
1
th

e
th

e
re

po
rt

COUNTRY
PROFILE
03.12.19

not bad for a country where it only overtook 
CDs as the main source of income in the 
first six months of 2018.

“Streaming is now a strong part of 
the music consumer behaviour,” says 
Mazza. “In addition we have noted a good 
performance by platforms like Amazon. 
Adults are also embracing streaming as the 
main source of music access.” 

The 1.5m premium subscribers in Italy 
may be low, but it is up from 1m subscribers 
in late 2018 – a fairly impressive jump 
nonetheless.

Mazza believes that Spotify should 
be doing far more to drive users to 
paid subscriptions. In July 2019, he told 
TorrentFreak that the main issue for the 
Italian recorded music industry was “how 
to convert people from free YouTube and 
Spotify accounts to premium services”.

“Italy is a country where the ‘culture of 
free’ is radicated [firmly established] and it’s 
not easy to drag people into a subscription 
model,” he said. “Conversion rates are still 
below the global average and this is a major 
challenge for the industry. We are urging 
in particular Spotify to do more in terms of 

MARKET PROFILE Italy

Italy’s digital music take-up lags behind most of its EU neighbours with 
only 1.5 million premium streaming subscribers. Nonetheless, that’s still  
a jump of 0.5m in less than a year and streaming is enjoying growth

STATS 

f 
Population   62.2m*
d 
GDP (purchasing power parity)   

                                    $2.317tn* 
GDP real growth rate  1.5%* 
GDP per capita (PPP)  $38,200*
h 
Internet users  38m 
Per cent of population  61.3%
c 
Broadband connections  16.6m 
Broadband - subscriptions  
per 100 inhabitants  27*

i 
Mobile phone subscriptions  83.9m 
Sources: CIA World Factbook 

* = 2017/18 estimates

ITALY

Italy may have given the world 
innovations such as the piano, the 
nuclear reactor and the Galileo 
thermometer, but in the digital age the 

country is somewhat behind the curve. 
According to the EU, Italy ranks 24th out of 
the 28 Member States in its DESI index of 
connectivity and digital public services, with 
three out of 10 people not regular internet 
users and more than half of the population 
lacking basic digital skills.

As you might imagine, this has had a 
negative impact on the country’s digital 
music take up. In the IFPI’s 2018 Music 
Consumer Insight Report, only 53% of 
people surveyed in Italy said they used 

audio streaming services – making this 
one of the lowest figures for any country 
surveyed. Meanwhile Enzo Mazza, CEO 
of Italian recorded music body FIMI, tells 
music:)ally that there are around 1.5m 
premium subscribers in Italy, significantly 
below the 2.3m paid streaming subscribers 
in Spain (a smaller country).

For all this, streaming numbers are on 
the rise, bringing up the overall value of 
recorded music with them. In the first 
nine months of 2019, total recorded music 
revenues increased 6.7% in Italy, according 
to Deloitte, with streaming up 28%. 
Streaming, Mazza adds, now accounts for 
67% of all Italian recorded music income – 

“Streaming is now a strong 
part of the music consumer 

behaviour [and] we have noted a 
good performance by platforms 

like Amazon. Adults are also 
embracing streaming as the main 

source of music access...” 
– Enzo Mazza, FIMI
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promotional campaigns in order to engage 
new premium customers.”

Mazza tells music:)ally that things are 
improving in terms of subscription conversion 
rates “but the average is still low”. 

“I think, for example, Spotify should 
focus more on campaigns for the premium 
service, showing the add-ons of these 
model for the music consumers,” he 
explains. “We have discussed this with them 
recently – how to promote campaigns to 
attract premium users.”

One major thing Spotify has done is to 
crack down on a hacked version of its app 
that enabled a large number of clients to 

access the premium tier at no cost, 
a move that is expected to have had 
a positive impact on its subscriber 
numbers. “I think this kind of activity 
should be carried out as a routine by 
the platform,” Mazza says. “Spotify 
recently also checked the family 
plans to identify any abuse of the 
subscription.”

There are other signs of positivity, 
too. Mazza identifies “new talents, 
investments by the major labels into 
the local repertoire and the faster 
adoption of streaming by a wider 
number of consumers from various 
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generations” as reasons to be positive.
Italian repertoire is also thriving. At the 

halfway stage of 2019, eight of the top 10 
albums were by Italian artists, as well as 
seven of the top 10 tracks, with locals rappers 
Fedez and Salmo both placing highly. “Hip-
hop and urban artists are now dominating the 
charts in Italy,” Mazza says. “In more general 
terms, a total new generation of artists have 
appeared in the top 10. In the half-year chart 
of 2019 [for the top 10], the average artist age 
was around 30.”

Then there’s the €500 ($554) “culture 
bonus” for every 18-year-old in Italy 
– money that can be spent on music, 
concerts, books, films and theatre. Mazza 
says that this initiative – the kind of 
government largesse that most of the 
Anglosphere can only dream of – generated 
about €11m ($12.2m) in the first half of 2019, 
a significant number in a recorded music 
market that, with performance rights and 
sync, was worth around $269.4m in 2018.

As such, Mazza believes that full-year 
2019 figures for the Italian 
recorded music market will 
be slightly higher than the 
6.7% increase shown at the 
nine-month stage. This is an 
impressive turnaround for a 
country that was the only 
market in the world in 2017 
where both digital revenue 
and overall revenue fell. 

“Streaming will continue to 
grow,” he concludes. “Physical 
sales will perform a little better 
during Christmas sales. So we 
expect a further growth for the 
full year.”  :)

Source: Deloitte/IFPI

H1-2019 H1-2018 Y-on-Y
Total physical 22,398 30,229 –25.9%

Total streaming 54,322 41,360 +31.3%

   – subscription 36,015 27,349 +31.7%

   – ad-supported 9,261 5,543 +67.1%

   – video streaming 9,045 8,466 +6.8%

Total other digital 4,768 6,304 –24.4%

Total digital 59,090 47,664 +24.0%

Total market (Phy & Dig) 81,488 77,893 +4.6%

Sync 4,548 4,049 +12.3%

TOTAL MARKET 86,036 81,943 +5%


