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Global Music Report. What’s more, BPI CEO 
Geoff Taylor (pictured above) says that the 
problem is growing. He told delegates at 
Canadian Music Week 2016 that, while the 
number of people streaming music video in 
the UK almost doubled last year, revenues 

paid to labels rose by less than half of 1%.
“This disparity neatly encapsulates the 

market distortion characterised by many 
as the value gap or the ‘value grab’,” Taylor 
says. “At present, the huge consumer 
demand for music video is being hijacked so 
as to generate wealth for tech platforms at 
the expense of the people who created the 
music. I think that’s fundamentally wrong.”

BPI year-end figures reveal that there 
were 26.9bn video streams in the UK 
last year, more than the total of 26.8m 
audio streams. Meanwhile, the IFPI’s 
figures for ad-supported streaming in the 
UK (which include YouTube) show that 
revenue increased from $37.41m in 2014 to 
$37.56m last year, a minimal growth which 
meant that revenue from ad-supported 
streaming was lower than trade revenues 
from vinyl ($38.5m) in the UK. (It should be 
noted, however, that the two are not quite 
comparable as vinyl revenues will have 
to factor in the high manufacturing and 
distribution costs in a way that YouTube 
revenues will not.)

The answer to this, for the BPI, lies in 
regulation. Taylor says revenues in the UK 
are being “undermined by rapid growth in 
free music services such as YouTube, which 
pay very little for the music they use”. “If 
government wishes to see sustainable 
growth from the creative sector, it must 
urgently address the safe harbours that 
allow certain digital platforms to build  
huge businesses at the expense of the 
creators who drive demand for their 
services,” he adds.

Kim Bayley, CEO of the UK’s 
Entertainment Retailers’ Association, 
suggests that introducing new price points 
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Streaming is the trigger that has given the UK music industry a much-
needed shot in the arm – but this in turn is creating a value gap where 
music consumption is outpacing recorded music revenue growth

STATS 
� 
Population   64.1m
� 
GDP per capita  $41,2000

 
Internet users  57.3m
� 
Broadband connections  25.5m
� 
Mobile subscriptions  78.5m 
Active smartphones 63.6m 
Active tablets 27m 
Sources: IFPI/CIA World Factbook

UNITED KINGDOM

Patriotic Britons could find a lot 
to applaud in the various music 
industry bodies’ full-year figures 
for 2015. Not only did the UK climb 

back to third position among the world’s 
biggest recorded music markets, according 
to the IFPI, but the organisation’s figures 
show that revenue also increased by 0.6%, 
year-on-year, after a decline of 2.8% in 2014. 
Meanwhile, the UK’s own recorded music 
trade body, the BPI, found that music 
consumption rose 4% in 2015 to a retail 
value of £1.1bn.

Both the IFPI and the BPI identified the 
same trigger for this growth – streaming. 
IFPI figures show that revenue from 

subscription streaming in the UK increased 
from $132.5m in 2014 to $224.8m last year, 
while revenue from ad-supported streaming 
grew marginally. Overall, streaming revenue 
in the UK grew 54.4% in 2015, according 
to the IFPI, while the BPI says that audio 
streaming in the UK grew by 82% in volume 
last year.

And herein lies the problem: the dreaded 
“value gap”, whereby the revenue coming in 
from recorded music is growing at a slower 
rate than music consumption itself. This, of 
course, is not a uniquely British problem. 
But it does seem particularly acute in the 
UK, with the IFPI singling out Britain and 
the US for particular mention in its latest 
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for streaming services could also grow the 
market. “The real issue – and my members 
tell me that this is a result of an inflexible 
approach to licensing – is that there is 
effectively only one game in town in terms 
of premium streaming services – the £9.99 
all-you-can eat model,” she explains. “We 
desperately need to find ways to facilitate 
a range of different offerings at different 
price points in order to monetise as much 
of the market as possible. £120 a year is a 
significant barrier to many music fans.”

There is, undoubtedly, an impressively 
wide range of digital music services in the 
UK – around 50 in total, from mainstream 
names like Spotify and Apple Music, to 
specialist services like Bleep, Naxos and The 
Classical Shop. But, for all this, few services 
stray from the £9.99-a-month price point 
long established by Spotify (albeit with 

various discounts for students/families etc.) 
The UK did, in fact, once have a fairly 
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well-known streaming service that broke 
from this model in Bloom.fm, which offered 

Source: IFPI

The real issue ... is that 
there is effectively 

only one game in town 
in terms of premium 

streaming services – the 
£9.99 all-you-can eat 

model” – Kim Bayley, ERA

an entry-level price point of £1 a month. But 
Bloom folded in spring 2014 after investors 
pulled out, just one month after announcing 
1m app downloads. Bloom, it is fair to say, 
was not an overwhelming mainstream 
success. But it did enough to suggest that 
such a model could work in the UK.

The UK, then, is a market that is growing 
again after several difficult years, even if 
the profitability of the streaming boom 
leaves questions to be answered. Taylor 
says he is “extremely confident about 
music’s future”. “If we can continue with 
the successful conversion of music fans to 
subscriptions over the next few years, and 
if we can correct the huge market distortion 
caused by safe harbours, so that video and 
UGC platforms make a fair contribution 
back to the music industry, then the future 
will be very bright,” he says.

“Given the dramatic growth we have 
seen in the first few months of this year,  
I think 2016 will be the year when  
streaming fully crosses into the 
mainstream,” Taylor concludes. :)


