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Question 1

Mr GORMAN: Thank you, Chair, and thank you, everyone, for your presentations. My first question is to
the ARIA representatives, and it's about your goal. We've talked a lot about a cultural strategy throughout
our hearing today, and one of the things that | think goes into a good cultural strategy is having some pretty
ambitious goals. Could you expand a bit more on your goal for Australia representing five per cent of the
global music market. Do you have any examples of the concrete things that other countries have done to
expand their share in that market, and why do you think that particular target is so important? (p. 46)

Answer:

The establishment by Australia of a global export goal for music would be a world first. We have no
knowledge of other countries setting an equivalent goal and this would reflect the aspirational nature of our
local industry as we expand our presence in the traditional markets of North America and Europe whilst
also setting our sights on the large growth in emerging markets of Latin America, Asia and Africa. There are
now 400 million paid music streaming subscribers worldwide - and over the next decade, this will triple with
substantial growth in these three regions.

The Australian music industry set a goal of attracting at least 5 per cent of the global music market by 2030
as part of key submissions to the House of Representatives Inquiry into the Sustainability of the Music
Industry in 2018. This has been further articulated by APRA AMCOS on setting a goal for Australia to
become a net exporter of music. This goal points to territories like Sweden — a nation that receives more
music royalties per head of state than any other nation. Key to increasing Australia’s access to the global
music market is the establishment of national standards around the development of song writing in schools,
tax rebates for the presentation of live music in venues and businesses around the country, the reduction of
red tape and over-regulation of live music, strategic and long-term government investment in music export
programs and better support of local content quotas on all platforms including broadcast and digital.

National annual data gathered through an agreed and consistent methodology is crucial for all music export
nations to analyse activity including export income. It's where the creation of an Australian Export Council
with Industry, Government and Academics can really start to work towards those strategic goals.

BORN GLOBAL: AUSTRALIAN MUSIC EXPORTS



Born Global: Australian music exports, an 2019 ARC Linkage Project with Monash and Newcastle
Universities together with APRA AMCOS and the Australia Council studied the economic and cultural value
of Australian music exports and provided comparative analysis of other country’s export strategies. The
report notes that Australia already is the eighth largest market for recorded music in the world and our
global significance is growing. This research highlights the increasing international success of Australia’s
musicians and the strengthening of international connections. Encouragingly, we also see that an increased
number, range and diversity of Australian musicians are achieving international success, promoting a rich
and nuanced sense of Australia’s creativity. The report also found that that relatively modest investments
from government and industry have had a powerful multiplier effect. Maintaining and growing this support
for the increasing global opportunities for artists will be crucial to a future where Australian music flourishes
as an international cultural and market leader.

This research looked at how Australia compares to six other countries (Canada, Finland, France, South
Korea, Sweden and the UK) to see if any lessons can be learned from their export models and strategies.
The focus was on how music export activity was funded within the wider ecosystems of the arts and
creative industries, their priorities and key strategies nationally, the role of government in supporting
strategies, the role of industry in supporting strategies, the relation of music exports to national branding
strategies and related ‘soft power’ ambitions of national cultural policies

A variety of models of support exist among the seven nations considered in this research. These include:

. state—industry partnerships, with export activities co-funded and evidence of greater industry
collaboration (Finland, France, Britain, Sweden)

. culturally embedded models (France, South Korea)

. more traditional ‘state patron’ models (Canada, Australia)

Despite this variety, the research showed that across the globe, governments are increasingly working with
their local music industries to deliver programs and achieve particular goals.

Cultural value

Nations recognise broader benefits as a result of a successful music export strategy. For some nations,
music exports play a more prominent role in broader cultural heritage strategies, and across related sectors
such as tourism.

. In the United Kingdom, music export schemes were, and still are, an important component of
national branding strategies

. For France, music export activity remains linked to broader representations of both French cultural
heritage and ‘contemporary France’

. South Korea successfully deploys K-pop across a range of other industry and government
ambitions related to national branding campaigns, in-bound tourism and consumer demand

. Increased national pride was evident in Sweden, Finland and Norway as particular genres, artists
and songwriters gained international attention. In these countries, music was shown to return considerably
more revenues in comparison to other cultural activity

The role of domestic infrastructure



Related domestic activity and infrastructure can be linked to successful export activity. The research
reveals relationships between export policies and schemes, wider domestic infrastructure, and national
‘incubator’ schemes designed to sustain promising acts.

. Across Scandinavia, substantial investment has been made over long periods in both music
education and early creativity programs across all cultural forms. Links have been recognised between this
investment and broader cultural participation, local industry growth and subsequent export activity

. France and Canada have retained significant support for local live music infrastructure, regional
music funding and different taxation and other measures designed to ensure the promotion of local music
content

. New programs in the United Kingdom have sought to address challenges including the difficulties
female artists face as emerging artists and the need for artist managers to develop networks and related
expertise in the earlier stages of their careers

. Emerging artists (‘K-rookies’) in South Korea are teamed with experienced industry figures and
performers in building knowledge and expertise prior to international exposure

Economic impacts

Increasing investment in music exports is aligning with greater emphasis on economic impact. Growing
investment in export programs has been matched by increasing attention to assessing their economic
benefits as part of national music economies.

National, annual data gathered through an agreed and consistent methodology is crucial for all music
export nations to analyse activity including export income. In 2010, Sweden’s eight industry bodies worked
with relevant government sectors to develop an agreed report methodology to provide annual sector data
titted The Music Industry in Numbers. UK industry sectors have similarly collaborated to fund and produce
the Measuring Music annual reports since 2012. Britain has also led in funding related reports on the
economic contribution of music tourism and music heritage.

Supporting innovation

Innovation is being increasingly highlighted in funding criteria. Nations that are prepared to test new forms
of assistance are leading export nations.

Export activities are provided through different combinations of arts, culture, trade and foreign affairs
ministry funding. Funding has evolved to meet the demands of technological and industrial change. More
innovative state— industry partnerships are being sought to encourage long-term industry growth and plug
gaps in knowledge transfer for emerging artists, companies and managers. The emergence of new forms of
grant program funding is significant in acknowledging that showcases and other traditional means such as
touring support are not enough. Changes in funding criteria are also attempting to reward businesses that
are breaking through markets and traditional ways of operating.

Export offices

Export offices provide a wide range of support and services in addition to working with local industry
sectors. They offer:

. showcase/festival promotion - live performance and/or business networking at key global events

. business meetings - artist/manager networks with key publisher, touring, recording, licensing media
organisations (often aligned to showcase event promotion)
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. media promotion — interviews with music media and mainstream media in markets

. touring — expertise for tours of new markets
. public relations — expertise in other markets
. legal assistance — immigration, visa and other expertise related to local environments.

The emphasis is on increasing an artist’s preparedness and ability to exploit markets beyond domestic
audiences as well as supporting access to broader knowledge and networks. Funding programs are
increasingly focused on support for marketing and growth in local expertise and infrastructure.

The past decade reveals two significant changes to types of funding, and related broader national aims of
music export offices:

. Most nations now offer assistance through marketing grant programs or digital marketing grants. In
South Korea for example, the music industry accounted for the highest percentage of marketing and
publicity spending by the state across its cultural industries in 2017.

. Nations are increasingly turning their attention to growing local expertise and infrastructure through
more state—industry partnerships. This includes building individual company expertise and track records in
exporting, as demonstrated through the Support for Eligible Music Companies grant in Canada and the
Export Company Incubator and Export Strategy grants in Finland. These programs are longer-term
investments allowing local industries to build knowledge, networks and expertise.

Digital resources are now vital to reconnaissance, preparation and planning activity. Platform-led digital
aggregation has fundamentally changed music consumption, how it is measured, and related indicators of
success. Music export offices play a role in harnessing data aggregation to their core activities, with most
offices hiring staff dedicated to digital market analysis and strategy.

Dominant export activities are closely linked to the showcase model. The global circuit of music promotion,
showcase and trade fair events is attended by most key export nations and considered a key music export
activity. The events compete for scale and international prestige, where critical mass engages the interests
of central companies, nations, promoters and managers.

The showcase model remains valuable for being a ‘one-stop shop’ that promotes a sense of international
community bringing together networks and gatekeepers. It also gives export office staff the opportunity to:
connect and share information about events coordination — share problems and barriers within respective
domestic markets — share approaches to steering artists and managers to appropriate gatekeepers across
different markets.

For the benefit of the committee, please find attached the full Born Global report for any further
details on the export strategies of Australia and comparable territories.



