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streams, rising steeply from $9.01m in 2014 
to $30.68m in 2015. It was a boom that 
helped digital revenue in Mexico increase 
from $58.2m in 2014 to $75.6m last year, 
more than making up for a $2.01m decline in 
physical music revenue.

Key to this success is Spotify, a service 
which has made a dramatic impact since 
launching in Mexico in 2013. Mexico is 
now Spotify’s third global market in terms 
of active users and sources close to the 
business say that it has more than 1m 
subscribers there.

Its free tier isn’t doing badly, either. 
Spotify’s own research, carried out by 
TNS Global, found its ad-funded tier is the 
biggest digital music platform in Mexico 
among people aged between 15 and 65, 
with 31.1% of respondents listening once a 
week. That puts it ahead of SoundCloud 
(12.7%), Apple Music (10.3%) and online radio 
station Coca-Cola FM (9.4%). What’s more, 
Spotify says it has more than 65% brand 
recognition in Mexico, rising to 80% among 
those aged between 18 and 34.

The reasons for this success are various. 
Valerie Miranda (pictured below), Spotify’s 
label relations manager for US Latin and 
Mexico, says that the support of local 
artists, who were adversely affected by 
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STATS 
� 
Population   121.7m
� 
GDP per capita  $18,500

 
Internet users  49.5m
� 
Broadband connections  14.3m
� 
Mobile subscriptions  102.2m 
Active smartphones 38.7m 
Active tablets 9.5m 
Sources: IFPI/CIA World Factbook

MEXICO

T he country saw a 10.9% increase 
in income from recorded music 
in the first half of 2015, according 
to the Mexican Association of 

Phonographic Producers (Amprofon), with 
digital sales up 24.2%. Now IFPI figures for 
the whole year have shown this increase 
to be even more dramatic, with full-year 
revenue up 14.4% to $126.4m.

That’s a fairly impressive climb, 
especially after the market’s slow decline in 
2013 (down 3.2%) and 2014 (down 1.5%). But 
the number that really captured people’s 
interest – and was even singled out in the 
IFPI press conference last month – was the 
threefold leap in revenue from subscription 
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piracy, has been key. Meanwhile Spotify’s 
director of economics, Will Page, points 
to a combination of factors, including the 
effective use of trial periods and a price 
point (99 Pesos ($5.70) a month) that was 
worked out taking into account diverse 
economic pointers, including the level of 
disposable income. “The combination of 
that anchor price, the effectiveness of the 
trial and the support of the artists is the 
secret sauce,” Page adds.

Spotify has also benefitted from ISP 
deals in Mexico, while the company tries “to 
make Spotify part of the conversation where 
music is present” according to Miranda, 
leading to agreements with organisations 
as diverse as the Mexican football team and 
local museums.

Spotify – and the digital music industry 
in Mexico as a whole – has also benefitted 

from external economic factors, with the 
total smartphone population doubling from 
2013 and 2015, according to Ovum. Alfonso 
Perez Soto, SVP business development 
for LATAM, Spain & Emerging Markets at 
Warner Music Group, explains, “Mexico 
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has a large population and music is at the 
heart of the culture. Fans’ access to music 
in 2015 was unprecedented. An increase in 
smartphone access with better broadband 
networks across the country played a key 
factor in fans’ access to music.”

Source: IFPI

Last year was an 
unprecedented year of 

growth in Mexico as 
increased smartphone 

penetration and 
improved broadband 

access enabled streaming 
services to explode in  

the market”  
– Alfonso Perez Soto, LATAM

Impressive as Spotify’s performance 
undoubtedly is in Mexico, it is far from the 
only digital music platform in the country. 
Joaquín Fernández Esquivel, founder of 
Chinelo Creative, says that the influence of 
Apple is still strong, with Deezer and Tidal 
also being of note here. “Apple Music is not 
as popular as Spotify,” he says. “It was the 
leader when it was iTunes only but with the 
Spotify freemium model, they became the 
leader.”

Nevertheless, he says that Apple Music 
is making an impact in Mexico with its 
exclusive releases and predicts that it 
will grow. “I think they will improve their 
offer and become more agile, but Spotify 
had this model very well designed and 
successfully started in Mexico,” he says.

Hopes are high, then, that Mexico can 
continue its impressive digital growth and, 
with the country’s smartphone population 
set to double again by 2018, you can see 
why. Page, in fact, believes that the growth 
of income from digital music will lead to the 
kind of virtuous circle we have seen in some 
Scandinavian markets, where revenue from 
streaming has fed back into investment in 
new acts, creating interest in domestic and 
international markets. “The record labels 
will now have more money to invest in new 
talent,” Page says. “And the wheel will start 
to turn.”

Perez Soto concludes, “Last year was an 
unprecedented year of growth in Mexico 
as increased smartphone penetration 
and improved broadband access enabled 
streaming services to explode in the market. 
We expect to continue to see steady 
progress in the market – but last year was 
one of step-change for Mexico.”  :)


