the content. He defines several criteria for the assessment: the author, reputation of the publisher, type of publisher (e.g. university press) and the number of editions published. According to the criteria, I chose current books on online communities and the music industry written by experts who have received excellent reviews in the media, have published other titles and are actively updating the ideas contained in the book through an internet forum or website. Furthermore, I selected books that I studied in social psychology, marketing and consumer behavior in previous years and through the catalogue search of the Mediatheek at the University of Applied Sciences in Utrecht.  

5.2 Internet Research

According to Denscombe, Internet research supplies a great selection of up-to-date information. My aim of conducting Internet research is to use the information contained in articles, reports and research studies from international news sources, specialized e-journals and research institutes. This helps me to follow the current discussions on online communities and the music industry. I will examine research reports published by Universal McCann and well-known market research companies, Nielsen Research, Ipsos and Forrester. Furthermore, I will look at examples of artists’ profiles, tools and applications of the most popular international online communities, Youtube, MySpace, Last.Fm and Facebook that could be models for other online communities to adapt. 

5.3 Consumer Focus Group

‘Focus groups consist of a small group of people, usually between six and nine in number, who are brought together by a trained ‘moderator’ (the researcher) to explore attitudes and perceptions, feelings and ideas about a topic. Focus groups are generally regarded as a useful way of exploring attitudes on non-sensitive, non-controversial topics.’
 I chose to conduct 2 international focus groups with the goal to crystallize insights into consumer perceptions and behavioral patterns through a controlled group discussion. 

5.3.1 Sampling 

I used convenient random sampling technique to select the participants for the focus groups. I invited 5 participants for each focus group from my surrounding based on the following parameters: 

- Demographic: Male and females between 20 and 30

- Psychographic: Active in music consumption and/or online communities 

Young adults are the main target group for record labels and online communities. 

5.3.2 Location and Preparation 

Date: The dates of the focus groups are 11 May 2008 and 18 May 2008. I will recruit the participants 2 weeks prior to the set date. 

Location: The focus group discussion will be held at my home in Utrecht. 

Room preparation: During the discussion, the participants will sit around a round table where all participants have eye contact with me (the moderator). 

Equipment: Each participant will be provided with writing materials and I will use a voice recorder as recording equipment. For each participant, I created name cards in order to help participants to remember each other’s names. 

5.3.3 Discussion Guide 

Don W. Stacks mentions the importance of creating a discussion guide for the focus group that the moderator uses to guide and control the group discussion. A discussion guide consists of an introductory statement and questions, divided into four types: introductory, key, probe and transition.
 

The complete discussion guide can be found in Appendix 14.1. 

5.4 Expert Interviews 

Denscombe describes the interview as a research tool as this: ‘The use of interviews normally means that the researcher has reached the decision that, for the purpose of the particular topic in mind, the research would be better served by getting material which provides more of an in-dept insight into the topic, drawing on information provided by fewer informants.’

Expert interviews are suitable because it provides detailed information on the trends and tools. I will conduct 3 face-to-face interviews and 3 by telephone with online experts, word-of-mouth marketing experts and people working in the music industry. 

5.4.1 Sampling 

I will employ purposive sampling method to select the respondents for the interview. A definition can be found with Denscombe: ‘With purposive sampling the sample is ‘hand picked’ for the research. The term is applied to those situations where the researcher already knows something about the specific people or events and deliberately selects particular ones because they are seen as instances that are likely to produce the most valuable data.’
 I have deliberately chosen experts from the online and music industry who I believe have the expertise and background knowledge and thus, provide me significant information for my topic. 

5.4.2 Interview Practicalities 

I will conduct the face-to-face interviews at the location of the interviewees. Furthermore, I contacted some respondents who were not able to meet for a telephone interview by e-mail. I will record the interviews to ensure that comments would not be missed. I prepared a semi-structured interview schedule with 8 open-ended questions that will drive the interview. Furthermore, I prepared probe questions that will take the interview into different areas and deepen as well as clarify responses. 

5.4.3 Interview Schedule and Questions 

The interview schedule and questions can be found in Appendix 14.3.
6 Theoretical Framework  

In this chapter, I have identified theories from social science, communication and marketing concepts that underlie and explain the developments in online communities, music marketing and consumption.  

6.1 Social Network Theory 

Social network theory originated in the study of social science. An abstract definition of this theory is:

‘A network is a set of relationships. More formally, a network contains a set of objects (in mathematical terms, nodes) and a mapping or description of relations between the objects or nodes. The simplest network contains two objects, 1 and 2, and one relationship that links them. Nodes 1 and 2, for example, might be people, and the relationship that links them might be ‘are standing in the same room.’ There need not be just one relationship mapped between nodes 1 and 2. For example, 1 and 2 might be in the same room and might like one another. When there is more than one relationship, this is called a multiplex relationship. Aside from their directionality, or lack of it, relationships might be more than the sharing of an attribute or being in the same place at the same time. There can be a flow between the objects or the nodes. Liking, for example, might lead to an exchange of gifts. Flows and exchanges can be very important in network theory.’

It suggests a social structure composed of complex relationships between individuals, a group, human organization or even nations. The theory seeks to explain the behavioral and psychological influences that members have on each other within a network. 'One of the reasons social network theory is studied is that by understanding the mappings connecting one individual to others, one can evaluate the social capital of that individual. Social capital refers to the network position of the object or node and consists of the ability to draw on the resources contained by members of the network’.
  

Graph 1: Networks connecting individuals, groups, organizations and societies
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Source: Van Dijk 2001/2003
The study of this theory has also been important in e-marketing and mainly used to identify relationships and behavioral influences of consumers. Marketers look for ways to analyze the data obtained in online communities in order to effectively target influencers in certain consumer groups. The Internet offers new possibilities for people and organizations to interact regardless of the physical location or time. Researchers in e-marketing and online communities have applied the theory to describe how digital information is transmitted and relationships between profile users are formed.        

6.2 Persuasion and Credibility 

The process of social influence within social networks and online communities can be partially explained by the scope of persuasion. Persuasive messages influence attitudes and behavior of individuals. A working definition of persuasion can be found in Gass and Seiter (2007): 

‘Our view is that persuasion involves one or more persons who are engaged in the activity of creating, reinforcing, modifying, or extinguishing beliefs, attitudes, intentions, motivations, and/or behaviors within the constraints of a given communication context.’

Credibility and trust are central for messages to be persuasive. O’Keefe (2002) defines credibility as ‘judgment made by a receiver (e.g. a message recipient) concerning the believability of a communicator. Further, credibility is a receiver-based and multidimensional construct, situational and dynamic. Within the scope of e-marketing, credible recommendations can have significant influences on consumers and their attitudes and buying behavior.
 Consumers are less inclined to trust companies and organizations but rather the opinions of other consumers. Buyers are better informed through consumer and expert reviews on countless products and services. Social networks and online communities represent a new generation of influencers. One of the most crucial principles of online communities is enhancing personal communication between individuals.
6.3 Word-of-Mouth Marketing 

Word-of-mouth communications describes verbal communication between individuals in which messages are transmitted from the sender to many receivers. The core of this concept is that conversations are held between receivers. Many might not even receive the original marketing communication message.
 The concept of word-of-mouth marketing is closely related to the online terms viral and buzz marketing that are gaining increasing importance in online communities concerning the dissemination of information through the web. Viral marketing can be defined as ‘a practice designed to deliver a groundswell of opinion or marketplace demand for a product […]. It uses e-mail, blogs or social networking sites to circulate a message among family and friends.’
 Linking with the previous theory of persuasion and credibility, opinion leaders and reference group members may have strong influence on the effectiveness of the original intended message because they attach their personal messages to the original messages within a online community. Sharing experiences through online communities, blogs and foras are examples of how messages can be spread fast on large scale about any subject. Proven past examples have shown that music artists have been able to sell tracks and gain in popularity merely through viral marketing. 

6.4 Relationship Marketing 

A comprehensive definition of this marketing term can be found with Kotler (2002): 

‘Relationship marketing involves creating, maintaining and enhancing strong relationships with customers and other stakeholders. Increasingly, marketing is moving away from a focus on individual transactions and towards a focus on building value-laden relationships and marketing networks. Relationship marketing is more oriented towards the long term.’

Furthermore, relationship strategies will depend on how many customers there are and their profitability. An important approach within the process is to add social benefits besides financial benefits. The company or organization should strive to increase customer loyalty by constantly learning about the individual customer’s needs and wants and adapt their products and services accordingly. Record labels are companies with their artists making up their brand portfolio. The Internet offers tremendous opportunities of consumer retention strategies and gaining knowledge about the music consumer. 

6.5 Segmentation Theory 

Market segmentation plays an important role in targeting tactics of modern marketing. The trends in globalization, media fragmentation and greater diversity among consumers call for new consumer profiling techniques. The theory differs from traditional mass media and mass communication that neglect the differences in demographics, psychographic, behavioral, geographic and social differences among consumers. Pickton and Broderick (2001) define market segmentation as the process of dividing a market into homogeneous segments using one or a range of possible alternative segmentation methods, each segment being composed of customers or consumers sharing similar characteristics.
 In the digital age, consumers are more involved, knowledgeable and demanding due to the fact that information is widely available. Marketers are also seeing the opportunities of targeting niche markets. Niche markets are sub-segments of a more general market.
 In relation to music and online communities, segments can be narrowed down to specific music genres, special interest, demographic as well as psychographic variables. I will explore this trend in more detail in chapter 7.3 and 8.3. 

7 Introduction in Online Communities

7.1 Background: Developments in Web 2.0 and Web 3.0

Currently, music marketing is undergoing significant changes in music history. The Internet brings challenges as well as substantial opportunities to record labels and artists for music promotion and connecting with consumers in more personalized and interactive ways. The technological possibilities within online communities run parallel with Web 2.0 and Web 3.0 developments. 

Web 2.0 is a new generation of website striving to extend the possibilities of sharing and participation among users. It is a disruptive technology replacing traditional web technologies, also known as Web 1.0. Web 2.0 has impacted in particular the entertainment branch, such as TV, music, film and the gaming industry. O’Reilly Media, a platform for knowledge and developments on innovative technology has provided this term and given a widely accepted explanation of Web 2.0: 

‘Web 2.0 distinguishes such sites from traditional websites which are read-only from a user perspective ad have identified a trend towards a design principle based on the architecture of participation and a harnessing of the intellectual resources and creative outputs of the user base.’

Developments in Web 2.0 lead to the term ‘Music 2.0’ that pinpoints the effects of digital trends on the music industry. Furthermore, Prof. Julian Knowles at Queensland University of Technology who is a composer and performer in various entertainment fields describes Web 2.0 in his publication ‘A Survey of Web 2.0 Music Trends and Some Implications for Tertiary Music Communities’: 

‘Web 2.0 is a term used to describe a second-generation style of website or web service, predicated on collaboration and sharing between users. Such sites have proliferated in the past five years and are now seen to represent a major shift in thinking about the internet and its capacity to link creators and consumers of content.’

Web 2.0 tools are revolutionizing online communities. The majority of the content within online communities is user-generated which means content is produced by accumulated contributions and knowledge of its users. Digital information is displayed through means of a basic set of Web 2.0 tools: searchable databases, RSS, tagging, blogs, photo, audio and video sharing, downloads, e-mail, recommendation and personal profiles. These tools provide a platform of rich information based around the idea of open exchange and sharing of tastes, interests, ideas and content. Web 2.0 tools support targeting global niche markets while connecting users and content producers of special interests. Music consumers have been empowered by these technologies affecting online music consumption and eventually the way music needs to be marketed. I will refer to this in more detail in chapter 7.3 and 9. 

In addition, experts have put their eyes on the opportunities of another web development: Web 3.0. Web 3.0 is the next emerging trend of the World Wide Web and the 3rd generation of web applications and software development. It is also known as the ‘Semantic Web’. The most important characteristic of the Semantic Web is added intelligence. The Internet will eventually become an intelligent system combining data and enabling applications and tools, such as search engines to act with human intelligence. The ultimate goal is to achieve interaction between the system and user just as in human communication. Experts predict that future search engines will be able to facilitate users while suggesting search terms and sources. The web has the potential to become a huge database while storing and aggregating the information from users. Currently, mircoformats are being developed for applications that automatically collect, recognize and process data of the end-user to deliver a more personalized and interactive web interface. Another feature of Web 3.0 is the interface of a website which can develop into a total interactive 3-D experience. New web applications are examples of how a website experience can be enhanced dramatically in comparison to simple browsers only displaying images and text. 

Given these explanations of web developments, I now would like to continue with the rise of social networks and online communities within the context of music promotion and previously mentioned web developments. 

7.2 Definition 

Online communities are a type of social network. In order to better understand this type, I will give an overview of the overall social network landscape. 

Social networks are an emergence of Web 2.0. It is a technology that creates online communities through free and charged subscription and based on the digital identity of its users. The ability of self-expression and managing relationships are the core competencies of social networks.  People can express openly who they are, where they are and what they like. Social network websites rely on users to generate content and interact with other users through multiple tools and services. Tools are employed depending on the type of network. Users can interact through online chats, text messaging, e-mail, voice chat, file sharing, blogs, discussion groups, ratings, video and audio streams, image uploads and so on. 
The study on social network websites by FaberNovel Consulting gives further definitions of the principles and typologies of social networks. 

The model presents the principles in analyzing social networking sites.
Graph 2: A set of 5 social network principles
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Next, I will focus on the typologies of social networks.
7.3 Typologies 

Graph 3: 4 criteria distinguishing different types of social networks








Graph 4: 4 types of social networks targeting different segments 





The complete social network landscape offers even more categories, such as publication (Flickr, Youtube), knowledge (Wikipedia) and purchase (Amazon, ebay). Within the context of music, I would like to add music-specific social networks. The research of this dissertation focuses on this pillar. The reason for choosing these kinds of communities is explained in the next chapter. 



The main functions of social networks and online communities are: Collaboration, sharing and connection offering various levels of personal and societal benefits such as giving recommendations, sharing content and interacting with other users in the community. 

Having achieved a basic understanding in web developments and social networking sites, I would like to examine 4 popular music online communities based on different strategic models. 

7.4 Examples of Online Communities – MySpace Music, Facebook, Youtube, Last.Fm

Online communities are only a fraction of the digital possibilities that record labels can embrace. With the decline of traditional music promotion channels, such as TV and radio that were paid by the record label to play certain music, social networks and online communities are becoming increasingly important to music promotion. A report on European Music Discovery by Jupiter Research mentions ‘The popularity of single track downloading, expanding digital catalogues, and the rising demand for music videos are factors contributing to the growth in the digital music market. […] The internet is now an essential distribution channel for digital music; and over the next year, online social networking sites, such as YouTube and MySpace, will develop as key drivers of online music and video.’
 

One of the reasons is that social networks and online communities have transformed the meaning of influence. Gillin (2007) points the fact that new centers of influence have emerged in communities that have no rule, no governing structures, no standards, and no hierarchy.
 Viral buzz about music can spread fast because of the large network and interaction possibilities between music consumers and artists. At the same time, record labels have the opportunity to connect with a general audience and thus, can reach more potential markets and target niche segments. Gillin (2007) has noticed this development: ‘Electronic word-of-mouth through sites like MySpace, Facebook and LiveJournal has spawned hundreds of fanclubs on social networking sites.’
 

The statistics published in the global research on the impacts of social media ‘Social Media Tracker Wave 3’ by Universal McCann in March 2008 illustrate the global trend of the increasing social network usage. The research is part of an ongoing global research that has been conducted in the past 2 years (Wave 1 and Wave 2). This year, 17.000 people from 29 countries were questioned in total. The sample consisted of active Internet users between 16 and 54 years old. The study revealed important highlights into the growth of social networks and online communities: 


Source: Social Media Tracker Wave 3, Universal McCann March 2008

The below shown statistics indicate clearly a significant growth of social networks, digital media and music activities in the global market within the past 3 years. The increasing number of PC ownership and households with broadband connections are facilitating the penetration of digital media. This trend reflects the strength of social networks attracting online audiences globally in competition with other online and offline entertainment channels. 

Graph 5: Internet Penetration by market 
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Graph 6: Estimated worldwide Internet users
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Graph 7: Comparison of social network belonging over the past 3 years 


Graph 8: Comparison of social network belonging by country 
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Graph 9: Weekly usage of key international social networking media sites 
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Graph 10: % of weekly reach to top social networks by market 
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Graph 11: Comparison of Internet activities by active Internet users 
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Graph 12: Comparison of Internet activities by active internet users in the past 3 years 

[image: image9.png]Reach over time.
T atat g 1 et of g e fou v e Ac el s

Sererdoms

son
oo
0%
%
0%
%
%
S
10%

o

\Wae 155006

Wave 2Jun 07

\Wave 3 Mar 08

o Read ogshabies

o Sort o Hoaweios

© Lemea cammenton anens st

‘o Wach e cips e

& Doisada poskast preecded e/
J—

 Cretoa ot na socal etk

o Subente toan RSS et




Source Graphs 5-12: Social Media Tracker Wave 3, Universal McCann March 2008

In order to analyze 4 examples of online communities, I would like to present a model that suggests criteria for identifying best practices in social networks and online communities. It can become a starting point for the analysis of the level of music consumer engagement via online communities. The model depicts 5 different participation phases of the consumer in online communities. Within the context of music, we can also distinguish between passive music consumers who simply look at content on a site and active music consumers who contribute and inspire others in the community. 

Graph 13: From stranger to evangelist – What are the critical success factors?

[image: image10.wmf] 


Source: Best practices op het gebied van social networks, Marketingfacts.nl 2008

Subsequently, I attempt to analyze 4 online communities and their tools based on the criteria promotion, content, interaction and co-creation. Users sign up by creating a personal profile. Bands can create a profile page which is managed by individual artists or their record label. 

7.4.1 MySpace Music (MySpace)

· MySpace was launched in 2004 and is presently the leader in online communities with the largest number of members

· MySpace has exploded from just a few members to now more than 100 million active members and 24.0000 new ones every day

· It is the 5th most visited English-language website worldwide 

· The concept of MySpace is built around connecting friends

· 85% of its members are 18 or older

· MySpace is available in 20 territories with localized languages 

· MySpace Music is the foundation of MySpace’s popularity and has been used by record companies as an essential marketing channel

· Currently, 8 million artists and bands have a MySpace Music profile page

· According to Jupiter research (2006) MySpace generates more community related music activity than Yahoo Music, AOL Music or 

           MTV.com.

	Promotion
	Content
	Degree of interaction
	Co-creation

	 - Uploading exclusive new album/video premieres

- Announcing tour dates and events with links to venues, ticket sales

- Top artists, featured artists, album and video rankings

- Publishing information on new releases

- Publishing news - Music store 


	- Exclusive content: interviews, performances, free digital magazine issues, info on secret shows (MySpaceTransmissions) 

- Videos and audio streams

- General information / biography

- Photos

- Discography

- News 

- Wallpapers / ring tones/ logos / banners
	- Forums 

- Blogs

- Posts

- Sharing videos, audio

- Searching 

- E-mail lists and autoresponders 

- Downloading

- Becoming friends / joining groups

- Forwarding artists’ profile page 

- Chat

- Rating favorites

- Adding players to their own profiles 

- Participation in polls and contests
	- Artists can create personalized designs of their profile pages 

- Possibility to add certain applications – e.g. remix videos, maps by means of gadgets




Benefits:

· MySpace Music was the first in the market offering a free music platform and hence, enjoys high awareness and attracts large numbers of music consumers

· Superstars and lesser-known artists have profited from MySpace Music through the generation of positive viral buzz

· High degree of personalization in design, rich content, instant messaging feature

· Users are able to purchase instantly a track that they discovered on MySpace through the online store

· MySpace Music has the potential to generate viral marketing by means of blogs, e-mails and the tools to promote new releases and tours 

· Large fan bases can be established as artists have the possibility to add friends to their profiles which is a personal and direct communication approach

Drawbacks:

· MySpace Music does not offer many possibilities to meet and collaborate with other fans

· Its viral marketing and sharing features are limited to e-mail lists and forwarding video and audio streams

· There are not many exciting media applications besides audio players and YouTube video streams

· MySpace’s co-creation features are limited to adding some permitted gadgets, participating in polls and design possibilities
Screenshot 1: MySpace Music homepage
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Screenshot 2: Example of an artist profile
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7.4.2 Facebook 

· Facebook has currently the highest growth rate among online communities and Forrester research predicts that it is likely to reach the same number of users as MySpace by 2009

· Currently 69 million active members and 250.000 new subscribers every day

· The platform is based on applications in form of gadgets that users can add to their profile page 

· Facebook seeks to connect people through more than 13.000 applications with now more than 1.000 music applications 

· Facebook targets an older demographic group of 25 years or older

· The most popular applications include Pages, iLike, Music playlist, YouTube Video Box, Music Player, Profile Song, My Music, What’s your 80’s song, Last.fm Music, and Imeem

	

Promotion
	Content
	Degree of interaction
	Co-creation

	- Adding favorite artists, concerts, videos and tracks via applications to personal profiles

- Posting upcoming events and news

- Links to official websites, media, venues and ticket sales
	- Video and audio streams 

- Photos

- Artist news 

- Concert and event 

information 

- Integrated content via a generator for YouTube, GoogleVideo, Flash Media and dynamic images

- Discography 

- Information on media appearances
	- Recommend music to other users 

- Joining groups

- Posting comments 

- Blog and discussion groups

- Music cames 

- Search

- Receiving feeds

- Forwarding videos and audio to friends 

- Dedicating songs to friends

- Adding music players
	- Members can create groups 

- Members can create applications

- Members can add their own fan pictures and videos to an artist’s profile or group 


Benefits: 

· Facebook allows users to discover the music activities of others via profile pages, news feeds and applications

· Record labels can use these applications to promote their artists as well as create their own applications 
· Record labels can promote music by creating artist profiles, fan groups, posting and inviting people to events

· Members can search for music specific applications that are ranked according to recent popularity, most activity, most active users and newest application

· Permits the user to have a high degree of networking and sharing possibilities

· Constant creation of new applications providing an up to date music platform and diversity

· Viral buzz can expand fast through these applications 

· Music consumers can add make their music preferences visible to friends, who can see what they like, listen to and watch 

· Music consumers are able to do several activities simply on their personal profile

· Medium-level of co-creation features 

Drawbacks: 

· Facebook does not offer premium content compared to MySpace Music

· Record labels depend largely on the application developers and have less influence on what is promoted through these applications

· Facebook currently does not have a music store where music consumers could purchase tracks they like or merchandise

· The profile designs are not as personalized as MySpace and are limited to adding applications but have to adapt the basic Facebook look & feel

· The amount of application is huge risking that a user loses overview of the possibilities on the platform

Screenshot 3: Examples of music applications
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Screenshot 4: Example of an artist profile
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Screenshot 5: Example of a fan group
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7.4.3 YouTube

· YouTube was founded in 2005 

· Acquired by Google for 1,6$ billion on year later

· YouTube is a free video sharing platform on the web and it has become the leading global online community for users to share diverse video content

· It is growing rapidly and now delivers over 100 million video views per day

· Throughout the past years the service has become ever more important for the music industry and gone into several partnerships with major record labels Universal Music, Sony BMG and Warner Music and independent artists
· YouTube is built on APIs (application programming interface) which are functionalities working on websites, blogs, e-mail and mobile devices
· YouTube’s main audience are kids and young adults, however, this audience is getting older

	

Promotion
	Content
	Degree of interaction
	Co-creation

	 - Instantly upload new release videos

- Posting comments on upcoming gigs and releases  

- Most viewed chart


	- Videos streams


	- Posting video comments

- Joining groups

- Search 

- Inviting friends

- Sending e-mails 

- Forwarding video links

- Adding news feeds

- Customizing the design of the player
	- Any user can upload videos through management interface with editing functions 

- Creating a record label or user music channelCreating groups and contests  - Creating gadgets for other environments 


Benefits: 

· YouTube combines music and vision

· High level of co-creation through user-generated content and formats

· Integrates a wide spectrum of interaction possibilities in a single environment

· Gives users flexibility and freedom and has an easy interface as well as menus with editing options

· Portability and possibility to add it to other web and mobile environments

· Continuously updates and creation of new APIs to enhance user experience
Drawbacks:  

· The limited type of content (video) restricts the ability to add other artist related information compared with MySpace Music and Facebook

· Record labels cannot merely upload a video to promote an artist and have to use this channel in combination with other social media

Screenshot 6: Example of a music video page
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Screenshot 7: Example of a music channel page
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Screenshot 8: Example of music community page
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7.4.4 Last.fm 
· Last.fm is a leading Web 2.0 music online community that was founded in 2002

· Bought for $280 million by CBS, the US television network, in 2007
· Currently it has over 15million users across the world

· The core principle behind Last.fm is the creation of a community while bringing people together with great interest in music

· Each user has the possibility to create a profile and generate content according to one’s music preferences through several Web 2.0 tools

· Since January 2008, Last.fm also offers a free music streaming service allowing users to listen fully to a huge music catalogue with the latest albums and singles up to 3 times before purchasing it

· This new service is enabled by partnerships with the 4 major record labels and independent labels offering their back catalogues with the goal to drivetraffic and making it a ‘global jukebox’. 

	

Promotion
	Content
	Degree of interaction
	Co-creation

	- Uploading new audio and videos on players 

- Posting events and upcoming gigs 

- Chart listings

- Link to ticket vendors
	- Audio and video streams

- News

- Events

- Photos

- Bibliography

- Ringtones

- Free downloads

- Discography
	- Generating neighborhoods 

- ‘I’m attending’ feature for fans to attend an event 

-  Adding friends

- Joining groups

-  Blogs

- ‘Shoutboxes’ 

- Link to iTunes 

- Search

- Data feeds

- Installing monitoring systems 
	- Creating a personalized radio 

- Creating gadgets 

- Personalizing profile and chart designs 

- Creating plugins for other environments 

- Creating record label or artist profile 

- Creating groups 

- Tagging content 

- Add own content 


Benefits: 

· Last.fm is a forerunner in matching people with similar music tastes and allowing them to share and discover new music 

· It has high promotional value for record labels and reaching the right audience through its recommendations system 

· Labels are able to steer content through tagging and controlling the recommendation system

· Offers real-time air statistics to record labels to stay updated with the development of an artist and gain market intelligence

· Record labels can also create a profile for the label and accumulate content from different artists as well as promote the label itself

· Intelligent taste matching system

· Offers a tremendous amount of content choice and is constantly being updated by users and the artists or label

· Automatic delivery of recommendations and development of a user’s profile 

Drawbacks: 

· Last.fm is targeted only at users who are strongly engaged in digital music activities

· This is a very specific target group and through this community, record labels will not reach people who are not actively engaged in music online

· Users are also forced to install hardware and software to their computers if they want to make full use of the system

Screenshot 9: Last.fm Homepage
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Screenshot 10: Example of a recommendation screen
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Screenshot 11: Example of an artist profile
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Screenshot 12: Example of radio stations
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Screenshot 13: Example of a record label profile
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Screenshot 14: Example of a user’s profile
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8 Trends in Music Consumption 

In this chapter, I would like to focus on the music consumer and outline the main developments affecting the growth of online music consumption. 

In the past, record labels had little direct communication with fans. With the possibilities that the Internet offers, record labels can implement word-of-mouth marketing techniques to quickly spread music content among music consumers. The level of exposure can be high, for example, big international artists reaching millions of existing and potential fans. Yet again, the Internet facilitates this trend in adding more value to music and moving away from simply marketing music as a product in form of a CD or video. 

We can see below that global online community users visit their online community on a regular basis among which daily and weekly visits have the highest frequencies. 

Graph 14: Frequency of updating Social Network page
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Source: Social Media Tracker Wave 3 – Universal McCann March 2008

Furthermore, a report on social networks published by Jupiter Research states that regular users of online social networks are more likely to seek music-related information online than the average online consumer.

Online communities offer marketers opportunities to engage with the customer in new ways. Based on the concept of relationship marketing, Gillin (2007) refers to a new discipline in social media that he calls ‘conversation marketing’. Furthermore, he explains the ‘importance of creating a dialog with customers in which useful information is exchanged so that both parties benefit from the relationship. As trust builds, customers develop loyalty that makes them long-term partners, leading to a more lasting relationship. […] Conversation marketing requires a completely different set of skills than those who have dominated the marketing profession for the last two generations. […] It means understanding who your customers are, who influences them and how to engage with those influencers.’
 The music consumer is changing in the digital age and record labels are required to identify effective means to target these influencers.

8.1 The ‘Net Generation’

Kids and teenagers have become the targets of music marketers due to the fact they make up the largest group of potential music consumers. They are important for marketing in the digital age as they are highly interested in music and skilled in using different kinds of technology, such as video games, cell phones, e-mail, chats, social networks and file-sharing systems. These kids have embraced the Internet and digital technology along with the entertainment possibilities they bring along. Tapscott described these kids as the ‘Net Generation’. They are children of the baby boomers and born between 1976 and 1998. These kids communicate with their friends in a different manner than their parents. Kusek and Leohard (2005) pinpoint the characteristics of this generation that any online community marketer should consider: 

‘Instant messaging and e-mail have eclipsed many prior means of socializing: for some, online networking has become as popular as actual dating. This generation is far more into interactivity than into passive consumption - couch potatoes have become cyber-networkers. […] Their lives are seamlessly integrated with what they can do online. They form relationships online and create communities where they communicate, learn from one another, interact, participate, play, seek out information from a wide variety of sources, and acquire products and services. […] They spend their time online discovering for stuff they are interested in. The ‘Net’ expands their options to variety, selection and price.’

It can be concluded that effective marketing to this generation requires the highest level of entertainment, interactivity, choice and fresh content. Once the connection has been established, these kids have great potential to spread viral buzz about an artist or track in their various networks to share with friends and are motivated to stay connected in order to discover new objects. 

8.2 Music Discovery and Niche Marketing in the Digital Age 

In the past, record labels limited the variety of music available to fans when distributing music through stores. Additionally, MTV and radio controlled the music scene and decided what was popular and reached the consumer. However, in the digital age the consumer has a new role in the music industry. Krasilovsky and Shemel point out that ‘besides unlimited consumption, digital technology has empowered the consumer who can now produce, distribute and promote music.’
 The current Web 2.0 and early stage intelligent Web 3.0 tools stress the contribution that online communities can make to music discovery. Recommendation systems and user-generated content have become key aspects that emphasize the empowerment of consumers. Another important contributor of the impact of Web 2.0 technology and music consumption is Chris Anderson, Editor-in-Chief of Wired magazine. He developed the theory of the ‘Long Tail’. In his book, he also explores some recent trends in music marketing and how global niche markets form the ‘Long Tail’ of the music industry. The economic theory states that the aggregated music consumption of niche artists and music surpasses sales of commercial mainstream music productions. This trend is facilitated by the growth of Web 2.0 websites, such as online communities and file-sharing websites. Millions of tracks can be discovered and purchased in contrast to music that is available at brick and mortar music stores. He identified Pre-Filters and Post-Filers reflecting the changes in music marketing and promotion. The distinction between these filters suggests the shift of power from traditional music filters to the music consumer through Web 2.0 tools. 

Graph 15: Pre-Filters vs. Post-Fliters
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Source: The Long Tail – Chris Anderson 2006

Music consumers can now get music when they want and where they want. Music mass marketing is in decline and media fragmentation has led to diverse music niche markets. The increasing choice in media options and the Internet have accelerated the development of endless niche markets such as dance, hip-hop, country, gothic and many more. Kusek and Leonhard depict that in twelve to fifteen years, niche markets may bring close to 40 percent of the global music revenues, and a new middle class of artists may finally thrive.
 Most importantly, the promotion of niche music can get high exposure levels through viral marketing tools that are available in online communities. 

8.3 Consumer Focus Group 

8.3.1 Results 

In addition to the literature findings concerning music consumption, I would like to outline the results of 2 international focus group sessions and reveal some perceptions of music consumers and online community users. Based on the discussions we had during the sessions, I was able to identify the issues that were important for music consumption and evaluate online music behavior. The complete transcripts can be found in Appendix 14.4. 
1. Online communities 

· International online communities 

Well-known international online communities are popular for music discovery among music consumers. MySpace Music, Facebook, Youtube, Pandora and Last.fm were the most mentioned music communities.  This was explained by the fact that these communities had much more music activities and content to offer to consumers compared with the local communities such as the Dutch Hyves or the German Studivz. Through these communities members are able to stay in touch with their international circle of friends and get music inspiration from people with different cultural backgrounds.

· Centralization 

Music consumers like to find all information about an artist in the same place. Current content and information seem to be spread out on the web making it more difficult for the music consumer to find quickly what they need while browsing on different websites or communities. In particular, music consumers who want to know more about the artist and explore the music prefer to do this in the same environment. 

· Portability 

Music consumers want to have freedom in their usage of music. Music with DRM (digital rights management) are strongly opposed by consumers because they restrict the way people want to consume music. In addition, music consumers would like to take their music wherever they go. Music should not only be available on a laptop but transferable to all mobile devices, PC, TV etc. 

· Ease of use 

Online communities with easy to use applications and systems are valued highly. Music consumers want to have an overview of the possibilities of a community and the content that is available. Current communities such as Facebook are expanding its applications to the extent that the music consumer feels he or she is losing control of the platform. The system needs to be basic but fast, with good service and easy to install so that content is available instantly.

2. Interaction and collaboration 

· Music recommendations

Throughout the discussions it became visible that music consumers see their peers as the main means to discover new music that they normally would not find without the collaboration with others. Self-expression through music is important to music consumers, they are keen to present to others what they listen to and inspire others. Music consumers actively look for new music on their friends’ profiles whom they consider to be opinion leaders and find out what they listen to. Secondly, recommendations given by the system are interesting for consumers to find similar music and see the linkages between artists and genres. Thirdly, for highly active music consumers it is important to be part of a community and share opinions with people with similar taste. Music consumers are enthusiastic about giving feedback and discuss the music and artists with like-minded people. It emphasizes that consumers want to voice their opinion and the exchange with others enriches their total music experience giving a sense of participation. They are also highly motivated to discover new music much more than the average music consumer who listens to all kinds of music. Contrarily, the average music consumer uses charts and expert opinions to discover new music rather than through a community.  

· User-generated content 

Music consumers like to create their own content for an artist or music in online communities. In this way they can participate and feel more connected with the artists. Remixes, uploading videos and photos were among the most mentioned means to participate in the community. 

3. Content 

· Authenticity and trust

Authenticity in form of having trust in the online community, the music and the artist are highly important for today’s music consumer. Online communities allow active music consumers to choose what they like and empower them to decide on what is popular rather than dictated by authoritative experts like charts, radio and TV. Active music consumers are opposed to commercial content and heavy promotion of an artist. In particular they want to connect with the artists and feel that it is all about the music. Depending on the type of music consumer, charts are trusted but also perceived as being overly commercial. Active music consumers rather want to see what is most played or viewed by other users in an online community. Authenticity also depends on the type of record label, independent labels seem to reflect more authenticity than commercial labels for consumers. Blogs of artists signed with a commercial label, for example, are not trusted because the consumer perceives that it is actually the management behind the artist who constructs them. Quality content and secure payment methods are important trust factors for online communities. CDs are bought because of their value in quality. Digital music content needs to provide the same quality to satisfy the consumer. 

· Up-to-date 

Music consumers want to stay up to date with the content provided on online communities. They want to be informed about new releases, tour schedules and the work of an artist while in development contrarily to being informed after the production process. Receiving updates in form of news feeds and reminders were mentioned to be helpful tools to keep consumers up to date. Music and artists were compared with politicians who profile themselves on online communities. Live entertainment is gaining in importance for the music consumer, they expect that online communities give them the ability to follow the artist in real-time through interaction, watching live performances and basically staying informed. 

· Personalization 

Online communities such as Last.fm and Pandora are used because they offer a high degree of personalized music content. Music consumers are increasingly motivated to stay in a community if the system records their music taste and delivers similar music content based on taste and profile. Furthermore, consumers are interested in observing their music profile generated by the online community system as consumers themselves are not able to remember and track all their music activities. In general, all content should be personalized such as listing upcoming concerts based on regions. 

· Diversity 

Diversity of content is important for the music consumer who wants to have access to an endless source of music. They want to be able to easily find different music genres on the Web. The music consumer is not different from regular consumers who value product choice. Having a source to discover all music genres without investing great search efforts is a consumer need showing that music choice depends on their changing moods. A distinction needs to be made between niche music consumers and consumers who are interested in many different types of music. Furthermore, niche music consumers seem to care most about the ideas and history behind the music and finding similar music than other exclusive content. Consumers who listen to all kinds of music are more likely to be interested in the functionalities of the system and variety of content.

· Price

Music content is perceived as information and music consumers mostly feel that information should be free in the digital world. The discussions revealed that few consumers would be willing to pay for music, such as download but not at all for other content related to the artist. CDs do have physical value to the consumer but digital music are seen as intangible and thus, do not offer real value for which they should pay. 

9 Trends in Tools and Content 

In this chapter I would like to present an exploration of the tools and content that have the potential to engage music consumers in new and exciting ways. 

9.1 RIA - Rich Internet Applications 

As previously mentioned in chapter 7.1 and the developments in Web 3.0, we can expect a growth of sophisticated RIAs in the online world in the coming years. RIAs are new innovative ways to add rich features to a website. Frank Bell, IT strategist and columnist at Entrepreneur.com explains this trend:

‘RIAs are still in their infancy, but when done right they're incredibly powerful tools. When Google launched Google Maps a few years ago, it opened people's eyes to the fact that web browsers can do much more than merely display pictures and text. […] The combination of these rich features will help trends like social networking continue to evolve. We'll likely see many websites with more drag-and-drop-type features in the next few years. […] Web applications will continue to become more robust and feature rich than ever before.’

RIAs are applications that can be deployed on web browsers and desktops. RIAs can dramatically enhance user experience by allowing users to interact with the interface and content. It is faster and more engaging due to the added interactivity to the displayed content. Examples are drag-and-drop possibilities, more detailed information, updated page instead of reloaded, inline editing and ability to give feedback within the page. The application can be built for all kinds of content but with the highest effects for video material and images. Most artist profiles in online communities are static and deploy traditional video players, such as YouTube and image uploads. Interactive players, such as Microsoft Silverlight player that allows you to watch real-time streaming and dynamic HD images, could replace these. Artists can record and stream live recordings via the profile page when using RIA. Visuals, such as flyers of upcoming gigs and releases and photos will become much richer in design.

9.2 RSS Feeds – Real Simple Syndication Feeds

RSS is a technology that delivers changing web content through text in news feeds. Members in online communities can add this application to their profile in order to stay up to date with the latest content from defined sources. Although many websites have incorporated this feature, it should be increasingly used in music marketing. Presently, RSS feeds enable members to see what other consumers are doing. Creating a RSS feed with embedded video and audio content instead of merely text could expand this feature so that other consumers can receive the content instantly. A RSS feed search generator is also interesting, it will search for RSS feeds based on keywords and automatically add content to a website. An artist profile should support this feature because it provides a great opportunity to increase exposure levels when the content is immediately added to the consumer’s profile page. 

Graph 16: Growth of RSS feed subscriptions over past 3 years
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Source: Social Media Tracker Wave 3, Universal McCann March 2008
9.3 Podcasts 

Podcasts are playlists with online audio and video contents that are delivered via RSS feeds.  A record label can promote a new track or several track previews by creating a podcast. Besides music, labels should also create podcasts of interviews, tour diaries and other audio content. Consumers can download it to their portable players from the artist’s profile, which make the consumer’s experience more convenient and they can choose when to listen to the music. Another advantage is exposure and connectivity with the consumer. The artist and the music will accompany the consumer anywhere he or she goes once uploaded to their portable devices.  

Graph 17: Growth of downloading Podcasts over past 3 years
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Source: Social Media Tracker Wave 3, Universal McCann March 2008

9.4 Gadgets

Gadgets are made of small codes and turned into mini-websites that can be embedded in a consumer’s profile, desktop or website. Gadgets are an effective tool for content sharing between consumers and stimulate viral buzz. Record labels should create diverse gadgets for audio/video content, applications and media players that can be downloaded from the artist profile or group page and added to the consumer’s environment. Consumers can pass on these gadgets to each other and thus, creating more exposure for the music and artist. Presently, most online communities only use YouTube as a video streaming gadget. Facebook and Bebo Music are already fairly advanced in the use of widgets and more communities are likely to follow this trend.

9.5 Blogs

Blogging is a proven technique to spread news in forms of business or industry blogs, news blogs, personal blogs and promotional blogs. Blogs are and will stay as a crucial way to communicate with music consumers directly. Blogs display personal comments from an artist on a certain subject on the profile page. Fans can read these blogs and leave comments. Artists should have regular personal and promotional blog postings on their profiles and fan group pages. In order to be persuasive, blogs should be written in a personal and emotive way to connect with consumers. Artists could write blogs on days as a musician, upcoming gigs and other information fans would be interested in reading about. Viral buzz about new releases and upcoming can be created effectively through the use of blogs. It is also a monitoring tool to observe what kind of opinions and experiences consumers and fans share with each other.

9.6 Tagging 

Tags can increase discovery and sharing levels within online communities. Record labels should tag all tracks and artists within genres and relevant categories to link their artists. Music consumers can discover similar artists and music from the same artists when they see the linkages. Interactive tag clouds in form of a search application that consumers can download from an artist’s profile would be an improved way for music discovery. 

9.7 Search Engines

Search engines will become more intelligent in future. Garret Camp, speaker at the European web conference ‘The Next Web’ summarized developments in Web 3.0 and the trends in search and discovery of social media, search engines and directories. 
 He mentioned music as an increasingly important type of search. Camp explained several developments that I believe could have significant impacts on the future of online communities and music promotion: 

1. Social search is growing. Users will want to know what their friends are searching for and matching one’s search terms with those of their friends.

2. Collaborative searching is becoming popular which is a way to get personal recommendation and compares search terms with people one does not know, but do have similar interests. 

3. Personalization trend means that ‘One-size-fits-all’ will soon be history. The audience wants recommendations that can be obtained by asking input from the users. 

4. Authority is replaced by trust because one wants to know the people who give recommendations. 
Intelligent search engines will be able to remember a music consumer’s search activities and suggest search terms making it easier to find the music they are looking for. 
9.8 Premium Content 

Providing premium content to community members can be a way to reward consumers and enhance loyalty by giving them a sense of privilege. Furthermore, it can generate interest and traffic to a profile page. The premium content that a record label can provide are: music previews, unreleased songs, live performances, behind-the-scene footages, exclusive interviews, downloads and goodies, contests to win tickets and merchandise and discounts on music and merchandise. The lists is endless but record labels need to focus on adding more to music than just the tracks and videos in online communities. Online contests are an effective way to promote music and help building e-mail lists for further viral marketing purposes and interaction.  
9.9 Music Stores 

The integration of online communities and online shopping is a development with the potential to take advantaged of impulsive buying behavior of consumers. Antony Bruno, journalist at Billboard magazine, mentions in the article ‘Labels eye on Online Social Networks as Retailers’ that record labels big and small are working toward the goal of turning every social network profile, blog, and fan site into a digital music storefront.
 In contrast to those downloading platforms, online communities offer more than just a store. With Snocap, MySpace Music now allows consumers to listen to a track and purchase it instantly. Facebook currently links users to iTunes through the popular iLike application. Facebook and other online communities are likely to follow this development and seek ways to compete with iTunes and digital stores. This feature adds promotional value to online communities and could affect online track sales. 

9.10 Mobile Networks 

Wireless and broadband Internet access will support the fast growth of mobile social networks and online communities. They will become a new mass media to music consumers who can access their communities via mobile phones. According to the statistics published by eMarketer, worldwide mobile network users are predicted to increase to 803 million users by 2012 making up 18.8% of worldwide mobile phone subscribers. This suggests that if record labels could have more opportunities to connect with and become a constant companion of music consumers in future. Facebook, YouTube and MySpace have already gone mobile offering mobile versions of content, design and features. Users can, for example, post photos, leave comments, watch video and play downloadable games. 

Graph 18: Worldwide mobile social network users


Source: eMarketer, April 2008

10 Expert Interviews

10.1 Results

Through the experts interviews I was able to compare different opinions regarding the future development of online communities as a marketing channel. These insights have expanded my perspective of music online communities and the Internet in general. Below I have summarized the most important findings of the interviews. 

1. Role of record labels 
· Record labels have to identify what exactly they offer to the online communities. As Sonja Loth puts it: ‘’It is easy to have all the power within a community, but first find out for yourself if you are there for the artist or the community. Are they serving the community, it is a different business than serving the artist and I don’t think they have made a choice yet.’’ 

· Record labels becoming managers. Labels should mainly be marketing managers and act less as distributors. Another important role is to be trendsetters and filter all the music that is out there. There is an information overload in online communities and the Internet in general, thus, the music consumer is looking for systems that recommends and choose music but most importantly that it is based on their interests. 

2. Marketing strategy
· Online communities can be a major driver for music marketing if record labels adapt their current strategies. Marjolijn Kamphuis explicitly stresses the fact that “The way real majors see it is as something they HAVE to work with, rather than something they WANT to work with.” Ralf Hesen mentions key challenges for record labels: ‘’The biggest challenge is convincing the “not so hard core fans” to pay for music. Creating visibility in a world where every band can publish music and promote it and how can a person still feel he/she owns music of a specific band?” Most experts agree that the consumer however is not willing to pay and labels need to look for ways to create revenue, such as advertising, mobile downloads, ticket sales and merchandise. 
· The music consumer uses online communities as a way of self-expression. Music is part of a person’s identity and people want to inspire and influence others by exposing their identities. Karlijn van den Berg mentioned: ‘’The whole thing about social networks is not about eating from each other’s plates but to say I’m an interesting person, it’s only show off’’. 

· The power of the music consumer. Clearly, all my interviewees agreed that the music consumer now has the power in online communities and they decide on what becomes popular. 
· Distinction between niche and mainstream music. There is a clear distinction between the niche music consumer and the commercial music consumer. The latter wants to be told what is popular or not, real music enthusiasts like to discover music themselves. Online communities are important for record labels and a good way to explore what people like and want. Niche record labels should use online communities to find producers and consumers that are interested in a particular type of music. On the other hand, commercial labels need to use their large existing fan bases to push music to as many people as possible.  William Pen stresses the fact that ‘’ It mainly depends on what kind of record label you are. If you are a niche, you can find producers in the communities and your audience as well. But if you were a commercial label I would use the leverage of my artist to pull more marketing aside.’’ 

· Using Long-Tail marketing. Big artists can market smaller and new artists. Again, William Pen offers some insights: “Artists like Britney Spears are also influencers for commercial record labels, you can use them to push your back catalogue and new music if you are a big record label. It’s like a train and Madonna is the locomotive and pulls other artists. Big artists will push smaller artists online.’’ In this way, artists can reach new audiences and gain in popularity much quicker. 

· Finding the influencers. Another significant targeting strategy is to find out who the influencers are in an online community and use them for endorsement and to spread music. 

3. Tools and content 

· The most important criteria for tools and content are free of charge, personalization, recommendation and open social. 
· Content should provide value and freedom of usage to keep music consumers. Marjolijn Kamphuis stresses that: “High quality, full length and no DRM, that’s for sure. Customers don't like boundaries, they'll get it for free somewhere else.”
· Tagging, gadgets, personalized playlists, sophisticated search and recommendation tools and increased user-generated content such as remixes were seen as opportunities for record labels to connect with an audience. 

· Wireless and broadband Internet will be the focus for system development. They will allow data portability and getting music when ever and where ever the music consumer wants it.  All environments, such as mobile phones, TV, MP3 and computers will be connected, thus, music needs to be portable. 

4. Vision of online communities as a music marketing platform in 20 years time

· The entire Internet will become social. In future, there will be less online communities like Facebook or MySpace, but more global communities. According to Sonja Loth, online communities are only an accelerator of the current developments. The offline and online world will be merged and we will not have a distinction between these two worlds anymore. Everything on the Internet will be combined and consumers will be able to carry along their IDs and networks. People can show their music preferences anywhere they go on the Internet. Carlijn van den Bergh stresses this development: ‘’I don’t think social networks will be the only driver for music, social networks in 20 years will not be separate networks, people will take their networks all the way with them, so if you are on YouTube you will have your network from LinkedIn and MySpace and you will have a whole suitcase of all things you like, who you are, your pictures, your music. It’s just your ID, if you are online you travel with your music, so it’s not only the network where the music is, it is everywhere…” People will be able to see who has been where on the Internet and connect with bands and people with similar music taste wherever they want to.  

· More niches and music consumers creating their own network environments. The technologies will be easy enough so that music consumers can adapt new technologies and create their personal networks. There will be an increase in sub-niches and open participation. Erwin Blom adds to this: “But the future will be The Long Tail, lots of artists making a little bit of money, making a living. Not a lot of artists making a lot of money. They do have their own little scenes, their own little niches.”
· The Internet will more intelligent. The intelligent system will pull the music that you might like directly to you based on profiles and preferences. 

· Record labels will sell entertainment in future. They will join forces with other entertainment industries such as the movie industry to offer a more valuable music experience and gain power. Together they will be big enough to occupy distinct places in the industry again. Ralf Hesen says that “Membership of a community might replace the ‘ownership’ status thing I mentioned in my previous question. People must value this membership and must feel privileged as community members. The ‘being a fan’ experience should not only consist of consuming music but should be stretched to other experiences”. 
· A decline or rise of the expert. There is a discussion if in future consumers will value the expert again due to the fact that amateurs are rising via the Internet. Thus, people might seek for expert opinion and guidance again and record labels may re-gain their power in deciding what kind of music should be produced and popularity. However, other experts think that the mass media and record labels will become less and less significant and music exposure and popularity will be purely based on consumer recommendations as well as intelligent systems. 

5. Threats

· Measuring the success is still difficult in online communities. Record labels need to know how to market an artist in a community. They have to be out there in the community and talk to people because music has to mirror taste of the consumers. However, traditional pre- and post-testing marketing is more difficult online, so more advanced systems need to be developed. Negative opinions spread just as fast as positive ones. Therefore, the use of online communities can also backfire if there are no sufficient means to track and measure opinions. Erwin Blom supports this claim; “They should listen better to the fans and ask the fans. What do they want and keep on monitoring that.”
· Reaching a broad audience will become more difficult. Niche markets will grow but at the same time we will see a decline in mainstream music. Consumers groups will be fragmented and record labels will have difficulties to reach a broad audience. 

11 Conclusion 

Social networks and online communities are an indispensable investment in order to reach and connect with global music consumers at present and in future. Throughout the research it became apparent that the growth of online communities would largely depend on the overall development of the Internet. The long-term vision of online communities that are very popular today, such as MySpace and Facebook is less certain for music promotion. Most importantly, record labels have yet to re-define their place in the changing music industry and the real benefits they can offer to music consumers within online communities. It is difficult to predict how music marketing and promotion strategies should be executed without having fully adapted new business models. Due to their expertise record labels should take the role of strategic artist managers and be responsible for managing content and building artists’ profiles offline and online. Online communities offer new potential revenue streams but labels need to focus on other income from merchandising, touring and mobile possibilities. Music is not a single track or album anymore, but an experience that people want to connect to.  

1. Trends in online community usage and development

· Increase in households having access to Internet connection facilitate the fast revolution of online communities in emerging and developed markets providing opportunities of connecting massive music audiences. 

· Saturation in some developed markets signals slow down and overload of applications. 

· Record labels have the opportunity to create new revenues through shared advertising revenues on artist branded applications and content within online and mobile communities. Teaming up with providers and advertisers is essential for ensuring a steady new income stream.  

· Enhancing user experiences and increasing the engagement of music consumers are focal points for success. Record labels are now required to know their audiences and motivate them to recommend artists and tracks to their peers, discover new artists and increase their networks. This requires transforming users who merely visit a community into true advocates who inspire others and provide opinion leadership within more than one community. 

· The Internet and online communities have given word-of-mouth and viral marketing new power. Consumers can share experiences through personal recommendations with friends.

· A distinction needs to be made between labels marketing niche and mainstream music. Online communities offer different benefits depending on the type of record label. The current online communities are a global accumulation of music niches granting opportunities for record labels to target these specific markets and push music within various communities. 

· Identifying and targeting the influencers in communities is becoming one of the key tasks for record labels. Media fragmentation and the overload of artists, content and communities create complexities in finding the right audience and the right community for the type of music a record label wants to market. 

· Closed communities will become open social platforms. Experts predict that the entire Internet will become an intelligent and open social platform. Hence, the success of music marketing will not solely be marked by the rise of particular online communities but by global communities resulting from the fuse of all online communities. Music consumers will be able to carry along their IDs and music profiles anywhere they go on the Internet. 

· As the system becomes more intelligent, it will be easier to get the music you are looking for and connect with people. The Internet will become a central system or community that will deliver the music straight to you and become more precise in recommending music based on one’s taste. 

· Future technologies will be sufficiently easy so that music consumers can create their own communities based on their personal music preferences sustaining the expansion of more music niches.  
Trends in music consumption 

· High rate of active users who manage their profiles daily illustrate the potential for increased music activities 

· Music consumption is internationalizing through global social platforms.

· Music consumers are moving towards participation and on-demand media more than ever, such as video clips, portable music, podcasts and mobile versions of music content. As the Internet will integrate different media channels, such as TV, PC, laptop, media consumption will shift from passive to personal control.
· User-generated content is central for music consumers to create content in communities.

· Music consumers value music recommendations and sharing good content in online communities. They are important for active music consumers are curious about what their friends listen to and perceive personal and recommendations given by the system to be credible. These types of recommendations are more persuasive than expert opinions and mass media such as official websites of an artist, charts, TV or radio.

· Consumers want to discover new music continuously as a status symbol and part of constructing the personal identify which are key motivational factors for mainstream and niche music consumers to visit an online community. Music is a way of self-expression and online communities are built on this consumer need. 

· Music consumers have far more convenient options to discover music through online communities. Communities offer much more music choice for free and consumers can easily bond with same-minded groups of people. 

· The Long-Tail of music niches will grow and take over commercial music. It will be harder to promote commercial artists to a broad audience. 

Trends in tool and content development 

· In relation to the changing music consumption patterns, current technologies such as embedded gadgets, personalized playlists, news feeds and tagging are essential for users to share and personalize content. On the other hand, the degree of music portability, collaboration and co-creation functions is still in development. 

· According to experts, mobile versions of online communities will be the future. The next phase of online communities is to allow music consumers to have mobile access to a community and connect all music environments. This will allow music consumers to create more content and interact in real-time with a community through wireless and broadband, as well as advanced Web 2.0 and emerging Web 3.0 technologies. 

· Measuring music activities and the degree of influence exerted by opinion leaders in online communities is still at early stage. We can expect the development of more sophisticated systems and tools that continually test, scan and measure data obtained in and of various online communities to improve a record label’s strategic decision-making.

· Content are increasingly produced by a majority of users emphasizing the shift towards higher levels of user participation and control. 
· As new functionalities develop every day and the consumer is faced with an overload of content and possibilities, music content needs to be free, up to date, trustworthy and easily available anywhere and anytime for the music consumer. 

· In order to create new revenue streams, record labels are starting to combine free and charged content through online stores, for example, on Facebook and MySpace. However, experts do not recommend offering paid content and music consumers clearly are not willing to pay for content online that they can get for free elsewhere or do not offer significant value. Most importantly, online communities should not be perceived as yet another commercial vehicle that will damage their ‘social’ and ‘free’ character.

12 Advice 

In conclusion, I would like to formulate the advice for commercial and independent record labels while describing 7 strategic considerations.  

1. Business model

Record labels should adapt new business models to online communities models that are consumer demand driven and developed around participation and sharing. This requires a big shift from the current model. It means that content needs to be free or close to free and to give the control over music content to the music consumer. Revenues will be mainly from advertising and mobile subscription cuts. Online communities should be strategically used to push concerts and merchandise. Artist development, creating and marketing content should become the core business of labels. Most crucially, record labels need to expand their vision of new business models and identify early new partnership opportunities with online community providers, advertisers and other entertainment channels to exploit potential revenue streams. To achieve this, they have to work in close collaboration with digital experts and online trend watchers more than ever in order to stay ahead of competing labels and the digital developments. 

2. Vision 

Record labels need to focus their resources on adapting to the long-term evolution of online communities as well as sub-communities and create a vision on the future use of communities. Today, there are online communities but tomorrow there may be another term and technology. As the digital possibilities are already advancing and offline and online music communities will merge in future, the focal point will be to develop strategies to build an integrated music experience platform. This platform should become a value driven platform for both record labels and music consumers. It will be an exchange of benefits between labels and communities, labels will have access to large and niche fan bases and music consumers to music content. 

Presently, it is vital that record labels expose artists in as many relevant communities as possible. However, in future record labels should provide a central community integrating offline, online and mobile communities and creating the best real-time music experience for consumers in one place.  
3. Objectives

Record labels need to re-define their objectives for promoting music through online communities. To achieve the key objectives for future music marketing, record labels need to look ahead and embrace new technology. Some key objectives could be: 

· Developing a central community combining artist information and related entertainment content

· Identifying existing and potential music consumer profiles of an artist and music genre 

· Maximizing participation and exchange of ideas with music consumers

· Establishing trust again in record labels and artists 

· Continuous tracking of consumer profiles, online communities and recognizing new partnership opportunities 

4. New targeting techniques and Long-Tail marketing 

Record labels are required to create new profiling techniques through data collection and intelligence systems. They need to get closer to the members of a music community and know what they like, talk about and their degree of influence within communities. Secondly, labels should combine marketing of similar artists in order to increase exposure and gain new fan bases for commercial and niche artists.

· Niche and mainstream music consumers - Record labels should exploit the growth of niche segments to market a variety of music and connect with real music lovers who look actively for new music and influence others. The mainstream music consumer is important to reach a broad audience and push exclusive content. Content should be based on the different needs of niche and mainstream consumers. Labels should to take any opportunity to identify potential and profitable niche markets and market them before artists do it themselves. This means that labels need to market more music variety and artists as niches are expanding. 
· New digital music consumer profiles - Record labels should develop new profiles that match music consumers and artist to cross-reference types of consumer, artist(s) or a certain type of music. In this way, record labels can further personalize content and adjust the promotional strategy of an artist. 

· Targeting the new influencers – Record labels have to locate and interact with influencers in existing and potential communities of an artist. They will have a significant role in spreading the music and inspiring other music consumers with trustworthy recommendations. The new influencers can be categorized into music style or artists. Bloggers, DJs and even small fan groups in offline and online communities are important for word-of-mouth marketing. Big established artists can be used to pull the catalogue of similar and new artists. 

· Combining offline and online communities. Gathering information on the music consumer can be done from a variety of sources. Communities of events and clubs can also help to find out what kind of people are interested in a particular type of music. In case of a new release, record labels should activate all communities that are related to the music style of the new release to gain new audiences rather than only focusing on existing communities of the artist. 
5. Content and Tools 

Below are criteria for content provided in online communities. Along with the development of tools and systems, there should be more user-generated content to supplement a labels’ content with user created content. It is also an opportunity for labels to engage music consumers more with artists. Online communities need to offer greater variety of music and eventually the entire back catalogue as music consumers are interested in finding all music genres online which depends on the changing moods of the music consumer. Labels have to give them choice and control, thus let consumer decide what they want to listen to and when. 

Criteria for content: 

	Real-time and live
	Full length

	High quality
	Clearly arranged

	Up to date
	Simple and fast to get

	Controllable
	Personal


In general, online communities should stay basic with an easy to use system. Tools that can be stirred by the record label are most important to maintain control. I have identified 3 core principles that are important for the future use of tools in communities and also development of applications by record labels. 


 



Record labels should embrace emerging technologies that offer highest levels of user participation, personalization and portability. In order to enhance user experiences, the graphical lay-out should be interactive, such as 3-D and allow streaming of real-time content. 

Participation: Tool for users to create content remains vital to engage music consumers. Record labels need to develop their own tools and embrace online communities where people spend most time and offer the best engagement opportunities. Allowing people to add their own content, interact with the artist and peers and give feedback to the system is crucial. Furthermore, content and tools should be interlinked with other platforms to maximize engagement and dialogue. 

Personal: Labels need to develop tools and applications that have personal meaning and deliver a genuine benefit. They should provide music consumers with tools to manage their favorite artists online and exploit the fact that tools will become more intelligent such as recommendation systems, playlists, search engines, tags and gadget campaigns to automatically deliver personalized music content. Music consumers should be able to monitor their personal music social graph which includes all social connections. Applications should also be adapted to the local context of the online community. 
Portable: Portability in the widest sense means that online communities and a consumer’s music content should be transferable to all devices. Record labels have to adapt technologies to this trend and ensure that content can be consumed across devices and on-demand. Record labels have to recognize now the opportunities within mobile online communities and cannot afford to stay behind the developments once more. 

6. Measurement 

In addition, record labels are required to constantly monitor the online community landscape and integrate developments with their overall strategy. Therefore, they need more intelligent tools that track opinions, music activities, locate and profile sets of music consumers. Advanced scans could monitor the degree of social influence of certain consumers and activity levels in communities by audience, artist, music genre and track reaction. Popularity of an artists or track should be compared over time to adjust strategic decisions. 
7. Future research 

Record labels need to conduct and follow future studies on online communities and music. The use of online communities is still new to record labels and there are many topics for investigation that can contribute to a better understanding of this medium.  Some interesting topics for investigation could be:

1.) The waves of online communities over time with regard to members, profiles, popularity and music activities

2.) Fan behavior in online communities and the effects on artist exposure 

3.) The impacts of social influence on artist popularity. 

These studies require the use of consumer data and tools to scan and analyze these data. A major challenge will be dealing with privacy issues.  If we look into the future, there is no certainty of how online communities will develop and how deep it will dig into people’s lives. Nevertheless, advertisers and brands are becoming increasingly intrusive and taking over the social network landscape. It is possible that in future consumers will start to close their networks again to avoid advertising and brands such as with traditional media which would take away revenue streams for labels once again. This requires the development of new and less intrusive advertising models to keep consumers loyal to a community. 
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14 Appendix 

14.1 Focus Group Discussion Guide

Opening: 

Hello everyone and welcome to our session. Thank you again for taking the time and participating in the discussion of online communities and music. My name is Hao Zhu, I am currently a student in Integrated Communication Management at the Hogeschool Utrecht. 

I would like to hear how you as music consumers and online community users see the future of this tool as a music platform. This study has targeted the marketing communication function of online communities for major and independent record labels. This study is focused on the function of music online communities such as MySpace Music, Facebook, Youtube and Last.Fm. You were selected because of your background and position as active online community members and music consumers. I would like to begin with your experiences and tap into those as well as your expectations. 

Based on this study, I will be able to get insights into consumer behavior which facilitates my task to write an advice for record labels on the future use of online communities in their marketing communication strategy. Please bear in mind that there are no right or wrong answers and just different points of view. Feel free to give your honest opinion and I am interested in negative as well as positive comments where negative comments are the most helpful. 

Before we begin, let me suggest some things that will make the discussion more productive. Please speak up, only one person should talk at a time. I will be recording the session because I do not want to miss any of your comments. Only first names and demographics will be mentioned in the later reports and you may be assured of confidentiality. 

During the session, I will ask questions and listen to you. I won’t be participating in the conversation, but I want you to feel free to talk with one another. I will be asking several introduction questions and 5 key questions. I would like to encourage every one to talk and let others talk during the discussion, as it is important for me to hear from each of you because you have different opinions. I have placed name cards to help in remembering names. To begin with, let’s try to get to know each other a little bit. Please tell us something about yourself not related to the subject that gives us an idea of who you are. 

Introduction: 

· On how many online communities are you active? 

· How often do you visit your online community?

· What specific applications/features do you use? 

· Which types of digital music activities do you engage in?

Key: Think back over what is important to you when listening and buying music. Make a list of the things that you look for when consuming music online. 

PROBE: Each participant as to how these can be found in online communities. 

Key: Now, jot down the most important means through which you discover music and artists. 

PROBE: Underlying meaning of each word and what drives the use of those means.

Key: Please list on your note pad the things that you would like to be able to do in online communities related to music and what it would take to make you revisit a site? 

PROBE: Underlying meaning of each word and how it relates to the overall mission. 

BREAK 

Transition: Is there anything you would like to add to the previous discussion? 

PROBE: Things we missed or need to be brought up again in the group. 

Key:  Suppose you visit an artists’ profile page or join a group and on the profile page you can get exclusive content, interact with the artist and buy music directly. 

· Would it enrich your experience? 

· Would it make you visit the website again?

· Would you recommend the music and artist to others?

· Would you be willing to pay for it? 
Key: We have looked at different elements of how online communities can be used as a music platform. Based on this discussion, how would you describe the future use of online communities and music?  

Summary of key points 

Final question: Is there anything we should have talked about but didn’t? 

It has been an interesting discussion and I would like to thank every one again for participating.  

14.2 Focus Group Transcripts

Focus group 1

Date: 11.05.2008 

Participants: 

1. Carola Rothe, female, 21 years old, student, German

2. Constantin Mueller, male 22 years old, student, German

3. Jorik Reimers, male, 22 years old, student, Dutch 

4. Thomas Groenhart, male, 23 years old, student, Dutch 

5. Kamel Chirazi, male, 24 years old, student, German-Saudi-Arabian

Introduction: 

· On how many online communities are you active? 

· How often do you visit your online community?

· What specific applications/features do you use? 

· Which types of digital music activities do you engage in?
T: I don’t use MySpace so often, Facebook and Hyves every other day. I use mostly the messaging application, listen to music, watch music videos on Myspace and check out new artists. I download a lot. 

C: I am active on 4: Myspace, Facebook, Studivz and Hyves. I actually never use Hyves and just look it up once a week, Im most active on Studivz because that’s where most of my friends form Germany are, and there are not many opportunities to listen to music. I like the Facebook picture feature, tagging, comment on them. I don’t really look at music but on Myspace I like to see that people put favorite songs on and listen to them, if I like it then I look at the songs and download it. I don’t download myself anymore, I am too afraid and stopped doing it, now I get it from friends. 

Co: I use 4 platforms, Studivz, obviously it doesn’t have much to offer in music, there is some sort of playbox but it is not linked. Facebook I just started, I think it is huge and I am checking it out now. I think Kami is pretty active, when I look at Kami’s page I think that there is a lot of stuff. I use Hyves sometimes but most often I use Youtube which is a combination of music and video. Also Pandorra but that is restricted in the US. 

Kami: There is actually something similar. It is called Seekpot and is basiclly the same thing, but works much better, it takes things from different sites, a combination of Youtube videos and other information and it is for free too. 

Co: Oh ok, that is interesting…I know about playlist function on Facebook which is also on Hyves. When I check out music I like to get deeper into it and Pandorra or Seekpot helps you to get connected with similar music. I download legally. 

K: I have a lot of international friends and I use Facebook every day. In the beginning I used to be enemy against communities, but when I started I got hooked…I use the wall and message applications mostly, I think it is very useful to keep in touch, more than msn chat because you can see what people are doing. I have never checked out Myspace, I don’t like Myspace, its just marketing, I don’t believe when Madonna adds me as buddy that we are friends, there is still no relation, I don’t fall for that…Also, I use Youtube a lot, they are the 1st one to have videos that’s why it is updated and fast which is important. I don’t download music a lot, if I do then I use bit torrent. I think for free is the idea behind the Internet…

J: I am a law student so I don’t know much about marketing. I signed up for a lot of, but I dissed them, I only use Facebook regularly, so almost daily, also use Hyves, last.fm a lot  to see recommendations. You get a system of neighbors to see tastes of others, that way you find new bands. When I download I use mostly bit torrent. I use the last.fm application on Facebook, it records tracks from iTunes, see what you listen to most, favorite track, get recommendations, it is a very good application and its great to find new bands. 

K: It is an application that you actually install, right?

J: Yes, install together with iTunes and upload on profile, can also put application on Face book. 

K: Cool, does it include charts?

J: I don’t know, I only do it for my own gain…I haven’t browsed it and I don’t really care 

Co: How do you gain from it, I mean what can you get?

J: You get a distinct profile, you can see what you really listen too, meet people with almost the same music taste, find similar artists, also have radio station but I never use that 

Key: Think back over what is important to you when listening and buying music. Make a list of the things that you look for when consuming music online.

T: I want to be able to listen to it first before I buy it 

J: Yea, but no 30 second previews, that is too short, just the whole song, I want to listen to it and I cant decide in 30 sec. 

T: Yes, that’s right. I like to see new releases by genre. Also I like recommendations if you listen to this u might like this like Amazon. It has to be really cheap or free, I download a whole bunch and if I really like it then I buy the CD. 

K: What do you consider as cheap? 

T: Cheaper than buying a CD

Others: Much cheaper…

CO: I haven’t purchased a CD in years, everything is on my laptop, I have the whole sound system on there, don’t even have a CD player.

T: You can also rip the CD and put music on the laptop. 

C: Yea, but its much faster and easier to download. 

T: The whole point of having a CD is sometimes the quality 

K: It’s the physical value that you get, if you download it has to be cheaper because you can’t resell it, there is  nothing of value. If you get a CD, you can sell it, keep it, collect, it has to be significant cheaper to download because there is no benefit. 

J: It’s a matter of self-expression, if you have a book or CD in a room, everyone can see it. 

C: Nowadays only people that really like the band but a CD, like the big fans…

K: If you compare it with the 90s, people used to buy a Bravo CD to have everything together, now we have the Internet. 

T: Also people used to go to the store and listen, but now we listen to it at home

K: I used to think the stores were so innovative but now I think it is just dirty those headphones

Co: I used to pay 16 German mark and these days it is 16 euros

Others: Yea, its so expensive….

T: One thing, also Myspace is basically a marketing platform for artists and new artists, that’s mostly how I check out new artists, stuff a lot people listen too, find different types of music 

C: I basically have the same, it should be for free, good quality. May be it should have a link to see the video instantly, because I also like to watch the video. Finding similar artists, rating from others, easy and fast to find and immediately listen to it. 

Co: If I search music, I mostly just type it in on Youtube, you get a big collections and also what others mentioned. What I also still use, I read a lot of books, like Bob Dylan is often described in books, this is how I still search for music. Further old fashioned music and read up on it. I rather search according to genres, independents, special music and other artists in this direction. I use Wikipedia to search…

J: I use Wiki for that purpose as well, to find old music, what festivals they play and other artists that played there, how its kind of linked, that way to get old stuff as well. 

Co: Oh yea, that’s good…Pandorra or seekpot serve this purpose really well, but can’t access it from outside the USA. 

K: Do you actually write something yourself on Wiki or give other people advice? 

J: Well, the only time I wrote something was when I looked up something on international law and saw a complete mistake, but normally I don’t bother 

CO: Do you do that Kami? 

K: Yea, actually I like fighting with other people on Youtube and leave comments even though you know its non-sense and no point, but still its interesting I do it a lot actually…

CO: But it is actually easy, Wiki is too formal 

K: For listening, quality should be good enough to listen to it, there are differences in quality. It has to be fast, don’t want to wait too long, sometimes Youtube is slow. I use Youtube because I need to watch video at the same time when listen to music, especially about new comers, see what their style is and you can do that well with videos.  For buying, like everybody it is free, but if you want to buy something, there are so many websites but I only trust the Apple iTunes store, I’m not used to buy things online, but even iTunes or any other online site related with payment I just don’t trust it… 

J: Hmm but may be this is the thing, record labels could give a trademark to say its safe, secured for music website

T: But its there, there are hack-safe, too many actually

K: I just don’t trust it….ebay is ok because it goes from my own bank account ok but not Paypal although I know its better…

J: What is important for me is whether it is a big label or not, for small and independent artists I will pay for it, actually I recently purchased Neil Andrews, also if they have big tours coming up, because I’m not gonna pay 15 Euros for an artist that makes millions on through tickets sales. The price, I wouldn’t pay 15 euros for 15 MP3s, but don’t know how they can keep it lower.  There are too many rights right now, that’s also the big problem for labels. 

K: I think the direction is that everything will be for free…

J: Too many rights and it raises the price for consumers, that’s stupid…

CO: I’m not sure if they still do it, but it used to be that you could only copy two songs and after they would block it

T: But you can rip it….

J: Yea, DRM, the industry is way behind what others can do

Key: Now, jot down the means through which you discover music and artists. 

T: I think still friends, mostly word of mouth, a lot of friends like same kind of music, they listen to everything, but just that’s how we recommend stuff to each other and that’s how they find music, give recommendations.

C: Definitely also friends, when I’m at someone’s house, listen to music and then ask: Well that’s nice… 

T: I always say, hey listen to this and then say you should download it to or copy it

C: We used to play this game, when you are at a party, we were sitting next to the laptop, everyone tells a favorite songs then search for it on Youtube, this way you find new music 

Moderator: Don’t forget about radio, TV…

C: Yea some, may be TV and radio is in the back of your head but most important are friends…

CO: For me it started with friends...but then I got satisfied and knew them pretty. Afterwards I read a lot of books and long time that was my way to find new music.

Kami: Finding new music through books? 

CO: Yea, rather old music, lets say new old music 

Others: Ah ok…

K: Just like everybody else word-of-mouth, but also computer to computer, when you get a link, its really fast, you get it from Facebook or chat and they are recommendations from friends and you straight away have the song, I do it with links. But I also think that TV is still relevant.

T: But not as much as it used to be, it was the main thing… 

Others: agree

C: Oh I have something when you said TV, sometimes they have these shows on MTV The Hills, they include a lot of new songs, popular rock bands, people look on internet for these bands and music, soundtracks, 

T: That also goes for movies, sometimes when I watch movies you notice a song and the hey…

J: Yea, actually I dig a lot of music from scrubs, it’s a TV series, they have really good music and sometimes I google it 

K: There are a lot of artists they don’t even have a homepage and you only find them through Youtube

CO: Actually I watched the Motor Cycle Diary yesterday and I downloaded the music

J: I just use last.fm, Im that type of guy that uses these links, I just find a lot of similar artists, listen through it, see what is good and then forward to other people

Moderator: To your circle of friends? 

J: Yea, also people come to my place and see new things and asks what’s this and that, this is how music gets spread  

Key: Please list on your note pad the things that you would like to be able to do in online communities related to music and what it would take to make you revisit a site?

Others: Difficult questions….

J: You have the Become a Fan thing on Facebook…that one works pretty well

CO: what can you do with it, you said special artist…but what can you do there?

K: Yea I also don’t know…

J:  An artists has a page mostly run by management, you instantly get the updates and feeds when they put new things on, that works pretty well.

K: That’s actually what they should do on Youtube, if it would be possible…

J: But they need to create a channel 

K: But you could subscribe to a channel or person, whenever he brings something new I like to be reminded…

J: Yea, that’s a way to do it. Actually the best way is what Barrack Obama does it, he has the most brilliant Youtube and also Facebook page, it is completely interlinked, he has messages sending to people in which town he is going to be, on Youtube there is every every bit an piece he is in, all speech, you get a whole overview and manage to reach a lot of young people. 

Co: The whole online marketing, all these websites, gadgets you can check everything….

J: It is actually a good example for the music industry, see what politicians do…

Co: If you look at Youtube and click on most viewed ever, Rihanna in the top 20 she got like 10 songs that means 700 million people watch, that is so much… 

T: This is a hard one, I like to see new singles coming out but I like to listen them before they come out on TV, like Myspace may be Youtube, they post new music there and you can already give feedback. Also to see a list of upcoming albums so I know when I can download it.  

Moderator: Do you think that’s something that could be improved or is it pretty much developed? 

T: I think album releases, there are some websites but not the online communities don’t have a list of upcoming releases, now I just type it in Google and search based on genres

J: You can use Amazon for that

T: I do that a lot to see what tracks and albums an artist has 

C: I’m not sure if I got the question right, but I like to see song lists of others, you can see on Myspace and I also like to immediately listen by clicking but already works pretty well on Myspace, I also like to be able to tag people on songs or videos 

K: On Facebook you can already tag people on videos…

C: Oh yeah? That’s good, that’s funny…

Co: Actually I get a lot of pages who all bring together a lot of information about a band but it is not really centralized, you have to search on Amazon when the next release is, then you can find on Wikipedia the history of this band, on different page how they see or perceive themselves, what they want to express, that’s nice to read there are so many bands and different music, I like to have it in one big place and nice to read about it. 

Moderator: So, for example, if you could type in your favorite band on Facebook and read an see everything about it…

J: Actually on Facebook there is a discography…and then you can just see the whole discography on a page.  

K: I think there is a lot of room for improvement, internet is not static, that’s good, on Youtube could improve to have more links to actual homepages, don’t offer that on Youtube, Facebook if they improve, too many applications, loose overview, don’t focused, just ignore, may something u want to have but still there is nothing

J: I have 21 open requests,..

C: I have 61….

Others: amazed and agree 

K: Wouldn’t filter though because might be something I am interested in…

Moderator: Do you browse for applications? 

J: Actually once, when he saw it on someone else’s profile and thought I wanted to have it as well, but I really don’t like it when people forward them to me, I like the Facebook layout but it takes effort to update it by artist or managers. I think it should be like a semi-wiki and involve users like last.fm. if you make some sort of wiki then it is less work for managers to write a whole story. Because for example, for dave matthews band, he is now in the studio and every week he puts a new video from what they did in the studio and you kind of already hear new songs and that’s pretty interesting and that already helps to create buzz about the coming album. 

Co: It is about the whole development, when you see the development behind the song until the finished product… 

J: You can’t buy a DVD after, I’m not gonna buy a DVD to see it afterwards but I actually like seeing it. That’s so weird because when you put it on a DVD you don’t really care but if you see it when the album is still in progress you want to see it, not after. Like concert video, you don’t want to see it after. 

CO: It is like buying a collection form 1980…

J: most important thing is that it is closed knit, so artists need to be close together, I actually like to have a search engine on a page, I don’t want to type in different websites because I am way too lazy for that, just click my way through and browse a bit. 

BREAK

Transition: Is there anything you would like to add to the previous discussion? 

J: That’s the problem with Sony. They are too focused on making money but not thinking about the idea behind music which then brings in the money. If you go back to the basic thing which is people sharing some things then they will spend money on it. Now they see consumers as milking cows and get as much money as possible out of it which is of course important but that made them loose money in the end. 

K: Record labels have short term objectives…

Key: Suppose you visit an artists’ profile page or join a group and on the profile page you can get exclusive content, interact with the artist and buy music directly.
J: Laughing…

CO: Actually what you then get is not a product, it is information. And information on the Internet should be for free. What you pay for songs that’s already too little and then actually pay for content…

C: I don’t get the chat with the artist, then you always think you chat with a secretary or something…

Moderator: I know you guys would not believe in chats with artists, but there are a lot of young people that would fall for it…

K: Yes, I agree, definitely. 

C: Well, they could do a live chat with a webcam… that would be cool. 

J: You want to know what I think about music. I think they are really fake. They produce what I want to hear. I just want to do what I want and if I don’t like it then whatever…

CO: its not art anymore went her people tell what you to do…

K: Coming back to the effect, I remember when MySpace came out in Abu Dhabi, I knew this guy who is our age and you won’t believe how excited he was when Madonna accepted him and he really believed that it was Madonna herself, he was really into it. But I think by now he realizes. 

J: Then it would be like Wiki music, in the end the majority decides on what the songs look like, I don’t think this should be the case, then you would have one type of music. 

Others: Agree…

T: Some artists already do that, they make songs that people want to hear. 

K: Yes, that is true. Artists even have to find out what people like, they are interested in then they derive the song from it, at least the topic or direction.  

J: I really hate that. I think it is wrong. 

K: Yeah. Especially Hip Hop, big scene. They find out what people’s fears are and then make a song out of it. 

T: There are always artists that make what people want to hear and other that make what they like. So that is not really the problem. 

J: The basic example are indi bands that got big, they never signed with a label and got a gig with 120000 people. That shows you can have the power ad that if you do your own thing and make music you want to hear it. The never chose for the money…and I actually bough it. 

Moderator: Do you really think about if there is a record label behind?

J: I see it from a different perspective, it is completely unreasonable, they have 125 years of rights on music, books have 20 or 15 years, it just doesn’t make sense and they only want to make more money with it and that actually makes me hate them. 

Moderator: Do you agree? 

K: We want everything for free and they want to make money, and that doesn’t fit somehow. 

J: You see a shift in consumers. If you look at Apple, people are willing to pay…

Moderator: So do you think record labels need to offer more value to music consumers and not just a simple product in form of a CD? 

K: I think they should make it more personal

T: But how then? 

K: Like the chat thing, with…

T: But the big artists won’t do that. 

K: Yes, that is why I think it is especially useful for newcomers. 

Moderator: I used to work at Opendisc where we offered subscribers exclusive content on a monthly basis. They received unreleased tracks, interviews etc. Is that something you would be interested in?

K: That’s just artificially making it underground. 

T: It doesn’t really work, it always gets out and you can download it 

Moderator: You wouldn’t feel privileged?

J: No, they want to make you feel privileged, but that only lasts for an hour and then it becomes mainstream. I am not willing to pay for that. 

Key: We have looked at different elements of how online communities can be used as a music platform. Based on this discussion, how would you describe the future use of online communities and music?

K: I think free sites where you have a songs all for free. That’s the direction it will go, making most money out of advertising. 

C: If you look back in history, I believe online communities were not known at all, people had a different thinking, people didn’t want to show who they were, what they earn, show pictures etc. 

K: It is like a life blog. 

C: Yes, look this is who I am. 10 years ago no one would do that. There is a possibility that it will turn around. It is actually dangerous; your boss can see what you are doing. I think in 10 years people will close up more because of bad experiences and more marketing, advertising. 

K:  And personalized advertising…

C: Yes, that is what they do on Studivz. You had to sign something you get personalized advertising. It so annoying, after a while people will close up

J: You are going to have closed-off friends networks. Open for friends, I fenced off completely my Hyves profile because I know lawyers check it sometimes. So what you will have are closed off friends networks, but what you can have is people expressing themselves, it used to be like your records on the shelf, like when you had a birthday party people would go through it and see what you listen to and that’s what you can have on the profiles and I think that is the main function of those pages to serve as a record collection to see what people are listening to. 

K: No advertising …

C: Definitely a big turn off…all those companies have to think about something new, what is not annoying, just like a good service, easy, simple, fast service, that’s what people want!  

J: To make it hip to check their website. Just make it basic. 

C: Yea, just make it basic. 

K: Yeah Apple is a good example. It is simple but has such a huge community, blogging for it etc. 

Moderator: Do you read artists’ blogs? 

All: no 

T: Some blogs that focus on 1 type of music, that updates new releases, sometimes I read that. May be once a month. 

CO: I want to listen to the music, what they express, that’s it I don’t want to know about these people. 

J: Yea, I don’t really care about what they did the other day. 

K: Especially they hire people and promote something. Can’t trust it anymore. 

J: It is a smart marketing tool for some people, but I really don’t care but apparently it works other wise wont send so many messages to Obama…

C: People don’t want to spend time, it has to be fast, 

J: I’m getting really tired of blogs…

K: Me too, all they do is to annoy you. 

C: Actually I am annoyed that you need to have so many communities because you have friends all over the world. I think there should be one and put it all together. Other agree…
Focus group 2

Date: 18.05.2008 

Participants: 

6. Kornelia Szul, female, 25 years old, student, Polish

7. Artur Skilo, male, 27 years old, working in IT, Polish
8. Błażej Jamróz, male, 26 years old, working in IT, Polish

9. Alicia d’Arsie, female, 26 years old, student, Dutch-Aruba 

10. Beatrijs de Jong, female, 23 years old, student, Dutch

Introduction: 

· On how many online communities are you active? 

· How often do you visit your online community?

· What specific applications/features do you use? 

· Which types of digital music activities do you engage in?
B: I am active on 2 online communities, Hyves and Facebook, I visit the sites every day so I am quite active. The applications I use most are the interaction with other people, so chatting and writing things on each other’s walls, photos. I download a lot of music from Limewire.

A: From the top of my head I can recall about 6 online communities but I have a few more and mostly I use Facebook, Hyves, Hi5, Tickle, Zebo and Webshot. I log in to Facebook once a day and Hi5 and Hyves when I get a message. Tickle you can also do personality tests and music. I really like those. Zebo is more a specific online community for special interests and Webshots for traveling. On Hi5 you can have a featured artist application where you get to hear new artists coming out and their hits and you hear them when you open your page but you cant really turn it off but its always nice to hear. You choose a genre and you can buy the album immediately. I don’t buy though, I just go there to listen to something new. I download and I tried iTunes for a while so I actually paid for my songs and 99cents its really nice but I cant really record it on CDs and just put it on my MP3. I can’t even share them because they are protected so I stopped doing that. 

Bo: I use 3 online communities, Facebook, Nasza-Klasa and Jamendo its kind of a community for people who like music because I’m really into music. Facebook every day, Jamendo each time I have time to listen to music, it’s a community when new artists post their songs on so you can just go and browse a bit and find new music. Im really into finding new music. I have some specific music taste but I’m interested in getting into all kinds of music. On Facebook I use photos and I have iLike and some applications where you can post music on your profile. I download a lot using torrents but before I download I try to find some things on YouTube and Jamendo and some other sites to find cool music.  It’s a really good source to find something new. 

A: I use Facebook and Nasza-Klasa. I used to use more but now just Facebook. I use it every day probably, I use the Selling Friends application. I use YouTube for music and torrent to download. I like to listen to all depending on the mood. 

K: Online communities I use Facebook every day, Nasza-Klasa from time to time and Linkedin but Im not really active on that and on Hyves. On Facebook I don’t use many applications now and regarding music may be sometimes when I need something, once in 2 months also with Torrent. When I want to listen to something it’s definitely YouTube. That’s the most popular website to find music. 

Key: Think back over what is important to you when listening and buying music. Make a list of the things that you look for when consuming music online.

For me the most important thing is that it is free to download and easy to use. May be that you can find information on the site about an artist, also get information on similar music that you might like. Im also a member of this website called Pandora, you can listen to music online and if you put songs on your favorite list and then you get recommendations for other songs you might like and they actually play it. I need a free service, I have used iTunes because it is so much hassle with the credit card. 

Moderator: So would you be willing to pay for it if the payment system is easy? 

B: I don’t think I would be willing to pay for music online. 

A: Ok, I have a top 3, free or lower cost and effort then buying in a store. It takes me at least 20min to get to a store. Also, new or from favorite artist so if CDs come out from my favorite artist comes out I just buy it wherever and as fast as I can get so when I want it right then. 

B: That’s the same for me, so when my favorite artist has an album out then I buy the album and I want it straight away. But for anything else I wouldn’t pay for it. 

A: You know the mainstream payment method Paypal, it’s very important for me. If they don’t have Paypal then it’s done, next website. 

B: Trust is also an issue. There are dodgy sites where you don’t know what is what and then I would never spend my money there. But if it is like a very trustworthy site, facebook, then I would trust that site. 

A: That’s the point, I really look at trust. For me, Paypal is secure. I just love that about it. If that possibility isn’t there then I don’t buy music online or anything. 

Bo: So for me the most important thing is first quality, that’s the main thing and no DRM. I want to put it to my iPod, burn on CD, computer etc. and take it everywhere I want and not just one place. And of course price is important because if I can buy the same album in the store then I prefer to buy it on CD. Also the community of users of music is important for me because I can see discussion board of an artists and see what other people think and also find new kinds of music that I would never find just by myself but only through cooperation and communication with others. 

Moderator: Do you also give recommendations to other people? 

Bo: Yes, I do, exactly like what helps me to find something new and things I might like.  And also it would be nice if the website of the artist can play a demo. So if you find someone you can listen to one or two songs before making a decision to download a whole album. 

A: For me it has to be free, I mean I don’t mind paying but at least you should be able to try it out before buying it, secure method, quality and a website should have a big source of music so not just a couple of songs and I you want something else then you have to go to another website. Easy to use of course and no protection like DRM. The community is also important and it is nice to share. 

Moderator: Do you all agree? 

B: But for me its like I literally listen to all kinds of music, from classical to pop music. So the community doesn’t really matter for me, because I’m not restricted to only rock music, if you would be only interested in one type of music then the community with people to share music and ideas then that would be interesting. But for me that doesn’t really matter. 

Bo: But the community helps you to find something new if you listen to everything then there might be still some things that you may not find by yourself. That is how a community can help you. 

B: Yes, ok, but if you have to become a member of the community then that would be threshold. 

K: Yea, almost everything has been said already. Of course for free, because I’m not that into music, I don’t have a favorite artist so I don’t go straight to a store to buy CDs. Most of the times I check out music on the website of a radio station and try to look at the Top 40 or 100 are or listening to the radio and listening to what I like or don’t like. I really don’t download much music. 

A: There is a good website piratebay to download the Top 40 every week. You can just type in Top 40 and you just get the whole Top 40 in one click. 

K: Yes, that you can do but after you downloaded it half of it you don’t want because I don’t like it. I think it is important to have all kinds of music in one place so you don’t have to search all over. 

B: Yes, that would also be important for me to get the music easily. 

K: May be also sometimes it would be nice if there is an album of an artist is listed and that each song is listed and the back catalogue. Sometimes you look for a song and you just can’t find it. 

Key: Now, jot down the means through which you discover music and artists. 

B: As I said I use Pandora a lot to find similar music and also TV. 

A: I definitely use the communities like Tickle. 

Bo: I use Last.fm and Youtube. 

K: Radio station websites and charts, also Youtube is how I find new music. 

Key: Please list on your note pad the things that you would like to be able to do in online communities related to music and what it would take to make you revisit a site?

K: Well, to me it is basically the same. Just to get all types of music that’s all I want.  I am not really into music so I don’t look for information. 

Bo: I think music communities should be more aimed at the profile of users. For example, Facebook should have more applications for music, profile based on your favorite music and questions about your favorite music. 

Moderator: Do you use Last.fm?  

Bo: These kind of communities should be personalized on music. 

B: I actually once tried to add some music on my Hyves but I didn’t understand how it worked so I though never mind. Easy to use is really important. 

Moderator: Would you also like that the system gives you music based on your preference? 

Bo: Yes, that would be good. 

B: That would be quite difficult. That is sort of what Pandora uses, based on previous music you listened to you get new music that you might like. That would be interesting. That is how I find out about songs that are not in the charts. I find via YouTube and clips, even if it is not a music video, you see something else but they have music behind it and then if you like it you can go look it up. So that’s how you find music that you normally wouldn’t listen to. That’s really interesting. 

Bo: For example on MySpace not only users but also artists have their account and some new coming artists as well and you can add some one you like as your friend. But I don’t use MySpace. 

B: That’s how Lilly Allen got famous…

Bo: Yea, and because one of your friends might click on this person and listen to the music and it spreads quicker. 

Moderator: Why don’t you use MySpace Music? 

Bo: I just go to MySpace to listen to music but I don’t have an account. 

A: Can you listen to the whole song and everything they put on there? 

Bo: Yes. 

A: Tim has a MySpace page and he puts all his music there and a link. He sends out his music through online communities and also MSN. He just mass mails everyone, like I got a new song out and check out my MySpace page, there you can also see other artists. 

Moderator: If you receive an email, do you actually go to his page and check it out? 

A: I actually check it out, same thing one of my favorite bands is the Counting Crows and when they send me a newsletter or just like a message and ask me to check out something then I do it because I think they are opinion leaders and the thing about communities is that I have a lot of friends and I want to know what they listen to so if 14 of my friends listen to Limp Bizkit then I want to check out what they are about. Or see how many of your friends like Counting Crows, that’s cool and then discuss may be what they thought about the last CD or this song, that will be nicer to discuss music that I already purchased. But about upcoming things like concerts, I want to know all about that, I don’t want to go to the post office to find out when the next concerts are. I want it delivered to me. 

B: So like hey Counting Crows are coming and you listen to that kind of music and there is a concert coming up. 

Bo: It’s already on iLike on Facebook. You can select an artist as your favorite and it informs you about upcoming stuff. 

A: Also in your region and personalized like Holland or Belgium? 

Bo: I don’t think it is personalized yet and says that an artist is on tour. 

A: I also want to be able to immediately buy the ticket like yeah click. Or if someone has like a 1000 friends, I want to know what kind of music they listen to and see if its actually cool or not. 

Bo: I discovered lots of new bands through communities, when I listen to radio or MTV, TMF, you are just inside a room where people tell you what you should listen to, but if you do it yourself by using communities, you can find music that you never thought it would be interesting for you. Alternative music of really good artists that never had a chance to be well-known. I think it is only possible because of the internet because it is for free and easy. 

Moderator: Do you care if there is a record label behind an artist? 
Bo: I don’t care about this, I just care about the music. 

A: For example, if it is Sony and they have a new upcoming artist and 24/7 they mention it on the radio and push it, it is difficult for an independent artist to get by and in between. It is not the era of the DJ anymore and that the record label decide because they pay them and tell them to play a song 20 times whereas the independent artist are about the music. 

K: If you can put much more stuff on the internet, then radio go down and people don’t listen to it anymore. It is all about the internet and people do what they want. They have access to more information. 

Moderator: Do you still see any value of record labels? 

K: I don’t buy any CDs anymore, so no. 

A: I actually go to Belgium to buy a CD…I make the effort because there is nice trip and I buy many CDs in one time.  

B: And as you say, the internet is the future and record labels are of course needed for artist promotion and make money. 

Bo: Independent labels cannot make any big concerts…

B: You can see that CD sales are decreasing all the time and for me I buy may be one CD per year and that is from my favorite artist. The rest I only download and listen to it. I actually did find this artist via YouTube and I never heard of him, but I liked his music so much that I went to the store and also downloaded it. 

Moderator: What is the value of a CD for you? 

B: I don’t know, just to have it and authentic. I don’t know how to put music on CDs…if I want to listen to music in my room I have to put it on a CD. I just want to have it, its authentic. I even bought it for my parents as well. 

Key: Suppose you visit an artists’ profile page or join a group and on the profile page you can get exclusive content, interact with the artist and buy music directly. 

K: If it is an artist that I really like, then definitely. 

B: For me it is most about the music. I would love to talk to an artist but it is not like a pro that would make me want to go back to a site and chat to the artist. But information about what he made or what he is making right now that would be interesting and I would come back. 

Bo: If it is a profile where I can find more things or things that I cant find anywhere else, like some footages from concerts I would really like to sign to this artist and come back to his profile. 

B: You feel really connected to the artist. 

A: For a while I had a certain artist I like and I finally saw them and I was surprised it was a woman or a guy. I was so amazed, I would like picture definitely. 

Others: Yes (agree) 

A: Not only pictures of themselves but also live in concerts or mini-videos. Stuff like that…

Others: Agree

Moderator: In future you might be able to watch live streaming of a band and log in to your community and see your artist on stage…

B: Yea, that would be cool…

Moderator: Do you actually read blogs of the artist? 

B: If I ever read a blog most of the time I don’t think that it is the artist who wrote that. 

Bo: Yes, it is usually like that with record labels. If it is an indie artist you think it is actually written by this person. 

Key: We have looked at different elements of how online communities can be used as a music platform. Based on this discussion, how would you describe the future use of online communities and music?

B: I think even in this little focus group you can notice the difference between Kornelia and me, we don’t buy CDs, we download stuff but not regularly. I like to listen to music but I would not really make such an effort. If things were really easy to use then I would be willing to go to sites and check out music. 

K: I think it is like what Blazej said about the profile of the listener. If you can specify on an online community the music that you exactly like then you get into contact with the people that listen to the same kind of music and recommend the music you want. I think that would be interesting. For example if Im not interested in heavy metal music I don’t care about so may be even online communities based on the music genre…so you just go there. 

Bo: I don’t think there should be closed genres of music, because for me even if I like to listen to rock most I still like to listen to other kinds of music. 

A: It should be linked…

K: But that’s the point, you have people that listen to all kinds of music and then it is nice to have all kinds of music. But you people that only listen to one type. 

Bo: I think that is the strengths of online communities because it makes itself more interactive so the site is not created by somebody from above but by its users. People who listen to music and look for music that is the biggest advantage of music communities in the future compared to radio stations. 

A: Radio stations dictate what you listen to and its like the Box where you can sms and watch your video, that but then on the internet, that would be fun, not that you have to search on YouTube because Im trying to avoid YouTube because Im trying to avoid it, so collective use…

K: Now people try to avoid experts telling them what is hot or people wit authority but people on the same level, like choosing and becoming friends and I will listen to her. 

A: It is about the information you need. 

K: Yes, you trust them more. 

B: The whole fun part of music and online communities is that you can find out about music you wouldn’t find out otherwise. Like the Top 40, those are only artists of big record labels and saying what is new and hot. 

A: Like a band that does a cover and you want to find out the name and download the original, the copy, the cover…

Bo: I would also like to create my own content and put it online. I like to base my profile on the music I listen to and communities giving me information on my music behavior, like in the past 2 weeks you listened to this and that and you should add it. You don’t remember everything, sometimes you browse through so many artists and you listen to many songs and sometimes you just forget about it. 

A: Exactly, to keep a record like you have been here. Like you go somewhere and you end up somewhere completely different. 

Others: Agree…

14.3 Interview Schedule and Questions

Hello, my name is Hao Zhu and I am a 4th year student in Integrated Communication Management at the University of Applied Sciences Utrecht. I am here as part of the research for my bachelor thesis that is looking at how record labels can connect with music consumers via online communities. 

I have selected you because I believe that you are an influential and knowledgeable expert in this topic. Let me assure you that your name will not be used in the final report without your permission. I will be asking 8 questions and I am particularly interested in your experience and perception of the trends of online communities and how you think this is developing as a music platform. I will be happy to send you a copy of this study. 

1. Where do you work and could you describe your job/background? 
2. To begin with, if you represent a label: How do indies and major labels view online communities as a music discovery and marketing channel? 

3. In your opinion, what are the most important online communities for music marketing and why? 
4. The music consumer is changing in the digital age. What are the most challenging factors regarding music consumption in the digital era? 

5. I would like to know your vision of music marketing and online communities in 20 years time. Can online communities become a major driver for music take up and if so, what will be the key factor(s)?

6. Which technological trends and tools could be most interesting for music marketing? 

7. What are the most crucial criteria for content that record labels should offer in order to engage of music consumers? 

8. At last, where do you see possible drawbacks of online communities as a music marketing channel? 
That was my last question. Thank you so much for taking the time and participating in this study. You have given me valuable insights into the topic. 
Do you give me the permission to mention your name in the report? Yes / No

Do you wish to receive a copy of the results? Yes / No 

14.4 Interview Transcripts 

Name: Sonja Loth 

Company: Hoera, Amsterdam, the Netherlands 

Position: Managing Director 

Industry: Community marketing / advertising agency 

Questions 1: Where do you work and could you describe your job/background? 

I’m the director of Hoera, Hoera is an advertising agency 2.0 we work close together with our client to activate their brands within social networks offline and online. I have been doing this for about a year and my background was with MSN Microsoft, that is where my affinity with social networks started, MSN messenger and the whole viral campaign around Hotmail which was the first viral campaign ever. If you like this, send it to your friends and they might like it too. So sending a link with an e-mail and this is how Hotmail gained about 200 million users. I worked there for 6 years within different areas. First as an agency sales representative, sales manager and business development manager where I worked for X-box and Media Center as well. Well, I started in online with Alta Vista and in the beginning of the online industry there was a feeling that we could change the world. In a way we did and now I have the feeling that this is starting all over again with social media but not that we can change the world but our customers. For instance, within social networks, customers have the power for the first time ever. 

Questions 2: To begin with, if you represent a label: How do indies and major labels view online communities as a music discovery and marketing channel? 
Well, it is even more important for record companies than for other companies because they sell entertainment and they sell images. Communities are nothing else than online identities and comparing yourself with identities of the other person and choosing whom you want to belong to whom not. For a band or an artist, a record label is nothing more than a distributor, is most important to know who you want to connect to and being able to connect to those people. So I think it is of the utmost importance. There are different grades of how important music is for you. Some people don’t want to discover music, they want to be told what is hot or not. Some people just want convenience and some just don’t want music. But there is a whole different group, the sub-niches, not on MySpace and all the other big social networks that are indeed most interesting. The way people who love to be the first to discover a band. But it is a different group and you have to market them differently. You can’t say there are so many music lovers in this community so it’s important for me, what kind of music lovers are they. The band of the artist that I am talking about, is it mainstream or not? Is this an interesting channel or am I plugging a mainstream artist in a sub-niche community, then it is not going to work. It can even backfire…What do record labels got to offer? They are just sort of re-sellers. You can see it happening when an artist can connect to the audience without a record label. They find new unique selling points. It is easy to have all the power in within a community, but first find out for yourself if you are there for the artist or the community. Are they serving the community, it a different business than serving the artist and I don’t think they have made a choice yet. Because they had the power and they can have the power. You have an audience and a whole audience wanting to connect with the audience and the music that you like says something about you which is very interesting for all the other brands who have difficulties connecting with the audience. 

Questions 3: In your opinion, what are the most important online communities for music marketing and why? 
I think there is no best community, first question is if it is mainstream or niche, a new band that needs to be discovered or Madonna, U2? If it is mainstream you need to have massive audience so then it is logical to have MySpace and the other big social network brands. MySpace and Facebook are becoming more and more mainstream, so the real music lovers are going away from MySpace because they want to be n a niche. Facebook is more difficult because it has more internal problems. Plugging something into a Facebook community can backfire harder than on MySpace. I think social networks and communities are different, you can have a community around your own business and certain type of music could belong there and then you have a new community. People need to look further. If you are able to offer extras and surprise your audience via YouTube, for instance, then you are really doing something for the audience. 
Questions 4: The music consumer is changing in the digital age and the buzz is about creating lasting relationships with consumers. What are the most challenging factors regarding music consumption in the digital era?  
It is not only about revenue, it is about numbers. How do you measure the success if it is not through traditional sales? How do you know for sure that a new band or artists is hot and within which community and how to plug it. Who is a rising artist that you would like to have, that would you like to offer as a record label. You have to be out there. People don’t come to you anymore. Be out there in the communities with the artist, within the clubs, because it is not as visible as before anymore, just a few stars. Engagement and connection with the consumer are important.  

Questions 5: I would like to know your vision of music marketing and online communities in 20 years time. Can online communities become a major driver for music take up and if so, what will be the key factor(s)?

I think we won’t be talking about online communities in 20 years. We will be talking about communities, it is very typical for now that we have 2 worlds, the online and offline, for instance, for my kids, they are 8 and 10, they don’t understand the difference between the online and offline world. It then being beneath the internet. They grew up with the internet, and for them it is really different. Your mobile device is just starting to play MP3s, so I think in 20 years there will be much more global communities as it was 20 years ago. This is an accelerator of all the trends that we see, the rising of the amateur becoming the professional. We will value of the professional more in 20 years time, same with music, therefore record labels will be able to show what their USPs are and gain trust again. 

Questions 6: Which technological trends and tools could be most interesting for music marketing? 

Gadgets are a device that is already available on you mobile, laptop, MAC, PC, Windows Vista to put content on another site. I think in 20 years we don’t need any tricks like this anymore. You just have your own environment and what you would like to be and upload and download anywhere that you want. I don’t know what will accelerate, most important thing is really good broadband, broadband will make it much cooler gadgets, cooler mobile phones and solutions. Music for me is something I would love most on my mobile. At home music is just in the background, but when I am alone I really look for music or take it to a party. But now I almost have no options, I have to choose at home how my state of mind is when I am on the road. So I need something that makes it easier for me to connect with the music that I like or surprise me anywhere I am. Broadband, mobile and wireless connections will become important so people have a choice. What will be your state of mind? Will I need mainstream music or more niche to impress my friends? I don’t know yet…
Questions 7: What are the most crucial criteria for content that record labels should offer in order to engage of music consumers? 

I think this is the most important question. What do they actually have to offer? Do they have the artist to offer? That might be possible if it is an artist that can’t offer content himself. Or do they need to offer entertainment that includes movies. I think it is very logical that for the movie industry and record labels to join. They have got exactly the same problems. As a whole they have much more to offer and be big enough like 20 years ago to really offer something to the community. The other question, what can communities offer them? I haven’t got the answer because I’m thinking about that myself and we don’t know yet. What is a record label? I’m not sure anymore… 

Questions 8: At last, where do you see possible drawbacks of online communities as a music marketing channel? 

Of course a community is as strong as the weakest link but also a community is an equation 1+1=3. The power becomes bigger as the community grows, that could also mean when one person dislikes an artist or band or label, then it goes fast but this is the new world. If you do traditional marketing then there is still a community talking about your marketing. You can test and poll, I think the disadvantages are a bit stronger if you do real marketing within social networks and communities. But the same applies even if you do traditional marketing. So just do social networks and communities…

Do you give me the permission to mention your name in the report? Yes

Do you wish to receive a copy of the results? Yes 

Name: Karlijn van den Berg

Company: Draftfcb Worldwide, Amsterdam, the Netherlands 

Position: Online strategic planner 

Industry: Advertising / Brand Activation agency 

Questions 1: Where do you work and could you describe your job/background? 

I work Draftfcb Amsterdam since April 2007 and I am an online planner, so I’m part of the strategy team and advise clients on their online strategy. 

Interviewer: Do you also work on the communities? 

For the clients that we have at the moment we do some things on Hyves, the largest Dutch community, but it is mainly advertising and it is doesn’t use the network as much as it should.  But at my recent job at Tribal DDB we did a lot of things on Hyves, I built a profile on Hyves for Central Beheer Achmea. We built a non-existing figure who was part of the Hyves community and in the end he had 36000 friends but he was just an action figure. I did some more viral things using the gadgets on Hyves, so I know how it works. I think at Draftfcb we don’t have big projects at the moment, we did some things on Stivoro but that was just pimping the profile, it was not that big. 

Questions 2: To begin with, if you represent a label: How do indies and major labels view online communities as a music discovery and marketing channel? 

I hope when I work at a record label I know the ins and outs of social media because that’s the place where it happens, for instance Sella and, you see that small bands are growing. It is getting big and it is also a way of exploring what people want. Social networks are a big information overload of what people think and what people like, small niches, people who like weird music or for example there might be only 5 bands that have a certain kind of music. It is not only to reach people but also investigate what people want. So first you can see what do people like, whether there are new upcoming trends, it starts with a niche but sometimes it goes the other way, you can locate small bands that can be really big. If you explore what people want what the trends are on social networks you can do your strategy based on that. I think it starts with exploring, and after you can also use it to make bands big but for record labels it starts with exploring, if you are not using social networks, a lot are more traditional media users. So start with exploring and after that you know what people do. That’s how I know how Hyves works because I do that a lot, not always but I use it and try and afterwards you can see what people want. 

Questions 3: In your opinion, what are the most important online communities for music marketing and why? 

I think MySpace is the biggest but also Last.fm or like I said Sellaband. MySpace, then Facebook internationally, also Netlog is getting bigger. But there are all kinds of social networks but for music it is definitely MySpace. 

Interviewer: What do you think makes MySpace so big? 

I read an interesting thing on the difference between MySpace and Facebook, Facebook is more higher educated, on MySpac e youcan design your own page and it is lower education. It depends on where it starts, Facebook started with students, same thing like Hyves. But MySpace started with music. It depends on what the people who built in the first place wanted and what they were looking for. 

Questions 4: In your opinion, what are the most important online communities for music marketing and why?

I don’t think people change in what they want, people don’t change that much, it is easier and they inspire each other more. Normally you can do it at school, people wore t-shirts of bands and that is a way to explore yourself and express what kind of music you listen to and then inspire each other. Music is a way to say who you are and websites like last.fm, people have their music on last.fm only to say hey I’m cool and or I have new music. My boyfriend has 20000 MP3s so in a way that’s like a status. He knows a lot about music and he inspires other people by saying do you know this and that. He is the first one who also has new music. People using last.fm have music on their profile which is like a status. I think a lot of people don’t use it to see what other people are but to show on their profile who they are and how cool they are. Yesterday some one asked about my Last.fm profile, I have one but I don’t use it and sometimes I use it just to make a playlist, but I use now another website which is easier and I though I have this and that on my profile so that really shows what kind of music I listen to but I don’t want people to think that I only listen to this kind of music. It’s funny how you want to show who you are. The whole thing about social networks, it’s not eating from each other’s plates but to say I’m an interesting person, it’s only show off. The thing is why do people upload videos on Youtube? To seek fame and show themselves to the world and the same goes for music. Inspiring each other is the second point or getting inspired by other people, so people who like this music might also like this music. It is important for record labels to get good tags from their music, so what kind of music is it? Does it compare to this or is it similar to other big bands? Tagging is really important or let people tag their music, is it for example indie or pop. 

Questions 5: The music consumer is changing in the digital age and the buzz is about creating lasting relationships with consumers. What are the most challenging factors regarding music consumption in the digital era? 

I think record labels will not be same anymore, like Sellaband where bands don’t need record labels to grow and I think you have more managers or people helping you to find target audience and like marketing rather than record labels discovering new bands. I think the audience discovers new bands. I don’t think social networks will be the only driver for music, social networks in 20 years will not be separate networks, people will take their networks all the way with them, so if you are on Youtube you will have your network from Linkedin and MySpace and you will have a whole suitcase of all our things you like, who you are, your pictures, your music and you take it with you. Its just your ID, if you are online you travel with your music, so its not only the network where music is, it is everywhere and if you are on a new site you can also inspire people on music. I think people are more and more only getting things they prefer, so if you say I don’t like hardcore music then you will never get hard core music, it’s the same with news, you can say you don’t want to receive news from Arabic countries, I’m not interested in that so your TV will only show you what you want to know its more based on your own profile, so inspiring each other will also get smaller, you will only meet people that like the same things as you do. You learn and discover but only in the direction that you want. I don’t think that MySpace will grow bigger, no, the thing with social networks is that you have your own ID and meet other people and get connected and based on profiles but that will be on the whole Internet so you can take it with you. 

Questions 6: Which technological trends and tools could be most interesting for music marketing? 

Some people use widgets/gadgets that is very important for social networks. It is what social networks are built on, it will be easier to take parts of your social network with you, like a CD or collection and make your own CD collection and take it with you. Data portability will be more important same with your ID, I make selection of music and make a widget out of it and I can place it on my desktop, mobile or personal space so it’s a selection of something from another server. If I’m on a website and I want to select some things, such as news or music, and I make my own CD but you have to go to networks where music is, that’s the difference between MySpace, Facebook and Last.fm.  There is a widget from the band live, some bands made widgets or for example 3 voor 12, they have a ‘Luisterpal’ where you can listen to new CDs like in a record store. It is very popular and you can put that your own space and listen to the CDs. In that way you can push interesting things to people. You like this music and you can make your personal widget based on your profile and you can push new music, may be in future record labels will be more like trendsetters. They are already trendsetters or people saying this is interesting for the audience. May be they have their widget and say this is the music we like and you may be interested I this music. If they have a new band they can push the music to you based on your profile and widget. New bands can use widget platforms to push music to people and also if there is new music with the same tags…You can design the widget yourself, you can put flash in it or video, it’s like a small website, make it big or small or put it on your mobile which is important, everything on networks should be and will be mobile, everything will be connected, I’m not only talking about mobile, also television. If you are at home and you put your mobile on the dock and it will be transmitted to your television, you play a song until 1minute 30 and then it will start at 1minute 31. 

Questions 7: What are the most crucial criteria for content that record labels should offer in order to engage of music consumers? 

Exclusivity is always important, offline and online so that is not really changing, because of social networks, in networks you can select niches also based on profiles or select people who are interested. So can offer specific content to them and contact them more easily. 

Questions 8: At last, where do you see possible drawbacks of online communities as a music marketing channel? 

I think the fact that everything will be more profiled and more niche in a way its not so easy to reach a broad audience. I think big artists will still be able to do that but because mass media is changing. At the moment you know that you can put something on MTV and a lot of people will be watching but in future it will be harder to reach a broad audience. That’s the same for advertising, social networks are fun and give you many opportunities but in a way you pick the smaller pieces. At the moment you put your music in Free Record Shop and on MTV and commercial, for example, a Dutch artists can do some print, TV, give 2 big Ahoy concerts and you know you can reach a big audience. There might be even less mainstream music. People make their own things, personalization will be more important and nothing will be mass anymore. There will be of course, but it will be harder to make something mass. It has to be very good. 

Do you give me the permission to mention your name in the report? Yes

Do you wish to receive a copy of the results? Yes 

Name: William Pen 

Company: Lowe Worldwide, Amsterdam, the Netherlands 

Position: Chief Technical Innovator 

Industry: Advertising / brand building agency 

Questions 1: Where do you work and could you describe your job/background? 

I work for Lowe, I do online strategy and I also do online trend watching for Draftfcb. Privately, I have a download site where people learn how to download. I had a movie site like YouTube but that is going offline. I also own Yamelo which is a music site. Yamelo started out when I was looking on YouTube for old music videos and sending them to friends on MSN and songs from my youth. We got the idea to make a website from it and I tried some things where you can go back in time and select a year and see what kind of music was hot in that year. People liked it and also forwarded to other friends so that’s how it started. I know which songs were out in which year and what they are called. Usually people don’t know the name of a song but they know how to sing it. That’s why we made Yamelo for people to bring back melodies from the past. You can make a playlist like a jukebox and make a song and it will play it. We are also working on making a widget so you can take it to other sites. We also work a lot on communities at Lowe, for example when we work for a car brand we look at car communities. 

Questions 2: To begin with, if you represent a label: How do indies and major labels view online communities as a music discovery and marketing channel? 
There are a lot of communities you can find that are close to your niche of a record label. If I was a niche record label for example progressive trance, then I would find progressive trend communities and you can find your people there. If I were a commercial label of artists such as Britney Spears I would use the communities to market my music through widgets because people in my community want my music and they are really on all communities because you have a large base there not really a niche. I already have fans so I would use my fans to spread the music. It mainly depends on what kind of record label you are. If you are a niche, you can find producers in the communities and your audience as well. But if you were a commercial label I would use the leverage of my artist to pull more marketing aside. 

Questions 3: In your opinion, what are the most important online communities for music marketing and why? 
This also depends on the record label. If it is a commercial label, YouTube is really big for music, sometimes I try to find out where the music comes from and for example I check out on YouTube that the new Tiesto song who is a Dutch DJ is played 5 or 6 million times so that is a good place to leverage your music again because if you have Tiesto in your back catalogue and you have some other artists to market, you can use Tiesto to market your other artists. You could make a channel and if you put Tiesto there you can attract people and put other music there with the same style. I use him as a example because I saw how he became big, he used to be a very niche artist but because of the internet people actually put his songs on Napster back then and people became more and more interested all over the world. There are a lot of ways to pull out your music, on MySpace you can find a lot of artists who are like you, if you are an artist and you similar to Armin van Beurren, then you can become friends and you can use him to leverage your music. He actually does that, he has got his own label. He connects MySpace and may be Facebook as well and there you can see how he uses it to market his back catalogue. He uses his name to leverage all the others. Like Amazon, they have these books and you get recommendations and that’s what you can do with music as well like what last.fm does. That’s a very good way to market your music because it’s the same style and also remixing is a good way to market your music to other crowds. Krezip for example did a remix with Armin van Beurren and then they got another audience. User-generated content works also very well with music, people can be invited to make their own remixes for a song, for example for Madonna and if they are very good they get released on her album. All the big and small producers all try to do their best to make a really good song so you can get great content. I told a friend of mine to make a remix and put it on YouTube because people who are looking for a song they might find your remix but you have to be very early. So you can put a remix on YouTube before the release and then use that when people start searching for a new video or song. These are the tricks to use the leverage of the clips so they will go together with the best you have to be very good.  

Questions 4: The music consumer is changing in the digital age and the buzz is about creating lasting relationships with consumers. What are the most challenging factors regarding music consumption in the digital era?  
I think record labels should make music for free because people want it for free may be pay 50 cents for a song but they won’t pay 20 Euros for an album. They can do it using advertising. Most of the time when a consumer wants a song you can make them choose either you can pay 2 Euros for the new Britney Spears song or you can get advertising and get it for free. 

Questions 5: I would like to know your vision of music marketing and online communities in 20 years time. Can online communities become a major driver for music take up and if so, what will be the key factor(s)?

I think there will be fewer communities, so you won’t have Facebook, Hyves, MySpace etc. They will be all combined and you will get stuff like Google Open Social and Google Friend Connect, it’s a new way of getting your networks and Google made a lot of deals with all kinds of networks and you can put a code on your website and you can use part of the networks out there on your own site so you can build a network around your site but it will actually use all the networks out there. What you will have in the future, you will see on a blog that a person has also been there or other people that have visited the blog so the whole internet will be social. You will be able to carry around your network wherever you go on the internet. You can see what kind of people are looking for a certain type of music and find friends on blogs for example. May be I can create my own small network by finding people in a community with similar taste. It uses all the networks and you get small niche networks but they will actually teach each other because the system will be that intelligent and pull the music to you that you like. In the future, networks will be very important, the system will be intelligent to recognize what people are saying, for example neutral, positive or negative. The system will say that there is a lot of positive behavior around one song and it will push that song to the top of the list. It will come to you but it is important to get your influencers for example you will have influencers in the progressive scene and the system will recognize who these influencers are. If you are a record label you go to the influencers and say that there is a new song and may be that person can write a review about it and then the system will see that he is an influencer. You can do this now already but in future these people will be more recognized. The system will see that a person as many networks and push him higher in the ranking. Artists like Britney Spears are also influencers for commercial record labels, you can use them to push your back catalogue and new music if you are big record label. It’s like a train and Madonna is the locomotive and pulls other artists. Big artists will pull small artists online. 

Questions 6: Which technological trends and tools could be most interesting for music marketing? 

Playlists are very important because they are also part of your identity. If I like a certain song it says something about my identity. People want to brag about it and they want to put their playlist on Hyves and it’s a really good way to promote music. MP3.com there they put music online for free, so people can download it. It is a good business model because when people download it for free then record labels can measure the popularity of a song and see which songs are good to release. It can become a test for big releases. I really see a lot of business in upcoming artists because record labels are influencers so then the producers who are starting want to be heard by the big record label and the new artists will have their small niches and that will generate attention as well. You could make a sort of Idols and make people vote and you can see which songs are popular. That worked on MP3.com and that’s a place to become famous and get leverage. If you make a good system that filters all the music out there then you make it desirable by other people. People will go there and for example a new Madonna song and if you put other artists in the spotlight then you will get famous and they will put their content on it. Then you will have a lot of content. YouTube is a good place to put songs and videos but the chance that I get famous is much smaller then when I put it on a music site because Madonna is there as well and people go there for music. There will be no radio anymore in future, the system will aggregate the music that you like and make a personal music channel. That will be the channel that you will always take with you to your mobile or other environments. Now people want to put their taste on the communities to the mass. That will still be there, last.fm will be one of the big players. But if you want to do something with the communities then you have to use widgets and open social. 

Questions 7: What are the most crucial criteria for content that record labels should offer in order to engage of music consumers? 

As I said before, music should be free and widgets and open social. You can make real big applications like we talked about before where big artists will pull small artists and you can make a widget for that or open social so people can adapted to their own networks. You can make it a free download platform and get all the music. Another thing, labels should be more like managers or filters and selectors like Djs for consumers. Who makes the selection of content? There are possibilities for platforms to do that by managers and influencers. People want to have a selection and it is really important to target the influencers. 

Questions 8: At last, where do you see possible drawbacks of online communities as a music marketing channel? 

The music industry has always been like that there will be a number 1 hit single. So when I used to make music in the 1990s there was Vengaboys and record labels would say that you have to make music like the Vengaboys. I think the communities are a bit further and they will be very negative about that kind of things. They can really create negativity around it and see through things. They want real music, if they are in a niche for example Within Temptation they are not a made band they just got together as friends and do what they want that’s honest music and people like that. If you look at top 40 that is based on sales and you only got those songs high that were bought by parents for their kids so you really got these crap things. It didn’t mirror the real taste of people. 
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Name: Ralf Hesen 

Company: Tribal DDB, Amsterdam, the Netherlands 

Position: Strategy Director 

Industry: Interactive advertising agency 
Question 1: Where do you work and could you describe your job and background?
I am a strategy director and partner at Tribal DDB Amsterdam. I advise our clients on interactive marketing strategies. I work in the advertising industry for over 20 years now. Next to this I am a passionate musician and have released three CDs with my band Lemon, for a short period we had a contract with a small American Record Label, named SpaceArk Records. 
Question 2: To begin with, if you were a record label: How do indies and major labels view online communities as a music marketing channel? 
Internet users are very reluctant to pay for music downloads. I recently discussed this with an acquaintance who referred to a research he did in which none of the respondents ever paid for a download even though many were CD/buyers. I think there are two ways a record label can use online communities, first, use the communities to create buzz around an act, so seed samples of new songs and/or acts and create an audience/a fan base or second, create a community around a band/act and offer exclusive content, the first-to-know information and advantages, so tickets, goodies to those who are willing to pay for it. Think David Bowie’s Bowie net.
Question 3: In your opinion, what are the most important online communities for music marketing and why?
MySpace, because of the sheer size of the community and because MySpace focussed very early on offering bands the opportunity to create their own Space. Now a huge number of bands have their own MySpace. Next to MySpace I think there is much power in local communities, of which some focussing on music. In The Netherlands there are for example 3voor12 and MusicFrom.nl  

Question 4: The music consumer is changing in the digital age. What are the most challenging factors regarding music consumption in the digital era?
The biggest challenge is convincing the “not so hard core fans” to pay for music. Another big challenge is creating visibility in a world were every band can publish music and promote it. Thirdly, how can a person still “feel” he/she owns music of a specific band? When music is available as streaming content and there is no physical ownership, the nice shining CD with a cool booklet, how can a person express him/herself with his/her music and say this is me?

Question 5: I would like to know your vision of music and online communities in 20 years time. Can online communities become a major driver for music take up and if so, what will be the key factor(s)?
Yes online communities can become a major driver if community members can feel very strongly they are part of a band’s community. This way the membership of a community might replace the “ownership” status thing I mentioned in my previous question. People must value this membership and must feel privileged as community member. The “being a fan” experience should not only consist of consuming music but should be stretched to other experiences.
Question 6: Which technological trends and tools could be most interesting for music marketing?
Next to social networks I’d say sophisticated music search tools, with which fans of band A can find bands that closely match with it, not only “big” acts.  Another tool is the “create your personal version of the song” tool, where fans can tweak a mix or add sounds. Think Radiohead is a pretty good example. 
Question 7: What are the most crucial criteria for content that record labels should offer in order to engage of music consumers?
I think personalization, shareable and opportunity to show off status, uniqueness, also special privileges. 
Question 8: At last, where do you see possible drawbacks of online communities as a music marketing channel? 
Drawbacks are the overload of music, bands and information. Too much of everything. Also, I fear it will involve quite some time and work for musicians to feed the communities. Too bad since I feel they should concentrate on making music instead of spending time on chatting and posting pictures and stuff. 
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Name: Marjolijn Kamphuis 

Company: MTV Networks, Amsterdam, the Netherlands 

Position: Project Manager Digital Media
Industry: Music television network 
Question 1: Where do you work and could you describe your job and background?

I currently work at MTV Networks as a project manager digital media. As a project manager you coordinate the development and re-launch of our main portals TMF.nl, Nickelodeon.nl, MTV.nl and Comedycentral.nl together with a team of developers and editors. However a PM is mostly working on the launch of microsites, both for advertisers as part of a branded content deal, as for our own TV shows such as tmf.nl/reaction. 

Question 2: To begin with, if you were a record label: How do indies and major labels view online communities as a music marketing channel? 
The way real majors see it is as something they HAVE to work with, rather than something they WANT to work with. But if I were a record label, I would see it as a way to promote my bands and music on online communities, by offering full length videoclips in embedded players from the music channels such as MTV, offering high quality sound and vision. Social Communities are the ultimate marketing and promotion tool for music. 

Question 3: In your opinion, what are the most important online communities for music marketing and why?

MySpace has a clear focus on Music so should therefore be considered as leading. Nonetheless, Hyves is way larger in Holland for example so it's actually more important. Universal Music creates Hyves accounts for most artists they have, and tend to have them updated by interns. Which is rather fake of course, it would be way cooler if artists really update the profiles themselves, like some big shots in de US do on MySpace and Facebook. Also, don't forget services such as twitter, some bands/artist are on there and it's way fun because it's rather personal. Social Communities provide engagement with the band and artist.

Question 4: The music consumer is changing in the digital age. What are the most challenging factors regarding music consumption in the digital era?

The music business need to change its businessmodel, money is going to made of subscription based download models and revenue from live events and concerts and merchandise. However, this takes time, as labels don't have the rights of the latter. Music Labels have to stop thinking that they are going to make money out of selling CD's and LP's or single downloads even. In an overload-era, music has already become disposable. We want to listen to it for a while, and then find something new. We don't want to pay for it. What we do want to pay for is the live experience, a limitless download subscription or a cool T-shirt of my favourite band. 

Question 5: I would like to know your vision of music and online communities in 20 years time. Can online communities become a major driver for music take up and if so, what will be the key factor(s)?

They could, as it is the fastest way to seed and spread new music. Everything is peer-to-peer, and the Long Tail is going to play an important part in this too, the diversity of music is going to be huge. I don't expect the health of the music industry to improve because of it though. As mentioned earlier, they need to change their businessmodel first.

Question 6: Which technological trends and tools could be most interesting for music marketing?

Most important will be mobile development like instant download, MP3 player, mobile phones. On demand channels because why listen to a record you don't like, if you can pick which one you'd like to hear. Also suggested music like Amazon and Last.fm, I want a system to tell me what other stuff I might like, based on my music taste.

Question 7: What are the most crucial criteria for content that record labels should offer in order to engage of music consumers?

High quality, full length and no DRM, that’s for sure. Customers don't like boundaries, they'll get it for free somewhere else.

Question 8: At last, where do you see possible drawbacks of online communities as a music marketing channel?

The fact that communities are going to distribute their own music-subscriptions and bands no longer sign at labels as they don't need them any more, a social community does all the work for them so all the marketing and distribution. This could definitely hurt the record labels.  
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Name: Erwin Blom  

Company: The Crowds, the Netherlands 

Position: Co-Owner 

Industry: Social media company 
Question 1: Where do you work and could you describe your job and background?

At the moment I'm co-owner of The Crowds, a company specialized in social media. Before that I worked at the VPRO, a Dutch public broadcasting organization. There I was responsible for 3VOOR12, the leading alternative music site in the Netherlands. 

Question 2: To begin with, if you were a record label: How do indies and major labels view online communities as a music marketing channel?

The fans and the bands understand the power of communities more than the labels. Bands and fans realize everyday at gigs for example that they are a community, labels still look mainly at mass communication media as a means to sell. Nowadays the relationship with the fans should be most important, than the money will follow.

 
Question 3: In your opinion, what are the most important online communities for music marketing and why?

You need to be where the people are. So you need to be at MySpace, YouTube, Hyves, 3VOOR12 and you need to have your own site with a lot of interactivity going on. There is not one channel anymore. 

Question 4: The music consumer is changing in the digital age. What are the most challenging factors regarding music consumption in the digital era?

People love music and will always love music. Artists feel the need to make music and will keep on doing so. That's not the problem. The problem is: are musicians going to keep on making a living with music. The answer is yes, just play, go on tour. Digital media are there for the relationships, to get your music heard, make money elsewhere! 

Question 5: I would like to know your vision of music and online communities in 20 years time. Can online communities become a major driver for music take up and if so, what will be the key factor(s)?

I did not know in 1988 that the world would be the way it is now, I was listening to Mad Acid House records. But the future will be The Long Tail, lots of artists making a little bit of money, making a living. Not a lot of artists making a lot of money. They do have their own little scenes, their own little niches.
Question 6: Which technological trends and tools could be most interesting for music marketing?

One on one will be most important. Make sure you make people clear that giving away information about themselves can be a good thing for contact, information and service. Profiling is the most important thing. Help the music fans get what they want.

Question 7: What are the most crucial criteria for content that record labels should offer in order to engage of music consumers?

They should listen better to the fans and ask the fans. What do they want and keep on monitoring that. Don't thing for the fans, work with the fans. 

Question 8: At last, where do you see possible drawbacks of online communities as a music marketing channel?

Well...the only disadvantage of more niches, smaller communities etcetera is that is harder to reach audiences. But hey, that's just reality. 
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