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1. Introduction
How new technology is shaping the music industry will be discussed in this essay, touching on different topics such as social media and its relation to music promotion and music sharing, as well as the change in the way that people consume music, going from ownership-based to access-based. 
Who actually benefits from these new technological changes and do artists and labels need to be part of it and start engaging with these technological developments?

2. Streaming
The music industry was mainly product-focused during the majority of the last century, selling music in the form of vinyl, cassettes and CDs, where people could actually own a physical copy of a single or full album. With the rise of the Internet, a new way of listening and getting access to music online was created. Downloading songs on iTunes and other similar websites became the new trend, and it was very successful at some point, but this also led to a new problem, piracy. People were starting to download songs illegally on Napster and other websites, either because they refused to pay money for music or because they did not realise it was illegal to download from torrent sites (perhaps because it was so easily accessible and user-friendly most of the times). Since the younger generations that grew up with the Internet were used to having immediate and free access to anything online, it was harder to convince this age group to pay for music in a physical form since they already had ways of finding music on platforms such as YouTube or illegally downloading for free. The more mature generations were less likely to illegally download music files because they were already used to buying music in physical form and/ or because they simply did not trust the Internet yet or feared possible legal repercussions. (Sinha and Mandel, 2008)
The next relevant innovation after music downloads was online-music streaming with platforms such as Deezer and Spotify (which launched around 2008, gaining more popularity from 2012 onwards), where people have access to a large database of music that can be accessed from different electronic devices including laptops, smartphones and tablets. The big change from listening to music on a CD to streaming music on Spotify, just to name an example, is that the consumer does not own a copy of that song anymore (digital/ physical), but only has access to it. These streaming platforms usually have two versions, the freemium model which is free but ad-supported, and the premium model which is ad-free but has a monthly fee. This premium option also allows the consumer to download songs, playlists and podcasts onto their devices to later listen to it when he or she is offline or does not have an Internet connection. People started to go from downloading to streaming music online because they found that it offered additional value to their listening experience. They could now create their own playlists with an unlimited music database and share them with their friends, playlists were created especially for them using algorithms to determine which genres and artists would fit with their profile, and they had the possibility to pre-save songs that had not been released yet or even listen to podcasts. Online-streaming platforms are very convenient in modern day society, with the majority of the population owning a smartphone and a mobile data plan (which are all linked to cloud-based computing), it is very easy to download a streaming platform app on your phone, having all of your favourite music in one place, and having the possibility to discover new songs on playlists such as New Music Friday. (Hesmondhalgh and Meier, 2017; Wikström, 2014)
The podcast seems to be coming back to life, having risen in popularity over the last few years. People are starting to listen more to podcasts, and again, Spotify allows you to discover new podcasts and save them onto your phone, which comes in handy when travelling or commuting to and from work since you can keep listening to your favourite podcast (instead of reading a book or watching a show on your phone) while driving or switching from bus to bus for example. For artists or anyone who is interested in starting a podcast, there is less competition than on YouTube, which gives them the opportunity to get noticed faster on platforms that support their podcast. Starting a podcast as an artist gives them another platform to reach more people, and more content to share on their social media channels and website, introducing their music followers to their podcast and viceversa. This also gives them the chance to speak about other topics that they might be passionate about, inviting guest speakers (even connecting with influencers and attracting their own audience) from the music or any other industry and reaching even more potential listeners via them. (Flynn, 2017)
Although not every song ever made is available on these online-streaming platforms, an extensive selection of music is available since "the four majors, Universal Music, SonyBMG, Warner and EMI (now owned by Universal) (…) signed licensing agreements with Spotify and Deezer" (Nguyen et al., 2014, p. 2). And if a person cannot find a certain song or album, he or she is most likely to find it on the most commonly used music video-streaming platform, YouTube, where artists can upload their songs with a lyrics video or full out music video. "Rights-owning companies (mainly large corporations) are remunerated by streaming services via music licences and (often rich) advances; and music services capture consumer data, sell advertising opportunities and collect subscription fees from users. (...) discovery within this system is not designed as a path to direct music purchases. What users pay for, with money or advertising exposure, is the music service" (Hesmondhalgh and Meier, 2017, p. 1565).
Music consumers are not the only ones benefiting from this music streaming trend, smaller independent artists and labels use these platforms to share their (artists') music, creating an official artist profile on sites such as Spotify, making it easy for people to find them and their music online without needing a large budget to produce and distribute CDs and similar products. Small record labels have benefited from new technological developments because they have smaller budgets (large labels have the budget to produce and distribute CDs, DVDs with live concerts and vinyl), they use Spotify and similar sites to discover new upcoming artists that have not yet been discovered and/ or are not yet represented by any record labels. At the same time, they use these platforms to share their artists' music, share pre-save links for new upcoming music and for a chance to be featured on playlists and reach even larger audiences. While independent labels are the ones who usually bring in and push new talent, major labels tend to work around more established artists (often mainstream), the ones that have already built up a reputation and a large following. "Coinciding with the shift to focus on the most promising talent, major labels also increase the likelihood of success of each new music release, measured by the increasing tendency for their music releases to appear in the weekly Billboard top 50 or 200 rankings" (Benner and Waldfogel, 2016, p.144). This basically implies that if an established artist such as Rihanna or Drake (who have already proven themselves to be successful in the past) releases a new song on Spotify, it will most likely receive a very large amount of streams in a short amount of time, as well as being featured in many different playlists. (Benner and Waldfogel, 2016)
"Streaming has a positive effect on attendance of concerts by national and international stars but not on concerts of classical music or by local artists” (Nguyen et al., 2014, p. 10). This piece of information ties in with the previous paragraph about artists from major labels earning the biggest amount of streams on Spotify. Whereas smaller or local artists still need to prove themselves to their potential fans (for people to actually go out and buy a ticket to go and see them in a live setting) and build up a reputation first by releasing new music, promoting themselves on social media and playing gigs on a regular basis, established artists are more visible on these platforms, featuring on many different playlists and reaching larger and often international audiences. (Nguyen et al., 2014)
Playlists can either work for you or work against you, if you are just a name or a song in someone's playlist that they do not really engage with, you will get played for a while and then it will slowly go down. The artist still gets paid for the stream, but the goal is to get the listener to click on the artist's profile and discover more of their music, share it with friends, add more music onto their playlists and create a sort of loyalty. If a song or an artist is played more often, the Spotify algorithm learns and changes, showing it to more people or adding it to more playlists, reaching more and more potential listeners. To grow a following it is crucial for emerging artists to make sure they add links to their social media channels and any other platforms where they can connect with their (potential) fans, giving them a more complete idea about who they are as an artist, keeping them updated about new music releases. (Music Ally, 2019)
Instead of seeing digitalisation as a threat, it should be considered as an opportunity to create new ways of selling music as a service, generating a new source of income for artists and labels. Combining the streaming trend and live music sales (as in concerts and festivals), a new opportunity arises to keep active music listeners and fans engaged in the digital space, suggesting a "leading role for the ICT-driven 'live-concert-streaming music industry' (LCSMI) as the savior of the music industry" (Naveed et. al., 2017, p. 20). Live concert streaming could be a great alternative to going to the actual concert for people who cannot attend that concert either because of their schedules or because they live on the other side of the world. This way of attending a concert online could be a solution to some of the problems that come with globalisation, since not every artist can afford to go on tour around the world. This would also help prevent major disappointment in fans if a concert is sold out. It is not completely the same as being there physically, but with recent virtual reality development and ongoing research, a lot can change to improve the customer's virtual experience, eventually turning this idea into a viable service. (Naveed et. al., 2017)

3. Social media and music
Nowadays, the majority of an artist´s promotion is done online, utilising various social media channels such as Facebook, Instagram and YoutTube to promote and share single releases, new albums, tours and more. “Artists can now post their own original content on content creation websites, and then share it on social media network. YouTube has become the singer-songwriters´ go-to network for self-promotion” (Zucker, 2015, p. 3). This gives emerging artists a chance to market and promote their works on their own, engaging directly with their followers and staying in control of the creative process as well as deciding when and where to post content. In other words, they stay in complete control of everything, cutting out any middlemen if they want to. On the other hand, some artists´ social media channels are controlled and/ or managed by other people if they are bigger artists with larger audiences (either because the artist is too busy focussing on other aspects of their work or because the record label has this requirement). An artist´s online social media presence cannot be ignored, it is an essential part of their career, needing to be visible on the Internet. People should be able to find information about an artist and their work online, otherwise missing the chance to be seen and discovered by potential new followers and fans. Especially the younger generations that grew up with the Internet expect to find anything they are looking for online, and if they cannot find it easily or immediately they quickly lose interest. 
Social media has made it possible to discover some great artists online, turning people´s passion into a fruitful career in the music industry. Some examples are Justin Bieber, The Vamps and Alessia Cara, who all used to post covers on YouTube on a regular basis and eventually were discovered on this same channel by industry professionals. Cover musicians on YouTube also tend to collaborate and get featured on each other´s videos, reaching not only their own but also the other artist´s followers, potentially growing their own fan base when followers from one of the artists subscribes to the other artist´s channel. Social media influencers and bloggers can influence many people and generate positive expectations as well as an increased interest in an artist and his/ her upcoming music release, contributing to their future success and increased exposure. YouTube channels such as GRM Daily and Colors, which were initially very small and unknown, are now starting to turn into a great platforms for new and up and coming artists, often breaking the artist and exposing them to a large and international audience. “Artist Mahalia´s single ´Sober´, whose official video has 1.5m views on YouTube, while a version shot by Colors has 19m views” (Music Ally, 2018, p.8), this shows the impact that the right channel can have on an artist´s career. (Music Ally, 2018)

“Social media is where music audiences naturally congregate, forming their own communities and sharing their experiences of bands and artists” (Zucker, 2015, p. 6) This is also where people can follow their musical inspirations, favourite singers and bands, liking artists´ content, sharing their favourite songs on their Instagram stories and sharing playlists or songs with their network. Many people like to feel a closer connection with their favourite artists, and follow them around on all socia media platforms, liking their content, commenting on posts, engaging with Instagram polls and the like. Artists can engage with fans and make it more personal shouting people out on their social media, doing Instagram or Facebook live sessions, doing Q&As and more, all to strengthen their relationship with their audience and attracting new followers when possible. It is interesting and useful to keep track of an artist´s social media statistics and data, analysing different things such as dominant age group and gender, demographics, popular posts and busiest engagement time, which will provide information about their fans´ behaviour, their tastes, what music they like, what brands would work for potential brand deals and sponsorships, etc. Many artists have a planned social media strategy, since it has proven to be successful and help build a solid and loyal fanbase in many cases. Festival marketeers have found that using social media to engage with customers creates a deeper emotional connection  and more engagement, especially when introducing subtle emotional elements in their promotion, which helps with positive word of mouth recommendation and brand loyalty. ( Hudson et al., 2015; Zucker, 2015)
Concert and festival-goers also share footage for social reasons, it is a way to show their identity and their status, creating a certain type of image for themselves. “Social media now allows concert-goers to share photos, videos, and comments with offsite but online friends, who in turn may reward concert-goers  with instant feedback such as ´likes´. Accordingly, sharing attendance to live performances via social networks can help define one´s identity by indicating a higher level of authenticity. (...) producing online content during a live performance means trading off present (personal) enjoyment for future (social) gains” (Charron, 2017, p. 2). This is especially the case for the music festival in the US, Coachella, which has received a lot of backlash on the Internet, claiming that celebrities and influencers only go there to update their Instagram accounts with new pictures at the festival, instead of actually going for the music acts.


4. Conclusion
Nowadays, an artist will not get noticed as quickly as they would like if they do not have an online presence, be that on streaming platforms, social media or blogs. People expect to find information about an artist and his or her music online, and if the artist facilitates that, people will be able to save information, follow them on Spotify, add their music to their playlists, share their music with friends and follow the artist on social media to stay up to date with their work and life. 
Social media and streaming platforms have shifted they way in which people consume music, and people are using these technological advances as an extension of themselves, sharing footage of concerts and festivals with their friends, and they are switching to consuming music online, instead of buying physical copies of albums.
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