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full year 2018/19. “The growth in royalties 
generated for songwriters, composers and 
music publishers is on par with the recording 
sector’s growth,” says APRA AMCOS chief 
executive Dean Ormston. “Again we saw 
that coming through strongest in digital 
revenue – audio streaming, VOD and user-
generated content websites [like YouTube 
and Facebook]; followed by a buoyant 
concert market and strong demand for 
Australian music overseas.”

Ormston says that growth in audio 

streaming is primarily driven by growth in 
paid subscriber numbers. Some 6m people 
in Australia subscribe to an audio streaming 
service and Ormston believes there is room 
for that to expand. “There’s definitely still 
room for further growth,” he says. “Not only 
from those people not using streaming 
services at all but also those who are using 
ad-funded services, including the base [free] 
Spotify option and YouTube.”

In this, the home speaker market could 
be key. At Big Sound Rosen said that 
Australia has “been a little bit behind the 
US and the UK” in this field. “This is a boom 
of early adopters but the home speaker 
market hasn’t grown in Australia like it 
has [overseas] yet,” he explained (via The 
Industry Observer).

Rosen said that the rise in the home 
speaker market could help to move older 
demographics onto streaming services – 
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Four years of growth, combined with a strong established  
industry with room for further expansion has put the Australian  
recorded music business into a new optimistic mindset

STATS 

f 
Population   23.5m
d 
GDP (purchasing power parity): 
  $1.248 trillion* 
GDP (real growth rate)  2.2%* 
GDP per capita (PPP)  $50,400*
h 
Internet users  20.3m 
Percent of population  88.2%* 
Broadband fixed subs.  7.92m 
Broadband, subscriptions  
per 100 inhabitants  34*

i 
Total mobile phones  27.6m 
Sources: CIA World Factbook

AUSTRALIA

Four years of growth have given the 
Australian recorded music business 
new confidence, with the industry 
now looking to the home speaker 

market to give streaming a further boost.
Australia industry body ARIA reported 

that the country’s recorded music 
industry saw 12.26% annual growth in 
2018, generating Aus $526m ($358.68m) in 
revenue. This followed a 10.5% increase in 
2017, a 5.5% growth in 2016 and another 5% 
growth in 2015. Streaming was to thank for 
the 2018 rise, growing 41.2% over the year to 
account for 71.4% of the total market.

Speaking at the recent Big Sound event 
in Brisbane, ARIA CEO Dan Rosen said there 
was “a growth mindset” in the Australian 
music business. 

“There’s positivity and there’s optimism,” 
he added, according to a report in The 
Industry Observer. “When we came to Big 
Sound at the beginning of this decade, 
it was a very different story and it’s a 
wonderful thing to be in a growth business.”

The country’s publishing business has 
also been thriving. Australian collecting 
society APRA AMCOS collected Aus $412m 
($280.9m) in music licensing fees in its 

* 2017 estimates

There’s definitely still room for 
further growth. Not only from 

those people not using streaming 
services at all but also those who 

are using ad-funded services, 
including the base [free] Spotify 

option and YouTube...” 
– Dean Ormston, APRA AMCOS



2
th

e
re

po
rt

COUNTRY
PROFILE
10.09.19

currently one of the music industry’s global 
objectives. “One of the battles for older 
people has been technology, but they have 
no problem saying what they want to listen 
to,” he added.

Australians, according to Rosen, listen 
to 18.3 hours of music a week. And to keep 
those numbers up in the face of competition 
from Netflix et al, the music business needs 
“to make sure that we’re working closely 
with tech companies, ensuring that music 
is still a key part of their strategies, and 
making compelling music”.

As well as Netflix, Rosen believes that 

Australia’s digital music industry faces an 
old, but powerful, challenge in the shape 
of the car. “Radio’s last stamp is the car: 
can streaming services break into the car?” 
Rosen said. “That’s where a lot of people are 
listening to music.” 

Radio remains the most popular listening 
format in Australia, followed by paid 
streaming and video streaming, with Spotify 
and YouTube battling to be the most popular 
digital music service. Amazon, according to 
Rosen, has yet to make much of a mark in 
the country.

The impact of streaming on Australian 
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REVENUE IN 2016 / 2017 / 2018
STREAMING
$169.4m / $266.1m / $375.8m 
DIGITAL DOWNLOADS
$131.3m / $97.1m / $68.7m 
CD ALBUMS
$90.9m / $77.8m / $53.2m 
VINYL ALBUMS
$15.8m / $18.9m / $21.7m 
OTHER DIGITAL
$4.6m / $4.9m / $4.2m 
OTHER PHYSICAL
$5.8m / $3.9m / $2.6m 

Other digital Other physical

TOTAL:
$417.7m

TOTAL:
$468.7m

TOTAL:
$526.1m

artists has been more ambiguous, with 
success overseas coinciding with domestic 
wobbles. APRA AMCOS reported in its 
Year In Review 2017-18 that royalties from 
overseas for performing rights had grown to 
Aus $43.7m ($29.79m) in 2018. 

But domestically, things have been 
trickier: in one chart week in May 2017 there 
were only two Australian acts in the singles 
Top 50, with News Corp Australia Network 
reporting that local chart statisticians 
were unable to recall a time when so few 
Australian acts featured in the rundown. 
This led to APRA AMCOS calling for music 

streaming services to be required to devote 
a certain percentage of their programmed 
playlist slots to local acts.

Ormston says that the charts are not 
telling the full story of Australian talent, with 
“a healthy upswing of local talent success, 
not just in the domestic market, but also in 
the success rate of Australian artists on the 
global stage”. 

All the same, he says that his 
organisation is in conversation with music 
streaming services about the concept 
of ‘benchmarking’ locally curated playlists to 
ensure there is an opportunity for Australian 
music to be discovered by local audiences 
and mitigate the risk of foreign artists 
unfairly dominating local charts. 

“Music streaming services have 
local curation teams in Australia and 
have already demonstrated very good 
support for Australian artists,” he adds. 
“We acknowledge the need for a more 
flexible approach than broadcast quotas, 
as streaming is not a linear medium like 
radio. It’s a complicated conversation 
and right now there’s a lot of goodwill 
from the parties. Our strong preference 
is that we’re able to arrive at an industry 
agreed ‘benchmark’ for Australian content 
on locally curated playlists.”

All in all, Rosen believes the Australian 
music industry is in great shape. “We’re 
coming to the end of the decade in great 
style,” Rosen told Big Sound (via The 
Industry Observer). “We’ve gone from 
pessimism, to optimism; from decline into 
growth. We’ve gone from an old school 
industry to a digital industry and we’re sexy 
again. So tell your parents it’s a good time to 
be in the music business.”  :)

Source: ARIA


