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Introduction
During the last 20 years, technology has advanced hugely, and most music industry standards in technology have surpassed many technology lifecycles. This is clearly seen through the implementation of product-based consumption such as CD’s and vinyl, to online service-focused subscriptions such as Spotify and YouTube. These new streaming services have made up 83% of the UK’s consumption of music in 2021 which grew by 5.7% from 2020 (BPI, 2022). 
This has been facilitated through various new technology developments and supported music’s ongoing progression within different services. Within this essay, I will evaluate how this technology has changed the music landscape and how other industries such as gaming, social media, and the Blockchain have been utilising music for their benefit. 

History
Vinyl 
Vinyl products were first made in the 1900s and are one of the longest commercial music listening products in the world. Vinyl records were the first way for consumers to choose exactly what they wanted to hear instead of listening to the radio where consumers had little choice. This was the most popular way to consume music until 1979 when other devices started to hit the mainstream (Victrola.com, 2022). 
Cassette/Walkman
Cassette technology used magnetic advancements to utilise music tapes with batteries to listen to music anywhere. This was a huge advance in music technology as people had the comfort of listening to their favourite music wherever they wanted (Zantal-Wiener, 2017). One product that utilised this technology advancement was the Sony Walkman. This product was more comfortable for consumers and seemed more personal for them as they could customise the colour of the Walkman. Cassette Tapes overtook vinyl in 1984 for market dominance and were the favourite type of music device until the mid-1990’s (ICON Magazine, 2020). 
CD’s (compact disk’s)
The Compact Disc was introduced in 1982 and is a plastic disk that can contain digital data scanned by a laser beam for the reproduction of sound and other information (Perry, 2019). When they were first introduced, they were only 0.50% of the physical music industry’s market share, but grew to over 95% in 2002 showing the popularity of them (Rafferty, n.d). This was a digital advancement with a different angle: the cassette tapes were smaller, but the CD’s had a feature that could skip directly to the song that the consumer wanted to listen to (BBC.co.uk, 2019).
Downloaded music 
In 2001, iTunes was created by Apple Inc. where for the first-time people were able to buy individual songs or whole CD’s. This was a short-lived era in music advancements, where for a period of four years, this became the main source of music revenue. This was because interactive music such as music videos were growing rapidly on sites such as YouTube. Another downside to this type of commercial download was that consumers felt that they didn’t own anything after they bought the album or single, with no physical product to show shelves full of music (Rosenblatt, 2018). 

Spotify/YouTube music/streaming 
Streaming services such as Spotify and YouTube officially took the majority of the market share of music listeners in 2016, and has taken the top spot for where consumers access their music. Streaming is a major advancement in music technology using the internet to deliver to a streamer, data in small amounts so they can receive music that is pre-buffed before the single or album has been played. Streaming also had an answer to privacy which made it legal to listen to music on their platforms with no option of downloading artists music off the platform (Speakman, 2021). 
Pros and cons of streaming 
The benefit of streaming technology is that downloading audio is an easy, practical option. Streaming allows any consumer to listen to music in any environment, at any time. With streaming you can use the application on a device that you already have, such as a smartphone, taking up less space than physical music (Götting, 2021).
Streaming technology allows the ease of discovering new artists and songs instantly. Many platforms such as Spotify and apple music, gives suggestions to a consumer with curated playlists based on their listening habits instead of them searching for themselves (Werner, 2020).  With algorithms in place, it leads to artist strategies adopting a “jump the queue” mentality, which influences the algorithm’s preferences, expanding audiences and more plays of their songs. An example of this is from the band Vulfpeck who made an album of silent tracks around 30 seconds each. This would count as a royalty each time and encouraged consumers to put the album on loop when they slept creating $20000 in royalties (Reichert, 2019).
Algorithms aid streaming services more than physical-based services because they customise the experience for the consumer. The intelligent algorithm known as BaRT (“Bandits for Recommendations as Treatments”) on Spotify is used to promote music to consumers, which they would be confident that they like. The algorithm is used to exploit and explore user preferences (Manakul and Gales, 2020). This new technology can use information such as listening history, songs skipped, playlists the user has made, the activity on the social features, and location of the user. As it explores, it looks at the rest of the world and suggests playlist and artists that the user hasn’t heard yet (Gershgorn, 2019).
This new technology can determine if you like a song in an album or playlist just by when you skip a song. In a 2015 interview, Spotify product director suggested that if a user skips before the 30 second mark, then it is essentially a thumbs down in that playlist (Gershgorn, 2019).  This is showing how artificial intelligence is helping the listener to find music that they might want to listen to in the future advancing music into a service-based industry (The Verge, 2019). 
However, streaming can take out the discovery of ways that humans listen to new music. Also, algorithms can leave artists in the dark when it comes to data, and can lead to missing out on revenue that could be for them. Spotify helps with streaming metrics but does not let the artist know how much an artist’s value actually is, making it difficult for them to make a contract deal in the industry, in their favour. 
Streaming technology is extremely low cost for entry to the whole ecosystem. Many music platforms such as Apple Music and Spotify offer subscriptions at £9.99 for an individual subscription. This is great value with the wide range of music that is available for the consumer (Barrett, 2021). 


Streaming is also a way to stop piracy as downloaded music in the 2000’s was at an all-time high at around 95%. This meant the industry desperately needed a change and streaming was the best option compared to downloading as it is an open music model which at first did not allow you to download music for this reason (Pastukhov, 2019). 
Cons 
Disadvantages of this technology include not owning the music and you are simply renting it. If you were to buy cassette tapes, CD’s, or Vinyl, you then own that music and have the right to keep it. A consumer risks the chance of losing the prepared playlists and downloads if they were to cancel or unable to access their accounts. 
Also, streaming platforms do not have all the music that is available because not all artists, bands and albums are on streaming platforms. When collecting music, consumers go on a physical journey, of trying to find new releases in different record stores, which is not an experience with streaming platforms. This is a social and personal activity that is lost when using streaming platforms (Robinson et al., 2020).
When an artist releases their albums or EP’s, they are hoping the consumer gets the full experience. This is possible through vinyl and CD’s, however, the newer type of technology on Spotify compresses the audio to make the experience possibly not as enjoyable. Buying a physical item from a shop, or online shopping store, helps the artist the most, by receiving more money to continue making their own music (Brunicardi, 2018). 
Financially, streaming makes the platforms and labels more money than the actual artist creating the music. Streams on platforms such as Spotify and Apple Music, pay out pennies or fractions of pennies with industry experts putting the payout per record at $4000 per million streams, however, the revenue that artists receive from that is only £480.00 at 12% (Wang, A., 2018).
The selected devices that consumers use in today’s world are seen in figure 1. From the table below it can be seen that smartphones and other internet-based devices make up 57% of worldwide listening which outnumbers radio at 29% and these together account for 86% based off a service-based model. This means that people are only buying 14% physical products worldwide. 
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Figure 1: Time spent listening on devices worldwide (Statista, 2020)
New technology 
Gaming 
Gaming has assisted the music industry to move into new markets that have developed in the last 20 years. The UK video games sector now accounts for half of the UK’s entire entertainment market, at a reported £4.4 billion. Within gaming spaces there are artists that are promoting their brand and in turn their albums, products, and in-game performances (BBC News, 2019).
One artist leading this movement is Travis Scott, who held a very successful Fortnite collaboration performance (BBC News, 2020). This allowed customers to stay at home and feel part of the experience, by feeling involved in a small, in-game concert. This amassed over 12 million players to log onto Fortnite to witness the concert first-hand. This shows that music has a unique opportunity to jump into a new technology field, with in-game products being the main consumer purchase (Zarczynski, 2021).
Another opportunity in this sector is that Warner Brothers Music has invested in the game Roblox. They envisaged the music industry moving into the digital landscape of virtual concerts, launch parties, and for music to personalise the experience for the player (Zarczynski, 2021).
Virtual concerts have become more predominant within the new Facebook/Meta products and virtual reality (VR) headsets. Consumers use their VR headsets to access the concert with their customisable avatar (Chan, 2022). With this technology, it is trying to attract concertgoers who want a virtual experience without the negatives of attending music concerts, such as crowd surges, or issues related to personal medical conditions (Khaleram Paulsson, 2017).
In particular, the VR concert experience implements the option to attend concerts in a solo, or social mode as social interaction was one of the biggest motivators behind attending concerts (Baker and Feltham, 2019). 
This new technology changes the music landscape by bringing artists to fans homes. This provides artists with another avenue of income, or to use it for good through charities (Charron, 2017).
Also, consumers have due diligence relating to crowd safety, because the recent Travis Scott concert tragically led to people losing their lives. With this in mind, if people had another option, it could prevent such accidents, and lead to VR being the answer (Srivastava, 2022).
Arguments for this implementation 
The implementation of music into video games and VR can be controversial for artists who are smaller or want to specialise in the field of game music. Potentially, artists would have to change their type of music, to suit the game’s style. Also, the gaming industry acknowledges this technology improves experience, but is not essential for gaming. Implementing music into a game can be a positive, but consumers’ music taste is impossible to know, and may deter consumers from the game or artist (SixStringTips.com, 2021). Further, music licensing is a complicated issue, with the copyright in songs and recordings being different. Likewise, the copyright can be co-owned so would need permission from all owners. Moreover, if a business syncs a track into a game, then you are both copying and communicating the music, and these both have different copyright licences. These can vary across the world, which make the legalities around music licensing for video games very confusing (Ombler, M., 2019).

Social Media 
Music streaming subscriptions in 2020 made £736.5 million, yet the biggest future growth is predicted within social media and livestreaming services (Ingham, 2021). Including social media technology artists can reach more audiences than ever before, with many different demographics using the platform. Utilising social media allows artists to distribute their content online, across multiple platforms, to attract new audiences. This has generated more interesting content, as well as finding ways artists can keep long term fans. Also, social media gives the consumer multiple ways to share their listening choices, such as Spotify linking with Instagram to share songs for a short period on people’s story. This is a way to promote artists work in a short period of time which could lead to others streaming the music. 
A particular favourite of social media applications for artists and consumers alike is TikTok (Musicians Institute Hollywood, 2021). TikTok is now seen as an essential promotional technology tool as songs use the algorithm on the platform to organically rise in popularity even if they are “outside the mainstream” (Sachs et al., 2021). Songs that trend on TikTok normally end up on the billboard top 100, with 67% of the app’s users looking on streaming services for the song after they have heard it on the platform (Whateley, 2022). 

Arguments for not using social media
Artists must make sure that when they use social media, they use language that is suitable for the intended audience, to ensure any message conveyed cannot be interpreted in a negative manner. Utilising social media, artists must ensure they are promoting an image of being a ‘perfect’ person and are not creating controversy, so that they sell themselves correctly for their audience. Social media provides many ways for artists to gain recognition, but it can be hard to stand out from the crowd. It can lead to them needing to find a way to sell their brand of music to their fans and having to become entrepreneurial. This can impact the music they produce (LeDoux, 2017). 

Blockchain 
A blockchain is a distributed database that is transferred between nodes of a computer network (Hayes, 2022). This database can hold information electronically in digital formats and are best known for their crucial roles within cryptocurrency systems, such as Bitcoin. The lack of transparency and centralised nature of the music industry has led to slow royalty payments and some owners being paid incorrectly. The new technology of Blockchain can make transactions encrypted in the networks, and whenever a change is made, a copy of that is sent to every node in the network so that all parties have the same series of records (Bernabe et al., 2019).
This is turning the industry from physical-based, to a service-based product as artists and songwriters want transparency and understanding of where their money is going, making it ideal for them to stay service based. See Figure 2 below. 
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Figure 2: How Blockchain can be used effectively in the music industry (PWC.com, n.d)
Negatives of blockchain technology with music 
For music businesses there are no established standard databases for them to use. There would need to be a cooperative effort across the music industry to create this standard database. (Hypebot.com, n.d.) This would be difficult to establish as convincing all large labels to use Blockchain across the whole industry would be extremely hard to do (Gerard, 2017). 
The metadata within the Blockchain is huge, with hundreds of pages full of contracts. Therefore, questions of who owns all the data, and who pays for such an expensive computing resource, are raised. There are over thirty large databases within Europe that are not compatible or connected to each other (Agurto, 2020). The security threat needs consideration, as to whether using a blockchain would be secure against hostile attackers or not. Also, the legal implications for having blockchain technology is one that has little, to no clarity or unity. An example of this would be the field of taxes, in these blockchains if cryptocurrency was included (Agurto, 2020). Overall, the money required to fund this is very expensive for businesses to mass adopt and implement it into all their systems (Tenorio, E., 2021).
Conclusion 
The music industry has changed from a product-based sector to a service-based sector during the last 20 years alone. This has made other physical types of music less important to consumers unless they want to help the artist directly, or want a special version of an album. The big music platforms such as Spotify and Apple Music have a large influence on distribution that is seen as hopeless if an artist does not put songs on these platforms. The new technology that has been discussed in this essay, helps to facilitate an ongoing debate about the process in which music is consumed, and how the music industry interacts with large institutions and other industry sectors such as gaming and social media. It is debatable how social interactions have been impacted by the use of the new technology in the music industry, but it is clearer that music consumption is moving to a situation where more people are staying at home rather than going to venues or shops to consume music. 

Bibliography 
Agurto, G., 2020. [online] Diva-portal.org. Available at: <https://www.diva-portal.org/smash/get/diva2:1441754/FULLTEXT01.pdf> [Accessed 12 March 2022].
Baker, H. and Feltham, J., 2019. Billie Eilish In Oculus Venues Was Good Social VR, But Not A Great Event. [online] UploadVR. Available at: <https://uploadvr.com/billie-eilish-oculus-venues-vr-impressions/> [Accessed 12 March 2022]..
Barrett, L., 2021. To Stream, Or Not To Stream? Streaming Music Vs. Physical Formats. [online] Townsend music blog. Available at: <https://www.townsendmusic.blog/post/to-strea-or-not-to-stream-streaming-music-vs-physical-formats> [Accessed 12 March 2022].
BBC News. 2019. Gaming worth more than video and music combined. [online] Available at: <https://www.bbc.co.uk/news/technology-46746593> [Accessed 12 March 2022].
BBC News. 2020. Fortnite's Travis Scott virtual concert watched by millions. [online] Available at: <https://www.bbc.co.uk/news/technology-52410647> [Accessed 12 March 2022].
BBC.co.uk. 2019. History of the CD: 40 years of the compact disc  [online] Available at: <https://www.bbc.co.uk/newsround/47441962#:~:text=Even%20though%20cassette%20tapes%20were,and%20sold%20around%20the%20world.> [Accessed 21 February 2022].
[bookmark: _Hlk99181302]Bernabe, J.B., Canovas, J.L., Hernandez-Ramos, J.L., Moreno, R.T. and Skarmeta, A., 2019. Privacy-preserving solutions for blockchain: Review and challenges. IEEE Access, 7, pp.164908-164940.
BPI. 2022. 2021 in Music: More artists succeed as streaming drives music growth, fuelled by record label investment - bpi. [online] Available at: <https://www.bpi.co.uk/news-analysis/2021-in-music-more-artists-succeed-as-streaming-drives-music-growth-fuelled-by-record-label-investment/> [Accessed 21 February 2022].
Brunicardi, T., 2018. The Pros and Cons of Streaming Music. [online] Blog.hocking.edu. Available at: <https://blog.hocking.edu/the-pros-and-cons-of-streaming-music> [Accessed 12 March 2022].
Chan, C., 2022. Foo Fighters to Perform VR Concert After Super Bowl – The Hollywood Reporter. [online] Hollywoodreporter.com. Available at: <https://www.hollywoodreporter.com/business/digital/foo-fighters-super-bowl-meta-quest-vr-1235088151/> [Accessed 12 March 2022].
Charron, J.P., 2017. Music audiences 3.0: Concert-goers’ psychological motivations at the dawn of virtual reality. Frontiers in psychology, 8, p.800.
Gerard, D., 2017. Attack of the 50 foot blockchain: Bitcoin, blockchain, Ethereum & smart contracts. David Gerard.
Gershgorn, D., 2019. How Spotify’s Algorithm Knows Exactly What You Want to Listen To. [online] Medium. Available at: <https://onezero.medium.com/how-spotifys-algorithm-knows-exactly-what-you-want-to-listen-to-4b6991462c5c> [Accessed 22 February 2022].
Giraldo Agurto, G.J., 2020. Does blockchain change the music industry in a digital era?: A perspective from copyrights and how it could equitably distribute the royalties and how it can enhance the protection of the rightsholders.
Gordon, s. (2015) the Future of the Music Business: How To Succeed with New Digital Technologies, 4th edition, Applause Theatre Book Publishers.
Götting, M., 2021. Most used devices for listening to music worldwide 2019 | Statista. [online] Statista. Available at: <https://www.statista.com/statistics/1102356/music-device-usage-worldwide/> [Accessed 22 February 2022].
Hayes, A., 2022. Blockchain Explained. [online] Investopedia. Available at: <https://www.investopedia.com/terms/b/blockchain.asp> [Accessed 12 March 2022].
Hypebot. n.d. Why You Can’t Put The Music Industry On A Blockchain - Hypebot. [online] Available at: <https://www.hypebot.com/hypebot/2017/08/why-you-cant-put-the-music-industry-on-a-blockchain-excerpt.html> [Accessed 17 March 2022].
ICON Magazine. 2020. A short history of the Sony Walkman. [online] Available at: <https://www.iconeye.com/design/features/a-short-history-of-the-sony-walkman> [Accessed 21 February 2022].
Ingham, T., 2020. Social Media, Not Streaming, Is the Music Industry's Future. [online] Rolling Stone. Available at: <https://www.rollingstone.com/pro/features/social-media-tiktok-instagram-video-games-music-money-1097428/> [Accessed 13 March 2022].
Khaleram Paulsson, N., 2017. A musical escape into a virtual world-A qualitative experimental study of how music fans perceive music concerts and other musical performances in virtual reality
LeDoux, S., 2017. How Social Media is Killing the Music Industry. [online] Medium. Available at: <https://medium.com/@savannahtykledoux/how-social-media-is-killing-the-music-industry-e6fea4cc6e30#:~:text=With%20streaming%20and%20social%20media,bypass%20the%20industry%20conventions%20completely%E2%80%9D> [Accessed 12 March 2022].
Manakul, P. and Gales, M., 2020. CUED_speech at TREC 2020 Podcast Summarisation Track. arXiv preprint arXiv:2012.02535.
Musicians Institute Hollywood. 2021. Social Media's Critical Role in the Music Industry | Musician's Institute. [online] Available at: <https://www.mi.edu/in-the-know/social-medias-critical-role-music-industry/> [Accessed 12 March 2022].
Ombler, M., 2019. How does the games industry solve its problem with music licensing?. [online] GamesIndustry.biz. Available at: <https://www.gamesindustry.biz/articles/2019-10-16-how-does-the-games-industry-solve-its-problem-with-music-licensing> [Accessed 12 March 2022].
Pastukhov, D., 2019. Soundcharts | Market Intelligence for the Music Industry. [online] Soundcharts.com. Available at: <https://soundcharts.com/blog/how-music-streaming-works-trends#how-does-music-streaming-work-an-overview> [Accessed 12 March 2022].
Perry, M., 2019. Animated chart of the day: Recorded music sales by format share, 1973 to 2019. [online] AEI. Available at: <https://www.aei.org/carpe-diem/animated-chart-of-the-day-recorded-music-sales-by-format-share-1973-to-2019/#:~:text=the%20fall%20of%208%2Dtrack,the%%20format%20until%201993.> [Accessed 21 February 2022].
PWC.com. n.d. Blockchain: Recording the music industry. [online] Available at: <https://www.pwc.co.uk/entertainment-media/publications/blockchain-recording-music-industry.pdf> [Accessed 16 March 2022].
Rafferty, J., n.d. compact disc - Analog versus digital sound. [online] Encyclopedia Britannica. Available at: <https://www.britannica.com/technology/compact-disc/Analog-versus-digital-sound> [Accessed 21 February 2022].
Reichert, T.E., 2019. Innovative starts-ups and the change of music streaming: A thesis exploring the way music is handled in the modern streaming industry (Master's thesis, Universitetet i Agder; University of Agder).
Robinson, K., Brown, D. and Schedl, M., 2020. User insights on diversity in music recommendation lists. In Proceedings of the 21st International Society for Music Information Retrieval Conference (pp. 446-453).
Rosenblatt, B., 2018. The Short, Unhappy Life Of Music Downloads. [online] Forbes. Available at: <https://www.forbes.com/sites/billrosenblatt/2018/05/07/the-short-unhappy-life-of-music-downloads/?sh=2fa6829f7e76> [Accessed 22 February 2022].
Sachs, J., Wise, R. and Karell, D., 2021. The TikTok self: Music, signaling, and identity on social media.
SixStringTips | Music gear, equipment, tutorial & review | Tune your soul. 2021. Exactly how close the Music industry and Gaming Industry are working?. [online] Available at: <https://sixstringtips.com/exactly-how-close-the-music-industry-and-gaming-industry-are-working/> [Accessed 12 March 2022].
Speakman, K., 2021. Music Streaming Subscriptions Surpass 80 Million Amid Streaming Boom, RIAA Reports. [online] Forbes. Available at: <https://www.forbes.com/sites/kimberleespeakman/2021/09/13/music-streaming-subscriptions-hit-46-million-amid-streaming-boom-riaa-reports/?sh=585dc4f11fd8> [Accessed 22 February 2022].
Srivastava, K., 2022. Maximizing Concert Experiences Through AR & VR — AMT Lab @ CMU. [online] AMT Lab @ CMU. Available at: <https://amt-lab.org/blog/2021/12/b5h5hwxf7kmk3f8zsp7spmmwj1awrj> [Accessed 12 March 2022].
Statista. 2020. Most used devices for listening to music worldwide 2019 | Statista. [online] Available at: <https://www.statista.com/statistics/1102356/music-device-usage-worldwide/> [Accessed 12 March 2022].
Tenorio, E., 2021. Advantages and disadvantages of Blockchain. [online] BBVA. Available at: <https://www.bbva.ch/en/news/advantages-and-disadvantages-of-blockchain/> [Accessed 12 March 2022].
The Verge. 2019. Man-made machine music. [online] Available at: <https://www.theverge.com/ad/20880077/fairness-for-musicians-artists-music-streaming-algorithms> [Accessed 22 February 2022].
Victrola.com. 2022. History of Vinyl Records | Victrola – Victrola.com. [online] Available at: <https://victrola.com/blogs/articles/beyond-the-needle-history-of-vinyl-records> [Accessed 21 February 2022].
Wang, A., 2018. Musicians Get Only 12 Percent of the Money the Music Industry Makes. [online] Rolling Stone. Available at: <https://www.rollingstone.com/pro/news/music-artists-make-12-percent-from-music-sales-706746/> [Accessed 12 March 2022].
Werner, A., 2020. Organizing music, organizing gender: algorithmic culture and Spotify recommendations. Popular Communication, 18(1), pp.78-90.
Whateley, D., 2022. How TikTok is changing the music industry. [online] Business Insider. Available at: <https://www.businessinsider.com/how-tiktok-is-changing-the-music-industry-marketing-discovery-2021-7?r=US&IR=T#:~:text=TikTok%20is%20an%20essential%20promotional,generated%20posts%20from%20their%20fans.> [Accessed 14 March 2022].
Zantal-Wiener, A., 2017. From the Phonograph to Spotify: The History of Streaming Music. [online] Blog.hubspot.com. Available at: <https://blog.hubspot.com/marketing/history-of-internet-radio> [Accessed 21 February 2022].
Zarczynski, A., 2021. As Music-Games Partnerships Rise, Labels Face An Opportunity To Shine. [online] Forbes. Available at: <https://www.forbes.com/sites/andreazarczynski/2021/03/31/as-music-games-partnerships-rise-labels-face-an-opportunity-to-shine/?sh=38522e9f1506> [Accessed 12 March 2022].

2

image1.png
@ Prog | Bl How | @ Mid- | @ BPlr | @ 2021 | Tiey: | From | bistc | B Avim | wew Ashe | B comy | [ Histe | The | D Musi | o How Dg - x

+
< C @ statista.com/statistics/1102356/music-device-usage-worldwide/ ® % 0 »@

TRY OUR CORPORATE SOLUTION FOR FREE! & +44(0)2081897000 & eu.support@statista.com

Media > Audio
Share of time spent listening to music on selected devices worldwide as of May 2019

* Sources
Characteristic Share of music listening time - Show sources information
a -
nadio o Show publisher information
- Use Ask Statista Research Service
Smartphone 7% ®
" Release date
Computer/laptop 19% < September 2019
Hi-Fi or turntable 8% Region
”
Worldwide
Other 6%
= Survey time period
Other mobile device 4% April to May 2019
Portable Bluetooth speaker 4% Number of respondents
34,000 respondents
Smart speaker 3%
Age group
Showing entries 1 to 8 (8 entries in total) 1610 64years

© Statists 2022

© Additionsl Information Show source @

. 1034
H L Type here to search 9 B i G0




image2.png
elmlelelemm| | OO % [g]'/®|2/=EE x @|2(0|e[MV|c|e| + Yoo

C @ pwecouk/entertainment-media/publications/blockchain-recording-music-industry.pdf QB % ) » @

MD32701_Blockchain in the Music industry_v14.indd

Every stakeholder in the business will gain from improving the title With any change, comes resistance. The Music Modernization Act in
system for music rights. Whether led by a consortium of music label the US is designed to ensure progressive change s passed into law.

P Type here to search




