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Our core mission as music companies 
is o build enduring legacies for our 

ariss. No only do we launch careers; we 
culivae he culural icons of omorrow. 

In a landscape rocked by rapid disrupion, 
we provide he sraegic compass and 
commercial scale necessary for alen 
o break hrough. And as we work o 

increase he global value of music, we 
ensure he whole ecosysem remains 
vibran, giving he nex generaion of 

ariss a pahway o success.

ROBERT KYNCL
Chief Executive Officer,

Warner Music Group

We’re building a new era in music, where 
boundless creaiviy mees innovaion, 

unlocking greaer opporuniy for ariss, 
songwriers, enrepreneurs, and fans. 
Through our long-erm invesmen in 

aris developmen, we’re driving sronger 
parnerships, beter producs, and more 
powerful direc-o-fan experiences. The 

resul is an open, conneced, aris-
cenric ecosysem and a responsible 

approach o AI.

SIR LUCIAN GRAINGE CBE
Chairman & Chief Executive Officer, 

Universal Music Group

Music has never moved 
faser — or furher. Our role is consan: 

champion alen, srenghen fan connecions 
and safeguard righs. We’ll embrace echnology 
ha serves musicians, confron sreaming 

fraud, and ensure AI augmens human 
creaiviy. The nex wave of paid lisening 
will follow from ha approach — fairness, 

innovaion and long-erm commimen o he 
people who make he music.

ROB STRINGER CBE
Chairman, 

Sony Music Group

Through echnological adopion, we’ve seen 
over a decade of susained global expansion, 
wih growh his year semming from every 

coninen, from boh digial and physical 
formas, and from labels of all sizes. Beyond 
his growh, boh ariss and music fans 
now have more access and opions han 

ever.  We’ve reached a poin where access 
is no longer he hurdle. Now, he goal is 

inenionaliy. Our mission mus be o guide 
emerging rends so ha hey empower he 

creaor, deepen he fan experience, and 
proec he independen and enrepreneurial 

spiri ha has always driven his indusry.

GLEN BARROS
Managing Partner, 

Exceleration Music Partners
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FIGURES BY 
FORMAT 
2025
Sreaming coninued o be he engine of growh 
for recorded music revenues, growing a 7.7% 
and adding US$1.6 billion o global revenues. 
Physical formas rebounded in 2025, wih 
revenue growh of 8.0%, compared o a weaker 
performance in 2024 when physical revenues 
declined by 3.0%. Revenues from performance 
righs recorded modes growh of 0.3%, 
whereas synchronisaion and downloads & 
oher digial declined in 2025.

PHYSICAL

+8.0%
Physical revenues rebounded and grew at a faster 
rate than any other format and added US$390 
million in revenue growth. Global physical revenues 
amounted to US$5.3 billion and grew by 8.0% 
in 2025. Growth was mainly driven by a strong 
performance from vinyl, which increased revenues 
by 13.7% and marked the format’s 19th consecutive 
year of growth. CD and music video revenues also 
recorded growth, with revenues up by 3.7% and 
10.8% respectively.

SYNCHRONISATION

-2.0%
Synchronisation revenues declined in 2025 after 
four years of successive growth and totalled 
US$641 million. These revenues pertain to the use 
of recorded music in films, TV, advertising and 
gaming. Synchronisation accounted for 2.0% of 
global recorded music revenues.  

DOWNLOADS AND 
OTHER DIGITAL

-5.0%
Revenues from these formats continued to decline 
for the 13th consecutive year, reflective of a market 
where fans are increasingly streaming music. 
These formats accounted for just 2.5% of 
global recorded music revenues. 

PERFORMANCE   
RIGHTS

+0.3%
Performance rights revenues reached US$2.9 billion 
in 2025 and grew by a modest 0.3% - the fifth 
successive year of revenue growth. These revenues 
are collected by Music Licensing Companies (MLCs) 
and are derived from the use of sound recordings 
and music video, mostly in public performance and 

broadcasting. Performance rights generated 9.3% 
of total global industry revenue. 

STREAMING

+7.7%
Streaming grew at 7.7% and added US$1.6 billion 
in revenue growth. This took the format’s total 
revenues to over US$22 billion for the first time and 
represented 69.6% of total recorded music revenues. 
Subscription streaming was the key driver of growth, 
with an increase of 8.8%, whilst ad-supported 
streaming formats (combined) grew by a more 
modest 4.3%.

Chappell Roan phoo by Ryan Lee Clemens
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CREATIVE PARTNERSHIPS
INSIDE MODERN  
LABEL–ARTIST 
RELATIONSHIPS

In an increasingly competitive 
and fast-changing music 

landscape, record labels play a vital 
role in developing and breaking 
artists, helping them build long-
lasting careers. With more music and 
other media content competing for 
attention than ever before, labels 
provide the expertise, investment, and 
long-term support artists need to help 
find their audience and grow it across 
borders.

Record labels shape their support 
around the needs of the artists they 
are partnering with at different 
stages of their career, acting as 
the primary investor in artists and 
their music. This can include helping 
artists develop their sound, write 
and record their music, and realise 
their creative vision. Labels can help 
build and engage a fanbase, distribute 
music across multiple global digital 
platforms, design and produce physical 
products and develop merchandise 
whilst exploring broader opportunities 
with brands and emerging technologies. 
Ultimately the label’s role, and the 
level of investment and support it 
provides, is determined by the needs 
of the artist.     

Artist–label partnerships remain 
the foundation of a successful and 
sustainable music ecosystem.

IN THIS SECTION... 

The stories in this section follow 
three artists at different points in 
their careers, working across genres 
and markets. What connects them is 
the enduring partnership with their 
record labels, built on trust and long-
term investment in their talent and 
future.

01

Zack Tabudlo phoo couresy 
of Universal Music Group

Harry Syles phoo 
couresy of Sony Music 

Enerainmen
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ROLE OF A 
RECORD LABEL 

MARKETING 
CAMPAIGNS 

Physical (posters, billboard), 
broadcast (TV, radio) and 

digital (social media, online 
advertising) and brand 

advocacy

GLOBAL 
NETWORKING

Industry introductions, 
networking, workshops 

and song camps

ARTIST 
WELFARE 

PROGRAMME
Mental health support, 

wellbeing and pastoral care

GLOBAL 
DISTRIBUTION

Physical production, 
shipping, and

 digital licensing and 
distribution 

BUSINESS
AFFAIRS

Contracts, licensing
negotiations and rights

management

UPFRONT
INVESTMENT

Advances and 
development funding

ARTIST
BRAND 

PARTNERSHIPS 
Sponsorships,
endorsements,

brand collaborations

PROMOTION 
AND PR 

Media engagement 
(press, TV, radio and 

online), playlist pitching 
and radio plugging

A&R
DEVELOPMENT

Talent development, songwriting 
support, repertoire strategy and 

song selection 

CREATIVE
DEVELOPMENT 

SERVICES
Visual identity,

artwork, photography
and video content 

RECORDING
Studio access, producing, 

mixing and mastering 

LEGAL AND 
FINANCIAL 
SERVICES 

Royalty accounting, 
transparency and 

distribution

CONTENT 
PROTECTION 
Preventing leaks, theft 
and other unauthorised 

content usage 

AUDIENCE 
DEVELOPMENT 

Fan insights and data, 
segmentation and community 

engagement

SYNC 
OPPORTUNITIES  

Licensing tracks to film,
TV, advertising and

games 

MERCHANDISE 
Design, development and 

creation of product

COMMERCIAL
SUCCESS

CREATIVE 
DEVELOPMENTPARTNERSHIPARTIST

In today’s competitive 
music market, record 
labels find and nurture 
new talent, supporting 
an artist to realise 
their creative and 
commercial potential. 
This partnership is the 
cornerstone to a broad 
music sector, bringing 
many component parts of 
the ecosystem together.
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The remuneraion and revenues relae o owned and licensed reperoire 
from he hree bigges record companies. These gures do no include 
label disribuion deals. 

ARTISTS SIGNED TO A RECORD LABEL  
ARE RECEIVING AN INCREASING SHARE  
OF GROWING INDUSTRY REVENUES
whils also beneting from heir

✔INVESTMENT

✔EXPERTISE

✔RESOURCE

✔GLOBAL INFRASTRUCTURE  

IN 2024, RECORD LABELS 
INVESTED A TOTAL OF

US$8.1bn
GLOBALLY IN A&R AND MARKETING 
– jus wo of he many ways hey suppor he 
developmen and promoion of ariss and heir 
music. 

The posiive impac he work and invesmen of 
record labels has on boh culural and economic 
developmen is seen across he globe. 

Many of oday’s big ‘new’ ariss 
acually developed over a period 

of ime – heir ‘breakou’ success 
came afer years of hard work. 

I’s so imporan o be paien, o 
recognise ha i can ake ime for 
some ariss o develop and no 

rush he process.
ADAM GRANITE

Chief Executive Officer, AMEA,  
Universal Music Group

RECORD LABELS: 
THE BIGGEST 
SUPPORTERS 
OF MUSIC

I’s an ever deeper  
parnership because 

each aris may need somehing 
dieren, and i’s essenial we 

recognise his and cusomize our 
sraegy for hem o he marke. 
In he background however, our 

role is o do everyhing we’re 
mean o do absoluely brillianly, 
much of which people never see.

DENNIS KOOKER
President Global Digital  
Business & U.S. Sales,  

Sony Music Entertainment

PRESERVE MUSIC’S DYNAMIC 
AND COMPETITIVE MARKETPLACE
Record labels compee inensely o discover, inves in, and 
work wih ariss a every sage of heir careers. 

This compeiive environmen drives growh and increases 
remuneraion for ariss. Governmens should preserve his dynamic 
markeplace, which is buil on he abiliy of players o freely develop 
commercial parnerships based on exclusive righs and legal cerainy, 
wihou unnecessary regulaory resricions. The markeplace is 
hriving; le’s allow i o do is job.

POLICY  
ASKS

Our role is o add 
impac commercially, 

sraegically, and creaively. 
Aris parnership is 

absoluely criical. I’s abou 
building a much broader, 
deeper relaionship han 

jus recorded music.
SIMON ROBSON

President EMEA Recorded Music,
Warner Music Group

Dua Lipa phoo couresy of Warner Music Group

Mrs. GREEN APPLE phoo couresy 
of Universal Music Japan

ARTIST REMUNERATION AS A PROPORTION  
OF GLOBAL REVENUES: 2016-2024 (%)

31.0%
33.4% 34.2%

35.2%
34.5% 34.9% 34.1% 34.8% 35.5%

2016 2017 2018 2019 2020 2021 2022 2023 2024
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Last year, Balu Brigada became 
one of the most compelling 
examples of modern global  
artist development. 

A band rooed in New Zealand, operaing 
condenly on he world sage, and doing so 

auhenically. Their rise shows how Warner Music 
worked o suppor an aris-led vision, all while sill 
building scale and longeviy.

The band was signed hrough he rs-ever join 
venure (JV) deal beween Warner Music Ausralasia 
and Alanic Records in he US. Alexandra Young, 
Vice Presiden of Ausralasian Markeing and Aris 
Developmen a Warner Music, recouning how early 
momenum behind Balu Brigada began o grow: “I was 
very grassroos led a he beginning o nd hose early 
fans and build hings slowly. We were careful no o go 
oo hard oo soon, because we knew hey were in i for 
he long haul. I was abou chipping away, and hen 
when he momens or recogniion came, hrowing fuel 
on he re, bu always in a way ha fel auhenic o he 
band.”

The global sraegy was buil as a rue parnership. 
The JV gave he band a dedicaed eam championing 
hem in heir all imporan home markes, keeping heir 
cenre of graviy inac. Alanic Records and Warner 
Music’s wider inernaional nework 
provided he scale and experise o 
ake Balu Brigada’s music o he 
world.

A key momen in ha sraegy 
was he band’s decision o 
relocae, rs o New York and 
hen o Germany. This was no 
simply a promoional move, bu an 
invesmen in long-erm growh.  
“They’re naurally global – we 
suppored hem o spend ime in 
New York and Berlin connecing 
wih dieren communiies and 
working on heir sound.” Young 
adds. 

Crucially, Warner Music recognised ha Balu Brigada 
did no need heavy creaive direcion. The band arrived 
wih a clear and cohesive vision, and he role of he 
eam was o proec ha clariy. Young says: “The band 
are very self-suicien when i comes o heir music 
and creaive visuals - hey have a very clear vision. 
From very early on, we knew he bes hing we could do 
was give hem space and ime o work hrough heir 
ideas.” 

The label rused he band’s insincs; he band rused 
he label o build he righ environmen around hem. 
Tha rus exended across coninens and over 
muliple years, allowing momenum o compound 
naurally raher han spike aricially.

Speaking o he rus and auheniciy of he
parnership, Young said: “Auheniciy has been he 
hread hrough everyhing wih his band. They know 
who hey are, and hey’ve rused us o help build he 
career around ha vision. If everyone genuinely believes 
in he projec, you can make amazing hings happen, 
and ha’s been rue from he sar wih hese guys.”

Touring played a cenral role in his global growh. A 
global suppor slo wih Tweny One Pilos (signed 
o Warner Music’s Fueled by Ramen label) proved 
paricularly impacful, exposing he band o new 
audiences nigh afer nigh. Young said: “They are a 
live band - ha’s always been cenral o how we’ve buil 
heir image and heir sory. When you see hem live, 
ha’s where he energy is, and ha’s where you see 
people conver ino fans.”

A every sage, opporuniies like digial campaigns, 
radiional press and ouring were reaed no as 
isolaed wins, bu as par of an unfolding narraive for 
he band’s sory. In 2025, heir rack “So Cold” feaured 
on he EA Spors FC soundrack and hey performed 
i on Jimmy Kimmel Live! Young said: “Wihou all he 
dieren ouchpoins working ogeher, we wouldn’ be 
where we are now. Things like gaming and TV momens 
showed us hey were impacing culure in a real way.”

By 2025, he resuls were angible. 
Headline shows sold ou across he 

US and Europe, signalling no a
eeing momen, bu a durable 
global audience of almos ve 
million monhly liseners on 
Spoify alone. For he eam, 
his represened he ulimae 

marker of success: proof ha 
belief, paience, and genuine 

parnership can sill build 
long-erm aris careers in a 
fas-moving indusry.

Balu Brigada’s journey 
underscores a broader 

ruh abou modern aris 
developmen. Global success no 

longer comes from forcing scale, bu from aligning 
he righ eams, rusing creaive vision, and building 
fanbases auhenically. 

Young reecs on a key 
marker of success for he 
band’s curren sage 
is froning heir own 
global our: “Seeing 
hem pu heir own 
headline shows on 
sale around he world 
and sell hem ou 
was amazing. I shows 
people are on he journey 
wih his band for he long 
haul. Those sold-ou rooms are 
wha mater mos.”

They know who they are, 
and they’ve trusted us 
to help build the career 

around that vision.
ALEXANDRA YOUNG

Vice Presiden of Ausralasian 
Markeing and Aris Developmen, 

Warner Music Ausralia
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Balu Brigada phoo couresy of Warner Music Group
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IN THIS SECTION... 

Thanks in no small part to record 
labels and their teams, recorded 
music revenues have been growing 
significantly, reaching record levels 
and helping artists achieve commercial 
success. In this historically highly 
competitive market, the role of the 
record label as partner to the artist is 
especially important. It’s more difficult 
than ever for artists to “cut through” 
to fans. The stories in this section 
explore how record labels operate 
across different regions, responding 
to local market conditions, while 
connecting artists to domestic and 
global opportunities. Each example 
demonstrates the importance of long-
term investment, local expertise, and 
cultural understanding in building and 
maintaining sustainable 
music ecosystems. 

LOCAL MARKET 
INVESTMENT, 
GLOBAL IMPACT
Record label investment plays a vital role in 
strengthening both cultural expression and 
economic growth in music markets worldwide.

02

A thriving music ecosystem 
uplifts and celebrates a 

country’s culture whilst developing 
its economy, supporting a broad range 
of skills and employment both within 
the creative community and well beyond 
it. Record labels play a crucial role 
in powering a growing ecosystem. This 
begins with their long-term support 
and investment in artists but extends 
to a much broader commitment to 
investing in the people, resources 
and infrastructure needed to make a 
country’s music ecosystem sustainable 
for the long-term.   

Lady Gaga phoo by Robin Harper

Chen Linong phoo couresy of Warner Music Group
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ENABLE MUSIC’S 
CONTINUED ECONOMIC 
AND CULTURAL 
VALUE BY UPHOLDING 
COPYRIGHT
The creaive indusries provide a wide range 
of imporan benefis o local economies: 
from enerainmen and inspiraion o 
jobs and economic growh. Copyrigh is 
fundamenal o his success. 

Far from being a legacy framework, robus copyrigh 
laws provide he legal cerainy and exibiliy ha 
underpins funcioning markes for music righs and 
ensures creaiviy is proeced and properly valued in 
a rapidly evolving echnological environmen. When 
righs are respeced and fairly valued, a viruous 
cycle of invesmen and innovaion emerges, driving 
new echnologies and consumer oerings ha 
serve fans, suppor ariss, reward hose who inves 
in hem, and enable services o hrive.Public policy 
should uphold music’s deep economic and culural 
value by ensuring ha i is fully proeced in he 
markeplace. Cenral o his are exclusive righs: 
he abiliy for righ holders o negoiae fair erms 
backed by he power of refusal and enforce heir 
righs where his isn’ respeced hrough access o 
eecive enforcemen ools. This is foundaional 
o copyrigh and essenial o securing he bes 
creaive and commercial oucomes for he music 
communiy. ESTABLISH AND 

SUPPORT EFFECTIVE 
PERFORMANCE RIGHTS
Public performance and broadcas righs 
are essenial componens of a modern 
music economy.  In pracically every counry 
around he world, businesses play music o 
atrac cusomers, drive revenue and boos 
employee morale, paying o do so. 

This provides vial and growing revenue sreams for 
he ariss, producers and songwriers ha creaed 
and produced he music, and helps o grow domesic 
music economies as well as encourages music 
expors. Despie his, here are counries where full 
broadcas and public performance righs are no 
graned or where hey are no properly implemened. 
Governmens mus fully esablish hese righs 
and enable righ holders o organise he accurae, 
ransparen and eicien collecion of hese revenues 
– ensuring hey reec he rue marke value of music.

POLICY  
ASKS

You can have a globally scaled 
campaign, bu if i doesn’ 
ranslae o local culure, i 

won’ connec. Local experise 
is incredibly imporan. In a 
diverse region, you need a 

diverse eam o undersand 
wha’s really happening in 

each culure.
SAMIRA LEITMANNSTETTER

Senior Vice President 
of EMEA Regional Marketing,

Warner Music Group

As local reperoire grows 
everywhere, we mus localise our 

eors and collaborae across 
markes – our eams around 
he world are conneced and 

working ogeher o make ha 
happen. The more we can ell 
unique sories from a counry 
in a way ha’s accessible, he 

more ha ariss from emerging 
markes will connec wih wider 

audiences.
ADAM GRANITE,

Chief Executive  Officer, AMEA, 
Universal Music Group

When music ravels from a 
place of auheniciy, every 

audience in every marke can 
feel i. Local success builds 

ideniy and credibiliy. I’s how 
you creae a srong narraive 
ha can laer scale globally. 
We help music ravel wihou 

losing is ideniy.
JOSÉ MARÍA BARBAT,

President, 
Sony Music Iberia 

Lola Young phoo by 
Conor Cunningham

NCT Wish phoo couresy of Kakao

State of the IndustryIFPI Global Music Report 2026

St
at

e 
of

 t
he

 In
du

st
ry

3130





Add placeholder callou sa

Música Mexicana has become one of 
the most powerful cultural forces 
in music worldwide. No longer 
a regional genre, but a global 
movement.

A shared culural ecosysem beween Warner 
Music Mexico and Warner Music Laina in Los 

Angeles was buil under one premise: o build a unied 
US–Mexico eam designed o mirror how Música 
Mexicana lives and ravels.

Rubén Abraham, Warner Music Laina’s General 
Manager of Música Mexicana, said, “wih Música 
Mexicana, he border disappears. I’s one culure, one 
audience, one conversaion. We work as one eam, 
no as separae ailiaes, because he culure iself 
doesn’ sop a he border.”

Explaining he ideniy and culure of he genre’s 
audiences, Tomas Rodríquez, Presiden of Warner 
Music Mexico / Música Mexicana, said: “This music 
resonaes deeply wih second and hird-generaion 
Mexican Americans who grew up lisening o Banda 
music a home and ariss such as Drake or Jay-Z 
ouside. Wha we’re seeing is hybrid rooed Mexican 
music blended wih urban inuence, modern 
aesheics, and unapologeic soryelling.” 

He added, “I’s music abou pride. Pride in roos, pride 
in sruggle, pride in he immigran experience.” For 
Warner Music, respecing ha culural speciciy 
mean invesing in a deep local presence. Teams are 
based no only in Mexico Ciy and Los Angeles, bu also 
in Monerrey and key border regions such as Mexicali, 
Culiacán, and Tijuana. This srucure reeced boh 
creaive realiies and pracical consrains, including 
visa and ravel limiaions faced by some ariss and 
producers.

WARNER MUSIC:  MEXICO 

Can we have some 
more phoos for his 
spread please?

Abraham said:“This is a real invesmen - moving 
sudios, building eams, embedding ourselves in 
communiies - no jus chasing wha’s already 
working. You have o earn rus. We’re no exporing a 
manufacured sound. We’re exporing wha we build 
locally.”

The explosion of Música Mexicana did no happen in 
isolaion. I emerged a he inersecion of culure and 
access. Sreaming plaforms eliminaed he limiaions 
of physical formas like CDs and cassetes, making 
Mexican music available everywhere, insanly. More 
recenly, social plaforms such as TikTok amplied 
discovery and acceleraed scale. Rodriquez, explains: 
"Música Mexicana didn’ suddenly appear - i’s always 
been big. Wha changed is how easily i can now ravel.”

Warner Music’s ecosysem also redened how careers 
were buil. Disribuion deals hrough is ADA arm 
served as an enry poin for emerging ariss, oering 
exibiliy and auonomy while allowing eams o 
learn and grow alongside hem. Where i’s muually 
benecial, ariss can hen be upsreamed ino broader 
Warner Music parnerships, unlocking full-service 
suppor. This approach has helped Warner Music work 
wih ariss such as Codiciado, DannyLux, Edgardo 
Nuñez, Kane Rodriguez, and Pesado.

Rodríguez said: “Ariss oday wan exibiliy, no a 
one-size-s-all deal, bu a parnership ha evolves 
wih heir career. We can si down wih an aris and 
design a bespoke pah - whaever makes sense for 
hem righ now.”

Abraham added o his poin:“Tha freedom gives 
ariss power, and i builds susainabiliy insead of 
shor-erm success.” 

MÚSICA MEXICANA: 
BUILDING A 
BORDERLESS 
BLUEPRINT

On he evoluion of he sound, Rodriguez said:“We’re 
waching he birh of a new Mexican sound. I’s sill 
rooed, bu more maure and emoional. The music 
is moving ino broader human sories of romance, 
ideniy, movemen, growh. Music is reecing 
wha’shappening in he srees, and he srees are 
changing.”This evoluion poins oward wha many 
see as he nex phase: a new Mexican sound wih 
global resonance. As Mexican communiies coninue 
o grow worldwide, early signs of expansion have 
already appeared in markes such as Canada, Cenral 
American counries, Chile, Ecuador, and Peru.

On exporing Música Mexicana, Abraham said:“The 
goal isn’ o ropicalise he music for expor, i’s o le 
he local ideniy ravel as i is. When he foundaion is 
auhenic, he music connecs far beyond is original 
erriory. Mexican music works globally because is 
sories are specic, and ha speciciy is wha makes 
i universal.”

Abraham concludes: “Culural movemens are now 
shaping music a he same speed music reecs 
culure, and ha feedback loop is acceleraing. This 
feels like he rs chaper, no he peak.”

#10
MEXICO JOINED THE 
TOP 10 GLOBAL MUSIC 
MARKETS, OVERTAKING 
ITALY AND AUSTRALIA 

IN 2025

Edgardo Nuñez phoo couresy of Warner Music GroupPesado phoo couresy of Warner Music Group

DannyLux phoo couresy of Warner Music Group

Codiciado phoo 
couresy of Warner 
Music Group
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AI & MUSIC:
LICENSE TO 
INNOVATE
Music companies have a proven track record 
of embracing and driving innovation and finding 
new opportunities for their artists. AI presents 
the next generation of innovation and record 
companies are at the forefront of this, actively 
engaging with AI developers with a view to 
develop new licensed business models that 
generate new revenue streams for artists.

Our goal is to build an ecosystem where AI and 
human artistry thrive together.  

03 THE GEN AI CHALLENGE 
Generative AI models are usually 
developed using vast datasets. This 
means they can produce text, images, 
videos or music within seconds from 
simple prompts. To create high-quality 
outputs, generative AI requires high 
quality inputs.

However, in some cases, bad actors are 
developing their generative AI systems 
using copyright protected material 
without authorisation or compensation. 
The outputs from these systems then 
compete with the original works. In 
the case of music, they are flooding 
streaming services and being consumed 
in ways that divert listening and 
payments away from artists.   

Doja Ca phoo by Greg Swales

Ed Sheeran phoo by Peros Sudios

State of the IndustryIFPI Global Music Report 2026

St
at

e 
of

 t
he

 In
du

st
ry

3938





MUSIC EMBRACES 
INNOVATION; 
PEOPLE AROUND 
THE WORLD BACK 
RESPONSIBLE AI
Music has always been about innovation. From artists 
and songwriters to music companies and beyond, the 
music community has historically backed innovation – 
whether in music style and composition, the use of new 
technologies for music creation or how fans can enjoy 
music or music-based content. Gen AI technology is no 
different, and we are eager to seize its opportunities.

AI VIEWPOINT
In late 2025 IFPI asked approx. 
10,000 people across the UK, 
France, Brazil, South Korea and 
India for their views on AI and its 
implications on copyright for the 
creative industries. They expressed 
support for fairness, human 
creativity and heritage.

of respondents 
across all five 
countries opposed 
AI companies’ use of 
creative works to 
develop AI platforms 
without authorisation 
or payment.

Mos people across all ve counries agreed ha each 
of heir respecive governmens should inroduce new 
rules o make AI developers be more ransparen abou 
he conen hey have used o develop heir models:

India 70%

Brazil 67%

UK 67%

France 65%

South Korea 63%

69%

Quote to come

ENABLE MUSIC AND 
AI TO GROW TOGETHER 
BY UPHOLDING 
COPYRIGHT LAWS
Record labels are acively engaging 
and parnering wih AI developers ha 
acknowledge and respec he righs of 
creaors hrough negoiaed licences while 
aking on he bad acors who use music 
wihou permission. This work is being 
done o ensure he value of music o AI 
developers is fully recognised. 

However, his relies on copyrigh laws ha uphold 
he foundaional principle ha AI developers mus 
gain auhorisaion for heir use of he conen from 
righ holders before using i. 

Governmens need o uphold and enforce his 
fundamenal principle o enable a viruous circle 
where creaors can coninue o innovae and creae, 
and AI providers have access o new conen on 
freely negoiaed erms. Any atemp o inroduce 
excepions or limiaions ha would erode his would 
cause irreparable harm o creaiviy and innovaion 
o he derimen of naional culure, consumers, and, 
ulimaely, AI providers, and mus be avoided. 

Where acion is required is for governmens o 
ensure ha AI developers are respecing righs by 
requiring hem o keep records of he conen ha 
hey have used o develop heir models and disclose 
his o hose wih legiimae ineress, as well as 
requiring he labelling of AI-generaed conen o 
provide ransparency o consumers. 

POLICY  
ASKS

Survey conduced from 10 o 25 November 2025 by Sack Daa wih a represenaive sample of 
2,003 Briish, 2,000 French, 2,000 Indian, 2,000 Brazilian and 2,001 Souh Korean respondens. Claude phoo couresy of Warner Music Group

Cardi B phoo couresy of Warner Music Group
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PROTECTING THE ECOSYSTEM
TACKLING 
STREAMING 
FRAUD
The music industry faces an increasing 
threat from streaming fraud. By 
artificially generating plays for
manipulated or fake content, bad actors 
are siphoning vital revenues away from 
the artists, songwriters, record labels, 
music publishers and others who power 
the music economy.  
While record companies are taking 
robust action, we need organisations 
at every stage of the streaming value 
chain to take proactive steps to prevent, 
detect and act on fraudulent activity.  04

ROSÉ phoo by Kenneh Capello
Pinguini Tatici Nucleari phoo 

by Adriana Tedeschi
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STREAMING 
FRAUD – 
WHAT IS IT?
Fraudsters exploit gaps in music platforms’ protections 
and across the supply chain.  These criminals upload tracks 
via distributors and deploy armies of ‘bots’ to create 
artificial ‘plays’ of those tracks to generate income. 

Because streaming services pay 
right holders from a finite pool of 
revenue, income is being diverted from 
legitimate creators who attracted 
users, subscriptions, and advertising 
to these platforms in the first place. 
This is theft, plain and simple. And 
with the rise of generative artificial 
intelligence (AI), the practice has been 
industrialised, enabling the mass creation 
of artificial content and artificial 
listening, and making large-scale fraud 
cheaper and faster to perpetrate - and 
harder for systems to detect.

In January 2026, Deezer 
repored i was receiving 
more han

Deezer also revealed 
ha up o

RECORD COMPANY ACTION
IFPI and is member companies are aking direc acion 
agains hose enabling and proing from sreaming 
fraud. Legal proceedings have led o he disrupion and 
shudown of manipulaion services in muliple erriories, 
including Germany, France, Norway, Brazil and Canada, 
wih furher acions underway.

IFPI also works closely wih governmens and law 
enforcemen agencies o improve undersanding of 
how hese crimes operae and o suppor eecive 
invesigaion and enforcemen. Bu enforcemen alone 
canno solve he problem a scale. 

60,000
fully AI-generaed racks 
every day.

Sreaming fraud is a mulifaceed 
problem for he indusry. I akes real 

ariss’ revenue ou of he royaly 
pool, reduces wha record labels can 
inves in new alen and likely harms 

adverising eeciveness. I also 
cluters algorihms and worsens fans’ 
experience. In many cases i involves 

sophisicaed criminal neworks. 
Ulimaely, i’s a resource issue, no 
simply an engineering one. We need 
sronger enforcemen o address i.” 

ADAM GRANITE
Chief Executive Officer, AMEA, 

Universal Music Group

Sreaming fraud 
akes money from legiimae 

ariss  and righ holders. 
I is sealing, and here  

should be zero  
olerance.

DENNIS KOOKER
President, Global Digital Business, 

Sony Music Entertainment 

STOPPING FRAUD AT SCALE:  
TAKING ACTION AT EVERY 
STEP OF THE CHAIN
Bad actors are agile and persistent. To stop fraud, the organisations with 
the data, scale and leverage to prevent this fraudulent activity, including 
streaming services, content aggregators and distributors, must act together.  

So, what needs to be done? 

1.  IMPLEMENT ROBUST  
IDENTITY VERIFICATION 
Disribuors need o know who is providing conen 
o heir services and digial service providers 
(DSPs) need o verify ha accouns are used by real 
humans who are genuinely engaging wih music 
and no ‘bos’.  These kinds of requiremens are 
used in a variey of indusries, such as banking, and 
involve verifying he ideniy of cliens, including 
a deerminaion of he level of risk ha hey could
engage in unlawful aciviy. 

2.  VIGOROUSLY VET  
THE CONTENT 
Disribuors mus pu in place measures o verify 
no only he ideniy of heir cliens, bu he 
legiimacy of heir conen before i goes live.  The 
auheniciy of boh he cusomer and he conen 
should be regularly reviewed. 

3.  LEVERAGE  
ECOSYSTEM DATA  
DSPs have he advanage of seeing across he 
enire ecosysem and hey mus leverage his 
bird’s-eye view. This means using rs-class 
measures o be more eecive in deecing, 
shuting down and miigaing he impac of fake 
plays and suspicious playliss.  

4.   CROSS-INDUSTRY 
INTELLIGENCE SHARING:  
When a bad acor is idenied by one plaform 
or service, hey shouldn' be able o simply 
move heir "business" o anoher. Informaion in 
respec of known bad acors and heir mehods 
should be shared o preven hem from evading 
enforcemen and repeaing heir behaviour. Tha 
means regularly updaing measures o capure 
new fraudulen aciviy and acors based on shared
learnings. 

These acions amoun o somehing simple and 
essenial: sreaming services and disribuors working 
ogeher o idenify, disrup, and shu ou fraudsers 
who abuse he sysem. This is essenial as generaive 
AI coninues o grow and develop.   

Record labels are working o mee hese sandards. 
And, if we collecively use exising ools o share 
inelligence and apply bes pracices, we can make 
sreaming fraud genuinely diicul and expensive o 
pursue.   

Bu i will happen only if he enire music communiy 
comes ogeher and commis o meaningful, 
susained acion.

85%
of all sreams on AI-
generaed music were 
fraudulen in 2025 – up 
from he 70% gure i 
repored las year.

Sreaming fraud is one 
of he greaes hreas of 
our ime if i’s no ackled 

properly. I’s far more 
damaging han people 
realise - his is he new  

form of piracy.
SIMON ROBSON

President, EMEA, Recorded Music,
Warner Music Group

Apache 207 phoo by Alexandros Tiakas

RIIZE phoo couresy of Kakao
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GLOBAL CHARTS 
MOST 
POPULAR 
ARTISTS AND 
BEST SELLERS 
OF 2025
ABOUT THE IFPI GLOBAL CHARTS

The IFPI Global Charts are the official annual 
ranking for global commercial success in the 
recorded music industry, providing the most 
complete picture of the best-selling artists, 
albums and tracks of the year globally.05
The IFPI Global Charts capture consumption across streaming, 
downloads and physical formats in every country directly from 
the participating record labels, which is then converted using 
IFPI’s unique best practice methodology to a single, global chart 
figure. The world-class methodology, developed in partnership 
with IFPI’s member record labels, reflects global commercial 
success by combining exhaustive reporting of unit sales and 
streams with country-level economics for each consumption type.

Gracie Abrams phoo  by Abby Waisler
Tyler, he Creaor phoo couresy  

of Sony Music Enerainmen
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IFPI is he voice of he recording indusry worldwide, represening over 8,000 record company 
members across he globe. We work o promoe he value of recorded music, campaign for he 
righs of record producers and expand he commercial uses of recorded music around he world.


