MINTEL

Streaming Media: Music - US - January 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

“At $1.5 billion in advertising and subscription sales, the
total revenue for the US streaming music market is small,
especially due to high costs for music licensing. In spite of

these issues, leading tech companies are flocking to join
the market, with an eye toward sales that might be a
decade away, or a long-term transition from hardware and
software sales to on-going services.”

— Billy Hulkower, Sr. Analyst, Technology & Media

This report looks at the following areas:
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< Is there a barrier to entry? REPORT NOW
= Why are the world’s largest tech firms in Pandora’s box?
= Is the ownership model for music dying?
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