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Digital Music Services in the Nordics 2017

Purpose of study

Polaris Nordic (a collaboration between the three Nordic
collecting societies Koda, TONO and Teosto) needs
knowledge about the use of digital music services in the
Nordic region and has conducted a survey in collaboration
with YouGov.

This report highlights selected findings focusing on
characterizing:

i
A
| STREAM

A The market for digital music services

A Behavior and attitude on music streaming i progress
- from 2015

A The profile of premium subscribers and profiles of
free/trial version users (non paying users)

A The profile of people who stream music/music videos
on Facebook

A The profile of people who stream music/music videos
on YouTube

YouGov







Summary and methodology

] A

~ h

m Sample

+ in DK, NO, SE og FI carried out online using the
Men/women aged 15-65 Nordic YouGov Panel
Parents of children aged 12-14

40%

DK:75% Premium subscribers/Bundlers

3¢ Methodology Interviews i
ww National representative sample #ﬂ’ The data collection was DK: 1.020 interviews ==

SE: 1.005 interviews
NO: 1.013 interviews

FI: 1.009 interviews
42%

Streaming music on
YouTube - weekly
DK: 32%

SE: 43%

NO: 45%

SE: 83% DK: 43% F1 50%
NO: 81% SE: 48%
Fl: 82% NO: 48%

Fl: 22% m

4

- -~ -

on Facebook -
DK: 35%
SE: 32%
NO: 40%
Fl: 32%

- 35%

Streaming content with music

weekly

Field Period
April 20t - May 13t 2017

Digital Music
Services
20187?
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User overview 1T users,

subscribers and trialists

In each of the Nordic countries, 8 out of 10 use digital music services. The share of free/trial users is
significantly higher in Finland than in the other Nordic countries

Q7 In the past 12 months, have you personally
used, or do you currently use any of the
following digital music services (for music or
music videos)?

Base: all

Total population

Nordic Market Overview

Users of digital
music services

Subscribe to Premium/bundle

Telmore Musik, YouSee Musik, Spotify,
Tidal, Apple Music, Google Play Music,
Deezer, Groove, Napster, Beat.no,
GubeMusic

Only free version/trial

YouTube, Soundcloud, Bandcamp,
vidFlow, Spotify, Apple Music,
Deezer, Google Play Music, Groove,
Napster, Tidal,

YouGov



In the Nordics, YouTube and Spotify are, beyond YouTube is the most used digital music service Compared to the other countries, Danes are

comparison, the most used digital music services in Norway, Denmark and Finland (especially) less active users of both YouTube and Spotify,
and their market shares have increased significantly whereas Spotify dominates the Swedish market probably due to third place, Yousee Music,
over the past two years with Spotify in Sweden as (though closely followed by YouTube which has with a user share of 18%. In the other three
the only exception (status quo compared to 2015). increased significantly whereas Spotify has not). countries, the third place is held by iTunes.

Top 3 Top 3

Top 3 - Nordic

YouTube (37%1 Spotify (64%
) o )
: (33% (50%
Spotify . ) t ) t
18 W\ (21% 17%
Yousee Mu3|c ) ( \ 0 ‘
Top 3
YouTube (4?% t YouTube (5';3%'
. 50% . (38%
Spotify @ ( . Spotif
) 1 iTunes = ) 1
iTunes (2‘)1% ‘ iTunes (8%)

Q7 In the past 12 months, have you personally used, or do you currently use any of the following digital music services (for music or music videos)?

10 Base: all YOUGOV



Weekly user frequency i Spotify and YouTube

Looking at users of Spotify and YouTube, three out of four use the services on a weekly basis.
Spotify has a much larger daily user share than YouTube

Nordic weekly user frequency Nordic weekly user frequency

Net: 77% ieansss- Net: 71%

(daily/weekly) (daily/weekly)
‘- . % % ‘- . % %
w Net: 73% ?)Zil/y V\lzfe{dy w Net: 66% ggil/y V\?geﬁly
“ . % % ‘i . % %
w Net: 79% ggil/y V\/2§e{<ly ww Net: 71% ggil/y V\?:eily
A _ % % Al _ 9% %
= net 77 g 45 net 73w o oo
+ Net: 76%  46%  30% -|- Net: 72% 39%  33%
Daily  Weekly - Daily Weekly

:; youSee Net: 65% 33% 32%

Daily Weekly

Q8 How often do you use the following service (for music or music videos)?
Base: Users of Spotify, users of YouTube, users of youSee Musik
11 oty / YouGov



Share of daily users on Spotify and YouTube 7 by age

Thereds a similar p aNotr edri cs caoaurna s etsheon dail vy
young people who stream music daily on Spotify and YouTube

streamer s. T h €

]
‘- 52% o
w I 21%

&0

w

I, -
29%

I 27

I 0:

B 0%

_ 73%

62% 39%
4R - T E m12-17 4R I /1 m12-17
Y . Y
I 18-29 I - 18-29
m 30-39 m 30-39
I, 7/ I G
AR 6% W40-49 P e ) m40-49
44% K
NEA— e m50-65 LA " o0eo
B2 X
I I 7/
y, . 57% p ' 55%
.  E™ + E=x
P 0 EY /I 1
I 250 I 20
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

Q8 How often do you use the following service (for music or music videos)?

Base: Users of Spotify, users of YouTube

YouGov
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Profiling Denmark




4R
w

More than 4 in out of 10 Danes subscribe to a premium or bundled music streaming service

Share of Danes who use at We 0 |
least one free music service:
68%

profil e peopl e v

Premium subscription/bundles
Used services: Telmore Musik, YouSee Musik,
Spotify, Tidal, Apple Music, Google Play Music,
“ Deezer, Groove, Napster
Q7 In the past 12 months, have you personally used,

or do you currently use any of the following digital ® Subscription/Bundle = Only free version/trial = Do not stream music

music services (for music or music videos)?
Base: All

We 01 | profile pe

Free version/trial version

-

Used services: YouTube, Soundcloud, Bandcamp,
Spotify, Tidal, Apple Music, Google Play Music,
Deezer, Groove, Napster

Q9a Which version have you used in the past 12 months?
Base: Have used the service within last 12 months

15 YouGov



Streaming Profiles T demographics

Profiles on premium/bundled subscribers and free/trial users

RED: Premium subscribers/Bundles i 43%
GREY: Only Free version/Trial version T 31%

Profile

4R
w

The arrows show significant I
demographic variations within each of |
the two user groups (not variations
between the two user groups)

Gender

42% [ 28% ;

Age Household income

56%  456%

|34'/o

12-17y/lo 18-29y/o 30-39y/o 40-49y/o 50-65 ylo

45%

16

Y g A5%127%

Less than 300.000 kr.

44%
21%4
33% 1%
§26%059%
300.000 - 699.999 kr.
I More than 700.000 kr.

44%4

Demographics i Premium subscribers/bundlers

The group of Danes who have a premium/bundled streaming subscription is made up by
significantly more young people aged 12-29 and has an overrepresentation of
households with a high household income, student and office workers.

Demographics i only free/trial users

Region wise, significantly more people from Nordjylland stream for free or as trialists.
The groups of free users/trialists is overrepresented by households with a low household
income and people who are not in work.

Behavior/attitudes
Compared to free/trial users, premium subscribers/bundlers:

- Are more frequent concertgoers

- Agreemorethati t 6s fair that artists are compensat

online services
- Is more driven to choose a digital music service to be able to have access to all
music (for free users/trialists the main driver is that a service is free)

Occupation
Not active
Student/apprentice/trainee 56% 4

Office worker S0% 4

Skilled/unskilled worker
54% 4
Self-employed 52%
YouGov



Streaming Profiles i behavior and attitudes

Profiles on premium/bundled subscribers and free/trial

RED: Premium subscribers/Bundles
GREY: Only Free version/Trial version

Buy music
Goneto a Average number
concertpast 12 of concerts past Sub- Freeltr
months 12 months scribers ial
A
_ : Music downloads 19% 13%
- 1%+ 3,361t
CDs 12% 16%
5 Vinyl 9% 6%
61 /0 2’73 Other formats 3% 4%
D o nlduyy music 64% 67%

an
w

usSers

Top 3 music services

Freeltrials

42%

Subscribers

O 57w
M > Al
%3 . 42% .

82% t

Top 5 Statements

Top 5 drivers when choosing music service

That | have access to all

| find it important that creators of music get a

(agree/strongly agree)

75%4

0, 1 O 0,
the music | like 61% % That ltos freedl% ¢ compensation when their 5% nl i neé
. That | have access to all There is adequate information on songwriters, I 31%

That the service is legal 47% 4 the music | like 42% musicians, producers et (N 26%ks and al bums once

That the sound is of 0 That the sound is of high % | often follow and listen to shared or curated playlists | IR 29% 4

high quality 43% guality 38% on online music services I 16%

PR ind i - i ; o I 23

Ease of use 42% 4 That the service is legal 36% | often find interesting music via social media 22%0 P .
! The arrows show significant variation@§

That the music can be Itis usually easy to know what kind of content | am I 22% i between the two user groups i

easily used on multiple 36% ¢ Ease of use 30% allowed to share online I 24 !

devices and platforms

17
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Profiling Sweden




Streamers - Sweden

Profiles on premium/bundled subscribers and free/trial users on music streaming

Share of Swedes who use at We 6 | |
least one free music service:
70%

profil e peopl e v

Premium subscription/bundles

We 01 | profile pe

Used services: Spotify, Tidal, Apple Music, Google
Play Music, Deezer, Groove, Napster

Free version/Trial version

Used services: YouTube, Soundcloud, Bandcamp,
Spotify, Tidal, Apple Music, Google Play Music,
Deezer, Groove, Napster

Q7 In the past 12 months, have you personally [ : :
Used, or do you currently use any of the following m Subscription/Bundle = Only free version/trial = No streamers

digital music services (for music or music

videos)?

Base: All

Q9a Which version have you used in the past 12 months?
Base: Have used the service within last 12 months

19 YouGov



Streaming Profiles T demographics

Profiles on premium/bundled subscribers and free/trial users e

RED: Premium subscribers/Bundles i 48%
GREY: Only Free version/trial version i 35%

Gender

Age
251% 2461%

54%
50%
33% 34%
29%

40%
33%
I I .29%I

12-17y/lo 18-29y/o 30-39y/o 40-49y/o 50-65 ylo

20

Region
46/ 33%
50% / 40%
49% | 30%
f 47% 1 26%
48% [ 34%

Household income

Less than 300.000 kr.

300.000 - 699.999 kr.

More than 700.000 kr.

. between the two u
Profile e

Demographics i Premium subscribers/bundlers
Swedes who have who have a premium/bundled streaming subscription is

The arrows show significant I
demographic variations within each of |
the two user groups (not variations '
1
1
I

ser groups)

made up by

significantly more males, young people aged 12-29 and has an overrepresentation of

households with a high household income, student and office workers.

Demographics i Only free/trial users

Swedish music streamers who use a freef/trial version are overrepresented by people with low

household incomes and people who are not active.

Behavior/attitudes
Compared to free/trial users, premium subscribers/bundlers are characteri

zed by:

- A higher share who goes to concerts annually and they are more frequent concertgoers

- Agreemorethati t 6s fair that artists a
services
- Close to 100% who use Spotify

re compensat

- Is more driven to choose a digital music service to be able to have access to all the music

they like (for free users/trialists the main driver is that a service is free).

Occupation

Not active
Student/apprentice/trainee
Office worker
Skilled/unskilled worker

Self-employed

40%

YouGov



Streaming Profiles i behavior and attitudes

Profiles on premium/bundled subscribers and free/trial

RED: Premium subscribers/Bundles
GREY: Only Free version/trial version

Goneto a Average number

concertpast 12 of concerts past
months 12 months

65% ¢ 3,27+

A

CDs
Vinyl

48% 2,64

Other formats

D o n lBuy music

Top 5 drivers when choosing music service

+ That | have access to all

the music | like 63% That itdos freeb0% ¢
® Easeof use 55% Ease of use 39%
That the sound is of That | have access to all
0, 0,
* high quality 4% he music I like A
That the music can be . .
1t easily used on multiple 43% ngltitthe sound is of high 28%
devices and platforms q y
That the service is legal 31% That the service is legal 27%

21

Music downloads

users

Buy music Top 3 services
Sub- Free/T Subscribers Freeltrial
scribers rial

0 0
19% 11% +96% 48%
14% 19%

0
7% 7% Ou u 66% 83% ¢
4% ¢ 1%
o o %3 15%  14%

Statements
I
i6h% onl i neé
. >t
a’%k s and al bums once
et
29%
31%
)
30%
—— ot

| find it important that creators of music get a
compensation when their

There is adequate information on songwriters,
musici ans, producers et

It should be easier to find domestic music on digital
music services

__________________________

The arrows show significg#
variations between the two
user groups

It is usually easy to know what kind of content | am
allowed to share online

| often follow and listen to shared or curated playlists
on online music services

YouGov



Profiling Norway




4

Almost half of Norwegians subscribe to a premium or bundled streaming service

Share of Norwegians who use at We 6 | | pr o fil e peop | e W
least one free music service:

71%

Premium subscription/bundles

We 01 | profile

Free version/trial version Used services: Spotify, Tidal, Apple Music, Google
Play Music, Deezer, Groove, Napster, Beat.no,

GubeMusic

Used services: YouTube, Soundcloud, Bandcamp,
vidFlow, Spotify, Tidal, Apple Music, Google Play
Music, Deezer, Groove, Napster, vidFlow

Q7 In the past 12 months, have you personally

used, or do you currently use any of the following

digital music services (for music or music

videos)?

Base: All

Q9a Which version have you used in the past 12 months?
Base: Have used the service within last 12 months

23 YouGov

m Subscription/Bundle = Only free version/trial = No streamers



Streaming Profiles T demographics

\ ]
Profiles on premium/bundled subscribers and free/trial users e Y

€ arrows snow significan \
demographic variations within each of |

the two user groups (not variations
between the two user groups)

RED: Premium subscribers/Bundles i 48%
GREY: Only Free version/trial version i 32% .
/ Profile

Demographics i Premium subscribers/bundlers
Premium subscribers/bundlers is overrepresented by more young people aged 12-29, households
Reg ion with a high household income and students.

Demographics 1 Only free/trial users
The group of free/trial users is significantly less represented by young people aged 18-29 and
people from Eastern Norway. The group is overrepresented by people who are not in work.

Gender

Behavior/attitudes
Compared to free/trial users, premium subscribers/bundlers are:

=
47% [ 36% 0 | - More annually concertgoers
0 51% [ 25%% - Buy more music downloads and vinyls
4 A) { - To a greater extent use Spotify (while free users/trialists to a greater extent use YouTube)
49% / 31% - Agreemorethati t 6s fair that artists are compensated
50% / 36% services
- Is more driven to choose a digital music service to be able to have access to all the music they
like
Age Household income Occupation

265% 266%

529% Not active

49% Less than 300.000 kr.
38% Student/apprentice/trainee
28%

37%
0%
§24% 300.000 - 699.999 kr.
I I I More than 700.000 kr.

12-17y/lo 18-29y/o 30-39y/o 40-49y/o 50-65 ylo

Office worker

24% 3

Skilled/unskilled worker

Self-employed 5206

24 YouGov



Streaming Profiles i behavior and attitudes

Profiles on premium/bundled subscribers and free/trial users

RED: Premium subscribers/Bundles
GREY: Only Free version/trial version

Goneto a Average number
concertpast 12 of concerts past
months 12 months

A

1%+ 3,42

54% 3,11

B

Music downloads

CDs
Vinyl
Other formats

D o n lBuy music

Top 5 drivers when choosing music service

That | have access to all
the music | like

That | have access to all

0,
Ease of use 51% & the music | like

That the sound is of

0
high quality 49% 4 Ease of use

That the music can be
easily used on multiple  44% #
devices and platforms

That the sound is of high
quality

That the service is legal 41% ®  That the service is legal

25

38%

38%

29%

28%

67% 4 That 1 tods freedd% ¢

uy music

Sub-
scribers

28% *
19%
11%
4%
52%

| find it important that creators of music get a

Freeltr
ial

17%
23%
7%
4%
56%

Top 3 services

Subscribers Freeltrials

C‘. +85%  42%

CE 0% sewe
O @ 20%  17%

Top 5 Statements

(agree/strongly agree)

71%4

compensation when thei r IS 560 onl ineé

It should be easier to find domestic music on digital I 30%4

music services

There is adequate information on songwriters, I 330

musicians,

producers

I 31%

et N 26%k s and al bums oné

| often follow and listen to shared or curated playlists | 37% # - - - - - ————— - .
on online music services

It is usually easy to know what kind of content | am | INNEEGEGEGEGEGE 362

allowed to share online

I 18% The arrows show 3t

1
1
significant variations between i
1
1

the two user groups

I 35% v ..l

YouGov



Profiling Finland




Streamers - Finland @

Less than 1 out of 4 Finns pay for a premium/bundled subscription for a music service

Share of Finns who use at We 6 | | p rofil e p e o p | e
least one free music service:

77%

Premium subscription/bundles

- "

Used services: Spotify, Tidal, Apple Music, Google
Play Music, Deezer, Groove

We 01 | profile

Free version/trial version

Used services: YouTube, Soundcloud, Bandcamp,
Spotify, Tidal, Apple Music, Google Play Music,
Deezer, Groove

Q7 In the past 12 months, have you personally

used, or do you currently use any of the following

digital music services (for music or music

videos)?

Base: All

Q9a Which version have you used in the past 12 months?
Base: Have used the service within last 12 months

27 YouGov

m Subscription/Bundle = Only free version/trial = No streamers

V



Streaming Profiles i

Profiles on premium/bundled

demographics

RED: Premium subscribers/Bundles i 22%
GREY: Only Free version/trial version i 60%

Gender

25% / 59%
Age
68% 67% 64%
58%
54% §
A7%
27% 240
19%
I I $9%

12-17y/lo 18-29y/o 30-39y/o 40-49y/o 50-65 ylo

28

24% [ 59% ¢

Less than 40.499 euros

40.500 - 94.499 euros

94.500 euros and more

subscribers and free/trial users

Profile

Demographics i Premium subscribers/bundlers

The arrows show significant
demographic variations within each of |
the two user groups (not variations
between the two user groups)

Premium subscribers/bundlers is overrepresented by more young people aged 12-29, and students households
with a high household income, students and households with a high household income. High household income

Region

is probably the most defining demographic as more than twice as many households with a household income of

more than 94.500 Euros are premium subscribers /bundlers compared to the average.

Demographics i Only free/trial users

17%161%

Behavior/attitudes
Compared to free/trial users, premium subscribers/bundlers:

- Are more frequent annually concertgoers
- Buy more music downloads and vinyls

19% /61%

- Agreemorethati t 6s fair that

The group of free/trial users has an overrepresentation of households with a low household income.

- To a greater extent use Spotify (while free usersi/trialists to a greater extent use YouTube)
artists

are compensated wher

- Is more driven to choose a digital music service to be able to have access to all the music they like (for free

users/trialists the main driver is that a service is free)

Household income

Not active
7% 4
Student/apprentice/trainee

Office worker
56%

Skilled/unskilled worker
49% 4

Self-employed

Occupation

64%

58%

64%

45% @

YouGov



Streaming Profiles i behavior and attitudes

Profiles on premium/bundled subscribers and free/trial

RED: Premium subscribers/Bundles
GREY: Only Free version/trial version

Goneto a Average number

concertpast 12 of concerts past
months 12 months

4%+ 3,32

A

56% 2,96

Music downloads

CDs
Vinyl

Other formats

D o n lBuy music

Top 5 drivers when choosing music service

That | have access to all

0 . R
the music I like S8% g That 110s
Ease of use 57% 4 Ease of use
That the sound is of L

0,
high quality 49% 4 That the service is legal
That the service is legal 46% hatl ha_ive aceess toal

the music | like

Tha_t the music can _be That the sound is of high
easily used on multiple 45% ¢

devices and platforms quality

29

43%

38%

33%

31%

freeb6% ¢

users

Top 3 services

Buy music
Sub- Free/tr Subscribers
scribers ial
4%
34% ' 80/0 [CTTITTTTS 89 /0
25% 22%
’ ° Y 70%
11% % 5% o S
9% 3%
0}
C @ 17

| find it important that creators of music get a

compensation

There is adequate information on songwriters,

musi ci ans, p

It is usually easy to know what kind of content | am
allowed to share online

It should be easier to find d
music se

| often follow and listen to sh
on online musi

Top 5 Statements

(agree/strongly agree)

when their

roducers et dillllN-’0%s an
I 20V
I 31%

omestic music on digital
rvices

I 39% 4
I 41%

Freeltrials

44%

90% ¢
7%

80% 4
5% ne é

I 4500

d al bums on¢

____________________________

ared or curated playlists
C services

1
I 3300
I 22% :

1

1
The arrows show

significant variations between
the two user groups

YouGov



Behavior and attitudes




On average, Norwegian concertgoers attend more concerts than Danish, Swedish and Finnish concertgoers

4R
w

Gone to a concertin 2017) 62%
the past 12 months (2015)  (63%)

d2017) 3,01

Average number of concert
(2015)  (3,20)

the past 12 months

Q3 In the past 12 months, have you been to a
concert, music festival or other live music
event or musical performance?

Base: All

31

w

55%
(52%)

2,98
(3,20)

60%
(57%)

3,31
(3,19)

Significant changes
from 2015 to 2017 "

57%
(52%)

3,07
(3,27)

YouGov



Channels where a new song was discovered

The radio is the best way to discover new songs

Q21 Think back to the last time you
discovered a new song/piece of music you

Al
w

| heard it first on the radio

A friend played the song

| heard it first on YouTube
heard it first

| heard it first on TV

di scovered the

| heard it first at a concert

| heard it first on some other Internet site

Other

Donodt

| heard it first on the radio

A friend played the song

| heard it first on YouTube
heard it first

| heard it first on TV

di scovered the

| heard it first at a concert

| heard it first on some other Internet site

Other

Donodt

really liked: how did you discover it?

Base: All

32

. 9%
5
.

EEaGstreaming

5
| X
B 3%
LIPS

L SEEOA 4

Vi a

I, 9%,

0%

20%

serviceé

m2017
Facebook, é

m 2015

40% 60%

I e %3606
B Y,
I

3% reami ng

.
A
o 3%

B 2% W
I}

Vi a

I, 470

0%

20%

serviceé

m2017
Facebook, é

m 2015

40% 60%

| heard it first on some other Internet site

| heard it first on the radio
A friend played the song

| heard it first on YouTube

t _ﬁg@/greami ng

heard it firs
| heard it first on

di scovered

| heard it first at a concert

Other

Donodt

| heard it first on the radio

A friend played the song

I heard it first on YouTube
heard it first

| heard it first on TV

di scovered the
| heard it first at a concert
| heard it first on some other Internet site
Other

Donodt

t he

TV - o
By via
F 1%

s

L

I -
0% 20%

Significant changes
from 2015 to 2017

e
| NP 2
. 1YY,

40%

i 21106

B 0%

Pl

B, 5%t r eaming

. 5

BERRy via

P20

B 239

EE 3%

I 9%,
0% 20%

serviceé

2017
m 2015

Facebook, é

60%

serviceé

Facebook, é

40%

m2017
m 2015

60%

YouGov



The radio is primarily used t
new music through fr S

| heard it first on the radio

A friend played the song

| heard it first on YouTube

| heard it first on a streaming
service dedicated to music
(not YouTube)

| heard it first on TV

| discovered the song via
Facebook, Instagram or
similar social media

| heard it first at a concert

| heard it first on some other
Internet site

33

o

e
iends,

4R
w

o

N 10%
36%
38%

54%
59%

Q21 Think back to the last time you discovered a new song/piece of music you really liked: how did you discover it?

Base: All

ube and on social media

discover new music by people over 40 years old. Young people discover
n streaming service, on You

I 15%

45%

52%

m12-17

18-29
1 1% m 30-39
m40-49
m 50-65

YouGov



Norwegians buy more music than to the other Nordic populations

Significant changes |
from 2015 to 2017 " i

2017 2015 2017 2015

Music downloads 15% 14% Music downloads 15% 14%

CYA)
(32%) CDs 15%% 19% CDs 16% 17%
6€ Vinyl 7% 4% Vinyl 7% 6%
(64%)
Other formats 3% 2% Other formats 2% 3%
mYes [NET] mNo mYes [NET] =No

2017 2015 2017 2015

Music downloads 20% 23% Music downloads 13% 10%

CDs 20% 19% CDs 22% 22%
Vinyl 8% 9% Vinyl 6% % 3%
(67%)
Other formats 4% 4% Other formats 4% * 2%
mYes [NET] =mNo mYes [NET] mNo

Q6 In the past 12 months, have you purchased music downloads,
or music in a physical format, such as CDs or vinyl albums?

34 Base: All YOUGOV



Overall, few find it important to get music services included when they decide on a mobile or internet subscription. Danes find it
most important and Finns the least

14
%
10
%
12
%

5%

SYA H

Q10a To what extent did you find the possibility to get music services included
important, when you decided which mobile or internet subscription to buy?
Base: All

You



Approximately, half of the Nordic populations (and more Finns) agree that it would be fair for Facebook to pay some of its revenue to the

songwriters/performers being played on Facebook.

Agree/Strongly agree

2017: 44%
2015: 39%

Subscribers/bundlers: 46%
Free users/trialists: 46%

Agree/Strongly agree
2017: 41%
2015: 39%

Subscribers/bundlers: 46%
Free users/trialists: 39

36

It would be fair if Facebook paid
some of their revenue to the
songwriters and performers of the
music you can find on Facebook.

Q16 Do you agree or disagree with this statement?
It would be fair if Facebook paid some of their revenue to the songwriters and performers of the music you can find on Facebook

Base: All

In Denmark, an increasing number of Danes agree with the statement

Significant changes
from 2015 to 2017

free users/trialists

Agree/Strongly agree
2017: 45%
2015: 44%

Subscribers/bundlers: 50%
Free users/trialists: 41%

Agree/Strongly agree
2017: 55%
2015: 56%

Subscribers/bundlers: 61%
Free users/trialists: 51%

YouGov

Subscribers/bundlers vs.



Background music is by large perceived to contribute to the overall atmosphere in a positive way. Swedes and Finns have a
higher preference of hearing background hear music that they are already familiar with

When background music is playing in restaurants, cafes, pubs,
shopping malls, night clubs etc. that you go to, do you then prefer to
hear music you are familiar with?

Yes, very Yes, to some

much so extent

:; =% T 15% 51% 20%

4 B
*“.' 11% 6% 21% 53% 13%

16% [F9% 17% 53% 17%

P
Q

o

&

119% il 21% 559 15%

0% 20% 40% 60% 80% 100% . N
Q26 When background music is playing in restaurants, cafes,
pubs, shopping malls, night clubs etc. that you go to, do you
®Yes, very much so Yes, to some extent mNo EDonot k then prefer to hear music you are familiar with?

Base: All

Q25 Do you think background music in restaurants, cafes,
pubs, night clubs etc. contribute in a positive way to the overall
at mosphere ofdofa night out
Base: All

37 YouGov






Top 8 social media usage
Facebook is by far the largest social media in the Nordics. Since 2015 Instagram and Snapchat have grown significantly in all

four countries

Facebook

4R
w

Instagram
Snapchat
LinkedIn
Google +
Pinterest
Twitter
Whatsapp
Tumblr

Facebook
Snapchat
Instagram
Google +
LinkedIn
Twitter
Pinterest
Whatsapp
Tumblr

39

W
2

I 5 4

I

SO =
m— 7% e
I 1,

__aWRL

_

e ——

— 530 4

E— 0 4

E— 1%, &

E— 0%, 2oLy
m 2015

E— 0

E— 6% &

E— 15

-

Facebook
Instagram
Snapchat
LinkedIn
Whatsapp
Google +
Twitter
Pinterest

Kik

Facebook
Whatsapp
Instagram
Google +
Twitter
Snapchat
LinkedIn
Pinterest

Tumblr

Q16a Do you currently use one or several of the following services?
Base: All

Significant changes
from 2015 to 2017

N =
0
m— 0, e

—— 75
——— )
E— 7%

E— 04

E— 10 m 2oL
L e
E— 7

m— 5% §

-

YouGov



Across the Nordics, 1 in 5 people have watched or shared a concert on social media. Facebook is, beyond comparison, the
preferred media to use watch or share a gig/concert

Ever watched or shared a live
streamed gig or concert on
social media

4B
-

A

4R AR
w W
e ©

Q17 Have you ever shared video files or streams of live music performances on social networking services?
Base: All

@‘lmtagnam

/% snapchat

40

Top 3 media to watch or share a gig/concert

8% 2% 63% 71%

17% 26% 35% 20%

17% 12% 33% 10%

Q18 On what services have you watched or shared a live streamed gig or concert?
Base: Have watched or shared live streamed gig or concert on social media YOLI






Digital TV/moviel/series providers

Since 2015, digital services providing streaming of TV/ movies/series have increased significantly across all Nordic countries

AR
" Netflix
Viaplay
TV2 Play
HBO Nordic
C More
Dplay

Amazon Prime

Y

Netflix

HBO Nordic

Viaplay

C More

Amazon Prime

42

I, 4200
I 33% L

el
I 0% 16% 4
_9% 13% 4
6%

. 2%

B 1%

I 4376 4

m 2017
m 2015

I — 36%

I 15004
I 3%

I 5% %
I 11%

I -

2%

Q11 Do you

m 2017
m 2015

Netflix

Viaplay

C More

HBO Nordic

Dplay

Amazon Prime

Netflix

Elisa Viihde

Viaplay

C More

HBO Nordic

Sonera Viihde

i Significant chnages |
1
i from 2015 to 2017 " i

I 37 4

—— 30%

I 20%
I 18%

I 2%

)
—— 30

2%

B 1%

I  31%
I 22% t

I 120

I 50§
N 4%

I 7%

A
N 3%

I 5%

currently subscribe to one or several of the following digital services
providing TV and/or movie content?

Base: All

m 2017
m 2015

m 2017
m 2015

YouGov



Finns purchase less music and TV/video content than the other Nordic populations

I
®iTunes

AR
w
.

Dviaplay I
B> Google Play I
@ anytime [
@ rleymo B

8%

.

5%

[EEY
2
N
'_\
S
>

Q13a Have you, within the last 12 months purchased music or TV/video content from the following services?

43

Base: All YOUGOV
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Profiling streamers on YouTube
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Streamers on YouTube - Denmark




Music video/music on Facebook -

Denmark

1/3 of Danes use YouTube at least weekly for streaming music

You([T)

Q7 In the past 12 months, have you personally used, or do you
currently use any of the following digital music services (for
music or music videos)?

Base: All

Q8 How often do you use the following services (for music or
music videos)?
Base: Have used the service within last 12 months

46

m Daily or almost daily, weekly

m Less than weekly/No/don't know

- 1

Wedl |l profile Danes
YouTube at least weekly

45% pay for at least one music
service subscription

YouGov

w



Streaming Profiles - demographics

Profiles on YOuTube music streamers - benmark ...

Stream music on YouTube at least weekly i 32%

Gender

32%

Age

63% 4

43% 4

319 29%
I 18%

12-17ylo 18-29y/o 30-39y/o 40-49y/o 50-65 y/o

47

Household income

Less than 300.000 kr.

300.000 - 699.999 kr.

More than 700.000 kr.

Significant demographic variations on 3 i
weekly+ YouTube music streamers !

Profile

Demographics:

Almost 2/3 of Danes aged 12-17 stream music on YouTube at least weekly i which are twice as
many among all Danes. There are fewer weekly YouTube streamers among those with high
household.

Behavior/attitudes:
Danes who stream music on YouTube at least weekly differ from the rest of the population on
behavior and attitude on the following:

29% Office worker

24% @

use more digital music services

more people who agree that having access to al
choosing a music service

generally more people who agree on statements related to music streaming i but not on the
statement about the importance that artists should be compensated when their music are used in
online services

Occupation

Not active
36%

Student/apprentice/trainee 41%4

Skilled/unskilled worker

Self-employed

YouGov



Streaming Profiles - behavior "

Profiles on YOuTube music streamers - benmark ...~

Significant variations i YouTube music streamers weeklyi
vs. Non YouTube music streamers weekly+

Stream music on YouTube at least weekly

Dondét srusicom MouTube at least weekly Buy music Top 3 music Services
YouTube Non YouTube
Goneto a A\/erage number YouTube Yo’j_lo_zbe Week|y+ Week|y+
concertpast12 of concerts past Weekly+ Weeklv+
months 12 months / O 1000/0f 24%
l’ Music downloads 14% 15%
0)
63 /O 2’95 CDs 13% 16% 47%1 34%

[CLTTTTLES

Vinyl 9% 6%

61% 3,04 Other formats 4% 2% g::u‘ 22% 1 ) 12%

Havendt bought68Wusi c 64%

Top 5 Statements

Top 5 drivers when choosing music service (agree/strongly agree)
That | have access to all 57% 4 That | have access to all 39% | find it important that creators of music get a 67%
the music | like the music | like compensation when their 698N | i ne
. . S There is adequate information on songwriters, | W

0, 0,
That itodos fred2%® Thattheservicelslegal 37% musicians, producers et (il 0% cks and al bums o1
That the sound is of That the sound is of high N . o : . I 3004

0 0 6
high quality 41% ¢ quality 34% | often find interesting music via social media 3%

S o 0 It should be easier to find domestic music on digital I 25% 1
That the service is legal 39% Ease of use 30% MUSIC Services B 15%
_ . It is usually easy to know what kind of content | am | 25% 4

Ease of use 37% 4 That itds free30% allowed to share online I 16%

48 YouGov
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Streamers on YouTube - Sweden




Music video/music on Facebook

- Sweden

4 out of 10 Swedes use YouTube at least weekly for streaming music

You([T)

Q7 In the past 12 months, have you personally used, or do you
currently use any of the following digital music services (for
music or music videos)?

Base: All

Q8 How often do you use the following services (for music or
music videos)?
Base: Have used the service within last 12 months

50

= Daily or almost daily, weekly

m L ess than weekly/No/don't know

- ™

4

We 6 | | Spvedesfwhol steeam music on
YouTube at least weekly

53% pay for at least one music
service subscription

YouGov



Streaming Profiles - demographics ‘!
Profiles on YouTube music streamers - Sweden

Significant demographic variations on 3 i
weekly+ YouTube music streamers !

Stream music on YouTube at least weekly i 43% Profile

Demographics:
There are more weekly YouTube streamers among men than women in Sweden. Almost 3/4 of the
Swedes aged 12-17 stream music on YouTube at least weekly. There are therefore also significantly
Gender Redion more studrents who stream music on YouTube at least weekly. Furthermore, significantly more
g Swedes with a household income less than 300.000 kr. stream music on YouTube at least weekly.

Behavior/attitudes:
Swedes who stream music on YouTube at least weekly differ from the rest of the population on
behavior and attitude on the following:

45%

- higher share of annual concert goers and the concert goers on average attend more concerts

37% 48% ¢

45% - use more digital music service
45% - buy more music downloads
0 - when choosing a music service they put more emphasis on that the sound is of high quality, that
( is free and that they have access to all the music they like
420 < 38% - generally more people who agree on statements related to music streaming
(I
Age Household income Occupation
73% 4
54% % Not active
Less than 300.000 kr. 51% 4
43% . .
’ 39% Student/apprentice/trainee 57% 4
29%

300.000 - 699.999 kr. 41% Office worker

Skilled/unskilled worker
More than 700.000 kr. 40% Self-employed 57%4

12-17ylo 18-29y/o 30-39y/o 40-49y/o 50-65 y/o

51 YouGov



Streaming Profiles - behavior

Profiles on YouTube music streamers

Stream music on YouTube at least weekly

Dondét srusicom MouTube at least weekly

Goneto a Average number
concertpast12 of concerts past
months 12 months

59%+ 3,26 ¢

Music downloads

3

CDs
Vinyl

52% 2,75

Other formats

Havenot

Top 5 drivers when choosing music service

That | have access to all

0, 0,
the music | like 53% 4 Ease of use 42%
Ease of use 46% That | ha_ive access to all 39%
the music I like

That the s_ound is of 39% 4 That_the sound is of high 29%
high quality quality

That is if free 33% L That the service is legal 26%
That the music can be That the music can be

easily used on multiple 30% easily used on multiple 25%

devices and platforms devices and platforms

52

- SWeden
i Significant variations i YouTube music streamers weeklyi i
i vs. Non YouTube music streamers weekly+ !
Buy music Top 3 music services
YouTube Non YouTube
YouTube Yo,L\ﬁBbe weekly+ Weekly+
Weekly+ Weekly+ 0 0
, 100%* 31%
17% # 13%
19%+ 9%
9% 4 5%
2% 3%

16%+ 5%

[CLTTTTLES m

Top 5 Statements

(agree/strongly agree)

bought63%usi c 66%

| find it important that creators of music get a
compensation when their

66%
2% onl i ne

It should be easier to find domestic music on digital I 36% 4
music services I 24%

I 3500 %
I 15%

| often find interesting music via social media

There is adequate information on songwriters, I 33%
musicians, producers et JdiillllE 27%k s

and al bums or

I 00§
B 15%

| often follow and listen to shared or curated playlists
on online music services

YouGov
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Streamers on YouTube - Norway
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Music video/music on Facebook

- Norway

Almost half of Norwegians use YouTube at least weekly for streaming music

You([T)

Q7 In the past 12 months, have you personally used, or do you
currently use any of the following digital music services (for
music or music videos)?

Base: All

Q8 How often do you use the following services (for music or
music videos)?
Base: Have used the service within last 12 months

54

= Daily or almost daily, weekly

m L ess than weekly/No/don't know

Wedbl |l profile Norwegi a
YouTube fat least weekly

4

56% pay for at least one music
service subscription

YouGov



Streaming Profiles - demographics

Profiles on YouTube music streamers - Norway

Stream music on YouTube at least weekly i 45%

Gender

Age

69% 4

53% 54%

35%
I 29%

12-17ylo 18-29y/o 30-39y/o 40-49y/o 50-65 y/o

55

Household income

Less than 300.000 kr.

300.000 - 699.999 kr.

More than 700.000 kr.

Profile

Demographics:
69% of Norwegians aged 12-17 stream music on YouTube at least weekly. There are therefore also
significantly more students who stream music on YouTube at least weekly.

Behavior/attitudes:
Norwegians who stream music on YouTube at least weekly differ from the rest of the population on
behavior and attitude on the following:

- higher share of annual concert goers
- use more digital music service

-1t is

more i mportant

Significant demographic variations on 3
weekly+ YouTube music streamers

to them that

they have

sound is of high quality and that the music can be used on multiple devices and platforms
- generally more people who agree on statements related to music streaming and on the statement
about the importance that artists should be compensated when their music are used in online

services

55% 4

42%

46%

Not active
Student/apprentice/trainee
Office worker
Skilled/unskilled worker

Self-employed

Occupation

YouGov

ac



Streaming Profiles - behavior

Profiles on YouTube music streamers - Norway

Significant variations i YouTube music streamers weeklyi
vs. Non YouTube music streamers weekly+

Stream music on YouTube at least weekly

Dondét srusicom MouTube at least weekly Buy mUSiC Top 3 music Services
YouTube Non YouTube
Goneto a A\/erage number YouTube Yo’j_lo_zbe Week|y+ Week|y+
concertpast12 of concerts past Weekly+ Weeklv+
months ' 12 monthe y o 100%¢  30%
x‘ Music downloads 23% 18%

64%+ 3,19 o

: 20 ® 1 70%*  43%

[CLTTTTLES

Vinyl 9% 8%

57% 3’43 Other formats 3% 4% S::u‘ 22% 1 ) 12%

Havendt bought5B3Wwusi c 56%

Top 5 Statements

Top 5 drivers when choosing music service (agree/strongly agree)
That | have access to all 59% 4 That | have access to all 1% | find it important that creators of music get a 67%*
the music | like ¢ the music | like compensation when their INIIHINININGNSSNEE H5% n online
Ease of use 46% ® Ease of use 37% | often find interestin ic vi [ o — 10
g music via social media I 1%
That the sound is of 46% 4 That the service is legal 320 It should be easier to find domestic music on digital I 3304
high quality 9 music services I 238%
That the music can be L It is usually easy to know what kind of content | am I 36%
easily used on multiple 37% 4 ngltitthe sound is high 30% allowed to share online I 31%
devices and platforms q y ) ) ) .
There is adequate information on songwriters, [ R
That the music can be musicians, producers et N ?4%cks and al bums or
That the service is legal 36% easily used on multiple 25%

devices and platforms

56 YouGov



Streamers on YouTube - Finland




Music video/music on Facebook

- Finland

Half of Finns use YouTube at least weekly for streaming music

You([T)

Q7 In the past 12 months, have you personally used, or do you
currently use any of the following digital music services (for
music or music videos)?

Base: All

Q8 How often do you use the following services (for music or
music videos)?
Base: Have used the service within last 12 months

58

= Daily or almost daily, weekly

We 06 |

m L ess than weekly/No/don't know

| Fpams evihoistteam music on YouTube
at least weekly

4

26% pay for at least one music
service subscription

YouGov



Streaming Profiles - demographics

Profiles on YouTube music streamers - Finland =

Significant demographic variations on
weekly+ YouTube music streamers

Stream music on YouTube at least weekly i 50% Profile

Gender

Age

84% 4

62% 61%

46%

12-17ylo 18-29y/o 30-39y/o 40-49 ylo

59

Demographics:
More than 8 out of 10 aged 12-17 years old stream music on YouTube at least weekly.

Behavior/attitudes:
Finns who stream music on YouTube at least weekly differ from the rest of the population on
behavior and attitude on the following:

- higher share of annual concert goers

- use more digital music service

- buy more music downloads

-1t is more important to them that ités free,
they like

- generally more people who agree on statements related to music streaming

47%

Household income Occupation

Not active

Less than 40.499 euros 49%
Student/apprentice/trainee 68% 4
28% 40.500 - 94.499 euros 49% Office worker
Skilled/unskilled worker
More than 94.500 euros 46%
50-65 y/0 Self-employed
YouGov



Streaming Profiles - behavior

Profiles on YouTube music streamers - Finland

Significant variations i YouTube music streamers weeklyi
vs. Non YouTube music streamers weekly+

Stream music on YouTube at least weekly

Dondét srusicom MouTube at least weekly Buy music Top 3 music Services
YouTube Non YouTube
Goneto a A\/erage number YouTube Yo’j_lo_zbe Week|y+ Week|y+
concertpast12 of concerts past Weekly+ Weeklv+
monins O oheene? v o 100%*  38%
X ’ Music downloads 17% # 10%
62% + 3,12

CDs 26% 4 19% 58%¢ 349,

Vinyl 8% 4 4% .

52% 3,00 Other formats 5% 4% O M 12%f 2%

Havendt bought5B8Wusi c 67%

Top 5 Statements

Top 5 drivers when choosing music service (agree/strongly agree)
That it is free 51% 4 That the service is legal 39% | find it important that creators of music get a 7%
compensation when their o/d% i ne
Ease of use 50% Ease of use 38% ind i i i : - I (29
1+ | often find interesting music via social media . 15%
That I have accesstoall 5, 4 That itos free3s% It should be easier to find domestic music on digital G 1% 1
the music | like music services . 33%
That the service is legal 40% That | have access to all 28% It is usually easy to know what kind of content | am N 35% %
the music I like allowed to share online I 27%
That the service is of That the sound is of high There is adequate information on songwriters, I 35% %
high quality 39% ¢ quality 28% musicians, producers et (N P4%cks and al bums or

60 YouGov



Profiling streamers on Facebook

-




Since 2015, the share of people who at least weekly use Facebook to watch videos with music content has increased significantly in all
Nordic countries. 1 in 3 have watched music content on Instagram within the last 12 months (more Swedes and Norwegians)

I [m——mmmmmmmmm e mmm—m———— - - 1
i Significant changes |
i from 2015 to 2017 " i
I G50t I 2+ I 0%+ R
Atleast weekly o™ 906 B 20% 20 . 2%
f b |( @ 2017
dCeDnoo Monthly, occassionally, I 330§ R I T ED
have tried I 5% I 2% I 4% . 05% ® 2015
I 0o R I 070§ O IR
O, M O e 3706 I /3% I 7% I 5%
(@) Instagram, { 30% ' ‘ 37% » ‘ 39% >
@ Have tried within the last 12 months 8 No, never
Q15a In the past 12 months, have you watched a
music video or a video that contained music via
these?
Base: All
62 YouGov



Streamers on Facebook - Denmark




Music video/music on Facebook - Denmark ‘\'

1/3 of Danes watch music videos or video containing music on Facebook at least weekly

&

We optofile Danes who watch videos with music
content on Facebook at least weekly

- ™"

= Daily or almost daily, weekly m L ess than weekly/No/don't know

Q15a In the past 12 months, have you watched a music video
or a video that contained music via these?
Base: All

64 YouGov



Streaming Profiles T demographics

Profiles on Facebook music streamers - Denmark

Watch videos containing music on Facebook at least weekly 1 35%

Gender

35% 34%

Age

60%

*
52% 4

0
29% 26%

12-17ylo 18-29y/o 30-39y/o 40-49y/o 50-65 y/o

22%

65

Region

Household income

Less than 300.000 kr.

300.000 - 699.999 kr.

More than 700.000 kr.

Profile

Demographics:

Significant demographic variations on 3 i
Facebook weekly+ streamers !

More than half of the young Danes aged 12-29 watch videos containing music on Facebook at least
weekly. There are therefore also significantly more students who watch videos containing music at
least weakly. But there are no significant regional or gender difference.

Behavior/attitudes:

Danes who watch videos containing music on Facebook at least weekly stand out from the rest on

behavior and attitude on the following:

- are more frequent concert goers
- buy more music downloads
- stream more music on streaming services

- prefer to a higher degree to have access to the music they like and that the service is free
- generally agree more on statements related to music streaming i but not on the statement about
the importance that artists should be compensated when their music are used in online services

Not active
40%
Student/apprentice/trainee
30% Office worker
Skilled/unskilled worker
34%

Self-employed

Occupation

61% %

YouGov



Streaming Profiles i behavior

Profiles on Facebook music streamers - Denmark

Watch videos containing music on Facebook weekly+

Donot

Goneto a Average number
concertpast12 of concerts past
months 12 months

65% 3,46 ¢

Music downloads

3

CDs
Vinyl

Other formats

60% 2,76

Havenot

Top 5 drivers when choosing music service

That | have access to all That | have access to all

0, 0,
the music I like 50% # the music I like A
That itos fred2%® Thattheserviceislegal 37%
That the service is legal 39% That_the sound is of high 36%

quality

That the s_ound 's of 38% Ease of use 31%
high quality
Ease of use 34% That itbés free2%%

66

watch videos containing music on FacBPjglonlﬁuévi&ekly+

Significant variations i Facebook music streamers
veekly+ vs. Non Facebook music streamers weekly+

Top 3 music services

Facebook Non
Facebook Faé\leobr:)ok Weekly+ Facebook
Weekly+ Weekly+
Weekly+
O s5%e  44%
18% t 130/0 @RI~
12% 16%
0He 0
7% 60/0 [CTTTICTU 52 A) 30 /()
3% 3%

21%+ 12%

[CTTITTTUI

Top 5 Statements

(agree/strongly agree)

bought63%Wusi c 66%

66%
78| i ne

| find it important that creators of music get a
compensation when their

- - B, S BRI

| often find interesting music via social media EEE 10%

| often follow and listen to shared or curated playlists I 29°%4
on online music services I 14%

There is adequate information on songwriters, I 2808

musicians, producers et il 2i% cks and al bums or

It should be easier to find domestic music on digital N 25%1
music services I 17%

YouGov



Streamers on Facebook - Sweden




Music video/music on Facebook - Sweden
Also 1/3 of the Swedes watch music videos or video containing music on Facebook at least weekly

We 6 | | Spedesfwholwatch videos with
music content on Facebook at least weekly

- ™"

m \Weekly = Less than weekly/No/don't know

Q15a In the past 12 months, have you watched a music video
or avideo that contained music via these?
Base: All

68 YouGov



Streaming Profiles T demographics ‘!
Profile on Facebook music streamers - Sweden

Significant demographic variations on 3 i
Facebook weekly+ streamers !

Watch videos containing music on Facebook at least weekly i 32% Profile

Demographics:
Swedes aged 18-29 years old and students watch more videos containing music on Facebook at
least weekly

Gender Behavior/attitudes:

There are generally not that much difference on Swedes who watch videos that contain music on
Facebook at |l east weekly and those who dono6t in
30% The Swedes who watch videos that contain music on Facebook at least weekly are however:

) - higher share of annual concert goers and the concert goers on average attend more concerts
S - stream more music on streaming services
- generally agree more on statements related to music streaming i but not on the statement about

%
38 the importance that artists should be compensated when their music are used in online services
o f319%
29%
Age Household income Occupation
Not active
42% 4 Less than 300.000 kr. 35%
36% . )
Student/apprentice/trainee 44%
30% 30% pp o
25% @
300.000 - 699.999 kr. 31% Office worker
Skilled/unskilled worker
More than 700.000 kr. 30%
Self-employed 37%

12-17ylo 18-29y/o 30-39y/o 40-49y/o 50-65 y/o

69 YouGov



Streaming Profiles i behavior

Profile on Facebook music streamers - Sweden

Watch videos containing music on Facebook weekly+

Donét watch videos containing music on Facelgynmu/sei@kl y +
Non
Goneto a Average number Facebook
Facebook
concert past 12 of concerts past Weekly+ Weekly+
T months 12 months
S , Music downloads 18% 13%
0)
60 A) t 3’36f CDs 18% 15%
Vinyl 7% 6%
0 0 0
529 2,78 Other formats 4% 2%

Havendét bought 62%usi c 66% #
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Top 3 music services

Facebook
Weekly+

CE 4%

1%+

[CTTITTTUS

17%+

Top 5 Statements

Top 5 drivers when choosing music service

48% That | ha_ive a_lccess to all 43%
the music | like

That | have access to all

the music | like compensation

Ease of use 44% Ease of use 43%

That the sound is of o That the sound is of high 5 There is adequate information on songwriters,
. . 37% . 31% . .

high quality quality musicians,

That the music can be

easily used on multiple 31% That the service is legal 28% music services

devices and platforms

That itodos fre’% That itds free26%

70

| find it important that creators of music get a

when their

producers

(agree/strongly agree)

I 2% A

| often find interesting music via social media . 15%

I 20% 4

et N 26c ks and

It should be easier to find domestic music on digital I 37% 4

I 26%

| often follow and listen to shared or curated playlists I 33% 4
on online music services

I 15%

Non
Facebook
Weekly+

59%

56%
11%

64%
B3% onl i ne

al bums o

YouGov

Significant variations i Facebook music streamers
veekly+ vs. Non Facebook music streamers weekly+



Streamers on Facebook - Norway




Music video/music on Facebook - Norway
4 out of 10 Norwegians watch music videos or video containing music on Facebook at least weekly

We 6 | | Norwegifins Whe watch videos with
music content on Facebook at least weekly

m \Weekly = Less than weekly/No/don't know

Q15a In the past 12 months, have you watched a music video
or a video that contained music via these?
Base: All
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Streaming Profiles T demographics

Profiles on Facebook music streamers - Norway .

Significant demographic variations on 3 i
Facebook weekly+ streamers !

Watch videos containing music on Facebook at least weekly i 40% Profile

Demographics:

2/3 of young Norwegians aged 12-17 and more than half of Norwegians aged 18-29 watch videos
that contain music on Facebook at least weekly. The only other significant variation is that many are
students as occupation, which of course is also correlated with age.

Gender Region

Behavior/attitudes:
Norwegians who watch videos containing music on Facebook at least weekly separates them from
the rest on the following:

- ahigher share who goes to concerts at least once a year

- buymoremusicdownl oads, CD6és and vinyls

- when choosing a music service they put more emphasis on that the sound is of high quality and
that the music can be easily used on multiple devices and platforms

41%

37% - generally agree more on statements related to music streaming i but not on the statement about
the importance that artists should be compensated when their music are used in online services
46%
Age Household income Occupation
64% 4
54%
3 Not active
Less than 300.000 kr. 46%
35% 320 § Student/apprentice/trainee 65% 4
28% ¥
300.000 - 699.999 kr. 37% Office worker
Skilled/unskilled worker
More than 700.000 kr. 39%

Self-employed

12-17ylo 18-29y/o 30-39y/o 40-49y/o 50-65 y/o
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