Singapore, Top 10 most visited music-related websites

1 Baidu 0.93%
2 Lyrics 0.45%
3 Baidu MP3 0.32%
4 American Idol 0.29%
5 Billboard 0.25%
6 Song Lyrics 0.24%
7 Ultimate Guitar 0.19%
8 Gendou 0.16%
9 Singfest 0.15%
10 Music 0.14%

Source: Hitwise, Sept 2008
(iv) Mobile

The mobile market is characterised by its energy and innovation. There is considerable effort being put into

value-added products and services, from both Telcos and Service Providers.

There are three mobile operators in the country: SingTel, Starhub and Mobile One. SingTel is the largest
operator with about 2.57 million subscribers enjoying a 43.4% market share as of March 2008. The
second largest operator StarHub’s total mobile customer base is 1.8 million (reference the company’s

year end June 2008 report).

The smallest operator MobileOne is the official Singaporean partner of the Vodefone, having 1.61 million

subscribers as at year end June 2008.

Latest figures released by IDA in Aug 2008 highlight 6.2 million mobile subscriptions (2.2 million of which are
3G subscriptions) and this represents a 128.4% penetration rate. The market had initially approached the
launch of 3G format with a degree of caution, but as the licences were issued and the networks

launched, the customers started to sign up, and there was a significant lift in enthusiasm.

In June 2008 competition heated up between the operators with the introduction of ‘Full Mobile Number
Portablilty’. Consumers are now allowed to keep their mobile numbers when they switch Telcos, and
hence enjoy greater flexibility to choose from the offerings made by the various operators who are having to
work harder to improve their services (such as VAS) to attract and retain customers.
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(v) Radio

There are 17 free-to-air radio stations on the island with 8 being English language stations. The majority of

them are operated by MediaCorp. The rest (4) are run by an SPH subsidiary UnionWorkz and the

Singapore Armed Forces’ SAFRA Radio.

Music played on most of the English language stations is mainstream, and programmers follow the US and

UK Top 40s closely. There are no indie music radio stations, and only a handful of weekly specialist shows

feature independent International and local music.

The English language stations are:

Broadcaster Station Music Genre
Easy listening 60s - 90s. Weekend specialist shows on
Gold 90.5FM
weekends feature Jazz and Country music.
Adult Contemporary. Various themes for weekend
Class 95FM programming include: All 80s, All 90s, Soul, Number 1s,
Soft Rock, Y2K.
Current and recent hits from US and the UK. Also airs
MediaCorp Radio syndicate US radio show “On Air with Ryan Seacrest”
gty daily. Weekend shows to feature local music, UK/US indie
music and club music.
Lush 99.5FM Chillout, urban and Nu-Jazz.
News-Talk. Weekend programming features a mix of indie
938LIVE
pop/rock music.
Symphony 92.4FM | Classical music
SPH Unionworkz Radio 91.3 Adult Contemporary
Current and recent hits from US and the UK. More rock
SAFRA Radio Power 98 music oriented. Also airs the American Top 40 countdown
show on Saturdays.
(vi) Clubs

Singapore ranks fifth in the 2007 Global Country Brand Index for nightlife. It is a very developed and
sophisticated market, with a variety of bars and clubs catering to different dance music genres, not
dissimilar to other major cities in terms of world-class entertainment - the infrastructure and price point is

competitive. Some nightspots stay open till dawn.
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Consumers have real brand awareness and regularly pack events that feature international DJs such as
Carl Cox, Tiesto, Chicane, James Lavelle and others. There are a number of established local DJs who in
conjunction with the clubs have recorded their own mix albums on local and international imprints (e.g.
Defected Records). Andrew Chow and Aldrin are examples.

Zouk is undeniably the pioneer in the dance music scene and its annual beach party ZoukOut has a
reputation as one of the premier dance events in Asia, drawing 23,000 participants in 2007. This year’s
lineup include Nouvelle Vague, Sasha, Erol Alkan, DJ Yoda, and The Teenagers.

“One-stop, multi-genre” entertainment complexes are popular and aim to offer customers ‘variety under one
roof’. The Cannery, located near the Singapore River, houses bars and clubs of different themes (e.g. Yue,
karaoke bar; Clinic, house music; Fashion Bar, mainstream club; Lunar, Chinese-pop) to keep party goers
within their establishment. St James Power Station has several themed rooms to keep patrons’ attention,
namely, Firefly (live Canto music bar), Dragonfly (Mando-pop club with live performances), Mono
(karaoke bar), Movida (live Latin music club), Powerhouse (mainstream club music), The Boiler Room (live

Top 40 music bar) and The Lobby (sports bar).

Franchises have also evolved in recent years, such as Café Del Mar, Kandi Bar and Fashion Bar. Ministry
of Sound, which opened with much fanfare in 2005, shut its doors in August this year due to a licensing
dispute with the UK pricipal. There has been no elaboration on the closure from the local Life Brandz
franchisee, although it was widely known that MoS International filed a suit against the company last
November and alleged that they had failed to develop the club here in a manner consistent with the
international reputation of the brand. Moreover in February this year, Nimbus Holdings, which owns the

MoS brand, sued the company for an infringement of their registered trademark comprising the logo.
Regular parties include Heineken Green Room, Chivas Live, ReadySetGlo and the main sponsors of such
events tend to be alcohol brands. Specialist dance promoters such as Kinemat which work closely with

brands can also offer assistance in this area.

Websites and forums such as ExitMusik, Frontallabs and Trance Republic feature dance music and

parties within their respective portal environments.

(vii) Local Talent

Local talent has long suffered from a lack of attention from both the media and the public. Local Mando-

pop artists have to ‘make it big’ in markets such as Taiwan before getting notice back home. Prime
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examples of this are Stefanie Sun and Tanya Chua who had to be groomed in Taiwan and have their
records released there first.

Due to a sleuth of singing talent competitions on TV in recent years (Singapore ldol, Super Band,
Campus Superstar, Live The Dream, etc), aspiring local acts finally gained a mainstream platform to
showcase their talent and get a record deal. The winners and runners up received a lot of media

exposure, but have only enjoyed moderate success in terms of record sales.

There are now regular venues and events that showcase local talent. Timbre is well known as the venue
that regularly features performances from local indie artists and bands such as The Goodfellas, The
Great Spy Experiment, Plain Sunset, etc. The venue also helmed concerts during this year’s Artist
Festival in June, and organised the Timbre Music Festival in October to celebrate its second year
anniversary. Baybeats, an international indie music festival, has in the recent years also begun to feature

more local acts.
(viii) Live

Singapore based promoters such as Lushington and Midas have brought in A-list acts such as Kanye
West, The Police and Linkin Park. The “Specialist” promoters such as LAMC and Kinemat tend to
organize more indie rock and dance oriented concerts. In January, July and August there are a flurry of
bands coming through enroute to neighbouring festivals such as Australia’s Big Day Out, and Japan’s Fuiji
Rock and Summersonic. The key festival events include Mosaic, SINGfest, Singapore Sun Festival,
WOMAD (which is taking a hiatus in 2008 and 2009) and Baybeats. SINGfest also has a good working
relationship with MTV meaning that many of the bands appearing at the festival can also leverage an

appearance at MTV's annual award show which is held on the same weekend.
Clubs such as Zouk, Café del Mar, Attica, The Butter Factory do their own DJ bookings. There are a lot of

big venues but not enough mid sized ones. It is likely that this situation will change when the Integrated

Resorts open.
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Regular annual festivals include:

Festival Date

Mosaic Festival March

Featured acts

Rachel Yamagata, Yo La Tengo, Duke Ellington
Orchestra, Broken Social Scene, George
Clinton, Kings of Convenience, etc.

Singapore Sun Festival October

Dame Kiri Kanawa, Vienne Boys Cholr, Peter

Cincotti, Sergio Mendes, etc.

Baybeats August Mercury Rev, The City On Film, etc.
Nouvelle Vague, The Teenagers, Sasha, Carl
Zoukout November/December Cox, Dirty Vegas, Gus Gus, Stereo MCs, Giles
Peterson, etc.
Pet Shop Boys, Cyndi Lauper, Shaggy, Sugar
Ray, Alicia Keys, Simple Plan, One Republic,
SINGfest August

Panic At The Disco, Jason Mraz, Rick Astley,
Pussycat Dolls, etc.

WOMAD

August (taking a hiatus
in 2008 and 2009)

Asia Dub Foundation, Youssou N’'Dour, Susana

Baca, Jimmy Cliff, Apache Indian, etc.

Venue Listings:

Venue Capacity
Esplanade Concert Hall 1,600
Esplanade Theatre Hall 2,000
Esplanade Outdoor Theatre 600

Fort Canning Park 10,000
Max Pavillion 7,000
Singapore Expo 10,000
Singapore Indoor Stadium 13,000
Suntec Convention Centre 10,000
NUS University Cultural Centre Hall | 1,700
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(ix) The Record Companies

The major international music companies are active and dominate the International music market. Indie
companies such as Ocean Butterfly, EQ Music, Rock Records and Life Records currently focus more on

Domestic/Regional repertoire. EQ and Rock are the most active in international licensing initiatives, and

with both having Malaysian affiliates deals can be made for both markets.

Listing of Record Companies:

Company Contact Address Tel
52 Ubi Ave 1 #03-45 Paya Ubi Industrial Park
EQ Music Victor Tan, MD ) 68444913
Singapore 408934
G-Pop Chadrick Yeo, GM as above 68360716
HIM International 20 Jalan Afifi #08-01 Cisco Centre I
g Emily Er, MD , 64780660
Music Singapore 409179
221 Henderson Road #02-04 Henderson
Hype Records Ken Lim, Director . x 63753757
Building Singapore 159557
10 Ubi Crescent #05-80 Ubi Techpark (Lobby
Innoform Media Nancy Seah, GM i 68468118
E) Singapore 408564
Life Records Ng Cheong Hock, MD |1 Sims Lane #04-03 Singapore 387355 67494910
Love Da Records |James Chan, GM 71B, Duku Road, Singapore 429232 63489619
10 Admiralty Street #06-34 Northlink Building
MusicTronic Daryl Wong, MD J 67581968
Singapore 757695
Ocean Butterflies 28 Maxwell Road, #02-08 Red Dot Traffic
? Billy Koh, Director ' 65347177
Music Singapore 069120
Ngiam Kwang Hwa, 16 New Industrial Road #05-08 Hudson
Rock Records ] 62865066
MD TechNo Centre Singapore 536204
2 Soon Wing Road #05-08 Soon Wing
S2S Ken Suzuki, GM \ il . 62232344
Industrial Building Singapore 247893
Sony BMG 116 Middle Road #06-02/03/04 ICB Enterprise
' Adrian Lim, MD : 62788388
Entertainment House Singapore 188972
37 Tannery Lane #06-05 Tannery House
ST Music World Swiss Teo, MD 62809033
Singapore 347790
118 Lorong 23 Geylang #03-01/02 SCN
Universal Music Gary See, MD d . J 67412220
Industrial Building Singapore 388402
No. 1 Jalan Kilang Timor #04-05 Pacific Tech
Warner Music Richard Lim, MD 4 62231688
Centre Singapore 159303
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3. The Digital Landscape

The bulk of monetisable digital sales are in the mobile sector. According to the IFPI, 2007 mobile
revenues accounted for an 86% share of the total digital income (US$0.9 million).
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(m) (m) Music Sales, Music Sales, Sales, Mobile Sales, Online
Total (US$m) Digital (US$m) (US$m) (US$m)

Source: IFPI, 2008

Music users rely more on foreign websites for music and artist information, being familiar with community
sites such as Youtube and MySpace. A survey done in September by Hitwise showed that only 1 of the top

10 most visited music-related sites is local.
A recent survey conducted by MTV Viacom for the annual industry Music Matters conference, in a 15-34

urban demographic, highlighted that 38% of those interviewed in Singapore are ‘passionate about music’ and

54% agree that “the industry should work with the Telcos to deliver more music by phone”.

Mobile Music

The mobile phone is rapidly developing as the vehicle for portable music. Handset brands have been very
supportive of the music industry. Nokia, for example, have sponsored Avril Lavigne’s recent concert here,

and Sony Ericsson organised the Traffic Jam event featuring Daughtry.
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Nokia recently revealed that they will be launching their new ‘Comes with Music’ (CMW) service in

Singapore during the first quarter of 2009. Users will be able to download all the content in their catalogue for
an annual subscription. This will significantly influence digital income potential.

The digital revenues in the various categories for 2007 are highlighted in the pie chart below. Master

ringtones currently enjoy the highest revenue earning application (35% share) followed by CRBTs at 23%.

| Online Single Track
Other (Streaming, etc)

| Music Video
|
i Subscription r |
Master Ringtone
| B CRBT
| Mobile Single Track |
Master Subscription

M Music Video
Online Single Track
B Other (Stream, etc)

Mobile Single Track

Source: IFPI, 2008

Pricing between providers varies but falls along the following lines:

Ringtone (Mono/Poly) S$1.90 (US$1.23)
Ringtone (Truetone) S$2.50 - S$3.00 (US$1.66 to 2.00)
CRBT S$3.40 (US$2.21)

Internet Music Downloads

Despite the infrastructure and thriving online environment, music users have not taken to downloading
music in a big way. In 2007 only US$50,000 in trade revenue was generated from online and US$80,000

from subscriptions (IFPI).
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This is partly because music companies were slow to work with service providers in the early days.

Compared with the rest of the region a comparatively small number of legal download sites are available

but rampant P2P file sharing is still prevalent.

The absence of iTunes will work to the advantage of new entrants Nokia Music Store and MotoMusic.

Nokia Music Store was launched with much fanfare in April and millions of songs from international and

Asian artists are now available for download via users Nokia mobile devices or personal computers.
Following the company’s acquisition of multi-region music download portal Soundbuzz, Motorola’s
MotoMusic is now offering its local users over 750,000 songs for download. It is interesting to note that

MotoMusic works across other handset brands and models.

Music downloads (per song) are priced around S$2.00 (approx. US$ 1.35).

Revenue Share Structure

The average share percentage is as follows:

Record Label Publisher (COMPASS) Content Provider

40-45% 40% 12% (Int'l & Regional) 8-10%

COMPASS, the collection society for publishers in Singapore, collects mechanicals from the digital

business on behalf of the major publishers. CPs must obtain a license from COMPASS to operate.

Paid Download Sites

The following websites are considered the key, current legal download sites:

e Soundbuzz

+ Nokia Music Store

* Acme Mobile (Mobile only)
e |guana Mobile (Mobile only)
e Geetune (Subscription only)
e Jamster (Mobile only)

* M1 Music (Mobile only)
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e Samsung Funclub (Mobile only)

+ StarHub Play (Mobile only)

¢ MotoMusic

e SingTel MusicVibes (Mobile only)

Digital Brokers

B2B distribution companies such as Oracle Vision are in a position to place product with various delivery

platforms/portals on behalf of content owners. Oracle Vision has agreements in place with all Singapore
based labels and several overseas pioneers offer back end services such as digitising content and
revenue collection. Marketing and promotional activities are conducted jointly between Telcos and the

respective Content Owner. The Telcos are also aggressive in music and event sponsorship activities.

Telcos, do not typically contract direct with indie labels so international companies need to work with local

labels or via companies such as Oracle Vision in order to popularize their artists.
To establish an online presence (retail and community) for priority participating artists, licenses can be set up

(via an aggregator) with several sites. However demand still has to be generated by the traditional

promotion and popularization of each act on regular media channels.
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4. Canadian Music Promotion Initiatives and

Opportunities

Physical Licensing

In order to enable the public to form a closer relationship with the act and to stimulate purchase of the
finished CD (rather than downloading it from P2P sites) companies should make a traditional licensing or
distribution arrangement and give their partner the option to tailor artwork and packaging to local
requirements. Offering bonus audio or visual, or exclusive online content can help provide a local

incentive and differentiate local product from imports.

Parallel imported CDs from China have significantly affected physical sales in Singapore for a few years
now. An influx of pirated CDs disguised as legitimate products from China as seen in small retail shops and
makeshift stalls in suburban housing estates has also created problems. Despite heavy lobbying from the
Recording Industry Association of Singapore, the government continues to maintain an open trade policy

on parallel imports.

In a move to counter this, Universal Music Singapore recently TV advertised a ‘special edition’ series of
their top line titles with basic packaging, retailing at S$11.90. Such aggressive pricing initiatives, coupled
with consignment sales, could become a positive exercise for new acts and result in (better) racking
space to create retail exposure/awareness as buyers would be more willing to take in stock with a

minimum risk.

Note that record companies practice self censorship and for most releases with explicit lyrics (such as
urban/rap titles) the ‘parental guidance’ sticker is sufficient. Content depicting homosexuality or

racial/religious intolerance are still taboo.
Visual products have to undergo censor approval from the Board of Censors and this process can take

between four to eight weeks. Upon clearance, the record company or local partner receives a rating

certificate, and finished goods released in the market have to carry these stickers.
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Artist and Content Promotion

The following tactics should be considered by Canadian rights owners. Viral marketing and the use of the

online equivalent of street teams to spread the word are paramount.

1. Sample Servicing
Of primary importance in this market is sample servicing on identified priority artists music to media and
tastemakers. Samples (video/audio, MP3 or CD-R) should be serviced with full access to bios and images.

Target recipients include:
a) Internet Portals
Free streaming arrangement with portals such as MTV Asia, Nokia Music Store, Soundbuzz,

Starhub, Singtel, etc should be considered.

b) Advertising Agencies/Brand Consultancies

Advertising agencies and brand companies are constantly seeking strong content for
synchronizations and online campaigns. There is, however, quality Western/cover music widely
available for free that competes with any music that we might deliver. Repertoire owners and
publishers must therefore be in a position to reduce or waive sync and master usage fees for
TV/online promotions, so music can be popularised and monetised downstream. This is no

different to the approach in Japan but flexibility on the publishing side is paramount.

c) Game Developers (Online and PC)

In a market where gaming is so popular, It is important to secure the use of music in games in
order to reach the youth market. Most developers use self composed/produced music in order to
avoid licensing issues. However, if music can be made available FOC (or very cheaply), this is

certainly an avenue worth exploring.

d) Radio DJs and Programmers

Music Directors/Programmers have weekly meetings with their team (DJs and station managers)
to decide new inclusions to their playlists. If record companies are able to service them with
priority product on a regular basis and develop brand loyalty with them this can facilitate airplay.
College campus radio such as Radio Heatwave, NUS Pulze and SMU Campus Radio should also

be targeted.
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e) Club DJs and Booking Managers

Servicing of dance/remixed tracks via CD or vinyl. Popular local DJs are also key tastemakers as
punters look to them for ‘direction’. They are also often booking managers for the clubs they work
for. Moreover specialist dance promoters can leverage good sponsorship opportunities.

f) Key TV Media
Servicing of analog or digital (PAL) BETAs. There is currently no locally produced
music/entertainment show on free-to-air TV. Music videos are being played as fillers in between

regular programming and commercials. MTV and Channel [V] are only available on cable.

g) Key Print Media

Target press and print should include: The Straits Times, The New Paper, 8Days, Time Out
Singapore, Lime, FHM, Maxim, and the free publications TODAY, Juice and I-S. A good review in
The Straits Times can still shift 300 units.

2. Premium CDs and Covermounts
Inclusion of titles by priority artists on promotional CD premiums and covermount CDs, as part of the
larger promotional initiative should be considered as a useful tactic. Potential avenues of premium
promotion include:
a) Music Premiums for test driving and/or purchasing new cars. Production costs to be covered by
manufacturer.
b) Music Premiums for Canadian related events perhaps organised by the embassy and/or trade
body. Production costs to be covered by sponsor/organizer.

¢) Covermount CDs for popular music/entertainment magazines.

3. Digital Marketing
First and foremost, it is important to establish a good working relationship with Digital Brokers.

Online communities need to be set up to allow a new fan base to communicate directly with participating
artists via their own websites. This can either be done on identified priority artist’'s websites, social

networking sites or via promotional partner websites in Singapore.

Artists that can regularly participate in web chats and interact with their fans are best positioned to build a fan
base in this market, and activities such as this should be encouraged.

Increasingly, there are also more Bluetooth proximity marketing campaigns seen on busy shopping strips
in town such as Orchard Road. Consumers directed by interactive billboards and/or digital in-store TV
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networks can download free, promotional content on advertised hotspots just by turning on their Bluetooth

enabled device.

4. Product Associations

There are always opportunities to work with brand partners on product or brand promotions.
Chinese/Asian artists and entertainment companies are well versed in the benefits this affords them in
return for increased exposure in the market either in the media or in conjunction with live performances.

These associations do not require artist endorsements but are a way to defray promotion costs. They can,
however result in the opportunity for endorsements in the longer term so their benefit needs to be
carefully explained to management of priority acts. A good starting point would be to obtain a listing of all

Singapore based Canadian companies with a view to approaching them on possible music initiatives.

Top 10 Brands in Singapore:

Rank Brand

Sony
SingTel

Canon

Singapore Airlines
StarHub
Toy ‘R’ Us

Hewlett-Packard

Colgate

©] o] Nl o] gl ] W] M| #

Google
10 Nike
Source: TNS Global, Sept 2008

ENDS
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