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It’s been a hard decade for the music industry in India. Terms like ‘plummeting sales’,
‘piracy’ and ‘poor profits’ have plagued one of the country’s most vibrant industries.
Rapidly changing technology hindered rather than helped to monetise the content
the music industry was creating.
As 2010 comes to a close soon, the tide doesn’t appear to have turned drastically. What does
seem to be changing is the mindset of the key decision makers; many of whom are realising
that the game is no longer to be played by the old rules. Innovation and experimentation will
have to be the new buzzwords as we step into next decade shortly.

E18 CEO Farhad Wadia, himself a pioneer in the country’s live music sector, in fact, spelt out
in detail his thoughts on the direction the industry should take to shake off its current stupor.
One of the founders of the modern mobile entertainment industry and ardent India watcher
Ralph Simon feels it is the indie scene that will help take the country beyond its Bollywood
obsession. Others like IMI president Kumar Taurani stress the need to tackle piracy first,
while composer Salim Merchant shares his thoughts on how film music can better itself and
OnMobile’s Gunaseelan Radhakrishnan waits for 3G to provide the much needed impetus to
the music biz. Our regular columnist Mandar Thakur, in a lighter vein this time,
feels it’s time to think out of the box.

Perhaps many more such debates need to be started to get the music industry marching to
the beat of ringing cash registers. For starters, sample this fare.
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Recording Industry 2.0 -
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usic companies globally,

and in India have been

in decline in this age of

Broadband Connectivity,
wherein it takes only a minute to pirate
the latest hit. An entire generation of kids
now feels entitled to ‘download’ what
they want to hear and never pay for the
same. Thus record companies are now
under constant pressure on account of
falling physical sales and rising piracy. In
India, this coupled with the inability of the
current crop of music companies to attract
the best talent, have a new crop of acts and
maintain future growth has been a double
whammy for most of these companies. To
add, the critical A & R function in most
companies remains either vacant or is
handled by people who lack the inherent
ability to recognise and identify the Next
Big Act or the Next Hit Song.

The Existing Status Quo 1.0

In spite of a huge range of international
and local releases, some companies

are losing money or posting little or no
growth. The Indian music industry has
witnessed its biggest shakeout in recent
years from which some companies have
still not recovered. Post 2002, there were
fewer companies and the competitive
landscape changed completely. This was
because of the exponential growth of
mobiles and the second game changer
was the advent of film companies as
music companies. The likes of Yash Raj
and UTV were now becoming music
companies themselves as the existing
labels were reeling from bad investments
in big movies, (The soundtracks had
been acquired at exorbitant prices and
these investments had turned duds) they
could no longer make the same offers for
the producer’s new films. This in turn
made film producers and studios decide
that the best way forward to maximise
returns was to become music companies
themselves. The third big trend of this
phase was the emergence of the regional
music market as television had become

very fragmented and regional; this in turn
helped music companies operating in
regional markets to become very strong as
they did in Punjab, Andhra Pradesh and
Tamil Nadu.

Interestingly, for those labels that
operated mainly in Hindi, came the
sudden realisation that only 35 per cent of
India was their market size. Thus proving
that there was a lot of space for regional
guys to grow and hence the imminent
need for the so called majors to participate
in regional music and try and grow their
market shares via regional markets.
Interestingly, the biggest music company
in India has just a 22 to 23 per cent
market share, thus making India a very
fragmented market for an industry that’s
only Rs four to five billion.

The next negative impact to the
music companies was the crash of the
ad/ entertainment industry in 2008/ 2009
and this led to the film music companies
getting even more negatively impacted
than the older music companies - reason
being that they were seriously over
stretched, had paid crazy prices for new
acquisitions and in turn had to raise
monies to cover these investments,
resulting in these film companies
becoming far shakier than traditional
music companies.

What should be the vision then,
for the Indian market, to survive
this churn?

We are possibly going to see consolidation
in the near future - what might happen
may not be a function of music companies
buying each other out, but we might see
some smaller companies just folding up or
companies might give up their businesses
for others to manage in return for a share,
thus paving the way for partnerships

and alliances. To remain unscathed from
these prevailing trends and in terms of
expanding market share, the existing
companies will need to start scaling up
and build new core businesses, the first
being the distribution business. They

will have to become a packaged media
company, i.e. become a large scale music
and video distribution company. They
will need to unlock value of their back
catalogues and from the ‘long tail’ and
officially release the back - catalogue

A Suggested Roadmap

in the MP3 format, the idea here being

to engage the existing trend and by
extension, engage the customer. Some
companies have already begun doing this
and are reaping the results.

Today, nobody is looking at the music
business as an area of new investment,
because everyone thinks it's been ravaged
by piracy and they feel that there is no
money to be made. But the well kept secret
is that in India, the music business is set
for possible massive growth, because of
the varied new platforms on which music
is being consumed i.e. - mobile, radio,
television.

Mobile handset manufacturers and new
services like Ovi from Nokia will create a
huge windfall for music companies with
existing robust catalogues, as they will
need to bundle content on their music
handsets and will also begin to offer their
mobile consumers an unlimited download
facility, finally resulting in a flood of
royalty payments to existing content
owners. There are still many untapped
revenue streams - the internet, royalties
from live venues, and management
and booking fees from artistes that will
potentially kick in fresh and new revenue
streams.

The overseas potential for Indian
artistes and their music and live shows
has yet to be developed. However, all this
will take time and will need a necessary
infusion of domain specialists from the
events and talent management industries
to be inducted into the existing operations
of existing music companies. They will
also need to invest and develop youth
centric platforms like music TV based
shows, indie acts, gaming etc. to engage
the youth, who are and will always be
their biggest customers. An aggressive
campaign on new media platforms
can reap rich dividends and help music
companies rebuild flagging sales.

Bollywood Soundtracks : To Buy
& Lose Money or Not to Buy &
Perish?

With film studios getting into their own
music businesses, out of an approximate
100 films that have good music potential,
there are possibly only about 30 albums
that are available to music companies
for acquisition thus making their asking
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price ridiculously expensive. A possible
strategy is to make films that will give the
companies music content that will allow
them to stay in the game. Basically, branch
out into the film production business. Here
a hybrid strategy of making their own
movies and subsequently leveraging the
content along with acquiring music rights
of key movies should be put into play. The
rationale here is that if a music company
is going to pay 25 to 30 per cent of the cost
of a film for acquiring just the music, they
might as well pay for everything and take
all the inherent rights. Another possible
tact is that music companies identify
upcoming film producers and then place
quality music in their films by following
the Western OST model and then use the
film as a media vehicle to highlight and
sell the music content therein.A fantastic
model that has given a new lease of life

to 70’s 80’s & 90’s music in the USA is the
usage of old hits in TV programs like GLEE
which have presented these classic songs
to an entire new generation of listeners
and created massive revenue streams for
the original copyright holders and record
labels. The same model can be easily
replicated in India!

Has anyone tried this yet?
The answer is that most music companies
in India are mainly traders. They buy
from film producers and then sell it
to telecom companies. Very few have
endeavored to carve a role for themselves
in the existing value chain and create a
platform themselves, wherein they are
talking directly to their consumers, or
are participating in the content creation
process themselves. Unless this happens
soon, they will surely become extinct from
this value chain as the last mile provider
ie. the telecom company or iTunes could
logically try and backward integrate into
the value chain by creating their own
content to sell across their own various
distribution modules and make the middle
man i.e. the music company redundant.
Talent now is mostly being discovered
either by the producers or composers
themselves.

So, what's the strategy going
ahead?
There are 350 record companies operating
in a Rs four billion market, trying to
negotiate with a Rs 400 billion telecom
industry, that’s by default the last mile
provider and distributor for their music
and other digital entertainment products.
For these telcos, music is the biggest
Value Added Service they have.
Aggressive negotiation with telcos
to increase revenue shares on existing
back catalog is the pressing need of the
hour. Logically, the company / brand that
goes in first to negotiate, takes away a
disproportionate share of the money that
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the telco has to spend.

In a nutshell, music companies must
strive to ensure that they get a fair share
in the dividends reaped by their owned
content from broadcasters and telcos.

The existence of approximately 450
million mobile phones which also double
up as music devices is the next amazing
opportunity as they all need content to
fully realise their potential. The flip side is
that it also brings with it a whole new kind
of mobile chip piracy. The possible way out
is to legitimise this, which is exactly what
the IMI has initiated, and is apparently
showing some results. Thankfully, the
enforcement agencies have recognised
that side loading at the local corner shop

is also a form of piracy, as in this country
people are willing to pay for music from
the corner shop, unlike in the US, where
downloads over the internet are the basic
norm. The music business will get its fair
compensation, as long as the consumer
sees value in paying for the content.

The next step is regional investments
and diversification, as growth is likely
to come from states that have their
own language entertainment and states
that are dependent on new content.
Companies will have to make inroads
in Tamil, Malayalam, Kannada, Bengali,
Punjabi and Bhojpuri as well.

Finally, music companies need to
develop a complete music offering -
virtually via the Internet and physically
via kiosks wherein a consumer can listen
and then buy her choice of songs at a
reasonable price and in the electronic
format of her choice - either on the mobile
or on a chip.

Other related businesses to look
at....

The music business has created a lot of high
value business outside of itself. The radio
industry has built a Rs five billion business,
similarly, music television has built a Rs 20
billion business around the same content,
including videos that labels supplied for
free. The iPod, iTunes businesses were also
built on the back of the music industry.
Last but not the least ... out of a Rs one
billion music business, the telcos have
built a Rs 100 billion business. Thus, music
companies need to use their content and
move up the value chain in two or three
places. One is the mobile/digital space,
where the growth is. Another is the content
aggregation space and the live event

space, since they have the existing artiste
relationships. Lastly, they need to straddle
the artiste management space. In Europe
for instance, Sony Music even runs an
advertising agency, and Universal Music
has launched ‘All The World’ - their live
concert business.

Talent Management
Music companies must also focus on

signing talent and developing and
managing their careers. The key challenge
here is the identification of cutting edge
upcoming talent. Once the talent is on
board, the company would be responsible
for providing a complete 360 degree service
to the artist including marketing, PR,
booking shows and appearances, TV and
film appearances, live events and brand
revenues and endorsements. The record
company would become responsible for
the artiste’s career development and

by extension, the generation of optimal
revenues for the talent.

The game plan should be to sign
International and Indian music talent,
reality TV winners and finally Bollywood
talent and create a strong niche for the
music company and unleash a new
revenue stream for the existing business.

Live Events & Brand Solutions
Many lifestyle and alcohol brands rely on
entertainment and music based events
to connect with their TG and provide
them an experience to address their core
brand communication needs. Some of
these brands spend millions and this
could be leveraged easily. These concerts /
festivals should be focused in the genres
of international music, Indian classical
or even fusion, in India or even overseas.
The key here would be to create some
unique properties — shows, seminars,
festivals, tours that the music companies
could own themselves and develop. The
strategy for change has to include artistes
from pop, rock, devotional and film related
genres instead of simply relying on Hindi
Bollywood based content. The need of the
hour is to acquire and develop new content
selectively but yet aggressively.

In conclusion, for music companies
to move into the Recording Industry
2.0 scenario, they will have to change
the existing status quo and will have to
re-invent and re-position themselves as
entertainment companies. They will
have to innovate and build selective and
synergistic relationships with artistes,
the creative fraternity, media and the
recording/film industry.

Most importantly, job functions like
A & R and identifying the right content/
act must be undertaken by musicians
/ producers / composers with a track
record and not by executives/ MBAs who
are trying to play catch up with trends
and are desperately trying to sign on the
current ‘big stars’. The recording business
has only been profitable for music
companies that have found their own
stars rather than those who have tried to
buy existing stars!@

Farhad K Wadia, CEO at E18 is a Media
& Entertainment industry veteran with 22
years of hands on experience in the world of
entertainment media



Indie Music Scene: great
promise, potential & new
directions
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ust a few years ago, any outside
observer of the Indian music scene
noticed that Bollywood was the only
game in town. Modern musicians all
cross India have bemoaned the fact that
entry into the narrow climes of Bollywood
music score composing and producing
relied on the narrow Mumbai scene in
Andheri, in the vicinity of the major
movie studios. It seems that its always
the same small group of composers are
tapped - for sure, A R Rahman and the
Merchant brothers are the best of breed
and deservedly so. However, something
unique and fascinating is stirring in India
and contemporary Indian music. There is
without doubt, an exciting and vigorous
Indian indie underground scene, which
is seeing new bands emerging across the
country —in cities and towns that have
not been known for producing modern
electric music talent.

Eyeing India

Seymour Stein, the legendary A&R guru,
founder of Sire Records and signer of
world famous acts like The Talking Heads,
Madonna, Depeche Mode, The Ramones
and many more, is convinced that within
the next 18-24 months, there will be a
ground-breaking Indian band or musician
that will come to the fore and really make
a mark. His confidence is justifiable.

For the first time, India can now boast a
mini-touring circuit which goes beyond
The Blue Frog and Hard Rock Café in
Mumbai. Local music promoters have
been telling me that there is now a live
touring circuit that covers 54 venues in
major cities across the country. This has
heightened interest and proactivity from
international agents whose bands and
musicians now take India and touring
from Kolkata to Chennai, very seriously.
It has also provided Indian bands with

a road map and venues for creating and
building their own fan base and widening
their appeal beyond their home towns
and villages.

Whilst many obstacles remain,
including the need to upgrade venues,
acoustics and get bands properly paid,
this emerging touring circuit has proved
to be the breeding ground of a new
generation of Indian artists and bands,
who do not automatically seek the
trumpet of Bollywood to amplify their
cause. Seymour Stein says of all of the
cities he has been to in India — and he has
been to many, and probably more than
any other international record exec —
Shillong fascinates him most. He thinks
Assam will also be a part of India that
will spawn notable music. The key to
this exciting birthing and development
can also be seen in the fact that the new
generation of Indian bands are not wholly
derivative of US and UK heavy metal or
pop acts. Instead, this new wave of indie
Indian music continues to blend Indian
and local sounds and styles with hip-hop
beats and dance rhythms in an exciting
and accessible way for teens and young
adults reared on previously formulaic
musical styles.

Not just Bollywood

What does this new wave tell us? Savvy
A&R executives have noticed this. The
highly respected New York based music
agent, Marty Diamond who heads up the
Paradigm Agency and also the agent for
top international act Coldplay ensures
that baby Indian bands and emerging
Indian acts are right on his radar, as he
believes that this new Indian indie scene
and wave has acts that he can book in
the USA and internationally, and also
give him reason to ensure that his US
and UK bands and managers absolutely
start considering playing the newly
enlarged Indian touring circuit. Not all
venues and touring plans are perfect,
and to be sure, the next two years will
see improvements. However, no longer
does an Indian band or artist only have
a one way cul de sac to Bollywood. With
the rise of the web, social networking,

o

Whilst many obstacles
remain, including the
need to upgrade venues,
acoustics and get bands
properly paid, this
emerging touring circuit
has proved to be the
breeding ground of a
new generation of Indian
artists, who do not seek
the trumpet of Bollywood
to amplify their cause Q

Twitter and mobile, Indian indie bands
can develop their following in a non
traditional fashion and grow the basis of
a fan following that can spread beyond
the shores of India, to the tastemakers of
the US and NRIs worldwide.

It's worth Indian indie bands
establishing links and contacts with the
likes of Seymour or Marty — these are
two music professionals who implicitly
believe in Indian talent and musical
prowess. This also applies to one of the
hottest music executives in the USA,
Anglo-Indian CEO of Desi Hits, Ms Anjula
Acharia. Anjula has seen Indian artist
Jay Sean top the Billboard charts earlier
this year, and her highly effective way
of marrying new media and music, have
started to create good waves for Indian
music in the US and UK. Desi Hits could
well be a valuable launch jetty for Indian
bands. You don't only have to come from
Bombay to succeed. After all, in the new
media age, it's as much about growing
your audience one tweet or Facebook
bump at a time.®

Ralph Simon is chairman of the

Mobile Entertainment Forum — Americas
and is regarded as one of the founders of the
modern Mobile Entertainment Industry
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Filmi Chakkar
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nfortunately, Bollywood films
today are not about the music,
but about the story. The music
industry is just a byproduct
of the film industry. So, all the music
made is simply connected to the film.
And where are the films that click? Films
like Aradhana, Rajnigandha, Parichay are
not made anymore. Times have changed.
[ am not blaming the filmmakers but
stating a fact. Today, people do not want
to see rona dhona, but want to watch only
majaa masti. Unfortunately, because of
this, even songs suffer. No one wants
gourmet food, but all crave fast food. No
five course meal is cherished. People want
a quick fix. Unfortunately in this melee,
since music reflects the mood of the film,
even the music suffers.

We got a chance to do songs like
Aashayein for Igbal. It was a small film but
we could connect to Nagesh Kukunoor’s
vision. In spite of limited marketing, the
song became popular and is still fresh.
So, the bottomline is that if the movie
has depth, the song will connect too. Dor
had the heart, so we could make a song
like Yeh Hausla. Even today, it touches
people. Actually, the shelf life of a song
depends on the life of the film. Dhoom like
situations are very rare, where a quick fix
film becomes iconic and songs too live on.
Composers have still managed to make
songs like Har Ghadee, Shukran Allah, Chak
De, and grabbed the audience.

(<

I think talent is getting the
recognition it deserves. It's
a great time when people
are getting adventurous
with new sounds and
voices and technology

O
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Melody missing?

[ cannot say that melody is missing in
film music today. There are songs like
Tujh mein rab dikhta hai, Shukrana Allah,

Agj din chadiya that are so melodious...
given the current scenario of our films,
composers are still managing to make
songs that are good. Melody has suffered,
but it is because of the story. Item songs
are in demand.

The lip sync trend

I think the lip sync trend for film songs

is going down because people don't want
to make their movies run of the mill.
Earlier, the hero or heroine would sing for
themselves. Most of the songs were sung
by them through lip-synching. And today,
if we do not do that, how will we survive?
Our films are musicals. Since 1920, we
have had playback in films. Why are we
not doing it now? If not lip-synched, then
why go to the trouble of making a song?
Just use it as a background song. People
want to make cool films like Hollywood,
with a little urban slant. While doing that,
they are killing the music and in turn the
soul of Hindi cinema. If we don't see the
hero lip synching and singing a song, how
will the audience hum it later? We have
to believe that films are part real, part
myth and every Indian wants to break
into song as per their mood. If we cannot
give him that through our film, we hurt
his sentiments.

An era over?

The golden age of Hindi film music is

not over. We still have very creative
musicians and good singers and lyricists.
We need the stories to give us depth to
create such songs and we need our hero
and heroine to sing the song on screen so
that when an audience hears that song he
connects it to his favourite actor. When
they hum it, they should feel like the hero
or heroine themselves.

Creativity on high

I think talent is getting the recognition

it deserves. It's a great time when people
are getting adventurous with new sounds
and voices and technology. People like
Gaurav Dasgupta, Mithoon, Amit Trivedi
are good. It’s great to see new composers
on the block. It creates a big musical
society and then it challenges the existing

o

Today, people do not want
to see rona dhona, but
want to watch only majaa
masti. Unfortunately,
because of this, even
songs suffer. No one
wants gourmet food, but
all crave fast food. No five
course meal is cherished.
People want a quick fix.
Unfortunately in this
melee, since music reflects
the mood of the film, even
the music suffers

(%)

composers to pull their socks up. It’s all
healthy competition. Our country always
has been open to variety of talent.

Whither non film music?

This is very difficult situation. There are
already efforts made to promote non film
music. Online portals are supporting
and promoting individual artistes. For
new artistes, it’s the right place for them
to promote and make some money too.
Downloads are big business. The mobile
phone is big business for music. It’s the
new age tool.

Non film music will soon have its
own identity.
Film music has its limitations while
album can go infinite in experimentation.
People like Hungama and Mauj are
making efforts to make a parallel
industry. Film industry has the trend and
tendency to swallow any talent that is
there. It’s like a reality show.

But non film music will assert itself,
sooner or later.®

Salim Merchant is a leading music composer
in Bollywood, and is part of the
Salim-Suleiman Merchant duo



Going personal, going social
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- igital music has democratised
the music industry - today,
any individual or band can

- put up a song on the internet
and hope to gain popularity. While many
have pronounced that digital spells

the doom of the music business, it is
premature to believe that the industry
is dead. Technology may have been the
bane of the music industry over the past
few years, but it can rescue the industry
as well. More specifically, mobile has the
potential to, once again, revolutionise
the consumption of music in India and
globally.

As the music industry becomes more
diverse and fragmented, with many
niche genres growing faster than popular
varieties, monetisation has become
an increasingly complex proposition.
However, with an understanding of music
consumption patterns, the industry
can embrace the digital revolution
innovatively and drive revenues at the
same time.

According to Synovate, 38 per cent of
Indians have watched music videos on
their mobile. This reflects not only the
huge market potential for music on the
mobile, but also the potential for a “fully
loaded” music experience.

3G ahead!

Apart from aiming for full-track music
downloads, a huge market also exists
for full-track music streaming. With
broadband speeds on the mobile
becoming a reality with 3G, thisis a
convenient alternative to building and
maintaining a music collection. 3G will
also enable users to stream music videos
and specialised content, such as fan
videos, interactions with their favourite
artistes etc.

If a plethora of music is available
anytime, anywhere at the click of a
button, at a reasonable cost and in an
easy-to-use manner, there would be no
need to painstakingly develop a full-
fledged collection. Furthermore, if the
music industry adapts to this change by
offering innovative streaming content

along with paid-for premium options, this
will open up a new revenue stream.

An invaluable benefit of the rise
of digital music consumption is the
availability of technology to enable easy
sharing and discovery of music, thus
spurring uptake. Technology has brought
potentially every song in the world within
reach of the right target audience, no
matter how niche the genre. If earlier, the
musical experience was restricted to the
songs available with friends in the form
of cassettes or CDs, today it knows no
bounds.

Today, music recommendation engines
can intelligently make personalised
recommendations that the user is likely
to enjoy, based on past consumption. In
fact, OnMobile did a pilot for its product
- Mobile Radio where the average usage
per user went by 30 per cent due to
personalised recommendations. Similarly,
friends can more easily share and declare
their musical preferences. Since it can be
assumed that our social circles have a
huge influence on our musical tastes, this
feature can allow uptake for particular
songs to spread virally. While the internet
is a huge enabler of this feature, the
mobile phone takes it a step further. In
fact, OnMobile research has found that
allowing music to go ‘social’ improves the

@

Addressing the long
tail has an important
advantage for the music
industry: it monetises
one of the biggest assets
of any player — the back
catalogue. Brick-and-
mortar retailing of music
has physical constraints
in the range of music
or albums that can be
offered

©

selections per user by 20 per cent.

Search, and ye shall find

An important aspect of addressing the
long tail of music content is making it
easily discoverable. Very often, it is a long
and tedious process for consumers to
sort through the volume and variety of
content available.

This challenge is exacerbated by the
linguistic and cultural diversity of the
Indian market. However, today there
are technology solutions that enable
providers to ensure that users can
expect to discover songs of their choice
easily, regardless of the language. In fact,
the technology currently available at
OnMobile can ensure that 95 per cent of
search requests are fulfilled accurately
and successfully.

Another indicator of the importance of
easy discovery and the user preference
for music-on-demand is the fact that
for OnMobile music products, “search”
is the second most-used mobile music
option. Furthermore, we have witnessed
that easy content and channel access
has resulted in 70-80 per cent of content
usage, up from the average of 40-50 per
cent.

Addressing the long tail has an
important advantage for the music
industry: it monetises one of the biggest
assets of any player — the back catalogue.
Brick-and-mortar retailing of music has
physical constraints in the range of music
or albums that can be offered. However,
mobile music not only opens up a whole
world of consumers, but also allows them
to discover old, rare songs that may not
find space on the shelves of a traditional
music store.®

Gunaseelan Radhakrishnan is product group

manager, application & voice product unit,
OnMobile Global
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Put paid to piracy!
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Ithough music consumption
is increasing in India, piracy
remains the main hurdle in
onetisation for the music
industry. The government should step in
to help control piracy and there should be
a separate wing to dwell on these issues.

A proper legal system will provide
impetus to the entertainment industry in
totality, as piracy takes up almost 95 per
cent of the industry and original content
owners continue to bleed.

There has been no culture in India to
pay for music and it was always assumed
as a free commodity. There was a time
when we used to transact business worth
Rs 1,500 crore and earn Rs 1,000 crore.
Now, digital music alone is a Rs 7,000 —
Rs 8,000 crore business but the music
industry doesn’t even earn Rs 500 crore.
It is a huge problem and we are struggling
to cope with it.

3G - boon or bane?

Platforms like mobile Value Added
Service present the music industry with
immense opportunities, especially with
the onset of the 3G licence auction.
Currently, lack of ample broadband is
thwarting growth.

After 3G is introduced, the music
industry will receive a huge boost. All
mobile platforms are offering ringtones
and CRBTs, but consumers need full
track downloads. Operators must
however make sure that there are no
pirated websites that allow access to
illegal music downloads.

Coming to performance royalty,
initially it was difficult to collect royalty
but over a period of time, our trade
and business module has changed
and we are getting paid for public
performances. We are trying to push
the law and make it is a legal practice
to pay for music. Although we are
facing some resistance now, I believe
in a year or two, everything should
settle and performances could become
a strong revenue stream for the music
companies.
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Changes ahead

Amendments to the Indian Copyright
Act and aligning the eisting Act to
international standards were moves
worth appreciating, taken by the
Indian government. We submitted our
recommendations to the parliamentary
standing committee, expressing our
concerns and every party (music
companies, regional labels,

producers, creators etc. ) concerned
got fair opportunity to put forth their
views. Now we just have to wait for the
government’s decision.

®

From a label’s
perspective, recovery
for both film and non-
film releases have
become difficult. We
are surviving because
of our rich repertoire,
otherwise recovery
is difficult because of
higher acquisition rates,
no sales, piracy and
non cooperation from
channels and radio. We
have resorted to only
releasing music only for
films produced by us
©

Non-film music had its golden era with
TV channels and radio promoting the
artists but this space was taken over
by Bollywood. It is difficult to promote
new albums and promote artistes in non
film segment. All music companies are
confused . Some channel will ultimately
understand and stand up to promote
the artists. Around a year ago, all radio
stations played top contemporary songs
but they soon realised that it was not
possible to bank only on this catalogue
and slowly moved to old songs. Now radio
stations are experimenting with their

music mix. Non film music must find a
place for itself.

Acquisitions

Acquiring music is another hot topic.
There was a time, till 2002, when

we, Tips Music, were very active in
music acquisition. But given the prices
producers are now asking and our
competitors are willing to pay, we see
huge losses in future. Other companies
are mainly funding these extraordinary
prices from their catalogue money. And
we don'’t think that makes sense. That’s
why we don’t acquire outside films, but
prefer to promote our own.

Repertoire to the rescue

From a label’s perspective, recovery for
both film and non-film releases have
become difficult. We are surviving
because of our rich repertoire,
otherwise recovery is difficult because
of higher acquisition rates, no sales,
piracy and non cooperation from
channels and radio. We have resorted
to only releasing music only for films
produced by us.

The only silver lining seems to be
multiple legal avenues for exploiting
music on digital platform. Legal music
services like YouTube, Google Music
are welcome as they provide revenues
through advertising and eventually
consumers might buy music.®

Kumar Taurani is president,
Indian Music Industry and
managing director, Tips Industries



Tomorrow Now!

© Mandar Thakur

hen the theme for the

cover topic for this issue

was being decided, I

wondered how many of
us can really look ahead - apart from
the standard prose that includes phrases
like ‘digital is the future, the ‘future lies
in 360 degree business models’, and the
other regular party lines ... everyone’s
talking business models and more
business models ...

Almost like the music being produced
was so bloody super good that consumers
were just waiting for the ‘correct business
model’ to pay for it!

Then I thought about it - do I, myself,
really know where the future of the music
industry lies?!

Now that took a while to think ..and I
had to be aided by the ubiquitous tool of
the music industry — a bottle of some fine
Scotch .... a few hours, a few sketchy ideas
and a hangover later, [ came upon the
answer - NO ! I could not say for certain
what the future held in what shape or
form! Maybe that’s what caused the
headache! As depressing as that sounds
—Ilook at that situation very refreshingly
... like a totally new slate to begin from
where some of the older rules no longer
apply! It doesn’'t mean that everyone’s an
idiot who doesn’t know what they’re doing
... it just means that we know perhaps
what we did in the past, some of us know
what we're doing today, most of us might
not know what we’ll be doing tomorrow
in the music business to keep it going...

The rest of the way I think it’s better
if we don’t have an absolute lock in and
surety of the future. We need to create a
new, clear, concise vision of which bucket
of the music industry we fall in and act
decisively accordingly.

Use, to exploit!
How else will risks be taken if we know
everything but the results don’t show?
Where else will the next new iTunes
come from? How else will we grow with
and perhaps in a lot of cases — stay one
step ahead of the consumer? Where else
will radicality come from?

The future of any business is created
or ‘recreated’ by an ‘inclusive’ and

‘interactive’ process — and that comes
with the ability to ‘BE’ a consumer
yourself. In fact, the digital future
demands that you become a user of the
very things you've set out to exploit —
otherwise you will fail!

Clearly, the traditional business model
has failed - but it has most definitely
not stopped volumes necessarily — what
else will explain artists like Himesh,
Rahman, SEL (for their Bollywood work),
Lady Gaga and Taylor Swift (crossed a
million CDs already with the new album
charting successes? What has gone
down is profitability — which leads me to
one conclusion on the future - that it is
indeed bright. Now we just have to figure
out a way to make profits .... in an indirect
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The future of any business
is created or recreated’

by an ‘inclusive’ and
‘interactive’ process — and
that comes with the ability
to ‘BE’ a consumer yourself

DY)

way - kind of like the same predicament
Facebook / Twitter are in...

Now, everyone’s looking to brands, live
concerts and the mobile plus internet
business to rescue it and bring some
much needed B2B business models.

Problem is, there is no one size that fits
all - so how can all these be applicable to
all constituents of the industry?

On the brandwagon

What is necessarily cautionary about

the ‘brands’ approach is thatitis a
continuous sales process and not a retail
process. If, for instance, some of the
bigger brands suddenly chase cricket and
not music (like Coke did in the late 90s
and then on) — everyone’s dependency on
that income stream will create a choke, so
[ would look at it as a specialised income
stream and work with that to grow it. For
brands to take your music for sync - they
have to like it, it has to fit in with the
brand ethos and/or has to be a popular
hit. By that definition - you automatically
reduce the size of companies and artists
who can thrive off this and need to go

back to the roots — which is to create the
hits.

Concerts —now this does not mean that
every artist will tour and suddenly make
a living off performing. But this is at least
a more ‘retail’ process than the above
and the possibility of performances is a
lot more than brands suddenly starting
to associate themselves with music. Fact
is, there are a lot of performances today
- however, the ability of consumers to
pay specifically only for a performance
is limited compared to paying for a
performance + cover charge + drinks.

In fact, most of the small club gigs are
promo entry gigs wherein the audience
does not necessarily come to see the
specific band and hence specifically pay
to seeit. Again, you need the music and
the hits to draw in a paying audience.

Thirdly, digital - this is one of the
biggest wet dreams of most artists, but
the fact is that everyone DOES NOT
make money from digital. Yes, a lot
of artists/companies do, digital has
exposed and given a lot of promotion to
unknown talent - but digital has to be
differentiated into retail and promotional.
Retail is where you directly interact with
consumers who pay for your music; the
rest is promotional where you create
social media that takes your fans closer
to you. Unfortunately, many people
(although they’ll choose to disagree here)
—do not understand the time allocation
that needs to be given to both these
activities to be able to create a successful
digital strategy.

All of the above three examples require
just one core product: great songs and
great performers with a human appeal,
who can perform those songs with depth
and confidence.

What I sincerely hope happens is that
we go back to a culture of great A&R,
find the real, talented and hard working
artists of tomorrow and find above all,
some truly gifted songwriters for the
coming generation’s ears.

If not all - at least some problems will
start solving themselves... then maybe
our obsession with ‘business models’ will
start yielding some profitable results. @
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