
1

“Books, Music, Cinema, Videogames…
How does digital technology produce a 
redistribution of powers ?” 

In the context of the 2013 edition of the Forum d’Avignon about “Culture & Power”, Kurt 
Salmon, a strategy and transformation international cabinet, leads a study about the 
theme “Consumers, creators, distributors, public powers…who has the power ?”. The 
complete study will be published in the international meetings from November 21st to 
November 23rd.

This international study aims at understanding the 
evolution of power and balance between actors, at 
identifying new trends, and fi nally at proposing initiatives 
in order to grant plurality and diversity of the cultural 
and creative sector’s ecosystem. 

After fi ve years of stagnation, Book, Music, Videogames 
and Film industries observe a general increase in 2012 
and tend to an annual average growth of 5%.
Taken individually, these 4 industries haven’t had the 
same dynamisms during the past fi ve years. Videogames 
and DVD increased 3% annually on average, while Music 
industry, helped by live-concerts, kept a growth rate of 
1%. Only the edition’s market decreased; 4% annually on 
average, because of the readers decreased estimated at 
10% over the period. 

Our previsions lead us to be optimistic for the period 
2012-2017, where growth will be helped by three key 
factors: 

• A connected terminals rise: more than 8 billion of 
connected electronic devises will be on the market in 
2017; nowadays only 2 billion of them are.

• The growing place of digital monetization forms, 
linked to the maturity of markets, that will allow 
a diversifi cation of incomes: the establishment of 
downloading and streaming business models makes 
possible to have incomes from advertising and 
subscriptions and to counterbalance the losses related 
to physical goods’ sells. 

  This new incomes source comes with a decrease in 
piracy, evaluated at 17% in 2012, and linked to the legal 
off ers development. 

• The rise of emerging countries, as well in production 
as in consumption. The market activity rises because 
the market enhances its territory. For instance, as of 
recent, India produces twice as many fi lms as the US 
for a consumption potential three times bigger than 
that of the US. 

In digital era, the shifting values went to benefi t of 
producers and contents platmforms. 
Over the period 2007-2012, with the increasing power of 
dematerialized products, producers have seen increase 
their income part. However, this increase came with a 
on average 20-50% drop of the cultural products’ prize.  
Moreover, digital technology has created new actors: real 
“internet players” (Amazon, Apple…) that now compete 
whit traditional distributors, through e-commerce and 
contents platforms, many of them can even mix the 
function of intermediary and distributor (Steam…). 
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In most cases, creation is fully integrated into 
the same structure than production
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Lessons learned from an exclusive survey conducted among 4 000 consumers in four countries – China, the United States, France and India – between March and April 2013
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* Carrier, manufacturer, printer, aggregator…
** Kindle Top 100 average

Sources : SLF, SNEP, SNJV, CNC, GfK, analyses Kurt Salmon
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While artists and consumers can now have a direct 
relationship thanks to technological tools… 
At the time of the digital transition, a wide range of 
new tools appeared on the Internet to allow both artists 
and consumers to « take the power », thanks to a direct 
relationship, abolishing the intermediaries: auto edition, 
auto-distribution, co-creation, crowdfunding, sharing 
and criticism…

Kurt Salmon took interest in the way these tools are 
used and their impacts on the balance between the 
diff erent actors, especially through a general public 
survey from 4 000 consumers in four diff erent countries 
– China, the US, France and India.

…and consumers seem to welcome these new tools… 

…The latter are still marginal and do not put into 
question the current balance, but on the contrary 
strengthen it.
Nowadays, the crowdfunding is less than 1% of the 
four previously studied industries’ investment. If his 
increase will be undeniable in the fi ve next years, this 
mean of funding will be of 10% in 2017, which will not be 
enough to become a real alternative to the traditional 
production. 

On the contrary, for many observers, the crowdfunding is 
more a complementary tool to producers and editors to 
optimize their investments and risk factor: a successful 
crowdfunding campaign can easily replace a market 
analysis. Equally, social networks are not an alternative 
to traditional media. 

Therefore, in France only 1 of out 3 internet users 
following an artist on social networks has already played 
one of his songs or one of his movie on a regular basis 
or occasionally. Thus, the Top 10 worldwide most shared 
videos includes only one type of cultural content. 
However, the Top 10 worldwide most watched videos 
of any sort on Youtube, includes only music videos. So, 
these tools clearly increase the consumption of cultural 
contents in favor of producers and occasionally allow 
scouting new talents, but the consumer does not use 
them as broadcaster.

Therefore, even if the role of the consumer of undeniably 
increases, since he feels he “has the power”, he does 
not put into question the role and legitimacy of the 
traditional actors.

Extract from survey

45% of the questioned consumers state an interest in 
crowdfunding. 15% have already tried and 2/3 of them 
think to do it again.
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Interest in  crowdfunding

Similarly, 60% of the consumers state that they have 
already or they are prepared to express their opinion 
on a cultural work

Interest in expressing opinion on a cultural work
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Consumers’ perception about « power »
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Kurt Salmon is a global management consulting fi rm of 1,400 consultants across four continents. We know that today’s leading businesses must 
be diff erentiated from their competitors and have the fl exibility to respond to a constantly changing marketplace. Our considerable expertise in 
the industries we serve helps us deliver transformational, measurable and lasting results for our clients that position them for success now and 
in the future. We assist clients throughout the entire transformation process, developing leading-edge creative strategies, implementing them 
to achieve operational effi  ciencies, and helping organizations understand and use their new processes and tools to succeed.


